APPENDIX

CHAPTER 1: Profiles of leading Retailers of Europe

AHOLD

Ahold is an international group of quality supermarkets and foodservice operators based
in the United States and Europe with presence in Netherlands. They provide an easy,
convenient and appealing shopping experience through continuous customer focus.

The strong retail and foodservice brands ensure they are optimally placed to answer the
customers’ local needs. At the same time, their brands benefit from group synergies that

allow them to operate in a simple, responsible and efficient way.

Corporate Structure and Strategy

Strategy:

Ahold had announced a three-year financing plan and strategy to restore the value of the
company in 2003. The plan focused on four key areas: restoring the financial health; re-
engineering food retail business; and reinforcing accountability, controls and corporate

governance.

Restoring the financial health

Ahold has taken numerous steps to strengthen the financial position and flexibility.
Ahold’s financial health is steadily improving and they remain committed to meeting what
it calls the criteria for investment grade rating from the two applicable rating agencies.
Re-engineering retail business, they have reorganized food retail companies into arenas
to integrate back office functions. In this way, they plan to achieve economies of scale

while continuing to operate using local brands, pricing and product assortment.

Retall strategy

Ahold looks for synergies and consolidation opportunities in its operations and is
increasingly streamlining processes. Being highly skilled in category management and
understanding customers enables them to provide a more targeted range and assortment
of products and services in a cost-efficient and convenient way. Ahold group has started

this implementing a global IT outsourcing program and realigning the IT structure




internally. These changes will help integrate the function globally, leverage the resources
and improve support to the operating companies. Based on the retail trends seen so far
in 2006, the company expects retail net sales growth this year to be between 2.5% and
3.0% (at constant exchange rates and excluding divestments made in 2005). In addition,
it also expects the retail operating margin to be between 4.0% and 4.5% in 2006. The
overall priority of Ahold remains to drive top line growth and achieve a 5% retail operating

margin.

Position in Domestic and International Market
Ahold is the world's fourth-largest retail group in terms of sales. However, Ahold is ranked

49th in terms of revenue generated according to Fortune Global 500.
Financial Performance
Consolidated net sales by business geographical area for the year 2005 of Ahold is as

follows:

Total company net sales for 2005 and 2004:

(Euro in million, except percentage,excluding inter segment

sales) 2005 Change % 2004

52 weeks 53weeks
Stop & shop/Giant landover arena 13,161 1.6 12,949
Giant-Carlisle/ Tops arena 4,989 -4.2 5,209
Albert Heijn Arena 6,585 2.6 6,418
Central Europe Arena 1,761 4.6 1,683
Schuitema 3,128 -1.7 3,181
Total retall 29,624 0.6 29,440

US food service 14,872 -2 15,170

Total company 44,496 . 44,610

1.1.4  Store portfolio
Ahold carries its operations in the following stores:
1) Stop and shop / Giant- landover Arena
2) Giant-Carlisle/ Tops Arena
3) Albert Heijn Arena
4) Central Europe
5) Schuitema




As of January 2006 the store count of Ahold is:
Company Franchise Associate
Operated retail retail
retail locations locations locations

Stop & shop/Giant landover

arena 573

Giant-Carlisle/ Tops arena 262

Albert Heijn Arena 994

Central Europe Arena 499

Schuitema 105

Total 2,433

1.1.5 Operations by region

Consolidated net sales by business area and by geographical area for 2005:

Food Senvice,
33.40%

O Food Retail
O Food Service

Food Retail,
66.66%

Future Scenario

The Company has defined a growth strategy for 2006 and onwards based on core values

that the operating companies share and core capabilities that are being improved. Their




core values are rooted in Ahold’s heritage and reflect the ambitions for the future.
Increasing the focus on core capabilities will help build upon what they do best and

differentiate them from the competition.

Ahold expects the retail net sales growth this year to be between 2.5% and 3.0% (at
constant exchange rates, and excluding divestments made in 2005). In addition, it also

expects that the retail operating margin will be between 4.0% and 4.5% in 2006.

This year, the focus would be on operational and value improvement, a comprehensive
review of underperforming assets, and reduction of corporate overhead. Following careful
preparations, Ahold plans to launch an arena-wide Stop & Shop / Giant-Landover value
improvement program. Based on the experiences with Albert Heijn and ICA, and together
with store reinvestment and cost reduction initiatives already underway, the company

expects this value improvement program will steadily enhance their market position.

Driving top line growth and achieving a 5% retail operating margin remains their top

overall priority.

Operations by Format

Albert Heijn Arena
Stores: 1,651

Headquarters: Zaandam, the Netherlands.

Albert Heijn
Albert Heijn operates food retail
stores in the Netherlands.

Formats: supermarkets and convenience stores

Albert.nl

Albert.nl provides internet-based home shopping and grocery delivery in the Netherlands

as an integrated service of the Albert Heijn Arena.

Gall & Gall

Gall & Gall operates wine and liquor stores in the Netherlands.

Etos




Etos operates stores in the Netherlands specializing in health and beauty care and, in

certain stores, prescription drugs.

Schuitema
Stores: 462

Headquarters: Amersfoort, the Netherlands

C1000
C1000 operates supermarkets in the Netherlands. C1000 is part of Schuitema, a retail

and wholesale company and a consolidated subsidiary of Ahold.

ICA AB

Stores: 2,319

Headquarters: Stockholm, Sweden

ICA is an integrated food retail and wholesale group, operating in Sweden, Norway and
through a joint venture in the Baltic states.

Formats: supermarkets, neighborhood stores, hypermarkets and discount stores

Present suppliers

Ahold’s food retail and foodservice businesses purchase from over 10,000 independent

sources and the businesses are not dependent on any individual supplier or supply
contract. Their purchases fall into one of two categories: for-resale purchases and not-
for-resale purchases. For-resale purchases are those where the products purchased are
intended for resale to the customers. Not-for-resale purchases are those where the
products and services purchased are not intended for resale to the customers. For-resale
purchases make up the majority of the purchases. The for-resale sources of supply
consist generally of corporations selling brand name, A-brand and private brand products,
independent private brand suppliers and perishable goods vendors. Products are
purchased at multiple levels within the organization, including at local operating
companies and regional and continental purchasing organizations. The company has

been able to organize most of the retail purchasing at a regional and continental level.




ALDI

The Aldi Group is a discount grocery chain, with over 7,000 stores around the world. The
company has its presence in Denmark. Aldi is headquartered in Essen, Germany. Aldi is
currently the world's number nine food retailer - worth 35.9 billion - with 7000 stores

across Europe and the world's largest discount supermarket chain.

Corporate Structure and Strategy
Aldi is an international hard discount supermarket chain. It is actually two separate

companies, Aldi North (Nord) and Aldi South (Surd) but is commonly referred to as one

The Company’s hame stands for Albrecht-Discount, using the founders' last name.

Aldi Sud manages expansion in English speaking countries and Austria, which borders its
operations in Southern Germany. Aldi Nord manages expansion in the rest of Europe as

well as Northern Germany.

The privately-held ALDI Group today operates around 4,400 supermarkets under the
ALDI banner. About 3,000 stores are in Germany, Stores in nine other countries,
accounting for around two thirds of its sales. Now spreading throughout Western Europe,

Australia and in the US, it has around 670 stores.

ALDI makes the buying process simple and cheap for all its customers by offering deeply
discounted prices on about 700 popular food items. ALDI (short for "Albrecht Discounts")
buys cheap land mostly on city outskirts, builds cheap warehouses, keeps a tiny staff,
and carries mostly private-label items, displaying them on pallets rather than shelves.

ALDI has 800-plus stores in 26 US states. Brothers and co-founders Theo and Karl

Albrecht own the company.

Corporate structure and Strategy

Strategy:

The strategy adopted by ALDI is to provide customers the products they buy regularly

and to ensure those products are of market leading quality that are offered at guaranteed




low prices. It is a simple model that continues to be embraced by millions of people
around the world. The secret to ALDI's success is found in their exclusive brand strategy,

which allows it to offer excellent quality food and non-food products at unbeatable prices.

Position in domestic and international market

Aldi has spread into 14 countries across the planet, moving its core European base into
countries like Australia and the United States. In the U.S., Aldi is slowly taking on such
established homegrown giants as Wal-Mart and K-Mart in the lower price sector and

making good money by doing so.

Aldi South has one of its biggest operations in the Belgium with 370 stores.

Financial Performance

Aldi Group generated revenues of E373.6 million for fiscal 2004, a decrease of 1.6% over

the previous year. The company recorded a net income of E6.7 million, an increase of

12.4% over the previous year's figures.

Store Portfolio

The 2500 stores of Aldi North, based in Essen, and 1600 outlets of Aldi South, based in
Muelheim, offer the same Spartan interior: three aisles with pallets and shelves for
cartons on each side, the cooling section at the rear end, some frozen food cabinets,
floor tiles either gray or yellowish, neon lamps that shed cold light onto shelves and
shoppers, the lack of product displays.

A typical store is about 15,000 sqg. ft (1,000-1,500 sq. m.) with as few as 700 products

and as much as 95% of it private label.

Operations by region

Aldi Nord operates in
Northern Germany
Belgium
Denmark
France
Luxembourg
The Netherlands
Portugal
Spain




Aldi Sud operates in
Southern Germany
Australia
Austria (where it operates under the name Hofer)
Ireland
Slovenia (where it operates under the name Hofer)
Switzerland
United Kingdom
USA

Future Scenario

Aldi is all set to intensify the battle for supermarket customers by investing £200m in a
roll-out of stores in Scotland. The chain will open 15 stores a year, pushing its total to 150

stores north of the Border by 2014.

Product range and their prices

The company’s stores, supply a range of items including dairy, bakery, canned goods,
fresh produce, frozen meats, food, alcoholic drinks, electrical products, kitchen ware, toys,

clothing, flowers and paper products in both its own brands and other private labels.

The company keeps its product prices low by keeping its costs down:

it sites and builds warehouses cheaply,
employs minimal staff numbers,
mostly stocks private-label items

Uses shipping pallets rather than shelves to display stock.

Costs are minimized in various other ways such as:




Products are not stocked on shelves, they are merchandised in their original
shipping cartons with the lids cut off and placed on a row of wooden pallets on

either side of an aisle. The idea is to save on labor to stock shelves.

Marketing Strategy

Aldi models its marketing strategy on activity overseas, stocking a limited assortment of
private label goods, implementing cost cutting techniques and attempting to lure
shoppers with discount staples.

Aldi has a policy in Germany of not advertising, apart from a weekly list of special prices
called Aldi informiert (Aldi informs) that is distributed in stores, by direct mail, and
sometimes printed in local newspapers. It claims this is a cost savings that can be
passed on to consumers. However, in the USA, Aldi advertises regularly via weekly
newspaper inserts and Aldi television commercials have begun airing on the TBS
network, and in the UK print and television ads appeared in mid-2005 as so in other

countries such as Belgium, France etc.

Product Specification and Requirements

To make scanner checkouts more efficient, Aldi requires supplier support. Together with
manufacturers Aldi develops product packaging that allows making product handling
more efficient. Cartons have to match pallet sizes. Aldi wants wrappings to stand for an
individual product and to be convenient and customer friendly. The bulk purchaser also

makes vendors print bar codes onto four sides of a product where possible.

Most Aldi suppliers are certified according to the International Food Standard (IFS), a

quality system that exceeds legal requirements. By signing contracts, suppliers are

committed to present results of product tests carried out by an independent laboratory not
later than four weeks after initial shipment. Parent companies in Muelheim and Essen
negotiate only frame contracts. Orders always come from one of the 65 distribution

centers. It is said that from order to shipment suppliers do not have more than three days.




ASDA

ASDA or Associated Dairies is a chain of supermarkets in the United Kingdom offering
food, clothing and general merchandise products. It became a subsidiary of Wal-Mart in

1999, and is currently the second largest chain in the UK after Tesco.

ASDA is Wal-Mart's largest overseas subsidiary, accounting for almost half of the
company's international sales. At present, there are 21 ASDA/ Wal-Mart Super centers,
243 ASDA Superstores, 37 ASDA Smaller/town centers, 5 ASDA Living stores, 10
Georges, and 24 depots (distribution centers). ASDA employs 150,000 "colleagues"
(90,000 part-time, 60,000 full-time). The company is also engaged in property

development through its subsidiary company, Gazeley Properties Limited.

ASDA launched a new format called ASDA Essentials in a former Co-op store in
Northampton. With a primary focus on own-brand products on a much smaller floor plate
than ASDA's mainstream stores, the Essentials will only stock branded products that are
perceived to be at the "core" of a family's weekly shop. This is seen as ASDA's response
to the increasing strength of Tesco and Sainsbury in the convenience store sector. If the

trial is a success, it will be rolled out nationally.

ASDA is currently expanding its range of services to include Financial Services sold in
store and online. Products currently sold are Car, Home, Travel, Life and Pet Insurance,
Child Trust Funds and Credit Cards.

Corporate Strategy

ASDA believes in the ‘trust business’ agreeing that the secret of successful retailing is to

give the customer what they want. Their corporate strategy is to drive sales volumes and
attract new customers via their ‘Formula for Growth’, i.e. ASDA encourages local produce
and products. In terms of retailing principles ASDA believes in availability having the

right items both locally and nationally at every day low prices. Events, sampling and




demonstrating are very helpful as is taking the opportunity to understand the sales
profile. Suppliers are encouraged to work in a store to understand the challenges the
retailer faces. Every Day Low Prices can be a challenge to suppliers but on the plus side
the price is consistent and it can avoid the significant production difficulties created by

special offers.

Position in domestic and international market

ASDA, a division of Wal-Mart, is the second largest grocery retailer in the UK (with a
16.6% market share). Since 1999, ASDA has been wholly owned by Wal-Mart.

Financial Performance

ASDA, a division of Wal-Mart, is the second largest grocery retailer in the UK (with a
16.6% market share) and the second largest in Scotland. Turnover in 2005 was £14,748

million. Sainsbury's is expected to challenge strongly for second place during 2006.

Store Portfolio

ASDA has around 300 stores in the UK. They are: 21 ASDA/ Wal-Mart Super centers,
243 ASDA Superstores, 37 ASDA Smaller/town centers, 5 ASDA Living stores, 10

Georges, and 24 depots (distribution centers).




Atlantic Super Market S.A.

Atlantic Super Market S.A. is a Greek company that operates a supermarket retail chain
in Greece. The group is actively involved in the import and retail-wholesale trade of
household goods and foodstuffs. The Company has established an extensive retail and
wholesale network in Greece. It operates 193 retail stores that cover a total area of
238,567 square meters and four distribution centers, and cooperates with more than
1,981 suppliers. The Company also operates ARISTA retail stores that have been

developed through the franchise system.

Financial performance

The company’s 2005 Revenue was 576.73 M Euro with net profit margin of 0.69%, while

the operating Margin was 1.36% for the same fiscal year.

Operations by Format

1. Has an extensive retail and wholesale network in Greece.
2. The franchising network was significantly expanded throughout Greece under the
name of ARISTA.

Product range

Atlantic Super Market's product portfolio includes:
Vegetables
Meat products
Cheeses
Delicatessen items
Beverages
Clothing and footwear
Beauty and health products

Cleaning and other household products.




AUCHAN

In the space of 45 years, Auchan has grown into one of the world's leading retail groups.
From the moment the first outlet in Roubaix opened its doors in 1961, Auchan has
enjoyed continual expansion and is now established in 11 countries across the world with
a workforce of 175,000.

The Auchan standard was present in Italy from 1989 and strengthened its presence on

the territory in 1997 through the alliance with the Rinascente.

Corporate Structure and Strategy

The 42 ipermercati Auchan stores carry their sales from four operating regions: North-
West region, Region the Northeast, Region Center and Region South. All the Regional

Directors of the ipermercati directly depend upon the Directors of the single ones

Strategy:

The strategy of Auchan is to make it the preferred brand for Italians. This is done by
offering its customers more and more articles at lowest prices and in a more convenient

way.

Position in Domestic and International Ma  rket

Auchan in Italy market is on the verge of expansion with new stores and formats making

their presence.

Internationally Auchan is ranked as the third largest retailer.

Financial Performance

In 2005, 55% of income was generated in France, 31% in Western Europe excluding
France (Spain, Italy, Portugal and Luxembourg) and 14% in the rest of the world (Poland,

Hungary, Russia, mainland China, Taiwan and Morocco). Gross profit was up 9.5% in




absolute value and up 1.0% with Italy fully consolidated in 2004, due to the “discount”

policy operated in all countries.

Sales in Italy registered 3 million euros.

Store Portfolio

Ipermercati
Gallerie

Supermercati

Operations by Region

43 hypermarkets of which 42 are Auchan.
Supermarkets: 219 Sma & Cityper

Banque Accord : Accord Italia

Gallerie Commerciali Italia : 44 shopping centers

Average staff at equivalent full time work: 18,500

The largest part of the store portfolio is located in Western Europe. Although the

hypermarket has traditionally been used by Auchan for its international expansion, the
retailer has now made inroads with the supermarket format in a number of regions,

particularly Western Europe but also Central Europe (Poland) and North Africa (Morocco).

Format Hypermarkets Supermarkets Other

Western Europe 584
Central Europe 11
North America

South America

Asia Pacific

North Africa




Product Range and their prices

Product Range
Auchan offers an extensive product selection in highly varied ranges so as to ensure

maximum customer satisfaction.

Each product family contains brands with national and regional reputations, Auchan own-
brand, and discount products. These products are picked on the basis of the markets,
sales and trends. The buyers also work closely with the stores since they have their

fingers on the pulse in terms of customer requirements.

The diversity of the Auchan product offer means customers always find what they are

looking for.

There are currently 20,000 Auchan products. The proportion of international products is

20% for food and 80% for non-food products. These products are marketed in France,

Spain, Portugal, Italy ...via hypermarkets, supermarkets and e-commerce websites.

Each hypermarket offers from 25,000 product references like in China to more than
100,000 in France or Italy, depending on the size of the store. In central Europe, the offer

includes about 35,000 to 40,000 product references.

Marketing Strategy

As part of the cultural shift within Auchan, marketing has become a key part of the
group’s strategy. It has had an impact on store developments, communication and

company organization.

Auchan has defined its brand mission statement as “The provider of good solutions for

better living”. The brand mission is based on six values:

Buying power : Auchan is committed to offering the best possible prices to its

customers, on national brands, private label and value products




Trust: the Auchan brand is a guarantee of food safety (e.g. ‘Filiere Auchan’

scheme) and household security

Product authenticity:  Auchan aims to provide as high quality products as

possible

Convenience : Auchan aims to make the shopping experience as easy and

simple as possible both at a store and product level

Customer relation : Auchan offers a number of services to its customers and

aims to provide a friendly shopping atmosphere

Innovation : Auchan products seek to bring a point of differentiation through new

experiences, tastes or technology

Marketing is managed on a local basis and the local management in every country has
the freedom to tailor the content of the mission statement according to local consumer

preferences.

Auchan also has a small international marketing team whose role is essentially to ensure
that the brand identity is respected worldwide. There are regular marketing meetings to

share knowledge between countries and to facilitate best practice transfer.

Present Suppliers

Auchan sourcing for fresh and food products is through long term EU suppliers and some
large monopolies such as dole and Chiquita. For most of the product categories, sourcing
is local, though given the competition in Food and grocery, Auchan is looking for players
who could help reduce the prices. Last 2 years, Auchan, leclerc and Carrefour have

reduced prices in food to take on hard discounters like Aldi/Lidl and this strategy has met

with increasing success. Building on this, they are open to sourcing more direct.

Product Specification and Requirements

Minimum EU certifications have to be respected, for manufactured foods that can cause
food poisoning. Auchan has some more standards in specific products related to the look,

size, color, weight etc. but they are derived from Eurogap.




Axfood

Axfood AB is one of the largest food retailers in Scandinavia listed on the stock market.
Axfood seeks to challenge the Nordic retail food market through distinct and unique

customer offerings. The market share in Sweden is more than 13 percent.

Corporate Structure and Strategy

Axfood's business mission since the formation of the Group in 2000 has been to create,
develop and operate successful grocery store chains — wholly owned or in franchise form.
Axfood seeks to be the challenger in the Nordic retail food market through distinct and

unique customer offerings.

From the onset, the strategic platform for accomplishing this mission has been based on
seven points:
1. Distinct brand strategy

Market expansion

Greater private label share

More wholly owned stores

Central purchasing

Flat organization

Integration

The Group's strategic strengths are: financial strength, distinct discount concepts, good

platform in revitalized Hemkop, cost-efficient wholesaling operations, coveted private
label products, and strong base of wholly owned stores. Without detracting from these
key success factors, Axfood is working according to three main strategies:

1. Profitable growth

2. Optimal operation

3. Cost efficiency




1.6.2 Financial Performance

The financial performance of Axfood is as of March, 2006 is as follows.

Sales per business unit and market

MSEK 2003
Hemkop 6,213
Willys 10,567

Willys Hemma 1,317
Axfood Direkt -

Axfood Narlivs 4,779

Spar Finland 5,178
Dagab 18,561
Other 735

Internal sales -13,734
Sum 33,616

Net sales for
continued operations

Net sales for
discontinued
operations

Total 33,616

Consolidated sales 2005: SEK 28,086 m (28,658 m).

1.6.3 Store Portfolio

Store chains:

80 wholly owned stores

Hemkop 79 proprietor-run stores

103 wholly owned stores
Willys

3 proprietor-run stores
Willys hemma 44 wholly owned stores

Wholesale:

3 full range warehouses




2 fresh-product warehouses

1 Private Label warehouses

3 full range warehouses

Axfood Narlivs 1 fresh-product warehouses

23 cash & carry

Product Range and their prices

Axfood is ahead of its competitors when it comes to private label product development in
the Swedish retail food market. Private label products today account for 20% of Axfood's
total sales. The goal is to grow this share to 25% of sales by 2008.
Axfood's private label initiative is strategically important, as it adds to customer benefit by
offering shoppers quality products at a lower price. Customers thus gain value by
consistently choosing Willys' or Hemkop's private label products, since they know that
they will always get a lower price and at the same time comparable quality for
comparable products.

Marketing Strategy

Brand strategy

Willys' and Hemkop's house brand products have a comparable level of quality to the

market-leading product in their respective categories, at a price that is roughly 10%—15%
lower.

To date, Axfood's private label products have had their greatest impact in the discount
segment, where they account for approximately 28% of Willys hemma's total sales and
24% of Willys'. Hemkdp's private label share is 14%.

Hence, the main marketing strategy includes:
1. Continued expansion of Willys
Develop Hemkdp's customer offering and operations
Grow sales of existing units
Cost control
Well-stocked stores through higher delivery reliability
Adherence to private label strategy
Improved IT support in stores

Continued development of non-food product offering




A B VASSILOPOULOS SA
Corporate Structure and Strategy

The company's managerial departments are listed under General Management. The
Managing Director has responsibility for all issues pertaining to Company operations,
except those special areas of responsibility which, either to comply with the Law, or with
the Company's Internal Regulations, or with a decision of the Board of Directors, remain
the responsibility of the Board of Directors or have been made the responsibility of

another person or Administrative Instrument.

The Retail Operations Department organizes, staffs and supervises retail stores (Super
Market and city stores) as well as it manages and supervises the franchising stores.
The Commercial Department is responsible for buying in, invoicing and promoting
products, for the advertising and the consumer relationship marketing, for the systems
and methods management and the food safety. The Supply Chain Department controls

storage of goods and distribution to the stores and supervises

The Information Technology Department that plans, develops and applies the most up-to-
date systems and information networks. The Financial Department is responsible for
general and retail accounting. It is in charge of the security and management of financial
resources. It draws up and supervises the implementation of budgets and cash flow
programmes, and monitors relations with shareholders. The Human Resources
Department is responsible for procedures, which affect employees' relations with the

Company, for staff training and remuneration and implementation of safety.

The Business Development Department manages the Cash-and-Carry operations,

supervises the Development & Technical Support Department (which is responsible for
Real Estate, for the construction, as well as maintenance of buildings and equipment)

and contributes to Company's Business Development.




The Company's management is supported by the Internal Audit Department and the

Legal Department.

Strategy:

a. To be the best supermarket chain in quality, variety and service and one of the 3
largest in Greece with high levels of productivity and hygiene, with the use of
advanced technology.

To always stand out by having the best food products, especially in fresh food
products, offering the best in quality, variety and competitive prices.

To delight the customers by making their shopping in stores a pleasant experience.
To achieve financial results that will satisfy the shareholders (big and small) and
secure the company's future development.

To safeguard the well being and development of all employees through training,
competitive remuneration and benefits. To be distinguished as a company by the
spirit of co-operation and respect for the individual

To be an excellent corporate citizen actively participating in social activities and in the
campaign for the protection of the environment by training our personnel and
informing the customers

To respect the customers, suppliers and other external partners, always aiming for

better relations.

Opertions by Format

AB

ENA Cash & Carry
City

TPOOO

Shop & Go

Food Market

1.7.3 Product Range and Their Prices

During the last ten years, particularly since foreign chains have come on the scene
prompting change and re-organization, the Greek food retail trade has entered a

maturing phase of which the main features are:

a. competition in prices,

b. growing strength and expansion of hard discount chains,




the advent of many different types of stores, such as hypermarkets, supermarkets,
neighborhood convenience stores as well as franchising ones,

activity in retail and wholesale cash-and-carry chains,

development and expansion of own label products,

organized chains providing new services.

"ALFA-BETA" has responded attentively to this new competitive environment. Always
focusing its attention on addressing the customer’s needs, it has been expanding its
sales network through a variety of store formats: supermarkets, neighborhood
convenience stores, franchising and cash-and-carry stores. At the same time it has
developed and expanded the range of products it offers,

especially its own labiel products, so as to provide alternative solutions to suit every

consumer’s particular spending power.

"ALFA-BETA" has launched its new exclusive range of detergents and cleaning products
“alin”, also at prices in line with the hard discounters. The Company has continued
refining its research into prices and product quality, supported by the expertise of

Delhaize Group.

Assortment

The variety of products available in private label lines continued to grow in 2005 with the
addition of products that reflect actual trends in diet, consumption and packaging while
also maintaining strict food safety standards.New items have been added to the

outstanding "AB Choice" and "Alphabeta close to Greek Nature" product lines.

Meals to Order (Self-traiteur)

In 2005 "ALFA-BETA" launched a new department to provide fresh, readymade food
solutions prepared on site, to order. This department now offers 45 product items
including fresh salads and pasta, lots of different cooked dishes, pizzas and sandwiches

made with fresh ingredients.

The company can now provide ready-prepared meals that are part of a healthy balanced

diet on a daily basis, thereby meeting the needs of the busy consumer.

a. The variety available in the fresh and standardized pre-packed organic produce has
been increased and sales have increased significantly too.
b. A large number of new items have been added to the CARE product range,

especially in the household goods category.




The company’s own label line of spices has been completely renovated to give it a
uniform appearance, innovative packaging, excellent quality, a broad range of codes
and distinctive merchandising.

Long-standing own label product lines have also been replenished with the addition
of a large

Number of new items, as have the exclusive product lines.

Multi-level Price Policy

As its main aim is to satisfy customers irrespective of their financial status, "ALFA-BETA"
apply a multi-level price policy that reflects every consumer’s choice and priority. This
way all consumers will find what they want at "ALFA-BETA", whether their priority is
excellence in quality and exceptional products, meeting needs at competitive prices, or
whether they choose on the basis of low price. Continuing the dynamic commercial policy
of the previous years and focusing on strengthening its competitive position, in 2005 the
Company reduced the price of 2,000 basic products in addition to price reductions made
on 2,300 products in 2004.

The first price private label brand "365" is doing well in its direct competition with hard

discount products. During 2005 the "365" range was enriched and extended to 240 items

covering 18 product categories of food and nonfood products.




Bergendahl Group

The Group, comprise of Bergendahl & Son AB and its four subsidiaries
BergendahlsGruppen AB, Bergendahl & Son Fastighet AB, Sven Axel Svensson Holding
AB (Glitter) (of nine months) and East Import i H66r AB (of two months), reports sales of
about SEK 6 billion net for 2005, entailing an increase of SEK 1 billion compared with the
previous year, which corresponded to a 20% growth. BergendahlsGruppen AB today is a
complete retail company dealing with perishable consumer goods as well as specialty
items. The Headquarters is located in Hassleholm, Sweden.

The company is the Nordic leader in the procurement, import and sales of non-food items
and leisure segments and, as is the case with Glitter, operates on the open market as an
independent company within Bergendahl & Son AB.

Financial Performance

The Group reported sales of about SEK 6 billion net for 2005, entailing an increase of

SEK 1 billion compared with the previous year, which corresponded to a 20% growth.

Operations by Format

Bergendahl Gruppen AB comprises 30 company-owned stores under profiles
1. AGs
2. City Gross
3. Eko

BergendahlsGruppen has a full assortment of everyday commodities supplying company-

owned stores and hypermarkets and some 200 independent customers with whom




BergendahlsGruppen has a well developed cooperation. Several of these independent

customer stores and supermarkets cooperate under the MatOppet profile (about 70

stores) while all the others are free merchants under various profiles such as Vi-
handlarna, PrisXtra and Ostenssons. It also offer all our retail customers a wide range of
commerce-related services such as planning, store design, choice of assortment,

marketing, media services and training programs.

BIM

BIM is turkey's first hard-discount supermarket chain. BIM is a hard discount store with a
total sales area of 4,17,900 sq m. It has its operations in turkey. The total number of
stores as of October 2006 is 1376. The group has 13 warehouses. The Store size vary
from 200 to 600 sq m .Logistics is one of the real strengths of BIM and of the hard
discount system in general. BIM operates 13 regional companies with distribution centers
of 6,000 to 13,600 sqms. They are located in Samand ra ( stanbul), Esenyurt (Istanbul),
Bayrampa a ( stanbul), Antalya, Adana, Trakya, Bursa, zmir, Sakarya, Ankara, Samsun,
Trabzon and Konya. BIM owned trucks are serving the stores from the warehouses of

these regional 13 companies.

Corporate Strategy

BIM Operates as hard discount stores with high quality food and basic consumer goods
at the lowest possible price and at extremely low cost. There is a limited assortment of
approximately 600 articles, preferably private labels. The business plan of BIM is to carry
a high number of private labels. BIM has high volume in each item. BIM is very similar to
the German ALDI operation. Some experts call BIM as the Turkish ALDI. The principles
that form the foundations of its business and drive growth are customer satisfaction,
perfection in service, good relations with suppliers, and a corporate culture that is

understood and identified with by all employees.

Position in Domestic and International Market

BIM ranks first among food retailers in Turkey with the most extensive network of stores.

Financial Performance




BIM has grown steadily since its inception and seen its sales volume increase 43.8%
over the last two years. The Net sales of BIM were 1,691 YTL million for the year 2005.

The private label products sales were 789 YTL million.

Operations by Format

BIM operates only in format such as hard discount stores.

Operations by Region

Each of BIM's thirteen regional organizations is run by its own general manager and
serves as a central warehouse for its own territory. This decentralization is an important
element of BIM’'s organizational structure. BIM operates in turkey with outlets in
Samandra, Bayrampasa, Esenyust, Trakya, Bursa, lzmir, Sakarya, Ankara, Samsun,

Antalya, Adana, Konya, Trabzon.

CARREFOUR

Carrefour is an extraordinarily modern and proactive retail distribution enterprise turned

resolutely towards the future; it is the second largest enterprise in the world, and certainly

the most international in scope.

1. Leading retailer in Europe
2. Second largest worldwide retail chain

3. The Group has different Operating formats:

The consolidated sales of the Carrefour group, including VAT are  93.6 billion and have
a market capitalization of 27.9 billion (as of 12/31/2005).

The Carrefour Group has a work force of 4, 36,474 with a total store count of 12,028. It is

present in 31 countries covering a sales floor area of 14,513,074. The cash transactions

per year for all formats stood over 3 million.

Corporate Structure and Strategy

The corporate structure of Carrefour ensures that powers are distributed more effectively

between the Supervisory Board, as a control structure, and a Management Board, which




will be responsible for the management of the Group. It has been structured to guarantee
the independence needed for the board members to ensure that their actions be effective.
The structure would enable Carrefour to pursue its overall strategic positioning, and allow
a better reactivity and a closer link with the operational management.

Strategy

2005 was a year of strategic repositioning for Carrefour. The Carrefour group invested
heavily to build foundations for sustainable growth. These investments allowed the group
to reconfigure their portfolio of stores and deploy an aggressive pricing strategy. The
Group resumed its organic growth by adding 1.5 million square meters of new sales floor
area — 50% more than in 2004. Acquisitions, divestitures, store openings, new store
formats, a new range of services and competitive pricing — these were all part of the
group’s strategy to stimulate growth and establish a closer relationship with the

customers.

1. Reaching critical size on each market:

2. The multi-format strategy: in view of wider customer choice

The multi-format strategy optimizes the Group’s chances of appealing to all types of
customer profiles and of meeting their full range of needs. The Carrefour group is
strengthening its position as a result of extremely dense store network. These formats

offer each other mutual reinforcement.

3. Gaining momentum through innovation:

4. Knowing the customers through loyalty building:

Carrefour hypermarkets have been engaged in an operation to establish a strong
connection with their customers since April 2004. This connection is the “Carrefour
Loyalty Programme”. It has been a resounding success: as of the end of December 2005,
more than 8 million customers had become members of this programme in France.
Nearly 30% of French households are currently holders of the Carrefour loyalty card. 6.

Adapting the product mix to customers needs:

5. Focusing on customers:

Carrefour hypermarkets have been dressing their customers for many years by offering a

wide range of men’s, women’s and children’s clothing and shoes, as well as baby clothes

and household linens. All these textile items are designed and styled in two countries:




Spain and France. It is in these countries that in-house teams of stylists design the Tex

brand collections that fill the shelves of Europe’s hypermarkets every day.

Position in the International Market

In the international market Carrefour has been ranked as a number one retailer as per
the latest IGD rankings (2005),

Financial Performance

Sales in France grew 6.2%. This trend has enabled Carrefour to consistently win food
market share in France. Sales for the Carrefour group excluding VAT was 74,497
million for the year 2005. However, sales in France was 35,577 million for the year
2005.

Store Portfolio
The Carrefour group has taken full advantage of the multi-format retailing concept with its
extensive range of hypermarkets, supermarkets, hard discount stores and convenience

stores, operated directly by the Group or under franchising agreements.

1. Hypermarkets: where choice and value for money go hand in hand
2. Supermarkets: fresh produce, convenient shopping and fair prices
3. Hard Discount stores: quality products at low prices

4. Convenience and Cash & Carry: just around the corner

5. Services: offering customers an added dimension

Hypermarkets
In 2005, hypermarkets continued their development as well as their price offensive.
Already the leading format in France, hypermarkets also intensified their expansion

abroad.

With sales floor areas ranging from 3,000 sq.m to more than 20,000 sq.m, hypermarkets
have an extensive catchments area. They also attract a substantial amount of traffic.
True to the Carrefour group mission, the group offers a wide range of food and non-food

products at very attractive prices “all under one roof”. The hypermarkets normally carry

between 20,000 and 80,000 product listings. The distinctive feature is integrating




discount pricing with the pleasure of shopping by combining a wide range of products,
quality, innovation and modern facilities. Depending on their size, staff numbers range
between 250 and 750 employees. Today, Carrefour is expanding the services available
to customers in hypermarkets. It is also endeavoring to create closer relationships with its
customers, in order to serve them more efficiently. An absolute priority: unbeatable prices
in each store’s catchments area .In 2005, the Group regained the initiative on pricing.
The objective is to be the price leader or joint leader in each store’s catchments area in
France. Over the year 2005, Carrefour hypermarkets in France won 0.3% market share

for grocery items.

The three key ingredients
Along with the pricing offensive, three major initiatives, directed at customers, were

conducted simultaneously

a) Improvement of the product range: Carrefour has continued to adapt its product
mix to local demand and expanded its product ranges. The number of product
listings increased by 6% in the grocery department, 7% in cosmetics and 8% in
fresh produce in French hypermarkets.

Expansion of services: Insurance, financial services and travel services are just
some of the services offered by the hypermarkets in France, Spain and Brazil.

Ongoing dialogue with customers: In 2005, Carrefour developed a more targeted
marketing strategy, thanks, in large part to the loyalty card and its detailed
database. As a result, messages were clarified, new loyalty programmes were
launched and highly targeted price reduction operations were deployed. The card,
which was launched in April 2004 in France, was held by nearly 8 million

customers at year-end 2005 and it was used for 63% of purchases.

Super Markets

The year 2005, was rich in new developments for the Carrefour group’s supermarkets

with 200 stores renovated in France.
a) Adapting to local conditions
93% of the Carrefour group’s supermarkets are located in Europe, including
1,024 Champion supermarkets in France- proof of the Group’s interest in this
format and of its commitment to optimizing its portfolio of stores.
Loyalty building first and foremost
Supermarkets are located in cities as well as in suburban and rural areas. In

cities, the product range consists mainly of grocery products, while stores in rural




areas consist of a product range including more of non-food products, such as
textile products and miscellaneous household goods. Loyalty building, by
ensuring customer satisfaction, is the primary objective of the supermarket
format. Approximately 10,000 product listings are sold in these stores, which are
growing in sales floor area. Depending on their size, staff numbers range from 25
to 250 employees. Today, the size often exceeds 2,000 sg.m in floor area.
Expansion and modernization of Champion stores
The year 2005 was marked by numerous enlargements and the reorganization
and modernization of existing stores. These renovations and enlargements will
continue in 2006.
Hard discount stores
Offering convenience and quality at discount prices, the Group’s hard discount stores are
found under the Dia banner in eight different countries, as well as in France under the Ed
banner.
With nearly 5,500 stores throughout the world and 636 openings in 2005, the hard
discount format is a powerful growth engine for the Group. This format offers products at
discount prices all year long, together with a guarantee of irreproachable food safety. The
hard discount format offers a deliberately optimized product mix, with a product range
mainly composed of Dia brand grocery products. Through regular enlargement and
modernization operations, hard discount stores are continually updated in real time to

keep pace with the market.

Convenience and cash and carry
Convenience stores complete the Carrefour group’s retail network in both town and
country locations. With more than 3,000 stores in Europe, the Carrefour group is a major

player in the neighbourhood grocery store segment.

A format adaptable to new lifestyle

From a positioning based on the store’s neighborhood location, Carrefour’s store format
is moving towards a positioning based on convenience, a friendly atmosphere and
customer service. The objective is to meet customer expectations more closely. In 2005,
439 new convenience stores were opened throughout the world, representing over

124,000 sg.m of new sales floor area.

Operations by Format

The Carrefour hypermarkedgfer a wide range of food and non-food products at very

attractive prices; their shelves stock an average of 80,000 items. Floor areas of




hypermarkets range from 5,000 sq.m to over 20,000 sq.m and their catchments areas are
very large.

1. The supermarketsfer a wide selection of mostly food products, at very competitive
prices, in outlets featuring floor areas of 1,000 to 2,000 sg.m.

2. Hard discounterstock around 800 food products, at unbeatable prices, in small
stores (from 200 to 800 sq.m). Half of the products are sold under the Dia brand name.

3. Convenience storesglistrict shops, offer a range of products covering all food

requirements and services.

Cash-and-carrywholesale and retail self-service mainly consists of food products and

intended for businesses.

Operations by Region

Breakdown of consolidated net sales by
geographic region

B LATIN AMERICA
7%
28% > 8% = ASIA
“ ®m FRANCE
47%

B EUROPE(EXCLUD
ING FRANCE)

1. France
2005 was marked by sustained pricing efforts in France. As a result, hypermarkets
gained 0.3% market share for grocery items according to Secodip. All store formats

combined, the gain amounted to 0.6%. Other noteworthy facts are the following.




a. The number of Carrefour loyalty card holders increased to 8 million;
. Carrefour and Champion product ranges were restructured;
.Existing Champion stores were modernized;

Acquired 101 Pennymarket stores under the Ed banner;
.Sale of Prodirest to Transgourmet (Rewe);

. Acquisition of ten new motorway service stations.

2. Europe

2005 was characterized by a marked intensification of activity in Europe, where the
Carrefour Group strengthened its leadership position. Its vitality was reflected by
numerous openings and acquisitions and by substantial price investments, particularly in
France, Belgium and ltaly. The Group also withdrew from certain underperforming

markets such as Slovakia and the Czech Republic.

3. Turkey

In 2005, the Carrefour group moved into second place in this market. The Group now
operates throughout the country. Through a large transaction in 2005, the Group
acquired 2 Turkish retail banners.

a. Gima, which positions the Group strongly in the supermarket segment, the dominant
store format in this country.

b. Endi, thanks to which the Group acquired 50 hard discount stores.

4. Greece and Cyprus

The Group also expanded in Greece and Cyprus. In 2005, investments were made in an
additional 45,000 sg.m of sales floor area. The Group also obtained a foothold in Cyprus
in 2005. Thanks to the purchase of Chris Cash & Carry, the Group acquired 3

hypermarkets and 3 supermarkets.

5. Asia

With establishments in eight Asian countries, the Carrefour group continued to strengthen

its position in Asia in 2005. The Group also revitalized its marketing strategy in most of
the Asian countries in which it operates through such developments as a franchising
agreement in Japan, acquisitions in Taiwan, and store openings in China and Indonesia.

Expansion in China was particularly intense.




6. China

In 2005, the Carrefour group celebrated ten years of activity in China. As of year-end
2005, Carrefour had 35,000 employees working in 70 hypermarkets, eight supermarkets
and 225 hard discount stores. 2005 saw the strongest expansion ever in China with:

a. The opening of 14 hypermarkets, 62 hard discount stores and 2 supermarkets;

b. The implementation of a new organizational structure in 4 operating regions.

The Carrefour group was once again, at year-end 2005, the leading international retail
distributor in China; Each year, several hundred department managers get recruited from
the local population and more than 500 people are continually being trained in sales and
management functions. They will be the managers of tomorrow in a country that is key to

the Group’s development.

7. Taiwan

Taiwan could be considered the bridgehead of the Group’s operations in Asia, after
China. At the end of 2005, Taiwan had 37 hypermarkets with nearly 10,000 employees.
The Group is the country’s leading international retailer and has been operating there for
16 years. Noteworthy events in 2005 included:

a. The signature of an agreement with Tesco Taiwan. Six hypermarkets and two other
projects currently underway and should join the retail banner in 2006;

b. A new marketing campaign to boost sales in hypermarkets.

8. South Korea

After 9 years of activity in South Korea, the Carrefour group is Korea’s fourth largest
retailer with 31 hypermarkets as of the end of 2005. The year 2005 in South Korea was
marked by substantial efforts to boost Carrefour’'s sales dynamic in a very competitive

market, along with the opening of 4 hypermarkets.

9. Indonesia

After 7 years of operation in Indonesia, as of the end of 2005, the Group had a total of 20

hypermarkets, thanks to the opening of 5 new stores. The Group is the second largest
retailer in the entire country and the leader in the hypermarket format. In 2005, the first

hypermarket was opened outside of the Jakarta area.

10. Latin America




The Carrefour group took advantage of improved economic conditions to revitalize its
sales dynamic in Latin America, where it has been established for 30 years. 20

hypermarkets and 68 hard discount stores were opened in 2005.

11. Argentina

The Carrefour group has operated in Argentina for 23 years and has 28 hypermarkets,
114 supermarkets and 352 hard discount stores in the country, with over 20,000
employees. In 2005:

a. The Group consolidated its position as the country’s leading retailer with a 30% market
share at year-end 2005. This advance is the result of a “clustering” approach which
consists in adapting stores to their economic and social environment. This approach was
initiated in 2004. The Carrefour group took advantage of improved economic conditions
to revitalize its sales dynamic in Latin America, where it has been established for 30

years. 20 hypermarkets and 68 hard discount stores were opened in 2005.

12. Brazil

As one of the Group’s strongholds and historic markets, activity in Brazil was particularly
buoyant in 2005, in spite of the difficult economic situation. At year-end 2005, the Group
had 99 hypermarkets, 35 supermarkets and 236 hard discount stores in Brazil. Overall,
over 48,000 people are employed by the Group in the country. Noteworthy events in
2005 included:

a. The acquisition of 10 hypermarkets from the Sonae Group in Sao Paolo. As a result of

this acquisition, the Group was able to strengthen its position in the Sao Paulo region.

b. The opening of 4 new hypermarkets.
c. The streamlining of its portfolio of existing supermarkets with store closings in the Rio
de Janeiro region.

d. The restructuring of Carrefour product ranges.

13. Mexico
Carrefour withdrew from this country in March 2005. The Group sold all of its assets (29
hypermarkets) in Mexico to Chedraui. This sale is in keeping with the Group’s new

strategy of disposing of non-strategic or underperforming operations.

Future Scenario
In an environment characterized by fierce competition and weak consumption, the
Carrefour group plans to remain focused, more than ever, on the key priorities:

customers and growth.




The growth objectives for Carrefour Group for the year 2006:

Carrefour will open around 100 hypermarkets and around 1.5m new floor area.
The increase in sales at constant exchange rates is planned to be greater than
that reported in 2005

Activity Contribution will grow, but not as fast as sales as a result of the group’s
programme of new store openings

The group’s net debt at year-end will be down compared to 2005.

Given the projects already locked in, the Carrefour group is confident going
forward that it will be able to open again around 100 hypermarkets in 2007, and
again in 2008.

To ensure customer satisfaction and meet the full range of customer needs, the

Carrefour group will continue to emphasize six key points:

a) The ongoing implementation of a consistent and determined pricing strategy.

b) An extensive and well positioned range of products and services to set the group
apart from the competition and regain market share.

c) The drawing power of the Group’s own brands by further improving their quality
and enhancing their added value.
The development of services to assist customers and facilitate their shopping
throughout the stores.
The Partnership with their suppliers by focusing on the essential: the
development of a better balanced selection of brand name products and
optimization of the supply chain.
Increased knowledge of the customers by finding a harmonious balance between
micro marketing and mass marketing. Over the 2006-08 periods, the Group will
maintain the strategy of strong and profitable growth. As evidence of this strategy,
100 hypermarkets are scheduled to open in 2006, while the average for previous
years was 45 openings per year. The emergence of new ideas will also play an

important role in coming years.

The Group’s ability to transform its stores and invent new formats to respond to specific
local situations will be crucial. A number of new concepts designed to ensure their future
success are already under development, including the “Super Tres Urbain” concept in

France.

1.10.6 Product Range and their Prices




Major Products and Services

Carrefour is a retailer and operator of hypermarkets and discount stores worldwide. The

company’s products can be categorized under the following different segments:

Grocery Products

Consumer Goods

Brands

Destination Saveurs
Firstline

Produit Carrefour
Reflects de France
Topbike

Filiere Qualite Carrefour
Carrefour Bio

GB Bio

TEX

Souveniris

GB

GS

Escape Gourman
Neufunk

BoutChou

Cicerone

Dia% banners

Hypermarkets

Carrefour

Supermarkets

Champion
GB
GS

Convenience Stores

8 a Huit
SHOPI

Marche Plus

Hard Discount Stores
Dia%
Ed

Cash-and-Carry Stores

Promocas

Minimarkets
PROXi

Food Service Stores
Prodirest

Puntocash

Docks MARKET
Ooshop.com

Diperdi




Norte

1.10.7 Marketing Strategy

Convenience stores are increasingly becoming one of Carrefour’s core formats and they
are particularly profitable format for the group. In 2004, the French convenience
operations were ranked as the group’s fourth most profitable business unit. It is estimated

that convenience operations account for approximately 7% of Carrefour’s total turnover.

As Carrefour rolls out its multi-format strategy across its markets of operation, it is likely

that it will seek to develop a convenience business beyond Europe.

Product Specifications and Requirements

Choice, quality and attractive prices: these keywords summarize Carrefour’s policy on

product mix and its commitment to its customers. To win the loyalty of everyone, the

Group also relies on its own-brand and retail-banner products.

1. Completely redesigned packaging

Full nutritional information is now provided on the back of each package. To ensure that
this information is as clear as possible, it was designed with the help of the experts on the
Carrefour scientific committee and consumer organizations. It also includes nutritional
advice to help customers acquire the right reflexes as they shop. This commitment to
nutrition also took concrete form in France with the launch of the Carrefour Agir Nutrition

range.

2. Quality information on non-food product labels

To promote the quality of its own brand and retail-banner products among consumers,
Carrefour decided to optimize the quality of the information on the packaging of its
Carrefour brand non-food products. Four criteria, symbolized by four icons, were adopted,
referring to usage, safety, health, and the environmental or social conditions of

production.

1.10.9 Service Level Requirements




Carrefour is a complete supplier to the everyday consumer. This includes points of sale
that offer a mix of food, clothes and home electronics under one roof, as well as financial

solutions, fuel and travel agency services.

When Carrefour produces a private-label product, Intertek performs comparison tests
against similar products made by competing manufacturers to define which technical

requirements are relevant. Benchmark testing helps Carrefour ascertain that their private-

label products are comparable to the matching brand-name product. There is usually a

clear description of how the product must perform in relation to other leading products
and brands in order to qualify as a Firstline or Bluesky product. Intertek testing experts
call on a panel of professionals or everyday consumers, who try out the product and

grade it according to various parameters.

In addition to the high-visibility brands and their private labels, Carrefour carries “no-
name" products. These are imported cut-price products that are bought in and sold under

their own, unknown names.

Carrefour's quality division has internal "clients" in addition to the shoppers in their stores.
They work with national buyers, a group representing the target country's retailers, with
regional business development managers, who are in charge of activities and of
multiplying purchases, and also with the section of the Carrefour Group responsible for
sustainable development. These four "clients" guide quality work through their
requirements and their needs. Carrefour's relationship with these internal customers

helps them determine which markets are viable for new growth.




1.11 CASINO

Groupe Casino (or Casino Guichard Perrachon ) is a large French multinational
corporation, whose main business is with retail and distribution in megamart. With over
10,000 stores around the world, Casino has gained a leading edge in the French food
retail trade. Casino is the convenience store leader. This experience has enabled it to
diversify its business over its chains of second-to-none skill and know-how: Petit Casino,
Spar and Vival. Centred around Casino products representing 40% of sales, these chains
match their offer to their location and the lifestyle of the population. Being well aware of
France's preference for human-scale hypermarkets, the Casino Group set out to make
their Géant hypermarkets the top in convenience shopping. These have a mean surface
area of 7,000 m2 and are packed with a full range soundly based on the Group's food

skills. In December 2005, Casino increased its holding in Banque casino to 60%.

Financial Performance
The consolidated net sales of grupe Casino was 22,806 M for the last fiscal. Total
banner sales was 36,062 M for the same year. France accounts for 75% of the

consolidated net sales.

Store Portfolio

Grupe Casino operates in wide varieties of outlets like the Géant, Casino Supermarché,

Casino Cafétéria, Monoprix, Franprix/Leader Price chains as well as its convenience

stores.

Operations by format

Grupe Casino focuses on the following types of formats.

Hypermarkets




Supermarkets
Discount stores
Convenient stores

The total number of stores in 2005 was 10116 stores in 13 countries.

1.11.4 Operations by region
The group is spread though out the globe. It has operations in France, Unites States of
America, in Mexico, Argentina, Uruguay, Venezuela, Brazil, Colombia, Thailand, the

Indian Ocean, Netherlands and also in Viet-Nam.

1.12 COLRUYT

The Colruyt Group's principal activities are the management of chain stores, catalogue

sales and distribution of computer applications and graphics.

Distribution: Colruyt supermarkets for food stuffs and Dreamland stores for gardening
equipment, fashion, home and office appliances, toys and other goods; the group also
publishes a twice-yearly catalogue for a range of household goods, with the option of

over the counter purchase or home delivery.

Computer applications:  With the aid of Dolmen Computer Applications, services such
as automated management of fax and telex traffic, implementation of complete
automation projects, computer-aided design, maintenance and support hardware, training,

help desk, development and network design are delivered.

Graphics: With the help of Druco, Colruyt produces high quality magazine and brochure

print work

Financial Performance

The third largest food retailer in Belgium, Colruyt has posted an impressive 38.5%

increase in its first half profits, prompting the firm to raise its full year targets.

Consolidated group profit for the first half reached a value of 60.48m [euro] compared to
43.69m [euro] in the first half of 2004. Approximately 12.42m [euro] came from a one off
gain following the sale of some Colruyt shares. Sales reached 1.39bn [euro], up from
1.21bn [euro] in 2004 and Colruyt plans to raise its full year profit target from 104.1m

[euro] to 105.4m [eurO].




The strong sales performance will serve as a massive boost to the Belgian concern,

following a series of price wars with the French retail giant Carrefour.

1.12.2 Store Portfolio

With more than 190 stores throughout the country, Colruyt is the number one in fast
and efficient shopping at the lowest prices

Okay shops are pleasant local shops for daily shopping

Bio-Planet is a fully-fledged biological supermarket where only organically grown food
and ecological non-food articles are sold

Dreamland is a shop full of family pleasure with a vast range of toys, IT products, gift
ideas and school supplies

Dream Baby is a specialist shop for baby products

Infoco, developed from the Colruyt Group, is in charge of all activities that are related
to information and communication technology

Druco is the printing department

1.12.3 Future Scenario

Colruyt's objective for the next few years remains to expand the sales area by an
average of 8,000 to 9,000 m2 an year. It promises to remain faithful to its lowest prices
policy. This will go hand in hand with ongoing attention to cost management and strict

monitoring of the gross margin.

Product Range and their Prices

The three main product groups of Colruyt in the food range are:
1. Big brands
2. Colruyt's own label, a lot cheaper than the big brands

3. "Best prices", a series of products at rock-bottom prices.

Colruyt believes in providing its customers products of the highest quality at very low
prices. The main customers are shopkeepers, wholesalers and supermarkets. Large

kitchens, hotels and restaurants also turn into Colruyt.

Marketing Strategy

Most supermarkets have about 25,000 products for sale in a dazzling array of sizes and

flavors. ALDI stocks 700 to 1,000 of the most often used items for the average household,

and there is  only one brand in one size for each product category. Only 15 percent of




the goods are national brands.The rest is private label products sold under a variety of
exclusive names: Millville (breakfast cereal), Casa Mamita (refrigerated tortillas and

salsa), Snack Rite (crackers), among many others.

1.13 DELHAIZE

Belgium is Delhaize Group’s historic home market. At the end of 2005, Delhaize Group
operated a multi-format network of 808 stores in Belgium, the Grand-Duchy of
Luxembourg and Germany. These can be grouped in three categories: supermarkets,
proximity stores and specialty stores. Delhaize Belgium also operates a home delivery
service. In 2005, Delhaize Belgium’s net sales and other revenues of EUR 4.0 billion
accounted for 21.5% of the Group total.Delhaize Group’s activities are in eight countries
on three continents. Delhaize Group is listed on Euronext Brussels and the New York

Stock Exchange.

At the end of 2005, Delhaize Group’s sales network consisted of 2,636 stores. In 2005,
Delhaize Group posted EUR 18.6 billion in sales and other revenues and net profit of

EUR 364.9 million. Delhaize Group employs approximately 136,000 people.

Delhaize Group has leading positions in food retailing in key markets. These positions
are built through strong regional companies going to market in a variety of food store
formats. The operating companies benefit from the Group’s expertise and successful

practices. The Group is committed to offering a locally differentiated shopping experience

to its customers in each of its markets, to delivering superior value and to maintaining

high social, environmental and ethical standards.

Corporate Structure and Strategy

The goal of Delhaize Group is to be one of the most admired international food retailers
by its customers, its employees and its shareholders. To deliver superior value, Delhaize
Group bases its strategy on achieving leading positions in key mature and emerging

markets through strong local chains that build success by being best at answering local




consumer needs while benefiting from the Group's size and best practices. Delhaize
Group goes to market with a variety of locally adapted store formats, of which the most

common is the supermarket.

1.13.2 Financial Performance

Number of Stores(+61)

Net sales and other revenue*(+3.4%)
Operating Profit*(-5.4%)

Operating Margin(-43bps)

* in millions of Euros
1.13.3 Operations by Region
Belgium:

Delhaize "Le Lion" Supermarket is the leading banner of Delhaize Group in Belgium. The
other supermarket banner, AD Delhaize, is the most important growth vehicle for
Delhaize Group in Belgium since a few years. Proxy Delhaize is a convenience store

operating mini-markets emphasizing fresh products and Delhaize private label products.

The Shop 'n Go gas station convenience stores are located in gas stations and are a
response to customer expectations regarding proximity, convenience, speed and longer
operating hours. Delhaize City stores are operated as neighborhood stores selling
exclusively private label products. Caddy-Home is the business-to-consumer operation of
Delhaize Group that sells food products for which orders can be placed by telephone, fax

and the Internet.

The United States:

Food Lion, LLC

The first Food Town supermarket opened in Salisbury in December 1957. After being

renamed Food Lion in 1983, the company has been a very fast growing company to a
1,217 store chain located in 11 states in the Southeast of the United States. Food Lion's
success has always been based on the principle of offering customers quality products at

Extra Low Prices in clean, convenient stores.

Hannaford




Arthur Hannaford opened its first wholesale business in Portland, Maine, to sell produce
grown on his own farm. Hannaford Bros. Co. is today a multi-regional food retailer, with
145 supermarkets located throughout Maine, Massachusetts, New Hampshire and
Vermont, and in parts of New York. Hannaford Bros. Co. became a wholly-owned

subsidiary of Delhaize America in July, 2000.

Europe:

Delvita is the operating company for Delhaize Group's interests in the Czech Republic
since 1991. At the end of December 2005, Delvita operated 94 stores. The Delvita
market strategy is to provide the best quality at a competitive price. As of December 31,
2005, Delvita had 3,800 associates.

In May 2000, Delhaize Group acquired an ownership interest in Mega Image, the largest
supermarket operator in Bucharest, the capital of Romania. At the end of 2005, Delhaize
Group owned 100% of Mega Image, which operated 16 supermarkets and employed

1,100 people.

Asia:

In 1997, Delhaize Group entered Indonesia by acquiring an interest in Super Indo, an

operator of 11 stores. The company has grown steadily and operated 46 stores at the

end of 2005. Delhaize Group owns 51% of Super Indo




1.14 CONAD

In 44 years of activity, Conad has built up a strong distribution system diversified in terms
of outlet types and a broad range of products and services. It has become a widespread

presence throughout lItaly, fitting perfectly into the many local environments its customers

live in.__Coopernic (Cooperation Européenne de Référence et de Négoce des

Indépendents Commercant) was founded in Brussels on February 16, 2006, a European
cooperative association created by Conad together with leading cooperatives in four
countries: Colruyt (Belgium), Coop Suisse (Switzerland), E.Leclerc (France) and Rewe

(Germany).

Position in the Domestic and International M arket
In terms of sales network, turnover and market share, Conad is the largest cooperative of

independent entrepreneurs in Italy.

Financial Performance

The total turnover of Conad was 8,558 M Euros for the financial year 2005.

Store Portfolio

Conad operates on three levels:
Member entrepreneurs , owners of retail outlets: 3,000 Italian entrepreneurs,
united in a project of promoting entrepreneurial culture and the principles of

cooperation, based on a regard for people, solidarity and local traditions and




innovation; over the years the members created the first local cooperatives, then
the interregional cooperatives and subsequently the national Consortium;
Cooperatives, supply and distribution centers consisting of eight large groups:
Nordiconad, Conad Centro Nord, Commercianti Indipedenti Associati, Conad del
Tirreno, Pac2000A, Conad Adriatico, Sicilconad Mercurio and Conad Sicilia;
National Consortium , a service-oriented body that handles marketing and

communication for the whole system.

1.14.4 Operations by Region

Conad has made its presence in Italy. A European cooperative association was created
by Conad together with leading cooperatives in four countries: Colruyt (Belgium), Coop
Suisse (Switzerland), E.Leclerc (France) and Rewe (Germany). Coopernic’'s goals are:
exchanging know-how, lowering logistic costs, increasing sales offerings and developing
the European market._The five cooperative chains can rely on a total of 17,500 retail
outlets with a turnover of over 96 billion euro (10% of European sales). A potential that

makes Coopernic the first in Europe and the second in the world.

Marketing Strategy
Conad has created tools of communication for consulting and relating to its cus-tomers in

keeping with a policy of giving service.

By carrying out selective fidelity card programs, Conad improves its services in the
interest of customers and the management of its retail stores. The three million

costumers who regularly visit their stores are Conad’s best testimonials.

The Carta Insieme (Together Card) fidelity card is the way Conad gets to know its

customers, for developing and promoting its offerings. With over 3,300,000 cards in use

through-out the Conad sales network, Carta Insieme is one of the most widely distributed

cards in the ltalian retail network.




COOP

Coop Norden aims to be a leading FMCG operator with a clearly defined co-operative
identity. We run stores and hypermarkets in Denmark, Norway and Sweden.

a) Number of employees: approx. 25,000

b) Number of outlets: approx. 1,085

c) Turnover: approx. SEK 89,5 hillion

Corporate Structure

Coop Norden are owned 38% by FDB, 42% by KF and 20% by Coop NKL. The board of
directors, which is elected by the AGM following proposals from the three associations,

has 13 members from the associations. FDB is represented by 4 members, KF by 5 and

Coop NKL by 4. The board thus has a high level of acceptance among the members of

the three associations. There are also 2 employees’ representatives.

The Coop Group comprises the following retail concepts:

a) Coop Norden Danmark (Denmark): SuperBrugsen, Dagli'Brugsen, LokalBrugsen,
Irma, Kvickly, Kvickly xtra and Fakta.
Coop Norge (Norway): Coop Marked, Coop Mega, Coop Obs!, Coop Obs! Bygg and
Coop Prix. (The stores are owned and run by the co-operative associations.)
Coop Norden Sverige (Sweden): Coop Forum, Coop Konsum, Coop Extra and Coop

Nara.




1.15.2 Position in Domestic and International Marke  t

Consumer co-operatives in Denmark, Norway and Sweden have been a major driving
force in the FMCG sector for more than a hundred years. Often leading, always driving.

The aim has always been the same — to create benefits for members.

Since January 1st 2002 the co-operative FMCG business has been run by Coop Norden
AB, which is owned by Kooperativa Forbundet, Sweden (42%), FDB, Denmark (38%)
and Coop NKL, Norway (20%).

Operations by Region

Denmark

a) SuperBrugsen
b) Dagli'Brugsen
c) LokalBrugsen
d) Irma

e) Kvickly

f)  Kvickly xtra
g) Fakta

Norway

a) Coop Marked

b) Coop Mega

c) Coop Obs!

d) Coop Obs! Bygg
e) Coop Prix

a) Coop Forum
b) Coop Konsum
c) Coop Extra

d) Coop Nara

Marketing Strategy

As the group’s strategy, Coop is the new Nordic brand for standard products with high

quality and a lower price than other leading brands. X-tra will be Coop’s new joint

discount brand in the Nordic region. The prices are among the lowest in each market.




The range will consist of a limited number of products in strategically selected categories.
Id, ideas daily, is a new brand for disposable articles, candles and serviettes. Id will in
due course also include household items such as pans, glass, and crockery and home
textiles. Tero is Coop’s own brand for basic products in the electrical field with a complete
range of light bulbs — from regular light bulbs and energy-saving bulbs to halogen bulbs.

The Tero brand also includes batteries.

Present Sourcing Strategy

Savings programmes are instigated across a broad front, in the central organisation, the
terminal structure and in the chains. At the level behind our stores and hypermarkets we
are reducing costs by virtually halving the number of employees. The group is introducing
a simplified, more cost-efficient way of working, with a clear market focus with the
emphasis on customers and stores.

Work also started on rationalization within the terminal structure to provide the facility for
more large-scale, efficient logistics. Businesses in various parts of the country are being
merged to create fewer units. This produces increased concentration and specialization,

which means better service to the stores and the use of new technology.

1.16 DANSK SUPERMARKET

1.16.1 DANSK Group Today

Dansk Supermarked Gruppen (The Danish Supermarket Group) is a corporation owning several
chains of stores. The store chains under Dansk Supermarked operate only in Denmark, except
Netto which has expanded to severel neighboring countries. The corporation was founded by
Herman Salling as Jysk Supermarked, but the name was changed to the Dansk Supermarked

Gruppen when Herman Salling partnered with the A.P. Moller-Maersk Group.

1.16.2 Store portfolio

The store chains owned by Dansk Supermarked are:

Netto




Fatex
Bilka

Tgj og Sko
A-Z

Salling

1.16.3 Operations by Format

The DANSK group operates in two formats.

Supermarkets.

Discount stores.

E- LECLERC

E- Leclerc is a French retailer with a market share of 17.1 %. It has 1.8 million square
meters sales surface. E- Leclerc operates in 5 European countries and also has 9

speciality store chains with over 1,200 sales outlets.

Operations by Format

The group operates in different formats. The main focus is on the hypermarkets and the

supermarkets. It also operates as speciality super chains with services like the Service
stations, Auto Repair centers, Jewellery Booths, travel agencies, Book Music Video

outlets, Para-pharmacy stores, DIY & Garden center, Perfumeries, sports & leisure.

Operations by Region
E- Leclerc has operations in France, Poland, Slovenia, Italy, Spain, and Portugal.




EDEKA

The EDEKA Group is the largest German supermarket corporation, currently holding a
market share of 26%. It consists of several cooperatives of independent supermarkets all
operating under the umbrella organization EDEKA ZENTRALE AG & Co KG,
headquartered in Hamburg. There are approximately 4,100 stores with the EDEKA
nameplate that range from small corner stores to hyper marts

The EDEKA Group is a trading enterprise organized on the basis of a system of

cooperatives with a three-tier structure: EDEKA’s Joint Headquarters in Hamburg, the

seven regional companies and the local retail trade. The seven EDEKA regional

companies in which the Joint Headquarters and the cooperatives each hold 50 per cent
of the company shares are responsible for local business operations. EDEKA Joint
Headquarters also has a 100 per cent holding in Bielefelder AVA AG, SPAR Handels AG
as well as in Netto Marken-Discount. Moreover, there is a 25 per cent financial holding in
discounter NETTO Stavenhagen and a dormant holding in the superstore organization
Globus.

With more than 25 per cent market share, EUR 38.06 billion in turnover and operating in
10,834 markets, the EDEKA Group remains in uncontested top position in the German
food retail trade. Its outstanding market position was extended even further in fiscal 2005
following the takeover of SPAR Handels AG and entry into the growing discount segment
via the acquisition of Netto Marken-Discount and the 25 per cent financial stake acquired
in NETTO Stavenhagen. This has enabled the EDEKA Group to gain a strong position in
the three formats with a future, namely supermarkets, superstores and the discount

segment. The supermarket business run by self-employed retailers remains the core field




of activity of this industry leader. EDEKA’s own production facilities in such lines as meat,

bakery articles, fruits, vegetables and wines represent a decisive competitive lead.

International business of the EDEKA Group generated EUR 1.81 billion in turnover (up by
13.4 per cent). This represents a share in Group turnover of approx. 5 per cent.
International markets include Denmark, Austria (ADEG), Russia (Marktkauf) and the
Czech Republic. International business is being subjected to an intensive analysis. 27

retail outlets have already been sold in the Czech Republic.

Position of EDEKA in the domestic market and International market

EDEKA has positioned itself as a market leader in Germany with a market share of 25

per cent. However, it is ranked 22" in the international market.

Financial performance

The EDEKA Group achieved a record in turnover at the end of fiscal 2005. Following the
acquisition of SPAR and Netto Marken-Discount, in the last fiscal year the EDEKA Group
boosted its turnover to EUR 38.06 billion. As a result, the leading player in the German
food retail trade succeeded in extending its lead to achieve more than 25 per cent in
market share. Retail sales revenues grew to reach EUR 29.61 billion, equivalent to a rise

of 27.9 per cent.

Operations by Format

EDEKA nah und gut ("close and good") - Stores up to 400m2 (4300 sq. ft), mostly
found in smaller municipalities

EDEKA aktiv markt ("active mart") - Mostly privately-run supermarket between 400m?
and 800m2 (4300 - 8600 sq. feet), mostly located in outlying neighborhoods and
villages.

EDEKA neukauf - Privately- or centrally managed stores between 800m2 and 2000m?2
(8600 - 21,500 sg. feet)

EDEKA center (E-Center) - Hypermarkets between 2000m2 and 5000m2 (21,500 -
54,000 sq. feet)




5. EDEKA C&C GroRRmarkt (Mios) (Cash & Carry)

6. EDEKA GrolRverbraucherservice (for commercial customers)

1.19 El Corte Ingles
The growth of El Corte Inglés has been characterised by self-financing; opening centres
in nearly every autonomous community. Reflecting the needs of the market, different
companies were created which today form part of the EI Corte Inglés corporate group,

with the desire to adapt the products and services offered to the customer's needs.

Hipercor, S.A., part of the El Corte Inglés, S.A. group, acquired five hypermarkets from

Carrefour, S.A., included in their divestment plan, as well as the corresponding shopping

centres. The five hypermarkets are located in Burgos, Valladolid, Avilés, Seville and
Méalaga.

In the year 2004, El Corte Inglés expanded its commercial activities in Asturias by
reopening the seven Champion supermarkets acquired from the Carrefour group. The

stores operate under the commercial name Supercor, S.A.

Position in domestic and international marke  t
El Corte Ingles holds a top most position in domestic market. It holds 43rd rank, in the

international market.
Financial Performance
In the year 2005, the El Corte Ingles group generated net sales of 15,855 million euros

and net profit of 653.14 million euros.

1.19.3 Store Portfolio




El Corte Inglés, S.A.
It is a Department Store, structured into departments with a wide variety of articles,

personal service and many other services available to the customers.

Hipercor, S.A.

Hypermarket with the traditional sections including: textiles, household goods, groceries,
perishable goods and hospitality, which complement the El Corte Inglés shops, a group
specialising in fashion, gifts, accessories, cosmetics, which add the characteristic image

of choice and high quality of our department stores to the typical hypermarket offering.

El Corte Inglés, S.A. Travel

The travel agency offers a wide selection of travel services. Its most remarkable feature
is its personalised service. Its services include a varied selection of national and
international travel destinations, as well as special services including the organisation of

conventions, conferences.

El Corte Inglés, S.A. Computers

This was created to complement the offering of El Corte Inglés in the field of computers,
offering solutions with products and services for both professionals and large and
medium sized companies. The store sells computer products and new technology tools in
general. It also provides a number of services, such as consulting, installation, warranties

and maintenance, to name.

Convenience Shops, S.A.

A new store concept, open 365 days of the year, for 18 hours a day. Designed to satisfy

your everyday needs, that last-minute purchase or that item you just forgot, guaranteeing

the same quality you have come to trust. Opencor offers a wide selection of food
products, entertainment, and gift items, and you can pay with your El Corte Inglés store
card. OPENCOR.

Supercor, S.A.
The company's activities are related to the supermarket business, complementing its

wide selection of food products with perfumes, toiletries, household cleaning products




and accessories for home, entertainment and services, including, cafeteria, home

deliveries, telephone orders, photo processing, etc.

Sfera Joven, S.A.
Store chain specialised in fashion retail and accessories, with a wide selection for women,
men and children. It offers the best price/design/quality relationship in the market under

its own brand. Formal fashion, urban fashion, weekend clothes and entertainment.

Operations by Format

El Corte Ingles operates in a wide variety of formats. They are:

Hypermarkets
Departmental stores
Convenience stores

EROSKI

Eroski is a Spanish Basque supermarket chain with nearly 1,000 outlets spread across
Spain (excluding franchises). The establishments vary in size from the largest
hypermarkets, simply named 'Eroski' (of which there are 75 stores, including 40 with
petrol stations), down to smaller 'Eroski Center' stores (473, including 2 petrol stations),

219 'Eroski City' outlets and 234 'Eroski Viajes' travel agent centers. The group's total

sales floor space is approximately 1,500,000 m?.

Aliprox supermarkets are not owned by Eroski, despite having a similar logo. Instead,
Aliprox is the brand for franchises. These outlets are independently owned, but still
maintain the same product ranges, sales policies and general standard expected
throughout the company. There are presently 553 franchised outlets. The brand names
replace the former hierarchy of 'Eroski’, 'Maxi', '‘Consum' and 'Charter’, the latter of which

was the name reserved for smaller franchise stores.

Grupo Eroski maintains its position among the leaders of the Spanish food distribution
sector based on a business career of over 35 years. Present on the Spanish market with
an extensive sales network of establishments, Eroski created other companies to back its

development, including

Erosmer S.A,

Supera,




Udama,
Vegalsa

Mercat

Later, subsequently joined forces to develop the EROSKI supermarket format, now the

most numerous in Spain and also forty EROSKI hypermarkets.

Corporate Structure

The corporate structure of the Group is formed by the parent company of EROSKI,
S.Coop., which heads the EROSKI GROUP and holds 100% of the subsidiary companies
Centros Comerciales CECO, S.A. (CECOSA); CECOSA SUPERMERCADOS, S.L.;
CECOSA DIVERSIFICACION, S.L.; and CECOSA VARIOS, S.L. each of which is at the
head of its own line of business: hypermarkets, supermarkets, diversifications that

complement our main activity, and other strategic institutional participations, respectively.

Operations by Format

The operating format of Eroski, Spain has grown manifold during the recent years and
has presently a wide number of sales and distribution network .The following is the

operating format of Eroski.

1. 81 Hipermercados EROSKI (including 42 estaciones de servicio Eroski)

2. 473 Supermercados EROSKI/center (including 2 estaciones de servicio Eroski).
3. 219 Supermercados EROSKI/city

4. 234 Agencias de EROSKI / viajes

EROSKI Hypermarkets

EROSKI hypermarkets sales floor space range from 3,000 sg. meters up to 12,500 sq
meters. They offer a wide range of over 50,000 products in food, drug store items, fresh
food, textiles, general merchandise, and electrical appliances. There are 79 centers in

operation and new outlets in the planning stage.

The Eroski hypermarket model is based on offering the customer the best in quality, price,

and service. The Eroski hypermarkets have made a commitment which evolve around

the following




- Eroski guarantees that it will replace products on offer which are sold out for any reason,

or that it will substitute them for other products of similar characteristics.

EROSKI Supermarkets

EROSKI center is the retail name for supermarkets belonging to the Eroski Group.
Several of these supermarkets have sales floors covering over 1,000 m. and car parks to
make doing the shopping a bit easier. All EROSKI center supermarkets have a range of
pre-packed and fresh food products (meat, delicatessen, fruits and vegetables, fish,
bakery and cakes), in addition to household/perfumery departments and a bazaar. The
EROSKI center name is therefore the ensign for the most widely spread supermarkets in

the country with the highest number of sales points.

EROSKI center's customer sales policy can be defined as "always fresh, always
cheaper”. "Always cheaper" because at the EROSKI centre’s consumers are offered the
best possible price for each and every one of our wide range of products throughout the

year, thus greatly simplifying their purchases.

Savings are reflected in the excellent prices that the store keeps on offer for days, weeks,
months, so that customers know what they're paying for and are not confused by
constantly fluctuating prices.

Quality is another essential characteristic of this sales policy, the strongest point of which
is the message of "always fresh". This means exquisite service at the fresh goods

counters and the know-how and experience of the professionals at EROSKI Centre.

The store keeps the consumer constantly up to date with the best offers of the season

and the market.

EROSKI center supermarkets offer a wide range of services (home delivery, parking
facilities, all-day opening, credit card payment, etc.). They all similarly offer the Consumer
Card Service, which, in addition to different methods of payment, all sorts of other
financial, legal, and after-sales benefits. On the other hand, all of our supermarkets
accept the Travel Club card permitting customers to accumulate points for their

purchases, which they can exchange for gifts and holidays.

Eroski City

The EROSKI city supermarket chain is characterized by being an outlet with a sales

surface of between 250 and 500 m2 and is aimed at consumers in the local




neighbourhood where it is located. The sections assure a complete range of shopping
from fruits to household items and offer an average range of 3,800 items that guarantee

neighbourhood customer service.

The 390 EROSKI city supermarkets are located in 10 autonomous communities and are

in the process of strong expansion with our own outlets and franchised outlets.

Marketing Strategy

Customers are the main focus at Eroski. It features services such as the Consumer cash
card as well as the Travel Club card which offers trips and gifts in exchange for its use.

Characteristics of interest to the customer are:

1. This store functions with the slogan "low prices year round" and stands for a business
policy of offering "The Best Price in the Neighbourhood".

2. It offers sales in fresh produce.

3. Top-class quality control:

ESSELUNGA

Esselunga is an independent family-owned company with registered offices in Milan, is

synonymous with high quality and professionalism in the supermarket segment. the

family-owned company now operates 129 supermarkets in the Lombardy,

Piemont, Tuscany, Veneto, Emilia and Liguria regions. The productivity per unit area of
13'580 Euros per sq m. The high level of satisfaction amongst Esselunga customers is
confirmed by the success of the customer loyalty card (Fidaty Card). This is used by
77.4% of customers (= 91.6% of sales) to whom exclusive promotional initiatives are

aimed.

Significant resources are being invested in order to increase quality, authenticity and
product freshness, as well as service quality and environmental protection; In this context
great emphasis is placed on the products manufactured and sold under the Esselunga
brand name, the fresh meat and vegetables products with controlled value-added chain

and the wide range of organic products.

Esselunga is also a production company: ice cream, bakery products, ready-to-eat meals,
fresh pastry products, sauces and juices are produced in its production plants in Milan

and Florence and sold exclusively in the company's own outlets.




Position in Domestic Market
Esselunga is one of the top 5 European retail companies and is actually the most

productive if one excludes the British market.

Financial Performance
The total turnover of Esselunga for the year 2005 was 4.43 billion Euros. Esselunga

holds a market share of around 8% in the Italian retail grocery trade.

Operations by Format
Esselunga operates in two formats. They are:
Supermarket

Superstore
Operations by Region

Esselunga has its operation in Lombardy, Tuscany, Emilia, Romagna, Piedmont and

Venetian.

&S Sklavenitis SA

I&S Sklavenitis SA was founded in 1971 through the merger of the retailers Sklavenitis

Spyros Itd and Sklavenitis Loannis Itd. It is the only major supermarket chain that is

wholly Greek and does not participate in any conglomerate or buying group. The

company's sales network covers only the Attica region with just 35 outlets. In 1998, the

company opened its first hypermarket in llion, Attica, with a sales area of 4,000 sq m.

Corporate Strategy

-Low transportation costs.
-Low distribution costs.
-Low logistics costs.

-Centralised distribution system

Sklavenitis adopts a steady development strategy by opening one outlet every
year.Sklavenitis's competitive advantage is its friendly profile among consumers and the

loyalty of its employees, resulting in high productivity and efficiency.

1.22.2 Operations by Format




I&S Sklavenitis operate in two formats. They are:

- Supermarkets.

- Hypermarkets.

The vast majority of the company's outlets still remain traditional supermarkets offering

every day products to fulfill a household's needs

ICA AB

The ICA Group (ICA AB) is one of the Nordic region’s leading retail companies with
about 2,200 own and retailer owned stores in Sweden, Norway and the Baltic region.

The Group comprises ICA Sverige, ICA Norge and Etos, which are all wholly owned
sales companies, and the partly owned Rimi Baltic and Netto Marknad. Together, these
companies form an extensive network of stores. ICA also offers financial services to its

Swedish customers vialCABanken.

ICA AB is jointly owned by Hakon Invest AB (40 percent) and the Netherlands-based
Royal Ahold N.V. (60 percent). Through Royal Ahold, ICA AB is part of an international

retail network.

Corporate Structure and Strategy

Corporate Structure

ICA AB is owned by Hakon Invest AB (40 percent) and the Netherlands-based Royal

Ahold N.V. (60 percent). Due to shareholders' agreement, neither party has control of

ICA AB, and both share equal voting power. Hakon Invest, which is listed on the

Stockholm Stock Exchange O-list, conducts investment operations in retail-oriented




companies in the Nordic region. Hakon Invest is 67% owned by ICA-handlarnas Férbund,
a non-profit association that is the member organization of the ICA retailers in Sweden.

The remaining 33% is owned by private shareholders.

Royal Ahold is a holding company that conducts retail operations, primarily in the US and
Europe. Its head office is in the Netherlands and the CEO is Anders Moberg, who

is Swedish.

Strategy

ICA will be a far-sighted, dynamic company with solid finances and a commitment to the
environment and social issues. The keys to ICA’s approach are prioritization,
coordination, simplicity and cost-cutting. In practice, this means that the Group has drawn

up the following strategies for its operation:

Utilize economies of scales by coordinating central functions and concepts

ICA will increase coordination of central functions and concepts at the Nordic level so as
to benefit from the synergies between companies. These effeiciencies will be largely
reinvested in lower prices.

Locally adapted concepts

At the same time as ICA exploits the scale of its operations by coordinating and utilizing

synergies, its local offering is adapted to customers’wishes, either by the individual

retailers or via concepts that are specially tailored to different geographic markets.

Cost efficiency
The ICA Group is working to improve the efficiency of its operations and to reduce
costs. Efficiency enhancement measures focusing on the organization and working

methods will eventually lead to savings of around SEK 1 billion annually.

Common format strategy
The ICA Group has adopted a unified format strategy for the operations in Sweden and
Norway. The strategy comprises store concepts such as hypermarkets, supermarket

stores, neighborhood stores and discount stores.

Price and assortment
ICA should increase its focus on cutting prices and developing the product range while

enhancing its efficiency.




Offering an attractive product range focusing on pr ivate labels, fresh foods and
non-food items

ICA will continue to focus on fresh foods, non-food items and private label products. The
Group’s range of private label goods allows the customer more choice, as well as offering
high-quality products and lower prices. These initiatives will increase sales and

profitability for both retailers and the Group.

Position in Domestic and International Marke t

Together with the ICA retailers, ICA Sverige AB is Sweden'’s leading food retail company.

ICA Norge is one of Norway’s leading food retailers with a total of 978 stores operated

either as independent units or as franchises.

The Baltic region is the ICA Group’s fastest growing geographic market. In January 2005,
the Group Company, ICA Baltic, entered into a joint venture with Finland’s Kesko Livs Ab
that effectively merged the operations of the two companies in Estonia, Latvia and

Lithuania.

The new company is 50 percent owned by ICA AB and is known as Rimi Baltic. ICA and

Kesko currently have a share of around 15 percent of the Baltic food retail market and

Rimi Baltic currently has a total of 164 stores in the Baltic region

Store Portfolio
The Swedish ICA stores fall into four store concepts depending on size, sales, product

range and geographic location:

ICA Néara comprises smaller, conveniently located food stores that provide good service,

a streamlined product range and high-quality fresh foods.

ICA Supermarket's stores are conveniently located in the areas in which our customers
live or work, and they are often the main place used by our customers to buy most of
their groceries.
The stores maintain a high level of personal service and offer a large selection of fresh

foods.

ICA Kvantum comprises larger supermarkets offering everyday food products, special

foods for allergy sufferers, eco-labeled products and specialty items from near and far.

ICA Kvantum also offers a large number of products in the beauty, health and media

ranges.




Maxi ICA Stormarknad comprises hypermarkets where customers will find everything
they need in a single location at advantageous prices. Besides the extensive range of
foodstuffs, these one-stop-shops also sell books, clothes, household utensils, sports
articles and gardening items.
The stores have generous opening hours and are conveniently located for our car-borne

customers.

INTERMARCHE

Intermarché is a chain of supermarkets noted for their convenient locations. There are at
present 2000 stores, 1500 of them in France. Intermarché proposes attractive prices, with

emphasis on the freshness and quality of their products, and all of this in a store of a

"people-friendly” size (usually between 2000 and 2500 square metres), found nearby!

Another member of the brand, Ecomarché, offers the same standard of shopping
experience, but in smaller size stores. Today, the brand is found not only in France, but
also in Belgium, Portugal, Spain, Poland, Bosnia and Romania. It is very easily

recognized, as all of the stores have a red and black musketeer emblem.

Corporate Strategy

The strategy of Intermarche is as follows. The group focuses on:

Low prices: to battle daily the rising living costs of its customers , offering a large choice

of products at the most reasonable of prices.

Shopper friendly stores: store sizes adapted to the customers' needs (for example, a
supermarket with less than 2500 m?2), making it easier to access the products quickly and

directly , avoiding unnecessary time wasted in exploring the aisles or walking too far.




Proximity: Intermarché , and the other stores under the Musketeer brand represent the

most widespread retail group in France ; Intermarche has provided very easy access to

everyday products, whilst keeping an excellent, dependable, relationship between them

and its customers.

Store Portfolio

- Supermarkets
- Found nearby!

- Ecomarche

Operations by format
Intermarche focuses on the supermarket formats. There are at present 2000 stores, 1500

of them in France.

Operations by Region
Intermarche operates in various countries. It has its operations in France, Belgium,

Portugal, Spain, Poland, Bosnia and Romania.




1.25 J SAINSBURY PLC

J Sainsbury plc is the parent company of Sainsbury's Supermarkets Ltd, commonly
known as Sainsbury's, a chain of supermarkets in the United Kingdom. The group also
has interests in property and banking. Sainsbury's was once the market leader in the UK
supermarket sector, but is currently ranked third behind Tesco and ASDA. It consists of
Sainsbury's Supermarkets, Sainsbury's Local, Bells Stores, Jacksons Stores and JB

Beaumont, Sainsbury's Online and Sainsbury's Bank. It employs 153,000 people.

Corporate Strategy

Sainsbury’s strategy is focused on delivering ‘Quality at Affordable Prices’. There are

three key areas that drive this strategy:

1. Growth: Sainsbury is committed to growing top line sales through simple targeted
category plans, fewer, better promotions, adding value not cost to products and a

simplification of in-store initiatives.

2. Quality: remains a cornerstone of the company’s strategy and the trading teams are

tasked with offering consumers a range of quality/price options. This is reflected in its

main four product tiers i.e. Economy, Standard, Standard Plus and Premium.




3. Working Better Together: to achieve its quality and cost ambitions, Sainsbury’s
recognizes it must drive value throughout its systems and in its relationship with suppliers.
Examples of initiatives include: jointly agreeing simple business plans with suppliers to
demonstrate commitment and accountability; improving the information flow between
itself and its suppliers; and having finance and pricing support in each division to help

accelerate decision making.

Position in Domestic and International marke  t

Sainsbury is currently ranked third behind Tesco and ASDA in the United Kingdom.
According to the latest rankings as of June 2006, Sainsbury's remains the UK's third
largest supermarket with a market share of 16.0%. However, Sainsbury is ranked twenty

seventh in the international market.

1.25.3 Financial performance
Year end Sales(Em) Pre tax profit(Em) Profit forye ar(Em)
Mar-06 16,061 104 58
Mar-05 15,409 15 61
Mar-04 17,141 610
Mar-03 17,079 667

1.25.4 Store Portfolio

The supermarket chain operates three main store formats; regular Sainsbury's stores,

Sainsbury's Local (convenience stores) and Sainsbury's Central (smaller supermarkets in
urban locations) stores. At the end of its 2005/06 financial year Sainsbury's store portfolio
was as follows.

Format Number  Area (ft3) Area (m?) Percentage of space

Supermarkets 455 15,916,000 1,467,000 95.10%
Convenience

stores 297 821,000 76,000 4.90%
Total 752 16,737,000 1,543,000 100.00%




1.25.5 Operations by Format
J Sainsbury plc comprises Sainsbury's Supermarkets, convenience stores, an internet-

based home delivery shopping service.

Sainsbury's Supermarkets

Sainsbury's is Britain's longest-standing major food retailing chain. It offers around
30,000 products - 50% of these are Sainsbury's own brand including fresh produce. In
addition to a wide range of quality food and grocery products, many stores offer a range

of complimentary non-food products & services.

Sainsbury’s Online

Sainsbury's Online is an internet-based home delivery shopping service which currently
operates from 97 stores. In addition to food and grocery products, the service also offers
over 250,000 books, CDs, DVDs, Videos and computer games. Flowers, wine, gifts and

electricals are also available online.

Sainsbury’s Convenience stores
Bells Stores, a chain of 54 high quality convenience stores in north east England, was
acquired by J Sainsbury plc in February 2004. Bells Stores is a leading player within the

convenience store sector due to its strong operational skills, advanced use of information

technology and in-house distribution systems. The stores are typically around 2,000 sq ft,

predominantly in neighborhood locations.

Product range
A large store stocks around 50,000 lines of which around 50% are "own-label" as
opposed to branded goods. These own-brand lines include:

1. Basics: This is an economy range of around 500 lines, mainly food but also
including other areas including toiletries and stationery. The Basics range uses
minimal packaging with simple orange and white designs, to keep the price as
low as possible.

Taste the Difference: Around 800 premium food lines, including many
processed foods such as ready meals and premium bakery lines. It is similar to
Tesco Finest and Morrison's the Best.

Kids: These lines are for children. In 2006 these lines replaced the Blue Parrot

Café range.




Be Good To Yourself: Products with reduced calorific or fat content.
Free From: This category has 150 product lines which are suitable towards
those allergic to dairy products. The majority of these are dairy and gluten/wheat

free.

JMR JERONIMO MARTINS

Jerénimo Martins is a Group with international projection that operates in food distribution
and manufacturing with a view to satisfying the legitimate interests of its shareholders, as
well as contributing to economic growth and to the sustained development of the regions
where it operates. The Group has a balanced business portfolio that combines the
strength of the market positions held by the retail and wholesale operations in Portugal
with the potential for growth of the Biedronka operation in Poland, and the maturity and

ability to release cash flow from industrial assets held in partnership with Unilever.

Position in Domestic and International Marke  t
In Food Distribution, in Portugal, Jeronimo Martins has the leadership with the brands
Pingo Doce (supermarkets), Feira Nova (mini-hyper and hypermarkets) and Recheio

(cash & carry and and food service platforms), leading in supermarkets and cash & carry.

Jeronimo Martins is also the largest industrial Group in Portugal manufacturing fast

moving consumer goods, through its joint-venture with Unilever in FimavG (food
products), LeverElida (personal and home care) and IgloOla (ice cream and frozen food),
holding leadership positions in olive oil, margarine, ice tea, ice cream and fabrics

cleaners, among others.




1.26.2 Store Portfolio

Jerénimo Martins in Portugal

Jer6nimo Martins activity in the Food Distribution area in Portugal began in the late 70s
and early 80s. Involved in retail and wholesale operations, the Group has a leading
position in the food retail market, with the Pingo Doce (Supermarkets leader), Feira Nova
(third-ranking Hypermarkets operator) and Recheio (leader in Cash & Carry operation)

brands.

Pingo Doce: The largest supermarket chain

With more than 180 stores and around 8000 employees, Pingo Doce is the largest
supermarket chain in Portugal. In each store there is the commitment to supply
perishables and everyday household products, with the warranty of low prices and good

service.

Feira Nova is Jeronimo Martins's hypermarkets brand in Portugal. It was established in
1993, as a result of the purchase of 3 hypermarkets (in Braga, Aveiro and Barreiro) from
the Inovacao group. It currently owns medium and large-sized stores. Feira Nova listens
to and realises its customers' desires, in order to provide them with better opportunities,
plenty of variety and the solutions that best satisfy their needs. Everything always at low

prices, lower by the day.

Recheio MasterChef: serving independent professiona Is in the food area.

Recheio Cash & Carry is Jer6énimo Martins's wholesale distribution company for the
Portuguese market. It currently has approximately 30 stores and two foodservice
platforms exclusively for the industry market, with an average sales area of 3,700 m2 and

around 1,600 employees.

Recheio's customers are retail professionals, and its aim is to keep them competitive. Its
strategy relies on building strong and enduring relationships of trust, based on offering

stock, quality and service appropriate to the needs of its customers.




LIDL & SCHWARZ

Lidl operates about 5,000 deep discount department stores and no-frills Lidl
supermarkets throughout Europe with 2,000 stores in Germany, making it one of
Germany's largest grocery chains. The stores commonly carry about 800 different items,
mostly under Lidl's own brand. By emulating ALDI's low-cost operating methods, Lidl is
challenging and even outpacing its rival in some markets. Billionaire Dieter Schwarz and
family, controls Lidl. The German discounter sells everything from purses and peas to
produce and PCs.Lidl is the fifth largest supermarket chain in Germany and has

established itself in over 17 countries around the world.

Corporate Structure & Strategy

The main owner of the Schwarz Group is Dieter Schwarz, who through the Dieter
Schwarz Stiftung controls the company. The Dieter Schwarz Stiftung owns 99.9 percent
of the Schwarz Beteiligungs GmbH, the group’s holding company. The operative

management of the group is in the hands of the Schwarz Unternehmenstreuhand KG,

which has all the shareholder voting rights of the Group tied to its 0.1 per cent ownership.




The Schwarz Beteiligungs GmbH in its turn controls the two main arms of the Schwarz
Group, the Kaufland Stiftung & Co. KG and Lidl Stiftung & Co. KG. Under these two

entities, one will find a number of different trading and service firms.

Financial Performance

The financial performance of Lidl is as follows:

Year Revenue ($ mil.)

Dec — 2004 49,104

Dec — 2003 30,000

Dec — 2002 21,650

Dec — 2001 16,400

Dec- 2000 15,800

1.27.3 Store Portfolio

The Schwarz Group consists of the following parts:
Kaufland — large supermarkets / hypermarkets
Handelshof, Concord — supermarkets
Lidl — discount supermarkets
Ruef — wholesale markets
Warenhandels GmbH — purchasing functions
Lidl Discount — purchasing functions

Markant — collecting agency

1.27.4 Operations by Region

Lidl is present in the following countries:

Germany
Austria

Belgium




Czech Republic
Finland

France

Ireland

Italy

Norway

Spain

Sweden

United Kingdom

1.28 MAKRO

Makro is a chain of self-service wholesale stores, called cash and carry. The first one
was opened in 1968 in Amsterdam. In the following years stores opened in the

Netherlands and in several other countries within Europe.

In 1998 the European Makro stores were acquired by METRO a German based retail and

wholesale company founded in 1964. Those are owned by Massmart Holdings Limited.

Makro sells both food and non-food products. The stores are not open to the general

public, but serve the following sectors:

Traders, such as newsagents and convenience stores.
Caterers, such as restaurants and hotels.

Complementary business users, such as doctors’ and universities.

Marketing Strategy
The Makro market is unlike any other. Its extensive customer database has been

established for several years. They have been involved in ‘Relationship Marketing’ with




1.28.2

their customers since before the term was invented. They take brands seriously and are

willing to put extra effort into making the database work harder for suppliers.

Direct Marketing
Makro not only accurately targets the right customers for a particular leaflet, insert or
mailing, but it can print the leaflets of its customers at extremely competitive rates as well.

Makro targets its customers according to:

a) Category

Offices, Construction Industry, Pubs and Cafes, CTN’s, Restaurants, Independent
Grocers, Professionals, Businesses, Schools, Farmers, etc.

b) Product Type

Coffee/Canned Meat/Rice/Soap Powder/Office Supplies/Electrical Goods/Branded
Clothing, etc.

In-store Services

Bakery:

The Makro group claims that it is easy to find the location of bakery in its new stores
by following the smell of freshly baked bread

Loaves, rolls, croissants, pastries, cakes, tarts —are a few of the many products the
bakery has.

It frequently changes its offers and are always looking for new ideas that will please
its customers. Of course, it continues to stock a very wide choice of one’s favorite

bread and confectionery brands.

Fresh fruits and vegetables:

Freshness, Quality and availability are all part of the Makro Quality guarantee.

Products are sourced world-wide direct from importers and growers enabling low

prices and total freshness on a daily basis.




One can find their favorite fruits and vegetables and an increasing number of exotic
and unusual ones.
Its presentation and packing are designed to make life easier for the caterer and

Trader.

Frozen food:

Makro’s huge Frozen Foods Department stocks a massive range at remarkable
wholesale prices.

It provides frozen brands that its customers can rely on to build their reputation. The
Makro Quality and Aro labels are also available and everything ranging from starters
to desserts is stocked.

It also stocks all the firm favorites. Plus, all the latest, greatest ideas.

It provides consistent and reliable supplies to its customers so that they won't be

disappointed when they come back for more.

Grocery:

Gigantic, Dynamic- these are the words people use to describe the huge range of
grocery.

Big brands combine with big value to make it ideal, wholesale shopping experience it

promises to its customers.

Makro’s relationship with its suppliers is so good that they actually make special pack

sizes, exclusive to Makro, designed to fulfill accurately the needs of ones business.

Fish:

More and more of stores now feature a fresh fish counter. Caterers will find Makro's
selection of sea and river fish and seafood is second to none. Everything from Sea
Bass to Shrimps.

Produce arrives daily from the fishing locations with rigorously controlled logistics to
its store. Then the meticulously controlled store environment takes over so that its

customers can be absolutely certain of superb quality and guaranteed freshness.

Butchery:

Makro’s stores offer a special service for the caterer so that its customers can

request exactly the cuts and presentation they want.




It also serves gourmet meat dishes, prepared with special ingredients, ready to cook.

Wines and Spirits:

It's the choice, the value and the all-important big brands that make Makro a brilliant
place to buy.

Look out for Makro’s very special seasonal offers - they'll make a big difference to the
customer’s profit margin. It is big on beer and lager and has built a reputation for
astonishing value in bulk purchases.

Customers are also surprised with some very interesting new labels and fine wines

that may not have come across before.

1.28.3 Product Specification and Requirements
Makro has designed and developed the Makro ‘Quality’ brand specifically for Caterers.

The pack sizes provide the volume and value required by the Catering customers.

Aro: The Aro brand is exclusively available only at Makro and nowhere else. One can
find these products available in both food and non food departments. They also offer Aro

products at ‘Great Prices’ in sizes for both Trader and catering customers.

MERCADONA

Mercadona is a distribution company operating in the supermarket segment. It is backed
by 100% Spanish capital and its CEO is Juan Roig. Nationally, it is present in 46
provinces in 15 autonomous communities with a network of 1,019 supermarkets. It is a
leading Spanish supermarket chain. Its facilities and customers are attended by more
than 54.000 individuals throughout the different stages of the process. Its supermarkets
have an average of 1,300 square metres of retail floor space and are based on a model
of urban commerce that is close at hand with a wide assortment of food products,

pharmacy goods, items for personal hygiene, beauty supplies and complements.

Corporate Strategy
Mercadona buys the products directly from the source, without go-betweens. It also
schedules purchases, which cuts down on transport and storage times, with products

being kept at their optimal temperature. It also selects the finest quality and make sure

that products arrive in the least time possible and with the maximum freshness.

Mercadona also makes sure that the products are subject to rigorous quality controls in

order to ensure that they are maintained in perfect conditions of hygiene and freshness.




Position in the Domestic and International M arket
Mercadona is a leading supermarket chain in Spain. The total number of supermarket as
of October 2006 is 1,019.

Financial Performance

Mercadona’s total sales revenue amounted to 10,338 million euros for the year 2005.

Operations by Format
Mercadona group is focused on supermarkets. Its supermarkets have an average of

1,300 square metres of retail floor space and are based on a model of urban commerce.

Operations by Region
Mercadona is present in 46 provinces in 15 autonomous communities with a network of

1,019 supermarkets.

Marketing Strategy

The commercial strategy that the company has been developing since 1993 is called

A.L.P. (Always Low Prices). Furthermore, the company is making efforts to ensure

intrinsic product quality through its Life Principle strategy.
METRO
METRO AG is the management holding company of the METRO Group in which are

pooled the strategic management functions of the world's fourth largest retail enterprise.
The holding company sets the performance targets for the METRO Group’s sales
divisions. The sales divisions Cash & Carry, Real, Extra, Media market, Saturn, Praktiker
and Kaufhof run their operational business autonomously in line with the decentralization
principle and are independent corporate entities under German company law. Cross-
sectional service companies (purchasing, IT, logistics, clearing) produce synergies

across the Group.

With the acquisition of Tansas, it aims to create bigger value than the combined size of
the two firms. Today, METRO AG is at the head of a capital market-oriented, efficient
business corporation with an international profile. The METRO Group’s legal and
operating structures and also its corporate concepts and strategies have come a very
long way from the idea of a conventional-style retail company focused on the domestic

market.




The latest acquisition is the acceptance to buy Wal-mart, Germany with a total of 85
stores. Metro, one of the largest German retail conglomerates, will fold the hypermarkets
into its chain, Real, which is bigger than the Wal-Mart (550 stores).Wal-Mart's German
stores employs 11,000 people, generating $ 2.5 billion a year in sales. The Wal-Mart

stores will be added to Real’s 550 supermarkets and hypermarkets.

Corporate Structure
The METRO Group was created in 1996 through the merger of leading retailing
companies. The corporate group is composed of high-performance, operationally
independent companies and businesses. The group includes:

Metro Cash & Carry, the world’s market leader in cash & carry

Real hypermarkets and Extra supermarkets

Media Market and Saturn, Europe’s leader in consumer electronic retailing

Galeria Kaufhof, the system leader in the department store business

When the group profits from the strengths of the individual companies, each sales
division receives support and reinforcement from the entire corporation’s business
potential. All members of the METRO Group profit from the important synergy effects that
only a nationally and internationally successful major corporation can offer.

Strategy

Sustained Increase of Enterprise Value
Metros claim to be a driving force in international trading and retailing is reflected in their
corporate strategy. It is geared towards profitable growth and the consistent and

sustained increase in enterprise value.

The key pillars of this strategy of profitable growth are:
the sales growth of the group,
the optimization of the portfolio,

the optimization of the merchandizing concepts

Sales growth
METRO Group pursues a policy of profitable growth in sales through expansion and

internationalization. The focus is on success and not merely on size. Hence, the

profitability aspect takes precedence over sheer growth in volume. The objective of the




internationalization policy is to increase the foreign share of group sales. International

expansion concentrates on the emerging markets in Asia and Eastern Europe.

METRO Group quickly managed to achieve market leadership in the respective
wholesaling or retailing segment on most foreign markets. In established markets the

sales divisions consistently consolidated their market position.

One of the remarkable features of the METRO Group sales strategies is that they can be
applied throughout the world. Their success and acceptance can be ascribed to the fact
that they take into account the cultural particularities, specific expectations and needs of

the foreign markets.

Portfolio optimization

The sales division has to position itself in the market such that its value and profitability
rise continuously so that it can contribute to increasing the enterprise value of the
METRO Group. The objective is to offer shareholders an optimum return on their
investment. The composition of the portfolio makes allowance for the demands of the

capital market.

METRO Group is only active in those business segments where sales divisions of a
significant size can operate on sufficiently large market segments. The portfolio relies on
this diversity. The business areas and sales divisions complement each other in terms of

their business activities.

The central parameter for economic success is the internationally established control and
management instrument of the economic value added (EVA). It serves as the benchmark
for all strategic and investment decisions of the group. An important element of the value-
oriented business management is the full integration of the EVA into the reporting
concept of the METRO Group.

Concept optimization

The consistent, customer-oriented optimization of the METRO Group merchandizing

concepts constitutes an essential element for the long-term securing of earnings. In the
context each sales division is to evolve into an unmistakable brand in its trading and

retailing segment. This strategy is known under the term "retail branding". As retall




brands the sales divisions develop their own particular image for a successful market
appearance. Customers are addressed individually and their loyalty is ensured by way of
new, attractive instruments. Media Market and Saturn are examples of successful retail
brands. A strict customer orientation in terms of assortment and service as well as new

forms of customer retention paved their way to their business success.

With the objective of increasing customer benefit and improving the efficiency of business
processes, the METRO Group is sustainably advancing the modernization process in this
sector. The testing and application of innovative technologies in retailing increases
shopping convenience for the customers, results in an even broader fulfillment of

customer expectations and raises efficiency along the supply chain.

Position in domestic and international marke  t
METRO group holds a position as the fifth largest trading and retailing group in the world.
However, METRO is ranked 2nd in Germany.

Financial Performance
The METRO group's sales achieved 13.3 bn in the year 2006. In the year 2006,

International sales generated 7.3 bn.

Store portfolio

Metro Cash & Carry
Metro Cash & Carry is the global market leader in self-service wholesale and at the same
time also the most international retail brand with the highest sales volume at the METRO

Group.

A mature, efficient and internationally reproducible concept guarantees the successful
tapping of new markets. It offers commercial customers a high assortment competence in
food and nonfood products at favorable wholesale prices. This makes Metro Cash &
Carry the ideal partner for commercial customers in numerous countries of the world. The
assortment and service portfolio are geared to meeting the special needs of professionals,

mainly from the restaurant and retailing sectors.

Metro Cash & Carry




Locations

Number of countries 30

Sales 28.1 bn
Total selling space 4.2 mio sgm
Headcount (annual average of full-time equivalents) 90,502
Articles, food assortment ca. 20,000

Articles, nonfood assortment ca. 30,000

Metro Cash & Carry offers a wide range of high-quality goods under the brand names
Metro and Makro; their slogan is "from professionals for professionals”. One of Metro
Cash & Carry’'s unique selling propositions is its great competence in terms of freshness.
An efficient supply chain and a group-wide standardized quality assurance system
ensure that customers have a superb choice of fresh fish, meat, fruits and vegetables
every day. In addition, there is a wide range of non-food articles with a focus on the
restaurant business, household appliances, stationary and multimedia. Good value for
money and the consistent availability of high-quality goods contribute to the global

success of the Metro Cash & Carry sales concept.

Another important competitive edge of Metro Cash & Carry is its distinct ability to adapt

the service portfolio of its wholesale stores to the needs and overall conditions typical of
the respective location. The assortment is tailored to the respective national demand, and

represents the result of a highly modern and efficient procurement organization.

On a global level, professionals shop for commercial consumers or resellers, and select
the goods based on their customers’ special needs. The availability of goods is clearly
above retail's average. Moreover, easy accessibility of stores and longer opening hours

make the stores even more attractive for commercial customers.

By developing and implementing high quality standards, Metro Cash & Carry faces up to
its special responsibility as a wholesale organization. Among other things, customers will
receive professional support in preserving the cooling chain when shopping in Metro cash

& carry stores.

Metro Cash & Carry has not only been implementing EU standards effective as from
2006 in the countries of the European Union, but in all the countries where the group

operates. Thus, Metro Cash & Carry makes a major contribution towards an improved




food supply in many regions while at the same time also strengthening the

competitiveness of its customers.

C+C SCHAPER

C+C Schaper in figures
Number of locations 57

Headcount (reporting date, as full-time equivalents) 1,989

“A professional for professionals" — this is the motto of the Hanover-based wholesale
company. As a trading partner to the restaurant industry, retailing and large-scale
consumers, C+C Schaper GmbH banks on quality, service and an unusually flexible
distribution system. Commercial customers have a choice: Either they pick up their goods
at the Schaper wholesale store themselves or they can have their orders delivered. C+C
Schaper joined the METRO Group in 1996 and rounds out the range of products and
services in the cash & carry business of the international retail group. This 100-percent

subsidiary of Metro Cash & Carry Germany plans a phased expansion of its operations.

Real

Real embodies the concept of a large selling space hypermarket. Here, the customer will
quickly and easily find all products for his daily needs, from food to electrical appliances
through to clothing. The Real hypermarkets are conveniently located, extensive and

clearly structured.

The sales brand Real in the past maintained its outstanding market position in the
hypermarket segment both in Germany and in the foreign stores operated in Poland and
Turkey. In 2005 Real in addition also made its market entry into Russia. The key

strengths of the customer-oriented marketing concept proved to be the high-quality

selection of products, the high level of fresh produce competency in food retailing as well

as an attractive price-performance ratio.

Real

Locations




Number of countries 5
Sales Real and Extra 9.9 bn
Total selling space Real and Extra 2.7 mio sgm

Headcount Real and 43,090

(annual average of full-time equivalents)
Articles, overall assortment up to 80,000

In addition to attractive pricing the market success of Real is mainly attributable to a
sophisticated logistics system: Modern electronic merchandise planning and invoice
processing, automated warehousing and computerized ordering systems enable an on-

schedule supply of the hypermarkets.

EXTRA

The Extra supermarkets take the role of freshness and quality-oriented neighborhood
stores that cater to the daily needs of their customers. The Extra stores are located near
the customers and offer them a rich variety of attractively priced goods with a strong
focus on freshness. Extra offers a comprehensive food assortment, which accounts for
the largest part of total sales. Moreover, Extra also offers the most important nonfood

items to cover one’s daily needs.

In addition to well-known brand products Extra also offers its customers an alternative

with its more than 3,000 private label articles. Under its well-known private label TiP Extra

provides a comprehensive discount price assortment comprising around 1,000 articles.

Extra
Locations 262
Sales Real and Extra 9.9 bn

Total selling space Real and Extra 2.7 mio sgm

The corporate strategy of the company focuses on the continuous improvement of the
profitability of this sales division. To this effect, Extra has been undergoing a fundamental
restructuring process since 2003. With the objective of further enhancing efficiency and
earnings through a cross-divisional cooperation in the field of food retailing, important
functions in have been combined under a central administration for the two companies
Real and Extra. This combination will allow both companies to respond even faster and

more flexibly to market trends in the future. The official merger of both companies took




place in mid-2004. However, Extra and Real will continue to present themselves as

independent brands in the market.

Extra supermarkets consider themselves partners of their customers, convincing them
with freshness and quality and, what's more, friendliness and service. With the goal of
further enhancing the service and customer orientation, work processes and structures in

individual stores are further optimized with the help of the employees.

Extra supermarket offers the customers a quick and comfortable shopping and a large
selection of fresh produce. Consumers can cover their daily needs at permanently low
prices. Extra locations are characterized by offering sufficient parking space and easy
access. The stores are located in the direct vicinity of their customers: In residential areas,
on the way between home and workplace or in locations with a high consumer
concentration. A clear layout structures the front stores and makes for a pleasant

shopping experience.

Extra has completely repositioned its stores owing to innovative marketing concept and
now operates one of the most innovative marketing concepts in the German retail sector.
The modernization of the front stores and checkout areas allows the customers to make
their purchases quickly and conveniently. Extra stores feature wide aisles, a guidance
system; clearly structured store facilities that match the products on offer with deftly
arranged merchandise categories. The process was rounded off by a standardized

appearance of the Extra stores.

SATURN
Saturn embodies the concept of consumer electronics centers established mostly in

central downtown locations with an extraordinarily wide assortment.

The offer comprises up to 100,000 products from the areas of consumer electronics,

household appliances, new media, telecommunications, computers and photographic
equipment. One of the hallmarks is the large selection of CDs with around 60,000 titles.
Permanently low prices in all assortment areas are an additional competitive advantage
of the Saturn stores. Other Saturn quality characteristics are the competent advice
provided by qualified expert staff and a comprehensive range of services. Saturn stores
distinguish themselves on account of their innovative organization structure. The
managing director is at the same time also co-owner of the store and thus assumes part

of the responsibility for the assortment, pricing and marketing.




Saturn

Locations

Number of countries 8
Sales Media Market and Saturn 13.3 bn

Total selling space Media Market and Saturn 1.7 mio sgm

Expansion across Germany started with the opening of a Saturn store in Frankfurt in
1985. This was followed by a rapid growth. After the reunification the store network soon
spanned the whole of Germany. Today, Saturn ranks among the major companies in this

sector.

The merger with Media Markt in 1990 and 1993 led to the founding of the Media-Saturn-
Holding GmbH as part of Kaufhof Holding AG. Since that time the two brands have been
managed independently under the umbrella of Media-Saturn-Holding GmbH. In 1996, the
Kaufhof holding was integrated into the METRO Group.

Saturn is a specialist for all areas of consumer electronics with its broad range of
products. Saturn’s claim is to take the pole position in the respective area among all
potential suppliers and to always offer its customers the latest product innovations. This

claim to leadership in terms of assortment and competence is usually implemented on a

selling space in the range of 2,500 and 10,000 square meters. With its store on

Hamburg’'s Moénckebergstral3e, Saturn even took the position of the world’'s largest
consumer electronics center with a selling space of around 18,000 square meters and a

correspondingly unique range of products on offer.

Services of all types have always played an important role at Saturn. Qualified advice
from specially trained expert staff as well as comprehensive customer service mark the
cornerstones of the specialty store concept. A repair and delivery service is available at
every store to also provide the installation of electrical appliances on the customer’s
premises, upon request. Computers are customized and configured to the needs of the
individual customer and used devices are disposed off professionally and

environmentally friendly.

Galeria Kaufhof




Kaufhof Warenhaus AG is the management company of the city-located department
stores of the METRO Group.Kaufhof with its lifestyle and event oriented Galeria concept
has established itself as the innovation leader among the German department stores.
Galeria stands for a comprehensive range of premium products from international brand
manufacturers, an attractive ambiance, generous store layout and a clearly structured

selling space. The stores are mostly to be found in top locations of the cities.

Galeria Kaufhof

Locations

Number of countries 2
Sales 3.6 bn

Total selling space 1.5 mi sgm

In 1994, Kaufhof acquired a major shareholding in Horten AG. Horten’s Galeria concept
was revamped and modified and in 1995 it was launched as Galeria Kaufhof. In that
same year the operating business of Horten was merged with Kaufhof Warenhaus AG.
The Galeria stores very soon became the pillars of the company’s flourishing business.
Since the late 1990s, Kaufhof Warenhaus AG has also run the target-group specific sales
format "Sportarena”, which displays to customers new dimensions of shopping
experience with products from the world of sports and fitness.

Galeria Kaufhof presents itself as a modern lifestyle provider with the slogan "I'm looking
forward to it", with high-quality, internationally oriented assortments which are presented
in lavishly furnished, clearly structured merchandise worlds with numerous brand shops.
Trendy fashion and lifestyle offers combining different kinds of complementary
assortments are in the focus of attention. The experience-oriented and inspiring

presentation of the products is staged effectively and highlighted by events. The overall

appearance of Galeria Kaufhof imparts the impression of quality and exceptional ideas,

out of the ordinary.

Generous, light and friendly entrances, clear guidance through the store, fanciful
background design, accentuated lighting and wide openings with imaginative decoration
are setting the architectural course. The Galeria concept — realizable in stores of at least
7,000 square meters selling space — is a "living" concept. The merchandise worlds are
modified continuously and geared to the customers’ needs. Modern market research and

controlling tools contribute to the ongoing optimization of the Galeria concept. Kaufhof is




thus in the vantage position to recognize early on any changes in customer expectations

and consumer behavior.

The extension of the successful PAYBACK program from a bonus system to a
comprehensive, integrated customer retention program is systematically followed up at
Kaufhof. The outstanding success of the PAYBACK system is illustrated by the fact that
more than 8 million customers are holders of the Galeria Kaufhof PAYBACK card, which
was introduced in 2000. Besides interesting discounts and attractive bonuses, customers
are continuously provided with topical information about worthwhile sales offers,
innovative products and trends from the various product worlds, for example by e-mail
within the scope of direct marketing actions. An especially successful mailing campaign

of Kaufhof received the German Direct Marketing Award in Gold.

Operations by region

Eastern Europe and Asia

In worldwide comparison, the Eastern European countries showed the strongest growth
momentum with close to double-digit average retail sales growth. Asia achieved growth in
the middle single digits. With about 1 percent, Western Europe was ranked at the bottom

of the scale.

Germany and Western Europe

Months-long discussions about an increase in the value added tax and the new
government’s austerity plans, which entail significant financial cutbacks for parts of the
German population, caused widespread uneasiness and consumption reluctance among
German consumers. These political factors and declining real incomes are the main
reason that retail sales in the strict sense of the term (not including car retail, petrol
stations, pharmacies and combustibles retail) nearly stagnated at a real 0.3 percent in
2005. Non-specialized wholesale of finished goods, i.e. food and nonfood items, in

Germany experienced a sales drop of 0.4 percent in real terms in 2005.

Across Western Europe, declining purchasing power mainly caused by sharply higher

energy prices and overall income developments as well as a generally weak consumer
climate among private households markedly dampened retail sales momentum.
Significant growth lulls were recorded above all in the three major countries of the euro

zone. Retail sales volumes in Italy dropped below the year-earlier level in real terms in




2005 (-0.9 percent), while France experienced stagnation (+0.2 percent). Retail sales in
Scandinavia, meanwhile, developed favorably. Retailers in these countries recorded

growth rates ranging from 3.9 percent in Norway to 8.3 percent in Denmark.

Eastern Europe
Strong retail sales growth in Eastern Europe weakened only slightly in 2005 compared

with previous years.

The retail trade in Poland has experienced steady growth since the country’s economic
opening and membership in the European Union. Growth momentum slowed in 2005.
This was due mostly to a persistently high unemployment rate and lower income gains

compared with previous years.

Russian retailers had another year of strong growth in 2005. Retail sales rose in real
terms by 12 percent last year, with inflation still in the double digits. The future
development of the Russian retail sector will depend on whether the country manages to
expand the local merchandise offering and to remove barriers to market entry in Russia

that still hinder the development of international competition in industry and trade.

Asia

Retail sales growth continued to accelerate in real terms in Asia in 2005. With a high
growth rate, China remained the main engine of private consumption in Asia in 2005.
Retail sales showed growth in the middle single digits. Strong harvests contributed
markedly to the stabilization of consumer price developments. The labor market situation
in Japan improved further. In addition, real incomes continued to increase. These two
factors boosted consumption. Retailers profited with a real sales increase of 1.7 percent

after a sales drop of 0.8 percent in 2004.

Future Scenario

With the highly satisfactory and successful course of the past quarter, the METRO Group

has laid solid foundations for the second half of the fiscal year. It will firmly continue on its
road of sustained, profitable growth. The targets for fiscal 2006 remain unchanged. The
company adheres to its prediction of an increase in sales by 4 to 6 percent and of 5 to 8

percent in earnings per share. The reference basis is the comparable prior-year gain per




share of 2.47 for the continuing operations before write-downs on deferred tax assets
from loss carry-forwards for Real Germany. This outlook does not consider the book
profit from the Praktiker transaction nor the acquisitions of the Polish Giant hypermarkets
and the German operations of Wal-Mart, which are still subject to approval by the

antitrust authorities.

At scheduled capital expenditure of about 2.1 billion, the METRO Group is determined
to consistently continue its international expansion, mainly with Metro Cash & Carry as
well as Media Markt and Saturn. Real will advance its selective internationalization
strategy in Eastern Europe. At the same time, the sales divisions are bound to improve
further their competitive positions in Germany and abroad thanks to their strong concepts

and efficient cost structures.

IGROS
Migros Turk Ticaret A. . is the biggest chain of supermarkets in Turkey. The company for
food and non-food item retailing is owned by the Ko¢ Group. Migros ended the year 2004

as a leader in the retail sector in Turkey and generated 1.9 billion YTL revenue.

Migros Turk, as of 2005, has 894,151 square meter closed area, has 621 stores in total,

with 549 stores in total domestically including 203 Migros and 346 SOK stores; 71
Ramstores in total at overseas including Russia, Bulgaria, Azerbaijan, Kazakhstan and
Macedonia. Migros is the pioneer and leader of the supermarket sector in Turkey, and
serves for 11 million customers per month with 7200 employees in Ramstore Shopping
Centers and 5 Migros Shopping Centers in Beylikdiizii, Ankara, Antalya, Gaziantep and
Ordu. Ko¢ Holding and Migros acquired 78.1% of Tansas’s stocks on November 10, 2005

as a result of which Migros will serve in total of 717 stores and 474.000 sgm in Turkey.




In 2005 by taking over TANSA retail chain, Migros strengthened its leadership in the
sector and continued serving its customers with various labels and formats. The synergy
and the increased proficiency that will be born out of the merger of the two entities under
the Migros structure will enhance the competitive edge and bring about the opportunity to

offer the customers goods and services at more advantageous prices.

Ramstore Mall Skopje, the biggest Turkish investment in Macedonia has been
established and has gained a great interest of the customers. Apart from that investments
continued and 17 Ramstores, in new regions such as St. Petersburg in Russia, were

opened. Abroad Ramstores continued growing as a strong regional chain.

Throughout 2005, Migros continued its investments and the number of customers
reached 140 Million. With the acquisition of Tansas, it aims to create bigger value than
the combined size of the two firms. The domestic sales in 2006 are targeted to be 3,8
YTL.

Corporate Structure and Strategy

Migros Turk T.A.S. formulates its strategies in line with its mission to continuously raise
retail standards and to increase customer satisfaction in accordance with ongoing
principles of quality, respect and maintaining leadership in the sector. The MIGROS
group’s strategy is to provide our customers with a reliable, value for money and high

quality service deriving from core Koc values.

Position in Domestic and International Marke  t
Migros Turk has established its volumes and is ready to reap the benefits of any price
improvement. Also the operating profitability of the company is improving and is expected

to deliver more and more in the coming years. Turkish operations, on their own remain

the single largest contributor to group revenues and operating results. Turkey volumes

grew by 7.5%, while price growth remained 0.5% below inflation. The 7.5% volume
growth is attributable to a combination of the 42 new stores and customer traffic
improvement. In Turkey, Migros serves seven geographic regions with 79 M, 79 MM, 33
MMM, 311 SOK and 3 hypermarkets, and through its Ramstores operates abroad: 3 in
Azerbaijan, 49 in Russia, 5 in Kazakhstan, and 4 in Bulgaria; totaling 566 stores. With its

half century of experience, Migros continues to lead this sector.

Position in international market:

Sales:




In terms of sales, Migros tops the International market and is ahead of its nearest rival
TCG by a good portion.

Position Retailers Name
1 Migros
TCG
Coop Suisse
Eroski
FDB
KF

1.31.3 Financial Performance

International investor appetite continues for Turkish retailing. The total number of
shopping malls arrived at 103 across Turkey and some 51 new shopping malls are
expected to come on stream in 2006 while 81 new are in the pipeline. Retailing made a
significant breakthrough heading towards consolidation with Carrefour's acquisition of

Gima, Migros’ acquisition of Tansas and Kiler's acquisition of Canerler.

Consolidated net sales climbed up 68% to USD 719 million in 1Q 2006. 13% of

turnover came from international businesses.

Domestic top-line indicated a YoY rise of 78% on TRY basis, reaching TRY 832
million (USD 628 million).

The company raised its consolidated EBITDA above the sales growth in 1Q 2006 and
EBITDA margin edged up 0.3pp to 6.5%. 77% of consolidated EBITDA came from

operations in Turkey.
After-tax profit exceeded USD 17 million with 99% y-o-y increase.

Migros attained double-digit EBITDA margins in its overseas operations.

Store Portfolio
Migros stores are present in 43 cities in 7 geographical regions, SOK Stores are present

in 24 cities in 5 geographical regions.

In M Migros, the customers can satisfy their daily basic needs and limited non-food

products. They can find a richer non-food section beside wide range of food products and

a very wide range of products from stationary to delicatessen, electrical household




gadgets to bakeries, from books to perfumery, from garden and sports material to
hardware and electronic and white goods. You can also purchase concert tickets or can

use dry cleaning services in these stores.

346 SOK stores are arranged to meet the all household requirements of the consumers.
ok stores also offers the essential goods like meat, fruit-vegetables, beverages,

detergents, paper products with the best prices and daily discounts to consumers.

5 Migros Shopping Centers are big social and commercial meeting points which include a
supermarket and many specialized stores, a food court, movie and entertainment
complex, hairdresser, white goods and decorations stores. There are currently 5 Migros

Shopping Centers in Istanbul, Ankara, Antalya, Gaziantep and Ordu.

Online Shopping

While you surf on your computer, you can order many products like cellphones, furnitures,
flowers or white goods from Kangurum, and you can have your order to be delivered to
any address you wish. You can also order any product from Migros Virtual Market which
serves in stanbul, zmir, Ankara, Mersin, Adana and Antalya and you can have your

delivery at the most appropriate time period for you.

There are total 71 Ramstores in 5 countries with 3 Ramstores in Baku, 10 Ramstore
Shopping Centers and 58 Ramstores in Russia, 1 Ramstore Shopping Center and 5
Ramstores in Kazakhstan, 3 Ramstores in Bulgaria, 1 Ramstore in Kirghizistan 1

Shopping Center and supermarket in Skopje, Macedonia.

Replenishment Requirements

Based on quantifiable success in terms of the level of automation, inventory turnover, and
service at Migros, the following sections outline examples of the positive impact the new
merchandise management system has had on process efficiency, warehouse

management, and revenues.

Automatic Replenishment Increases Efficiency
With contribution from SAP for Retail, a staggering 81% of purchase order items are now

automatically calculated by the system, which means that stores must now spend

valuable time processing purchase orders only in exceptional cases. Automatic

replenishment makes work easier. Employees would now have more time for customers.

Synchronized processes eliminate duplicate work and also allow reserve warehouse




inventory in stores to be reduced in the long term. This boosts profit margins for Migros

and allows assortments to be managed more efficiently.

MODELO CONTINENTI
Modelo Continente is the sub-holding of the Sonae Group in the Retail sector. Sonae is
the biggest private Portuguese group, with interests in a broad range of businesses: food

and non food retail, building and management of shopping centres, fixed and mobile

telecommunications, media and new technologies, as well as tourism, logistics and

insurance, among others.

Modelo Continente is today a benchmark reference in the retail market, after having
revolutionized the consumer habits and commercial landscape in Portugal with the

opening of the first hypermarket in the country, opened in 1985.

Over the more than twenty years of outstanding presence in the Portuguese market,
Modelo Continente has won leadership of food retail in the country, while at the same
time building up its business in different non food retail areas, with a high level profile

among the public in specific business segments.




1.32.1 Corporate strategy

The company'’s global strategy can be summarized as follows:

To consolidate MC’s dominant position in core markets

Market leadership
Strong organic growth
Take full advantage of the existing store network
Continuous investment in store modernizations
Reinforcement of “value-for-money” positioning on food formats
Development of specialist profile for non food formats
Best practices
Increase operational efficiency, namely through full use of the category
management model
Information systems development
Human resources development
Innovative attitude
Customer focus

Turn the customer relationship into a competitive advantage

To expand the business frontiers, taking advantage of developed resources and
competencies.

Financial Performance
The consolidated turnover of the group was 6,392 million euro for the year 2005. The

annual gross sales was 3,115 Million

1.32.3 Store Portfolio

1. Continente
Modelo
Modelo Bonjour
Worten
Modalfa
Maxmat
Sport Zone
Vobis

Zippy
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10. Star
11. Worten Mobile

1.32.4 Operations by Format
The company operates three different food retail chains - Continente (hypermarkets),
Modelo (hypermarkets) and Modelo Bonjour (supermarkets) — and various non food retail
formats - Sport Zone (sports clothing and equipment), Worten (white goods and

consumer electronics), Vobis (computer equipment), Modalfa (clothing), MaxMat

(construction, DIY and garden), Zippy (baby and children’s clothing) and Star (travel

agencies).

Operations by Region
The Group operates in eight countries with total number of stores at 335 and sales area
of 4, 95,000 sq m.

MORRISONS

Morrisons has 356 superstores in the United Kingdom, including those it has retained
following its purchase of Safeway. Until 2004, Morrisons superstores were largely
concentrated in the English Midlands and the north of England, but had expanded
southwards, beginning with a store at Erith, Kent, which opened in 1998. Most Morrisons
stores operate from large superstore formats selling a wide range of products including

the core groceries.

Corporate strategy
Morrisons strategy is to drive volume, sacrificing margins if necessary. It aims to do this
by providing:

Competitive basket prices.

Over 1,000 promotional deals in each 4-week period.

As a result of this strategy, Morrisons occupies a unique position in UK retailing,

combining both Everyday Low Pricing (EDLP) and the Lo of a Hi/Lo pricing strategy.




Although Morrisons provide superstore range of 24,000 lines, it regards itself as a grocer,

setting great store by its core competencies in food.

Morrisons group is one of the country’s largest supermarket chains, offering a range of
goods including both branded and own label products. It aims to provide the customers
with the very best value for money wherever they live and uniquely, they have always

charged the same prices in every one of their large stores.

The group manages almost every aspect of their commercial operation in-house,

including fresh fruits and vegetables, fresh food, meat processing and transport.

Wm. Morrison Produce Limited buys, packs and distributes all the fruits and vegetables
sold in its stores. Fresh produce is delivered into our temperature controlled warehouses
and packing plants both in the UK and abroad, ready for onward dispatch to stores

nationwide.

Farmers Boy is a own purpose built fresh food factory, producing pizzas, pies, cooked
meats The group also owns two meat processing facilities where beef, pork and lamb
are prepared and supplied direct to the butchers in stores, as well as operating and

maintaining its own transport fleet. and sausages, as well as packing cheese and bacon.

Position in domestic and international marke  t
With the acquisition of Safeway, Morrisons has become a major player in UK grocery
retailing ranked 4th in the UK, with a market share of 11.2%.In the international market

Morrisons is ranked thirty first.

Financial performance
Turnover (E'm) Profit/(loss) before tax (E'm) Prof it/(loss) after tax (£'m)
12,115 -312.9 -250.3
12,116 193 105
4,944 319.9 197.6
4,290 282.5 186.3

1.33.4 Store Portfolio

Including the Safeway store estate, Morrisons has 373 stores in the UK.

1.33.5 Operation by Format




The format of most Morrisons superstores is called Market Street. Most Morrisons
superstores are typically between 28,500 sq ft and 36,000 sq ft, with an increasing
number above 36,000 sq ft, offering food, home wares, some essential clothing, cafés
and petrol stations. A number of Safeway stores retained by Morrisons were between
15,000 sq ft and 25,000 sq ft. The 'Rump’ format is the same size as 'Choice' stores,
carry the Morrisons outer logo signs, staff uniforms, product lines and IT Systems.
Certain items within the stores, such as checkout dividers, car park signs and some

internal signage, have the Morrisons logo applied over the Safeway logo.

Marketing strategy

Morrisons has the distinction of operating a uniform national pricing strategy across all its
stores. Morrisons price message is differentiated by its uniqgue combination of a highly
competitive across the basket EDLP (Every Day Low Prices) offer and a persistent
barrage of strong promotions throughout the store. Morrisons is able to match or beat
both ADSA and Tesco on basket price, and this price perception is reinforced by more

than 1,000 deals every week.

Morrisons has consistently invested in order to enhance its promotional offer. Since 1998
the value of free items provided to customers through promotional deals has risen by
over 579% in 2003 to £317.1 million which accounts for some 6.5% of the total value of

till transactions. Each four weekly promotional period includes around 150 multi-save

offers. As emphasis is placed on promotions, the company does expect significant

investment in special offers. Morrisons wish to facilitate this, pointing out that it does not
require listing allowances, preferring investment to go into promotional programmes
instead.

Morrisons has also been putting growing levels of investment into its own price
proposition. Key to the promotional strategy is the 'multi-buy' of which it is estimated that

about 30-40% is currently supported by suppliers




1.34 Pyaterochka

Pyaterochka Holding N.V. is Russia's largest food retailer in terms of sales. The group
has 391 company-managed "Pyaterochka" soft discount stores located in the Moscow
(187), St. Petersburg (185) and Yekaterinburg (19) areas, and 133 company-managed
"Perekrestok" supermarkets across 14 regions of Central Russia and Ukraine, including
78 stores in Moscow, as of 30 June 2006. As of 30 June 2006, franchisees operated 479
Pyaterochka branded stores in 20 regions of Russia, Ukraine and Kazakhstan.
Perekrestok has 10 convenience stores operated by franchisees in the Moscow area.
Pyaterochka and Perekrestok have merged their operations as of 18 May 2006 to create

the clear leader in the Russian food retail market.

Corporate Structure and Strategy

Pyaterochka Holding N.V. (“Pyaterochka”), which is incorporated in the Netherlands, is

the holding company of the group and the parent company of six operating subsidiaries,




which are incorporated in Russia and wholly owned by Pyaterochka and through which

the group manages its stores and franchising programme.

Pyaterochka’s top management is centralized and the group has dedicated management
structures for each of the Moscow and St. Petersburg areas. Such management
structures in each of the two areas include, among others, professional management
teams responsible for purchasing, logistics, construction and development, finance, IT
and human resources.As of 18 May 2006, Pyaterochka Holding N.V. acquired 100% of
Perekrestok Holdings Ltd.

Pyaterochka consolidate their dominant position in the high-growth discount format and
to maintain rapid growth profile through:
Continued focus on achieving LFL (Like-for-Like) sales growth superior to
competitors
Rapid new store rollouts in core markets (Moscow and St. Petersburg), with target of
1,000 stores by 2012
Expansion of regional franchise network, with target presence in at least 30 Russian
regions by 2012

Selective acquisitions.

They aim to show continuing improvement in profit margins through:
Economies of scale in purchasing, distribution and logistics
Increased contribution from private labels
Focus on operating cost efficiencies
Real estate is priority number one as the Russian retail landscape grows more
competitive.

Implementation of store improvement programme, restyling of older store.

1.34.2 Financial Performance
Pyaterochka’s 2005 net sales (pre-merger) reached USD 1,359 million, with gross banner
sales in 2005 of over USD 2 billion. Perekrestok net sales reached USD 1,015 million in

2005. The Group’s pro forma (assuming both chains contribution from 1 January 2006)
net sales for the first half of 2006 were US $1,581 million. During 1H 2006, the

Pyaterochka chain provided US $906 million of net sales, while the Perekrestok chain

contributed US $675 million of net sales.




1.34.3 Operations by Format

Pyaterochka uses franchise agreements to expand into the Russian regions beyond
Pyaterochka’s core markets, as well as into neighboring countries. As of December 31,
2005, Pyaterochka'’s franchisees operated 404 stores under the Pyaterochka brand in 15
regions of Russia, Ukraine and Kazakhstan (outside of the Moscow and St. Petersburg
areas). Pyaterochka’s franchisees opened 197 new stores in 2005 (up from 207 total
franchised stores as of December 31, 2004). The 21 stores in the Yekaterinburg region
were acquired by Pyaterochka in 2005 and became company-managed as of December
30, 2005.

Pyaterochka currently has master franchise agreements in 20 regions of Russia, Ukraine

and Kazakhstan(5 regions do not yet have the first store opened).

The use of franchise arrangements (as opposed to opening its own stores) allows
Pyaterochka to concentrate its operational, financial and management resources on its
core markets while enabling expansion into other areas. Franchisees also contribute local
expertise and knowledge of local market conditions. Pyaterochka appoints one
franchisee per Russian region outside of its core markets. During 2005, Pyaterochka
signed 8 new master franchise agreements in the following cities: Yaroslavl, Novosibirsk,
Krasnodar, Kazan, Krasnoyarsk, Belgorod, Vologda and Barnaul.

In addition to the company’s continued use of the franchise model, Pyaterochka launched
in 2005 a program of selective regional consolidation, beginning with the acquisition of

100% of Economtorg, the company’s franchise partner in the city of Yekaterinburg. Going

forward, Pyaterochka will consider selectively buying back more mature regional

businesses, with the goal of consolidating these operations and eventually expanding
logistics and distributional capabilities to develop regional centres. The company will also
consider buying a majority stake (e.g. 51%) and continuing to partner with the franchisee

in regional cities to grow the business further.

In the long-term, Pyaterochka intends to have a presence in at least 30 of Russia’s 89
federal regions. Some of these stores will continue to be operated by franchisees, while

other regions will have been selectively bought back by Pyaterochka Holding.




1.35 REWE

REWE Group is the number three in European food trading with a record-setting (net)
turnover of 41.7 billion euros (for 2005), 260,594 employees and 11,804 retail stores in

Germany and 13 other European countries.

In Germany, REWE Group employs a workforce of 178,144 in 8,901 retail stores —

ranging from supermarkets (REWE, miniMAL) and discount stores (Penny) to

hypermarkets (toom), specialist stores (toom BauMarkt DIY, ProMarkt) and travel

agencies (Atlas, DER, Derpart) — earning a total turnover of 30 billion euros. In its core
food trading business, REWE Group earns 23.5 billion euros in Germany alone. With a
turnover of 4.2 billion euros, the second strategic business is travel and tourism, followed

by specialist stores with 1.7 billion euros.

With a total turnover of nearly 40 billion euros, more than 250,000 employees, and
11,500 retail stores in Germany and twelve other European countries, Rewe Distribution

Group is the number four in European retailing and wholesaling. In Germany alone,




Rewe employs 190,000 workers in 9,600 stores (supermarkets, discount stores,
hypermarkets, specialist stores, and travel agencies) who earn a total turnover of around
29 billion euros. In the core food retailing business, the Group earns more than 32 billion
euros in Europe. Other businesses include specialist stores (2.5 billion euros) and travel

and tourism (4.1 billion euros).

Corporate structure

REWE is a cooperative group of companies. Its affiliated independent retailers form its
foundation. They operate their markets under the brand names "REWE Supermarket"
and "REWE Nahkauf".

Financial performance

REWE Group continued to grow domestically and internationally throughout the 2005
fiscal year. Total turnover for the Group rose by nearly a half a billion euros to a new
record level of 41.7 billion euros. This amounted to 2.2 per cent growth. The number of

employees in Europe increased by 1.3 per cent to 260,594.

The independent REWE retailers of the cooperative Group contributed to the
encouraging growth in turnover to almost 30 billion euros for 2005 in Germany by
increasing their own turnover to a total of 7.1 billion euros (+0.9 per cent). Overall, the
number of stores rose by 157 to 8,901 in Germany alone. The international activities in

13 countries throughout Europe were the growth engine for REWE Group in 2005. A

workforce of 82,450 succeeded in increasing turnover at 2,903 stores by half a billion

euros, or 4.9 per cent, to 11.1 billion euros.

Operations by format

REWE-Supermarket

The REWE group consists of 1,500 shops owned by Rewe merchants and are organized
under the name "REWE-Supermarket”, each with a floor space of between 800 and
1,500 square meters. These shops are specialists in fresh products, focusing on an
assortment of fruits and vegetables, meats and cheeses, bread and baked goods — and
all at everyday low prices. The shops offer ja!-brand products and other article at discount
prices. A wide range of services as well as a friendly and helpful staff are what our

customers can expect from our supermarket teams.

REWE Nahkauf




Rewe's independent retailers operate small-scale local neighborhood shops under the
name "REWE Nahkauf". As local grocery merchants, these offer a streamlined product
range for the customer's everyday needs in shops ranging from 150 to 500 square
meters in floor space. Consumers are provided a well-sorted product selection especially

regarding fresh products and regional specialties.

Hypermarkets

More than 160 hypermarkets of REWE Group offer the complete range of a well-
designed comprehensive merchandise ranging from groceries to durable consumer
goods in locations with up to 10,000 square metres of selling area. The nationwide chain
of toom hypermarkets offers a selection of more than 50,000 food and non-food articles.

Regional grocery stores include Akzenta, Kaufpark and the REWE centers.

REWE Center

The REWE Center operations are part of the REWE Group consumer markets and offer
approximately 50,000 food and non-food articles on up to 10,000 square meters of sales
surface. Along with the daily needs range, there is a particularly attractive depth of offer
in the foodstuffs area.

Toom

Toom is one of the leading companies in the retail trade in Germany. Every month,
approximately 5.3 million customers do their shopping in these self-service department
stores with a total sales surface of 427,000 square meters, where they have
approximately 45,000 different articles to choose from. The toom beverage stores have
an average sales surface of ca. 650 square meters and constantly maintain a range of

over 680 types of beverages.

Globus
The name, Globus, is synonymous with a broad and value-for-money range of foodstuffs.
The Globus self-service department stores in North Rhine Westphalia are part of the

RHG Kaiser & Kellermanno HG (K&K) trading group, which operates both retail and

wholesale trade on a self-service surface area totaling some 170,000 square meters. The

Globus range of goods encompasses approximately 60,000 different food, non-food and
textiles articles for short and medium-term requirements and stocks everything from the

yogurt to the refrigerator.




Petz

PETZ is the freshness, quality and service-oriented "specialist market for good food and
drink". It consistently utilizes all possible rationalization potentials in order to demonstrate
a clear price competence. PETZ displays this in the range it offers and by means of
weekly special offers. They offer a brand-oriented full range of food. The non-food range
comprises articles for short and medium-term requirements. Textile departments are

available at selected locations (300 m2).

Kaufpark

Kaufpark is a full-range provider of foodstuff that ascribes particular importance to
freshness and service. It boasts more than 80 outlets in North Rhine Westphalia and
offers up to 20,000 various items on surfaces ranging from 600 up to 3,000 square
meters. The fresh food sector is a focal point, with service departments for meat,

sausage and cheese.

Discount Stores

With a dense network of more than 2,200 Penny stores, the REWE Group holds a strong
position in the expanding German discount market. As a hard discounter, Penny offers
the classic product groups of grocery retail at particularly competitive prices. Penny has

put special emphasis on the areas of fresh food and non-food. With services such as

freshly baked products and EC-Cash and thanks to customer friendly store hours, Penny

stands out from the crowd of discounters.

Marketing Strategy

REWE Group is building on its strong position in its domestic market as a basis for further
international expansion. The aim of the REWE Group is to generate profitable growth on
a foundation of solid finances. REWE Group’s strategic orientation unifies the principles
of a cooperative enterprise with the business requirements of a competitive international

environment and with a clear orientation in favor of growth.

Strategic Objectives

Strengthening core businesses
The primary objective in the core businesses of food trading as well as travel and tourism
is to bolster and expand REWE Group’s solid position on the market and to achieve

sustainable profitability.




Internationalizing REWE Group
REWE Group is oriented toward profitable growth. This growth is to come foremost from
the expanding markets of Eastern Europe. The foreign share of total turnover is to be

increased to as much as 60 per cent by 2015.

SPAR

SPAR is the largest network of supermarkets which includes 17,500 convenience stores

with retail turnover of 26 billion Euro. SPAR is the largest international retail company

working in 34 countries of Europe, Africa, Asia, Latin America and Australia. The

company was founded in 1932 in Netherlands.

SPAR International has worked with SPAR Netherlands to introduce the convenience
concept to the first SPAR Express store in Groningen. The city centre store is targeted at
meeting the needs of the convenience generation represented by the large number of
university students in the city as well as the large proportion of single and two person

households.

Today, Sperwer, the SPAR Retailers Association and the Management of SPAR own the
SPAR Netherlands organization. SPAR Netherlands, however, operates as a fully
autonomous company under Sperwer. SPAR Netherlands operates a total of 321

(October 2004) stores. All of these stores are operated by independent retailers.




During2004 the revamping of Garant market stores to SPAR stores was completed,

resulting in the addition of 45 new stores to the SPAR Netherlands group.

Corporate Structure and Strategy

Ownership in SPAR is scattered over many stakeholders such as independent retailers,
large retail groups, multinational suppliers and family-owned wholesale companies. A
system of licenses and franchise contracts reassure the formal ties. Entrepreneurship,

loyalty and team spirit form the basis of successful co-operation.

The SPAR Retail Strategy

The SPAR retail formats meet the changing needs of its customers.

SPAR neighborhood stores and local supermarkets fort daily shopping.

SPAR Express is the format for areas of high consumer footfall.

EUROSPAR is the large supermarket format, which is specifically designed for weekly
and daily shopping for all the food requirements of the family.

INTERSPAR is our Hypermarket format, which has enjoyed strong growth, reflecting a
consumer preference for one-stop shopping.

The ability of SPAR to develop stores best suited to local cultures and individual locations
is a major competitive strength. SPAR continues to modernize and successfully develop

leading edge concepts ranging in size from large hypermarkets to convenience stores.

Financial Performance
In 2005, SPAR worldwide had retail sales of 28 billion from 14,500 outlets in 33

countries.
Store Portfolio
The SPAR retail formats meet the changing needs of the customers. The various formats

of SPAR are:

SPAR Express stores are located in high footfall transient locations such as petrol

forecourts, railway stations and the high street. The layout and product offer are set

around meeting customer shopping missions catering from immediate consumption in the
‘Enjoy now’ zone to providing life’s essentials in the ‘Stock up’ zone. A ‘Let’'s celebrate’
zone brings together a cross selection of categories for the ease of selecting gifts and
celebration items. The ‘Take home’ section identifies the products such as ready to heat
meals and prepared meals, in addition to linking ingredients in a ready to cook concept to

provide a comprehensive set of meal solutions. Items that are shopped on an everyday




basis as part of a customer’s routine are located in the ‘Your usual’ zone near the
checkout of the store to allow fast and easy service. Each zone is color coded throughout
the store to allow easy orientation and particular attention has been given to managing

category adjacencies in order to provide solutions and not merely ingredients.

SPAR store format is the most popular of all the 4 SPAR formats and is to be found
worldwide in all the countries in which SPAR operates. SPAR stores are predominately
independently run and thus a common trait is that SPAR often acts as an integral part of
the local community. This is reflected in the personal friendly service and the adaptability
of product assortment and services in line with the needs of each location. Ranging in

size up to 1000sq m, a consistent trend is the increasing size of a SPAR store.

EUROSPAR is the large supermarket aimed at fulfilling the needs of weekly family
shopping. These stores are up to 300 sq m in size with a strong emphasis on fresh, value
and choice, as well as a focused non food offer with competence in such areas as health
& beauty. There is a wide and deep assortment of branded products, emphasis on focus
categories. Internationally, EUROSPAR is growing in importance as an increasing
number of SPAR countries continue to grow the number of outlets. The growth of

EUROSPAR captures the benefits of larger format stores in increasing sales volumes

through extending the product range in response to changingconsumer needs.

INTERSPAR is the largest store format with sales surfaces over 3500sq m and a product
range consisting of up to 50% non food. There is a wide and deep assortment of food
and general merchandise. The core food offer uses height and volume, and value aisles
to offer a highly visible and strong offer of excellent value for money throughout the key
customer footfall areas in the store.The non food departments have been designed in a
manner which creates a series of world’s of shopping experiences. Such departments as
the ‘Baby World sees items from varying categories brought together in one world

environment.

Operations by Region

Netherlands

SPAR International has worked with SPAR Netherlands to introduce the convenience
concept to the first SPAR Express store in Groningen. The city centre store is targeted at
meeting the needs of the convenience generation represented by the large number of
university students in the city as well as the large proportion of single and two person
households. This demographic structure is not only typical of cities in the Netherlands but

is becoming increasingly commonplace throughout Europe.




Finland

Spar Finland’s store chains, Spar and Eurospar, are the company’s two business units.
These, in turn, are supported by five support units: Customers (marketing and
communications), Products (purchasing and store space management), Outlets (start-
ups and store network maintenance), IT and Logistics (development and maintenance of
IT systems, logistics management), and Financial Administration, which also has
responsibility for personnel. Also reporting to the President and CEO is a Business
Development Unit. Eurospar is Spar Finland’s own food retail chain. The Spar chain
consists of both independent retail outlets and Spar Finland’s own outlets.

This twin model strengthens the Spar chain, which gains added value from the special
and local expertise of the independent Spar retailers. Having Spar Finland outlets in both
chains enables them to operate right at the customer interface and to implement
decisions quickly on matters such as product range, pricing and marketing. It also gives

them the flexibility to test new ideas in practice.

Russia

SPAR was the first international retailer to enter the Russian market. The potential of the
market in Moscow is enormous with a population in excess of 10 million. Metro and
Auchan quickly followed SPAR. There partner, SPAR Retail Moscow, expanded rapidly
through a combination of company owned stores and franchise operators. SPAR opened
in a second region of Russia early in 2002. Other partner, SPAR Middle Volga, is based
in Russia’s fourth largest city, Nizhny Novgorod. SPAR International has signed a new
Agreement with SPAR Retail Moscow, which expanded their region into the adjacent

provinces of Tula, Penza and Ulyanovsk.

Eastern and Central Europe

In Central Europe SPAR has established a strong presence through the pioneering work
of Austria SPAR International AG (Aspiag). This development has built a strong market
position for SPAR in Slovenia, Hungary and the Czech Republic. The first INTERSPAR
Hypermarket in Croatia opened in June 2005. In addition to continuing growth in these
markets and in Poland, it is expect for SPAR to establish a retail presence in Romania

and Bulgaria.

Japan

With over 700 convenience stores in Japan, SPAR is firmly established as a key player in

this innovative and changing market. In 2005, SPAR International has worked with SPAR




Japan to integrate the best practice of SPAR convenience stores in Japan and Europe to
develop a new flagship store concept for rollout in Japan. The 150sg m retail outlets is
divided into ‘for now’ and ‘for later’ sections. The implementation of integrated service
point with an in store bakery and Food to Go improves customer service whilst also
improving staffing efficiencies. During 2006 SPAR International is actively seeking to
develop and roll out SPAR Express internationally. The format is internationally tried and
tested, is modular in design and is adaptable to local market conditions and varying store

locations.

China

In 2005 SPAR entered the market in China. The unique SPAR Voluntary Chain System
has been officially recognized and supported by the Chinese Government, which sees
SPAR as a key player in enabling the Independent Chinese retailer to modernize and
compete successfully with the major international retailers. In the coming three years,
115 SPAR hypermarkets and supermarkets will be opened in China. As part of its
ongoing global expansion, SPAR International has signed license agreements with
Henan Star Chain Commercial Co. Ltd, Hubei Yasi Chain Commercial Co. Ltd. and with
Jia Jia Yue Supermarket Co. Ltd in Shandong. Together these three provinces will bring

the SPAR brand to approximately 250 million people in China.

India

SPAR opened the first supermarket in India in December 2004. The SPAR partner,
Radhakrishna

Foodland Pvt. Ltd. opened the first SPAR Supermarket in the Juhu area of Mumbai. This
store is trading very successfully. The second SPAR supermarket opened in Thane,
Mumbai in March 2006 and is trading above expectations. Distribution Centers for Fresh
Foods and Dry Goods have been established. Radhakrishna Foodland has decided to
focus purely on retail and particularly on developing SPAR with 7 SPAR stores to open

during the course of 2006.

Future Scenario

SPAR will celebrate 75th anniversary of its foundation in 2007. The SPAR partnership
model has been successfully introduced in Netherlands. They are committed to support
independent retailers in the developing world. Also, want to ensure the retention of a

dynamic independent retail sector.




SPAR is developing a dynamic new strategy for SPAR International — Towards 2010.

Three strands of this strategy are: The 6 Pillars of SPAR, The New Country Expansion

Plan and the Buying Strategy.

Product Range and their Prices
The International SPAR Brand Programme plays a major role in the branding of SPAR
worldwide. International SPAR Brands are premium products that offer quality and value

to the customers.

SPAR Product ranges

American Range

Baby Care Range
Biscuit Range
Breakfast Range
Canned Range
Condiments and Cooking Range
Confectionery Range
Dairy Range

Frozen Range

Health & Beauty Range
International Range
Non Food Range

Pet Food Range
Snack Range

Soft Drinks Range
Sports Range




SOMERFIELD

Somerfield is a chain of small to medium-sized supermarkets operating in the United
Kingdom. The company is the fifth largest food retailer in the United Kingdom as of 2006.
It is part of Somerfield Ltd, formerly Somerfield Group plc, which also included the Kwik

Save chain of discount food stores until February 2006. It is based in Bristol.

Corporate Structure and Strategy
The strategy of Somerfield lies in providing its customers quality products at an affordable

price. In line with this strategy it is investing heavily in store refit programmes and

acquisitions. Through this strategy, it aims to become the dominant, low price,

neighborhood food retailer in UK.
Position in Domestic and International marke  t
Somerfield is the fifth largest food retailer in the UK. However, it is ranked 77th in the

international market.

1.37.3 Financial Performance




Somerfield's self-declared niche is to "be the leading small format retailer in the UK". For
the financial year 2005 Somerfield Group's turnover was £4.676 billion. Profit was £60.9
million before tax, and due to a tax credit it was £62.9 million after tax. These profits were
up about a third on the previous year; the group has had very narrow profit margins for a

number of years.

Store Portfolio

Somerfield is the fifth largest food retailer in the UK with 1,187 stores following the
conversion of 102 former Kwik Save stores retained after the sale of the Kwik Save unit.
917 of these stores trade as 'Somerfield' (including the 102 former Kwik Save branches),
102 as 'Somerfield Essentials' (including those located on petrol forecourts), 139 stores
trade on Texaco or Jet sites, whilst 29 trade under the 'Mace' brand which is the part of

Aberness Limited.

Operation by Format
Somerfield
Kwik Save
Mace supermarket business units
Forecourt supermarkets
Aberness convenience store

TANSAS

With 204 stores and 122,119 sq.mts, Tansas is the second largest supermarket chain in
Turkey and number one in the Aegean region. The company controls 8.2% of the Turkish
organized food retail market and has 3% market share in the total food retail market of
which 65% is still controlled by traditional retailers. After having been acquired by Dogus
Group in mid-1999, Tansas entered a transition period and restructured its retailing
format. This restructuring has almost been completed, and the company’s retailing
business is now based on a more focused supermarket format. Dogus Group acquired
51% of Tansas from Izmir Municipality at a value of ca. US$ 110m (for 51%) in 1999 and
has initiated a massive expansion in other regions. However, this was quite problematic,
as the uncontrolled expansion strategy resulted in hefty losses. Afterwards, Tansas
changed its strategy, and restructuring has been initiated with the aim of focusing on the

existing business instead of expansion. This period was largely financed through cash

injections, and US$ 214m of cash was injected into the company through rights issues

and US$ 30m through a share option sale to international investors.

1.38.1 Position in Domestic and International Marke  t




Tansas is the second largest supermarket chain in Turkey and number one in the
Aegean region. The company controls 8.2% of the Turkish organised food retail market
and has 3% market share in the total food retail market of which 65% is still controlled by

traditional retailers.

Financial Performance

The net sales for the fiscal year 2005 were 924 M US Dollars. The gross profit was 212 M
US Dollars. Tansas as a supermarket chain has started to generate revenues per sqm,
which is bestObserved in a hypermarket format. Tansas achieved the increase of its

revenue generation per sqgm by 1.65 xs in the year 2004.

Store Portfolio

Tansas operates under four different formats. They are as follows.
Mini with sales area of 0-500 sq m.
Midi with sales area of 500-1000 sq m.
Maxi with sales area of 1000-1500 sq m.

Exclusive & Macrocenter whose sales area varies.

Operations by Format

Tansas is focused on Supermarkets which are further classified as small, medium and

large.
TESCO

Tesco is the largest food retailer in UK, operating around 2,318 stores worldwide. Tesco
operates around 1,897 stores throughout the UK, and also operates stores in the rest of
Europe and Asia. Tesco.com is a wholly-owned subsidiary offering a complete online
service, including tescodirect.com and tesco.net. The company also offers a range of
both online and offline personal finance services. Tesco is headquartered in Hertfordshire,
UK.

Tesco's share of the UK grocery market was 31.4%. Across all categories, over £1 in
every £8 of UK retail sales is spent at Tesco. Tesco also operates overseas, and non-UK

revenue for the year was 24% of total revenue.

Corporate strategy
Tesco's growth over the last two or three decades has involved a transformation of its
strategy and image. Its initial success was based on the "Pile it high, sell it cheap"

approach of the founder Jack Cohen.




The strategy for its success includes:

An "inclusive offer". This phrase is used by Tesco to describe its aspiration to appeal
to upper, medium and low income customers in the same stores. However, by
contrast ASDA's marketing strategy is focused heavily on value for money, which can
undermine its appeal to up-market customers even though it actually sells a wide
range of up-market products.

One plank of inclusivity has been Tesco's use of its own-brand products, including
the up-market "Finest" and low-price "Value". The company has taken the lead in
overcoming customer reluctance to purchasing own brands, which are generally
considered to be more profitable for a supermarket as it retains a higher portion of
the overall profit than it does for branded products.

Customer focus: The Company’s mission statement reads, "Our core purpose is, 'To
create value for customers to earn their lifetime loyalty'. TESCO delivers this through
our values, 'No-one tries harder for customers'’, and "Treat people how we like to be

treated™. The underlying aim is of course to make higher profits, but there is a clear
focus on customer service at the top level of the company.

Diversification: The company has a four-pronged strategy:

A. "Core UK business" -This mainly focuses on the grocery retailing in its

home market It has been innovative and energetic in finding ways to expand,
such as making a large-scale move into the convenience-store sector, which
the major supermarket chains have traditionally shunned.

"Non-food business" - Many United Kingdom supermarket chains have
attempted to diversify into other areas, but Tesco has been exceptionally
successful. By late 2004 it was widely regarded as a major competitive threat
to traditional high street chains in many sectors, from clothing to consumer
electronics to health and beauty to media products. Tesco sells an expanding
range of own-brand non-food products, including non-food Value and Finest
ranges

"Retailing services" - Tesco has taken the lead in its sector in expanding
into areas like personal finance, telecoms, and utilities. It usually enters into
joint ventures with major players in these sectors, contributing its customer
base and brand strength to the partnership. Other supermarkets in the United
Kingdom have done some of the same things, but Tesco has generally
implemented them more effectively, and thus made most profit.
“International” - Tesco began to expand internationally in 1994, and in the

year ending February 2005 its international operations accounted for just




over 20% of sales, or about £7 billion (approximately $13 billion). It has
focused mainly on developing markets with weak incumbent retailers in
Central Europe and the Far East and now in 2006 they are going to branch
out in the United States. The medium term aim is to have half of group sales
outside the United Kingdom. Tesco rolls out successful UK initiatives in other
countries. For example Tesco Personal Finance and Tesco Express

convenience stores both operate in several markets.

1.39.2 Position in Domestic and International Marke t

It is the largest British retailer, both by global sales and by domestic market share, and

the fourth largest retailer in the world behind Wal-Mart of the United States, Carrefour of

France, and The Home Depot of the United States.

1.39.3 Store Portfolio
Tesco's UK store portfolio is as follows.
%

Format Number  Total area (sq ft) Total area (m?) Me an area space

Tesco Extra 118 8.0 million 740,000 6,270 30.90%
Tesco 445 13.9 million 1,280,000 2,880 53.70%
Tesco Metro 163 1.9 million 180,000 1,100 7.40%
Tesco Express 654 1.4 million 130,000 200 5.40%
One Stop 517 0.7 million 65,000 127 0.30%
Total 1,897 25.9 million 2,395,000 10577 100%

1.39.4 Operations by Format
Tesco's UK stores are divided into five formats, differentiated by size and the range of

products sold.




Tesco Extra is larger, out-of-town hypermarkets that stock all of Tesco's product
ranges. The first Extra opened in 1997 by Tesco. However, this store was later
demolished to make way for a smaller Tesco Extra.

The 100th store opened in the 2004/05 financial year. The number of these is now
being increased by about 20 a year, mainly by conversions from the second category.
Typical size 68,000 square feet (6,300 m2). Tesco's largest UK store is in Slough and
is 190,000 square feet (18,300 m?2). This store is unusual in being raised on stilts to
maximize space utilization. For comparison a standard Wal-Mart Supercenter in the
U.S. is around 200,000 square feet (18,400 m2). Tesco Extra stores can also be on
two floors, ground floor for mainly food and first floor for clothing, electronics etc.
Tesco stores are standard large supermarkets, stocking groceries plus a much
smaller range of non-food goods than Extra. They are referred to as "superstores"” for
convenience, but this word does not appear on the shops. It is the "standard" Tesco
format, accounting for the majority of UK floor space. Most are located in suburbs of
cities or on the edges of large and medium-sized towns. The typical size is 31,000
square feet (2,900 m2).

Tesco Metro stores are sized between normal Tesco stores and Tesco Express
stores. They are mostly located in city centers and on the high streets of small towns.
Typical size is 12,000 square feet (1,100 m?). The first Tesco Metro was opened in
Covent Garden, London in 1992. Since then all Tesco branches that have a high
street format including those which opened before the Covent Garden branch have
been subsequently rebranded from Tesco to Tesco Metro probably to give an identity
to the Tesco high street sub brand.

Tesco Express stores are neighborhood convenience shops, stocking mainly food
with an emphasis on higher-margin products (due to lack of economies of scale)
alongside everyday essentials. They are found in busy city centre districts and small
shopping precincts in residential areas, and on petrol station forecourts. There are
654 stores as of Feb 2006, with a typical size of 2,100 square feet (190 m?2).

One Stop is the only category which does not include the word Tesco in its name.
These are the very smallest stores. They were part of the T&S Stores business but,
unlike many which have been converted to Tesco Express, these will keep their old
name however they do stock Tesco branded products and some have Tesco
Personal Finance branded cash machines. There are more than 500 of them. One

Stop Stores also work on a different pricing and offers system to the other Tesco

stores, and generally have later opening hours than all except the 24-hour Tesco

Stores. Typical size 1,350 square feet (125 m?2).




Tesco Home plus stores offer all of Tesco's ranges except food in warehouse-style
units in retail parks. Tesco is trying this format because only 20% of its customers
have access to a Tesco Extra, and the company is restricted in how many of its
superstores it can convert into Extras and how quickly it can do so. Large units for
non-food retailing are much more readily available. It plans to open at least three

more Home plus stores in 2006.

1.39.5 Operations by Region
Tesco has entered the foreign countries by entering into joint ventures with local partners,
such as Samsung Group in South Korea, and Charoen Pokphand in Thailand (Tesco

Lotus), appointing a very high proportion of local personnel to management positions.

In late 2004 the amount of floor space Tesco operated outside the United Kingdom
surpassed the amount it had in its home market for the first time, although the United
Kingdom still accounted for more than 75% of group revenue due to lower sales per unit
area outside the UK. Tesco regularly makes small acquisitions to expand its international
businesses. In 2005/06 financial year it made one in Korea, one in Poland and one in

Japan.

Tesco is the grocery market leader in the Republic of Ireland, with a reported November
2005 share of 26.3%. On their Irish website, they also claim to be the largest purchaser
of Irish food with an estimated 1.5 billion annually.

Tesco plans to move into the United States by opening a chain of convenience stores on
the West Coast (Arizona, California and Nevada) in 2007. The initial planned capital
expenditure is up to £250 ($436m) million per year. Tesco has purchased a 1.4-million-
square-foot distribution center in Riverside County, California, near Los Angeles, and
plans to acquire another in Phoenix, Arizona. The stores are expected to be around
15,000 square feet - good sized supermarkets in many countries, but a rather odd

segment in the U.S. market

Marketing Strategy

Tesco ensures it has broad appeal by continually innovating and investing in new lines to
increase choice for its customers. From Value to Finest and lifestyle ranges like Organic,
Free From and Healthy Living, various own brands enable customers to buy products to

compliment their lifestyle. Tesco has recently improved labeling on over 4,500 products

to help customers make the choice. Its finest range was introduced to 120 selected

stores, for customers who wanted something that extra bit special and has proved so

popular that it offers finest products in all of its stores, across all formats. There are over




2,200 products in the Value range, including an increasing number of non-food items
such as frying pans and jeans. Over 80% of Tesco customers regularly buy from the

Value range and over 70% buy from the finest range.

Clubcard is the UK's most popular loyalty card scheme, with over 11 million active
cardholders. Information provided by Clubcard enables tesco to better understand their
customers and in turn helps in giving its customers vouchers based on the amount they
spend. There are over 80,000 different combinations of offers with each Clubcard mailing,

making sure that everyone receives the kind of offer that is appropriate for them.

Chapter 2: Profile of leading retailers in United S tates

WAL-MART
WAL-MART is an American public corporation, founded by Sam Walton in 1962 and first

incorporated on October 31, 1969. It is the largest retailer in the world and the second
largest corporation in the world based on revenue as of 2006. It is the largest private
employer in the United States, Mexico and Canada. In the United States, Wal-Mart holds
an 8.9% retail store market share.lt is also the largest grocery retailer in the United States,
with an estimated 20% of the retail grocery and consumables business, is also the largest
toy seller in the United States, with an estimated 22 percent of the retail toy business.
Wal-Mart, specializes in the operation of mass merchandising and super market stores.

Wal - Mart is headquartered in Bentonville, Arkansas and Missouri.

Position in Domestic and International Market

Wal-mart is ranked number one in both its domestic and international markets.




Financial Performance
For the fiscal year ending January 31, 2006, Wal-Mart reported net income of $11.2
billion on $316 billion of sales revenue (3.5% profit margin). In 2006, Wal-Mart's

international operations accounted for approximately 20.1% of total sales

Store Portfolio & Operations by format

The Wal — Mart stores, Sam’s club, and the international segments in Asia, Europe and
South America are the various formats of Walmart worldwide.

Internationally, Wal-Mart operates in Mexico as Walmex, in the United Kingdom as ASDA
and in Japan as The Seiyu Co., Ltd. Wal — Mart operates around 1,350 Wal — Mart
discount stores in 50 states. It operates 1,700 supercenters ranging in size from 90,000
sg. ft. to 2,61,000 sq. ft.It runs neibourhood market stores in Alabama, Arkansas, Florida,

Kansas, Kentucky, Mississippi, Oklahoma, Tennessee, Texas and Utah.

Operations by region

The company has different types of stores namely,

Hypermarket

Supermarket

Minimarket

Discount Stores
Neighbourhood Market Stores
Sam'’s Clubs ,Membership only

Cash-and-carry operations.

Internationally, Wal-Mart operates in Mexico as Walmex, in the United Kingdom as ASDA

and in Japan as The Seiyu Co., Ltd.

Wholly-owned operations are located in Argentina, Brazil, Canada, South Korea, Puerto

Rico, and the United Kingdom. Wal-Mart's investments outside of North America have

produced mixed results.




TARGET
Target Corporation is the sixth-largest retailer in the United States behind Wal-Mart, The

Home Depot, Kroger, Sears Holdings Corporation and Costco. It is ranked 27th on the
2005 Fortune 500. The Target Corporation is a US company focused on general
merchandise Retailing.The Company provides general discount merchandise through
more than 1,300 stores across 47 US states. The company is headquartered in
Minneapolis, Minnesota.

It sells more gift cards than any other retailer in the United States and is also the third-

largest seller of music in the United States. The company’s key businesses include

Target.com, Target Financial Services, Associated Merchandising Corporation, and

Target Commercial Interiors.

Paosition in domestic and international market
Domestically Target is ranked 6th and internationally it is ranked 27th on the 2005
Fortune 500




Financial Performance

For the fiscal year ended January 2005, the company reported revenues of $46,839
million, a decrease of 2.7% on the previous year, reflecting the divestiture of its Mervyn’s
and Marshall Field’s business segments. Net company profits for this year were reported
at $3,198 million, an increase of 73.7% compared to fiscal 2004. Target Corporation
reported that its net retail sales for the four weeks ended July 29, 2006 increased 9.6
percent to $3.937 billion from $3.593 billion for the four-week period ended July 30, 2005.

On this same basis, comparable-store sales increased 3.1 percent from fiscal July 2005.

Store Portfolio
Discount Retail Chain
Discount Department Stores

Hypermarkets

Operations by Format
Target Corporation's discount retail chain in the United States has 1,447 stores in all
states except for Alaska, Vermont, and Hawaii that operate under the mastheads of

Target, Target Greatland, and SuperTarget.

Target is a chain of discount department stores that are about 95,000 to 135,000 square

feet (12,000 m?) and carry hardlines ("normal” products and goods), softlines (clothing),

and a limited amount of groceries, usually non-perishable.

Target Greatland is a chain of discount department stores that are about 150,000 square

feet (14,000 m?) carry a larger selection of general merchandise than basic Target stores.




23.2

KROGER

The Kroger group ranks as one of the largest retailers in the US. It has 2,500+ stores in

31 states under two dozen banners, Supermarkets, multi-department stores, price-impact

warehouse stores, convenience and fine jewelry stores, dozens of manufacturing

facilities and distribution centers around the country, also has one of the largest privately

owned truck fleets in the country.

Financial Performance
Total capital expenditures for 2005 were $1.3 billion
Open market purchases totaling $239 million for 2005
Annual sales of more than $60 billion
Approximately 64% of Kroger's 2005 capital dollars was used to build, acquire,
expand, or remodel food stores
Shareholders of Record as of March 31, 2006 : 54,742
Common Diluted Shares Outstanding (Fiscal 2005): 731.2 million

Store Portfolio




2,483 grocery retail stores in 31 states under nearly two dozen banners

783 convenience stores fewer than five banners in 16 states

423 fine jewelry stores under names like Fred Meyer Jewelers, Littman Jewelers,
Barclay Jewelers, and Fox's Jewelers

42 food processing or manufacturing facilities producing high quality private-label
products

593 supermarket fuel centers (one stop shops)

1,911 pharmacies, located in food and drug stores

Operations by Format
Kroger operates its grocery retail stores in the following three formats:

Supermarkets

Multi-department stores

Price-impact warehouse stores
1. Supermarkets
The combination food and drug store is Kroger's primary supermarket format. These
stores are able to earn a return above the cost of capital by drawing customers from a 2 -
2.5 mile radius. Although considered "neighborhood stores" - in terms of size, shopping
experience, and travel time - they are large enough to offer the high-margin specialty
departments that customer's desire. Specialty departments include: whole health
sections, pharmacies, pet centers and world-class perishables, such as fresh seafood

and organic produce.

2. Multi-department stores

The multi-department store is a unique one-stop shopping experience operated by Fred

Meyer. It is the nation's third-largest supercenter operator. Stores average 150,000
square feet and carry more than 225,000 food, apparel, and general merchandise
products under one roof. The multi-department stores include a broad selection,
including:

Full-line supermarket

Apparel

Home fashion

Shoes

Accessories

Garden

Home electronics

Paint and hardware




Nutrition centers

An important part of Fred Meyer's competitive advantage is its emphasis on national
brand products, such as Levi's, Jockey, Columbia Sportswear, Nike, Kitchen Aid, Adidas,
Skechers, Dockers, Carhartt, Apple, Panasonic, JVC, Magnavox, Nikon, Canon, Black &
Decker, Krups, and Sony. Also many private-label products that offer high-quality

alternatives at lower prices are included.

3. Fry's Marketplace, Smith's Marketplace and Kroge r Marketplace

These multi-department stores offer full-service grocery, pharmacy and expanded
general merchandise including outdoor living products, electronics, home goods and toys.
Ranging in size from 85,000-125,000 square feet, the Marketplace stores are smaller

than the Fred Meyer stores.

4. Price-impact warehouse stores
The high-quality produce in these stores is unique in the warehouse format and is a key
competitive advantage. These formats also offer distinctive ethnic products, catering to

the demographics of the neighborhoods that they serve.

5. Food 4 less currently operates grocery warehouse stores under these banners:
Food 4 Less in Southern California, Nevada, lllinois and Indiana

Foods Co in Northern California

These stores average 56,000 square feet in size and offer budget-conscious shoppers
everyday low prices, superior quality, and a wide selection of national brand groceries,

health and beauty care items, meat, dairy products, baked goods and fresh produce.

6. Supermarket petroleum group

Kroger believes that gasoline is a natural addition to the one-stop-shopping experience.

They began selling petroleum on the parking lots as an addition to the supermarket

offering in 1998. At the end of the second quarter 2006, Kroger operated 608

supermarket fuel centers. The typical supermarket fuel center consists of:

7. Fuel pumps (three to seven)
Kiosk to buy cigarettes, snacks, candy and miscellaneous oil-related products, Well-lit
canopy that covers the entire center; all of the fuel centers accept credit and debit cards

at the pump. In most divisions, the gasoline offering is tied to the loyalty program.




8. Convenience Stores

The Kroger Co. currently operates 773 convenience stores in 16 states, under five
banners. The stores offer a limited selection of Kroger private-label products, and some
stores are served by Kroger distribution centers. Convenience stores range from 3,300
square feet to 4,000 square feet in size and are typically located on parcels of one to two
acres. The new stores generally offer four to eight gasoline pumps, covered by a large,
well-lit canopy. The majority of the gasoline facilities have the latest credit card reader
technology. The convenience stores concentrate on small to medium-sized towns located
near interstate highways. Two-thirds of the stores are located in towns with fewer than
75,000 residents

COSTCO

Costco Wholesale Corporation (“Costco” or the “Company”) began operations in 1983 in
Seattle, Washington. In October 1993, Costco merged with The Price Company, which
had pioneered the membership warehouse concept in 1976, to form Price/Costco, Inc., a
Delaware corporation. In January 1997, after the spin-off of most of its non-warehouse
assets to Price Enterprises, Inc., the Company changed its name to Costco Companies,
Inc. On August 30, 1999, the Company reincorporated from Delaware to Washington and
changed its name to Costco Wholesale Corporation, which trades on the NASDAQ under
the symbol “COST".

As of December 2005, the Company operated a chain of 471 warehouses in 37 states

and Puerto Rico (346 locations), nine Canadian provinces (66 locations), the United
Kingdom (17 locations), Korea (five locations), Taiwan (four locations, through a 50%-
owned subsidiary) and Japan (five locations), as well as 28 warehouses in Mexico

through a 50%-owned joint venture.

Corporate strategy




Costco’s strategy aims at expanding its operations and increasing the sales and profits
over the succeeding years. Its goal is to open twenty-five to thirty new locations in fiscal
2006, and is already well on its way. So far they have added eight new U.S. warehouses
since the end of fiscal 2005 in August, all of which are infill buildings except San Luis
Obispo, California. They are in Pembroke Pines, Florida; Centennial, Nevada; Phoenix
and Chandler, Arizona; Hillsboro, Oregon; West Bountiful, Utah; and San Luis Obispo
and La Habra, California. They also replaced the Kalispell, Montana warehouse with a

new unit, bringing the current fiscal 2006 U.S. openings to nine.

Position in domestic and international market
Costco was ranked 4th largest retailer in US and 9th largest in the world in the year
2005.the company is ranked 29th in the Fortune 500.

Financial performance

The company recorded revenues of $48,106.9 million during the fiscal year ended August

2004, an increase of 13.1% over 2003. The increase was primarily attributable to the
increase in comparable warehouse sales.The operating income of the company during
fiscal 2004 was $1385.6 million, an increase of 19.8% over fiscal 2003. The net profit was

$882.4 million during fiscal year 2004, an increase of 22.4% over 2003.

Marketing Strategy

Costco’s policy is generally to limit marketing and promotional expenses to new
warehouse openings, occasional direct mail marketing to prospective new members and
direct marketing programs to existing members promoting selected merchandise. These
practices result in lower marketing expenses as compared to typical discount retailers
and supermarkets. In connection with new warehouse openings, Costco’s marketing
teams personally contact businesses in the area that are potential wholesale members.
These contacts are supported by direct mailings during the period immediately prior to
opening. Potential Gold Star (individual) members are contacted by direct mail or by
providing such mailings to be distributed through employee associations and other
entities. After a membership base is established in an area, most new memberships
result from word-of-mouth advertising, follow-up contact by direct mail distributed through
regular payroll or other organizational communications to employee groups and ongoing

direct solicitations to prospective wholesale members.

Present Sourcing Strategy




Costco has built its business on the excitement generated by truly great merchandising.
In simple terms, that means they source the right products at the right prices, stock them
at the right time in the right place in their buildings, and ensure that they are of high
quality and in good condition. Its members love the treasure-hunt atmosphere created in
the warehouses, where they can come in for a roll of paper towels and leave with a cart
full of high-value goods, everything from fine diamonds to fine wines to the latest high-
tech toys. Its suppliers are its partners in this process, and they are proud of the strong
relationships that have been developed with some of the finest organizations in the
world—companies like Canon, Casio, Coca Cola, Colgate-Palmolive, Dell, Fuji, Hewlett
Packard, Kimberly-Clark, Kodak, Lane, Levis, Michelin, Nestle, Olympus, Panasonic,
Pepsi, Philips, Procter & Gamble, Toshiba and hundreds more. New supplier
relationships include Adidas, Calvin Klein Home, Calvin Klein Sportswear, Carnegie Deli,

Jones of New York, Kitchen Aid, Le Creuset, Lexington, Pioneer, Samsung and Sony TV.

Chapter 3: Profiles of leading retailers in Japa n

3.1

U &Y Stores
UNY Co. Ltd. is a retail company, founded in March, 1950 that provides wide range of

consumer products and services. It operates Circle K Japan, as well as a separate
convenience store joint venture, Sunkus C&S. These two operations have around 5,300
stores between them. UNY owns half of an eCommerce joint venture, which includes 16

other Japanese companies. The company is headquartered in Aichi, Japan.

Financial Performance
For the fiscal year ended February 2005, the company generated revenues of $9,775.6
million, an increase of 5.6% on the previous year’s results. Net profit for the same period

was $103.4 million, a 14.9% increase on the 2004 figure.

Store Portfolio & Operations by format




UNY is involved in the retail sector, operating and franchising supermarkets, superstores,
specialty retail outlets and convenience stores. UNY operates convenience stores,
supermarkets, superstores, and specialty stores in Japan, which trade under brands that

include Circle K Japan, CVS, Sagami, and U-Store.

UNY operates Circle K Japan, as well as a separate convenience store joint venture,
Sunkus C&S. These two operations have around 5,300 stores between them.

The company operates superstores under the UNY, Apita and U Stores brand. Specialty
chains include Teru Teru, which sells children’s clothing Molie, which sells women’s
clothing Ox, which sells men’s clothing Sagami, which sells kimonos, furs and jewellery.
Outside the retail market, UNY has interests in real estate, advertising, insurance, finance

and repair services.

UNY is involved in the retail sector, operating and franchising supermarkets, superstores,
specialty retail outlets and convenience stores. UNY operates convenience stores,
supermarkets, superstores, and specialty stores in Japan, which trade under brands that
include Circle K Japan, CVS, Sagami, and U-Store. UNY operates Circle K Japan, as
well as a separate convenience store joint venture, Sunkus C&S. These two operations

have around 5,300 stores between them.

Operations by region
The company operates superstores under the UNY, Apita and U Stores brands. Specialty
chains include Teru Teru, which sells children’s clothing Molie, which sells women’s

clothing Rough Ox, which sells men’s clothing Sagami, which sells kimonos, furs and

jewellery. Outside the retail market, UNY has interests in real estate, advertising,

insurance, finance and repair services.




AEON

AEON is now Japan'’s largest retail group in terms of sales. To maximize the advantages
of scale, AEON has accelerated the reform of core areas of competence relating to its
retail business, including IT, distribution, merchandising, operations and marketing.
Recent innovations include the linking of space management with our “Open DataBase
Merchandising System” (ODBMS), through the introduction of “Interactix” technology to
support space planning and management and the “Arthur” product planning support

system. AEON is also working aggressively to reduce procurement costs through

strategies that include joint purchasing by AEON companies, direct trading with major

manufacturers, direct sourcing from overseas, and Internet-based trading through the
Worldwide Retail Exchange (WWRE).

Position in Domestic and International Market
AEON is retail chain operator. Operates retail stores, general merchandise stores,

specialty stores, retail stores, develops shopping centers, and leases and manages




commercial facilities in Japan. Headquartered in Japan, it employs over 195,000 people.

Japan’s largest retail group in terms of sales

Financial Performance

Total sales in this segment for the year ended February 2005 amounted to ¥204 billion
(US$1,925 million), a year-on-year increase of 24.8%. Sustained sales growth has
boosted the total to double the level of three years ago. Revenues from GMS and other
retail store operations amounted to ¥3,481 billion (US$32,842 million), an increase of
22.7% over the previous year’s result, while operating income was 16.6% higher at ¥55.9
billion (US$527 million). This segment contributed 38.0% of consolidated operating

income.

Store Portfolio & Operations by format

With over 440 GMS outlets nationwide, AEON is one of Japan’s biggest GMS operators
in terms of sales-floor space and sales volume. It continues to meet the changing and
increasingly individualized needs of consumers and a combination of global-standard

operations with a local focus under the “glocal” (global + local) approach.

In the year ended February 20, 2005, AEON companies, including AEON Co., Ltd. and
AEON Kyushu Co., Ltd., opened a total of 18 GMS outlets and closed 14. AEON
continues to strengthen the competitiveness of its GMS stores by promoting the
establishment of the mall anchor model in regional-type shopping centers, and by
steadily implementing a scrap and- build program. There were also new initiatives
designed to maximize group level synergies, including the launch of joint sales
promotion activities by JUSCO, SATY and POSFUL stores.

AEON Co., Ltd. and AEON Kyushu Co., Ltd. recorded firm rises in their food sales, but

there was a continuing downward trend in sales of apparel (now midway through

merchandising process reform), which were affected by unseasonable weather
conditions. Both companies registered increased revenues and reduced income. AEON
Co., Ltd. recorded revenues of ¥1,830 billion (US$17,246 million), a year-on-year
increase of 3.7%, but operating income totaled ¥17.4 billion (US$164 million) and net
income ¥12.4 billion (US$117 million). These figures represent 72.4% and 78.4%,

respectively, of the previous year’s totals.




There were positive trends resulting from the benefits of merchandising process reform,
direct trading with manufacturers, the expansion of the TOPVALU product range, and
other factors. AEON will continue to target income improvement through further reforms.
MYCALKYUSHU Corporation, which made an application under the Corporate
Reorganization Law of Japan in 2002, has now completed all procedures under the
reorganization proceedings with support from AEON Co., Ltd. The strengthened MYCAL
Corporation is also making good progress and has already repaid approximately ¥200
billion (US$1,887 million), which is about two-thirds of its obligations. MYCAL's same-
store sales ratio also continued to improve, signaling the recovery of the company’s sales
performance. MYCAL Corporation recorded operating income of ¥15.1 billion (US$142
million) in the year ended February 2005.

On March 10, 2005, AEON Co., Ltd. reached agreement with the French company
Carrefour S.A. concerning the formation of a strategic partnership, and established ££ON
Marché Co., Ltd. Under the agreement, AEON acquired all the shares of Carrefour Japan,
which operates eight GMS outlets in Japan and recorded sales of ¥43.8 billion (US$413
million) in the year ended December 2004. In addition, AEON gained the exclusive right
to sell Carrefour private-brand products in Japan. There will also be opportunities to

achieve scale merits through the use of Carrefour’s global sourcing network.

DAIEI

Daiei is Japan's largest supermarket chain founded in 1957, headquartered in Chuo-Ku

Kobe, Japan. It employs over 23560 people. Daiei operates in four main areas retail,

financial, development and leisure

Position in domestic and international market

Daiei is retail chain operator. Operates retail stores, general merchandise stores,
specialty stores, retail stores, develops shopping centers, and leases and manages
commercial facilities in Japan. Headquartered in, Japan it employs over 195,000 people.

Japan’s largest retail group in terms of sales

Financial Performance




For the fiscal year ended February 2005, the company generated revenues of $18,123.8
million; a decrease of 2.6% on the previous years figures 2005 Net Income (mil.)-
$ 4,868.6

Operations by Format

Daiei offer a variety of products and services across the retail, financial, development and
leisure segments. The company’s retail businesses provide general merchandise stores,
supermarkets, discount stores, convenience stores, department stores and specialty
stores for clothing and sundry goods, particularly targeting low priced women'’s clothing.
Its finance business segment is engaged in the sale of financial instruments and other
finance and lease businesses. The development business segment is engaged in store
development, operation and management and real estate services. Daiei also own and
run a number supermarkets and restaurants, for which they also provide some of the

food. The company also own hotels and leisure businesses.

Takashimaya

Takashimaya Company is a Japanese company primarily engaged in the retail business.
The company is headquartered in Osaka. It employs about 12,500 people. Takashimaya
Company is a Japanese company primarily engaged in the retail business. The company
operates 18 stores selling apparel, decorative goods, domestic goods and food. The
company and its subsidiaries also provide consumer credit services, including store credit

cards, financing and real estate services. As on 2005, it had a network of 18 stores.

Financial Performance
The company recorded revenues of JPY 1026.4 billion (approximately $9210.4 million)
during the fiscal year ended February 2005, a decrease of 7.9% from 2004. The




decrease was primarily attributable to declining revenues from department store business
segment. The operating profit of the company during fiscal 2005 was JPY 11.9 billion
(approximately $106.37 million), compared to an operating profit of JPY 3423 million
(approximately $30.5 million) in 2004. The net profit was JPY 13.9 billion (approximately

$124.4 million) during fiscal year 2005, compared to a loss of JPY3606 million

(approximately $32.1 million).

Operation by Format

Takashimaya has five large-scale stores in Japan’s largest cities: Tokyo, Yokohama,
Osaka, and Kyoto. Sales at its top five stores (Tokyo, Yokohama, Shinjuku, Osaka,
Kyoto) account for about 70% of total sales. The company offers a range of fashion
products such as women’s, men’s and children’s apparels; sundry domestic articles, food
and other products. The company also has alliances with brands such as Pierre Cardin
and Rosenese. The company also provides credit card services to its customers. The
company’s real estate business conducts the leasing of real estate properties, and
provides building interior decoration services and building maintenance
services.Takashimaya also has another division, which is engaged in the production and
wholesale business, the service business, finance/leasing, automobile parts/products,

and others.

The company has around 60 domestic affiliates and an international network comprising
about 30 overseas affiliates, around 10 representative offices, and a business office.
Besides Japan, the company also has its store operations in New York, Singapore, and
Paris.




