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DIA Market and DIA Maxi: Comparative Analysis

OIA Market ] DIAMaxi

Surface: 700-1,000 sg.m
Located on the outskirts of
urban centers

A Surface: 400-700 sg.m
Key Features A Located in urban areas
A No parking lot

Too

A With a parking lot
g icesi Y
A Offer best prices in the catchment A Offer best orices in the market
Objectives A area A Maximize customer baskets
Capture new customers A Offer complete food assortment
J kA Increase customer visit frequency PAN P )
~A 2,800 SKUs " (A 3,500 SKUs h
A Focus on expanding the offer of A Focus on expansion of mass
Product .
Range perishables market products
A Strong adaptability to the local A Strong adaptability to the
)| catchment area ) \__ domestic markets )

A Modern stores offering a pleasant shopping experience
A Better adapted to customer needs
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Why Market / Maxi project?

DIA Market /1l DIA Maxi I/l

+10/157% +5/15%

New format - : New format -
0/-5% 0/-5%

Without reformating Without reformating
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Evolutionof Commercial Model: DIA Market

'l DIA Market Il
| DIA Market I ?
D'A Mal'ket e Low capital expenditures

' e Assortment of perishables
D'A e Strong capital in bulk
expenditures e Proximity specialization
e Traditional DIA * Development range of assortment
e Proximity Shop perishable e Proximity trade policy

1 3 ] EB

d
Results . Strong Sales an

sales growth margin growth
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DIA Maxi
D'A Pal'kil‘lg e Strong capital

expenditures

e Traditional DIA

Atfraction Shop « Strong improvement of
perishable (bread, fruits

and vegetables, fresh
fish, ...)

Strong

sales growth

=3 » E3

DIA Maxi lll
DIA Maxi |l 2

®
e Low capital expenditures

e Improvement of attractive
range of big formats
products

e Bulk perishables
development

e Trade policy attraction

El » E3

Sales and
margin growth




DIA Maxi
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DIA Maxi
D'A Pal'kil‘lg e Strong capital

expenditures

e Traditional DIA

Atfraction Shop « Strong improvement of
perishable (bread, fruits

and vegetables, fresh
fish, ...)

Strong

sales growth

=3 » E3

DIA Maxi lll
DIA Maxi |l 2

®
e Low capital expenditures

e Improvement of attractive
range of big formats
products

e Bulk perishables
development

e Trade policy attraction

El » E3

Sales and
margin growth




PrOJect MARKET and

MAXI Group Level

DIO VL

Investor’s Day

Spain @ Mkt/Maxi

| .
France  { ) Mki/Maxi

Portugal 0 Mkt/Maxi

Argentina (o) Mkt/Maxi

Brazil @ Mkt/Maxi

Turquey Q Mkt

1
China Q Mkt

HIHH

Source: DIA December estimate 2012
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Evolution of Assortment

( Specialization

/«

I\/\arke’r Proximity
N\axu Attraction
(Formats and Categories)

( Perishables
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PerishablesDIA Spain

Why ? s Proximity

mm |S 40% of the food market

Future evolution

2007 2012 2015
Sales 360 me 650 me P
% Participation 9.7% 15.1% ’
# 2

Spanish market

Optimized formulation under

industrial vision




FMCG: DIA Spain

Why ? =)  Historical legitimacy for DIA Spain

Future evolution

2007 2012 2015
Sales 3,200 3,580 P
% Participation 87% 83%
# 2
Market Share

Development of categories with strong
—) potential Pet Food, Baby Food,

wines/spirits, frozen products
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Strategic Business Projects

Transverse to all DIA countries

Private Label *

A Price image
A Excellent in customer loyalty

Loyalty Program *

A Excellent proximity results
A Improving competitiveness

* Later Developed
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Price Index (Spanish Market)

136

Index 100

Leader Brands Private Labels

Source: Kantar 2012
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Positioning Prices DIA Spain

101
_____________________________ Index 100
66
&&
’béeﬂ
N2
Market Leader
107
\S
Q
\/60 _________________ Index 100
x@ |
R
‘S

Dio Market Leader  2°HD

Source: Kantar 2012
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Differential Prices (DIA Spain)

2010 2012 O
Lead o o 5
Brands 2.5% 3.6% 1.1%
Privat o o o
Lobote 9.9% 12.6% 2.7%
Total 6.6% 8.6% 2.0%

Source: Internal ellaboration August 2012
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SPAIN: DIA gets the best priceimage

-10 4

-30 4

50 4
apr-05 sep-05 may-06 apr-07 sep-07 apr08 sep-08 apr-09 sep-09 apr-10 sep-10 jun-11 apr-12

— wees Market leader w29 HD — —Y —

* Index of price image = ((% of quotations “prices most inferesting” - % of quotations “prices least interesting”) / PR ) x



