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DISCLAIMER 1/2

By accessing this presentation you agree to the following restrictions:

This document and the presentation to which is relates is intended for information only, does not constitute a prospectus or similar document and should not be treated as
investment advice. This information is in summary form and does not purport to be complete.

Itis not intended and should not be construed as an offer for sale, or as a solicitation of an offer to purchase or subscribe to, any securities in any jurisdiction. Neither this
presentation nor anything contained therein shall form the basis of, or be relied upon in connection with, any commitment or contract whatsoever. This presentation has been
prepared by Metro AG (the “Parent”) and METRO Wholesale & Food Specialist AG (the “METRO WFS”, and together with the Parent and its subsidiaries, the “METRO Group”).
This presentation may not, at any time, be reproduced, distributed or published (in whole or in part) without prior written consent of METRO WFS. In connection with the listing of
the shares of METRO WFS on the Frankfurt Stock Exchange a prospectus will be published on the website of METRO WFS. Any decision to purchase shares of METRO WFS
should be made solely on the basis of information contained in the prospectus approved by the German Federal Financial Supervisory Authority (BaFin) and no reliance is to be
placed on any information other than those contained in the prospectus.

No person is under any obligation to update, complete, revise or keep current the presentation. No representation or warranty, express or implied, is made or given by or on
behalf of the Group, any of their respective parents, subsidiaries, directors, officers, affiliates, employees, agents, advisers or any person acting on behalf of any of them, as to,
and no reliance should be placed on, the fairness, accuracy, completeness or correctness of the information, including projections, estimates, targets, or opinions contained in
this presentation and no responsibility or liability is assumed by any such persons for such information or opinions or for any errors, omissions or misstatements contained herein.

Historical financial or operative information contained in this presentation, if not taken or derived from our accounting records or our management reporting or unless otherwise
stated, is taken or derived from the combined financial statements of METRO WFS for the respective period or from the consolidated financial statements of the METRO Group.
The combined financial statements of METRO WFS may deviate substantially from (segmental or other) information in the consolidated financial statements of the METRO
Group and, thus, may not be fully comparable to such financial statements. In addition, the historical financial and operative information included in this presentation does not
necessarily fully reflect changes that will occur when we, the prospective METRO WFS business, operate as a separate company. Accordingly, such information is not
necessarily indicative for the future consolidated results of operations, financial position or cash flows of the prospective METRO WFS business on a stand-alone basis. All
numbers shown are before special items, unless otherwise stated. All amounts are stated in million euros (€ million) unless otherwise indicated. Amounts below €0.5 million are
rounded and reported as 0. Rounding differences may occur.

This presentation contains certain supplemental financial or operative measures that are not calculated in accordance with IFRS and are therefore considered as non-IFRS
measures. We believe that such non-IFRS measures used, when considered in conjunction with (but not in lieu of) other measures that are computed in accordance with IFRS,
enhance the understanding of our business, results of operations, financial position or cash flows. There are, however, material limitations associated with the use of non-IFRS
measures including (without limitation) the limitations inherent in the determination of relevant adjustments. The non-IFRS measures used by us may differ from, and not be

comparable to, similarly-titted measures used by other companies.
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DISCLAIMER 2/2

To the extent that statements in this presentation do not relate to historical or current facts they constitute forward-looking statements. All forward-looking statements herein are based on
certain estimates, expectations and assumptions at the time of publication of this presentation and there can be no assurance that these estimates, expectations and assumptions are or will
prove to be accurate. Furthermore, the forward-looking statements are subject to risks and uncertainties including (without limitation) future market and economic conditions, the behaviour of
other market participants, investments in innovative sales formats, expansion in online and multichannel sales activities, integration of acquired businesses and achievement of anticipated
cost savings and productivity gains, and the actions of public authorities and other third parties, many of which are beyond our control, that could cause actual results, performance or
financial position to differ materially from any future results, performance or financial position expressed or implied in this presentation. Accordingly, no representation or warranty (express or
implied) is given that such forward-looking statements, including the underlying estimates, expectations and assumptions, are correct or complete. Readers are cautioned not to place
reliance on these statements. We do not undertake any obligation to publicly update any forward-looking statements or to conform them to events or circumstances after the date of this
presentation. This presentation contains forecasts, statistics, data and other information relating to markets, market sizes, market shares, market positions and other industry data on the
Company’s business and markets (together the “market data”) provided by third party sources such as Euromonitor International Limited, GfK SE, GiRa Foodservice and TNS Infratest as
interpreted by us. This market data is, in part, derived from published research and additional market studies prepared primarily as a research tool and reflects estimates of market conditions
based on research methodologies including primary research, secondary sources and econometric modelling. We want to point out that part of the market data used has been collected in the
framework of a market survey carried out as a panel observation. The panel is a regular survey monitoring sales of specific products and product categories, using a range of distribution
channels including internet, retail outlets (e.g. high street, mail order) and companies (e.g. resellers). The market data does not represent actual sales figures globally or in any given country;
rather, the market data represents a statistical projection of sales in a given territory and is subject to the limitations of statistical error and adjustments at any time (e.g. reworks, changes in
panel structure). The representativeness of the market data may be impacted by factors such as product categorization, channel distribution and supplier universe identification and statistical
sampling and extrapolation methodologies. The market data presented is based on statistical methods and extrapolation.

METRO WFS operates, in part, in industries and channels for which it is difficult to obtain precise relevant market data. Such market data should therefore be considered with caution and not
be solely relied on as market studies are often based on information and assumptions that may be inaccurate or inappropriate, and their methodology is inherently predictive and speculative.
We have no reason to believe that such information is false or misleading or that any material fact has been omitted that would render such information false or misleading. Our own
estimates have not been checked or verified externally. They may differ from estimates made by competitors of our group or from future studies conducted by market research institutes or
other independent sources. Information prepared by third parties has not been independently verified by us or any other party.

Therefore you acknowledge that the market data presented is based on statistical methods and extrapolation and so due to the nature of such data no guarantee for completeness and
accuracy can be given by us or any third party. Neither we nor any third party, including those third parties whose data is cited in this presentation, do warrant that the data collected,
processed and analyzed by it in accordance with the rules and methods of market and social research, will be able to be used by in a specific way, in particular not in the legal sense of an
expert report. It should be noted that all liability for completeness and correctness of the information provided by us or any third party is explicitly excluded. Under no circumstance shall a third
party whose data is cited in this presentation be liable for damages incurred through or in connection with your or our interpretation of the provided information. Neither we nor any third party
shall be responsible for any loss or damage arising out of your or our use or reliance upon the information contained herein, or for actions of and decisions taken by us, you or any third
parties that receive this information. Neither we nor any third party, including (without limitation) Euromonitor International Limited, GfK SE, GiRa Foodservice and TNS Infratest, give any
representations as to the accuracy of the market data included in this presentation. The third parties whose data is cited in this presentation are neither registered broker-dealers nor financial
advisors and the permitted use of any market research data does not constitute financial advice or recommendations.
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AGENDA

01 METRO GROUP Transformation
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STRATEGIC REPOSITIONING OF METRO GROUP
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METRO GROUP CONTINUED TO IMPROVE IN FY 2015/16

Like-for-like sales

development +0.2%
EBIT
€1,560 million
Earnings per share
€1.96
Net debt
€2,301 million

Discover moreat own-business-day.com

GROUP
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KEY GROWTH DRIVERS OF METRO GROUP IN FY 2015/16

Delivery sales Online sales
+18% +11%
€3.7 billion €2 Dbillion

GROUP
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SUSTAINABILITY: RENEWED RECOGNITION AS INDUSTRY GROUP LEADER

Awards

§ For the second time, METRO GROUP was named
Industry Group Leader in the Food & Staples Retailing
category of the RobecoSAM Rating (Dow Jones
Sustainability Index), with its score improving from 77 to
84 points

§ Membership in FTSE4Good Europe and Global indices
confirmed

§ Sector Leader Consumer Staples and Index Leader
MDAX at CDP with A- rating

8 Member of the STOXX Global ESG Leaders indices

METRO GROUP, Annual General Meeting 2017

ROBECOSAM
( Sustainability Award
Industry Leader 2016

SNCDP FTSE4Good

Corporate
Responsibility s
Prime

Member 2016/2017 rated by

STO>:): ekomriesearch
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GROUP
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A 5-YEAR TRANSFORMATION — ADDITIONAL STEPS REQUIRED

Focused organisation
ACQUISITIONS

START-UP INV. / ACCELERATOF

INNOVATION STRATEGY Modernised business models

K T
BUSINESS MODEL MODERNISATION
=1 AT A AR AN L T
FOCUSING — PORTFOLIO OPTIMISATION — DELEVERAGING
7 U T MIIMNEMMEUDWEDT A
SUSTAINABILITY
. A~
CORPORATE CULTURE, LEADERSHIP CULTURE, EMPLOYEE ENGAGEMENT

e,
%

Customer centricity

B

Optimised portfolio

Strengthened capital structure

2012 2013 2014 2015 2016

GROUP
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CREATION OF TWO INDEPENDENT MARKET LEADERS

V13i{s] real~ MEDIA - SATURN

Sales: ~€37bn Sales: ~€22bn

EBITDA: ~€1.8bnt EBITDA: ~€0.7bnt
25 countries? 15 countries

Source: Company information, MWFS Group (“Future METRO AG”) and CE Group (“CECONOMY") combined financial statements
1 EBITDA before special items
2 36 countries including recent acquisitions CFF and Rungis

GROUP
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THE DEMERGER IS THE NEXT LOGICAL STEP

More focused management and greater operational flexibility

Faster transformation & innovations increase attractiveness and relevance to customers

Strengthening of the future METRO AG & CECNONOMY AG internal and external identity with
tailored value creation agendas

Transparent valuation through separate listing and capital market access

Accelerated acquisition and partnering strategies

Clear, focused investment thesis & profile for more shareholder value

GROUP
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AGENDA

02 Financials FY 2015/16

GROUP
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FY 2015/16: EXCELLENT PARAMETERS FOR THE DEMERGER

§ METRO GROUP has achieved all of its objectives again — in spite of adverse trends such as
continuously challenging geopolitical environment and negative currency effects

Reported Forecast Reported
€ million FY 2014/15 FY 2015/16 FY 2015/16
Like-for-like sales growth +1.5% >0 % 0.2% o N
EBIT before special items 1,511 1,511* 1,560
Investments 1,411 ~1,500 1,413
Number of new openings 58 ~55 55

! assuming stable exchange rates

GROUP
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EBIT! FY 2015/16

in € million

1,560 § EBIT improved by approx. €49 million

1,511

§ Negative currency effects of about €70 million —
therefore “gross EBIT improvement” of €119 million

§ All sales lines with EBIT improvement in local
currency

§ Real estate income at previous year’s level

EBIT FY 2014/15 EBIT FY 2015/16

1 before special items GRDUI
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FY 2015/16: SALES AND EBIT BY SALES LINES

Like-for-like
Change change
-2.3% 0.6%
0.6% 0.1%
-3.3% -1.1%
-1.4% 0.2%

Continued growth of like-for-like sales in all quarters with delivery business as a key growth driver;
comparable EBIT again distinctly higher than a year earlier

€ million

METRO Cash & Carry
Media-Saturn

Real

Others

Consolidation
METRO GROUP

MEDIA - SATURN | jke-for-like sales growth at previous year’s level despite negative impact of pure online business;
EBIT improvement through positive effects from service business, terms and conditions and cost control

'w- Like-for-like sales growth as a result of the very challenging market environment; EBIT improvement through positive effects of
procurement cooperations, optimisation of store network and strict cost control

Others Increase due mostly to higher real estate contribution, positive effects from the capitalisation of pension entitlements
as well as general cost savings

1 before special items, 2 before special items, exchange rate adjusted M ETR D G RDUI

METRO GROUP, Annual General Meeting 2017 06 February 2017 | © METRO AG 2017 15



FY 2015/16: INCOME STATEMENT (EBIT TO EARNINGS PER SHARE)?!

€ million FY 2014/15 | FY 2015/16 Change
EBIT 1,511 1,560 +49
Net financial result -444 -318 +126
EBT 1,067 1,242 +175
Income taxes -518 -515 +3
Profit or loss for the period from discontinued

operations after taxes 139 0 -139
Profit or loss for the period 688 727 +39
Profit or loss for the period attributable to non-controlling

interests 63 88 +25
Earnings per sharein € 1.91 1.96 +0.05
Earnings per sharein € from continuing operations 1.48 1.96 +0.48

Net financial result improved markedly thanks to interest result and other financial result
Tax rate further improved to 41.5% in FY 2015/16

§ Improvement in earnings per share before special items by €0.05 to €1.96 in spite of the sale of Galeria Kaufhof;

significant improvement in earnings per share before special items from continuing operations by €0.48
(FY 2014/15: €1.48)

§ Proposed dividend: €1.00 per ordinary share

1 before special items GRDUI
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FY 2015/16: SIGNIFICANT REDUCTION IN NET DEBT

in € million

7,734 @

5,391

4,655
3,245

2,402
B B &
]

2,527

142

2,301

30.09.2012 31.12.2012 30.09.2013 31.12.2013 30.09.2014 31.12.2014 30.09.2015 31.12.2015 30.09.2016

§ Net debt significantly reduced by more than €5 billion over the last few years

§ Average net debt 2015/16 at €~2.1 billion

METRO GROUP, Annual General Meeting 2017
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SHARE PRICE PERFORMANCE - 19.02.2016 — 03.02.2017

METRO GROUP DAX MDAX EURO STOXX Retail
19.02.2016 23,80 9.388,05 19.009,38 426,54
03.02.2017 30,92 11.651,49 22.644.50 473,80
140 - Change 29,9% 24.1% 19,1% 11,1%

130 4

120 +

110 4

100 o

90 +

METRO GROUP, Annual General Meeting 2017

METRO GROUP
—DAX

——MDAX

==EURO STOXX Retail

GROUP
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Q1 2016/17 HIGHLIGHTS

§ LfL sales on PY level; positive LfL development —

at METRO Cash & Carry . 2015/16 2016/17
§ Christmas business in challenging market environment, 0.1 . o0 0l 0.1

still a positive quarter is achieved Q @ o e @
§ Delivery and online sales with ongoing strong performance

o ETemion

§ Stable EBIT at € 821 m, slightly lower than PY 2015/16 2016/17
§ Pro a Pro closing completed on 1 February 2017 - - 568 =
§ Net debt at €0.1 billion, on very low PY level N ;1 N B o
*before specil tems < GROUP
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AGENDA

03 Sales lines — FY 2015/16 highlights

GROUP
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METRO CASH & CARRY: HIGHLIGHTS FY 2015/16 'makro |

§ Like-for-like sales growth of 0.6% with positive

development in all quarters

§ Increase in like-for-like food sales by

1.7% underscores outstanding food competence
§ Delivery sales increased by 18% to €3.7 billion
§ Good development of EBIT in local currency

§ 22 new stores opened, 34 stores closed,
including 19 stores of METRO Cash & Carry Vietham

§ Sale of METRO Cash & Carry Vietham

successfully concluded

1 before special items

METRO GROUP, Annual General Meeting 2017

2014/15 2015/16
1.4
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METRO CASH & CARRY: PROGRESS MADE IN REPOSITIONING 'makro |
IN FY 2015/16.

ARUNGI S

§ FSD portfolio: Classic Fine Foods and MidBan complemented

by Rungis Express and Pro a Pro since 1%t of Feb. 2017

. . = METRO
§ New operating model on track; Value Creation Plans approved PRO(a PRO
in all countries / implementation phase started BUSINESS '
§ First “Own Business Day” in October with more than 20,000 DAY ®

activities and events in 20 countries

METRO
ACC=L=RATOR

§ Second round of METRO Accelerator powered by Techstars

started in September and completed in December powered by X techstars

GROUP
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MEDIA-SATURN: HIGHLIGHTS FY 2015/16

§ Positive development of like-for-like sales despite impact of
Redcoon

§ Uninterrupted growth trend in online sales: +11% to
€2 billion or 9% of total sales

§ Pick-up option continues to be embraced by customers and
was repeatedly selected in about 40% of all multi-channel
orders

§ Improvement in service sales of 31% to €1.3 billion
compared with the previous year

§ Market share* increases to 13.4% (all-time high)

§ EBIT improvement in nearly all countries
* GfK sample market

1 before special items

METRO GROUP, Annual General Meeting 2017

MEDIA - SATURN

2014/15 2015/16
29 31
-2.0
Q4 FY Q1 Q2 Q3 Q4 FY
2014/15 2015/16
442 454
133 309 45 179
77
Q4 FY Q1 Q2 Q3 Q4 FY

2014/15 2015/16
1.766 1.952

415 . 574 478 435 466
Q4 FY QL Q2 Q3 Q4 FY

< GROUP
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MEDIA-SATURN: SIGNIFICANT PROGRESS MADE IN MEDIA - SATURN
CONTINUOUS TRANSFORMATION OF THE BUSINESS MODEL IN FY 2015/16.

§ Full integration of RTS completed Media Markt

8§ Media Markt Club with sustained increase in members;

already 3.4 million members in January 2017

§ redcoon operations closed in 5 countries and stop of

unprofitable wholesale business
§ ~5.8 million customer contacts per day across all channels

§ Launch of innovative store concept such as the Media Markt

Digital Store in Barcelona’s city centre

§ Digital shelf label introduced in all stores

GROUP
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MEDIA-SATURN WITH ROBUST CORPORATE GOVERNANCE. MEDIA-SATURN

§ Following repeated clarification of Media-Saturn’s corporate governance by the highest
courts, METRO controls Media-Saturn on a stable basis.

§ METRO AG has a permanent majority of the votes on the advisory board, the body
authorising key strategic and operational measures as well as the budget.

§ Media-Saturn-Holding currently has two managing directors, with METRO’s appointee
having a dual voting right.

§ The minority shareholder and the members of the advisory board who have been
appointed by this minority shareholder have filed or prompted a total of 19 lawsuits since

2011 and have been defeated in all 15 proceedings that have been closed to date.
The same applies to all decisions taken in the context of the other proceedings so far.

GROUP
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REAL: HIGHLIGHTS FY 2015/16

§ Better sales developments in modernised stores _

2014/15 2015/16
. L .- 0.5 0.3
§ EBIT improvement despite intense competition -
- 1.1
1.6 1.6
. . -3.5
§ Strong growth in online sales (+46% compared to Q4 FY U @ 3 o FY

previous year); acquisition of Hitmeister strengthens

online business

2014/15 2015/16
. .. 35 88 83 5 27 100
§ Continued streamlining of the store network — 8 loss- —
) -16
making stores closed - o o o o .
§ Positive outcomes of cooperations with Markant and
PHD, which have strengthened purchasing power
1 before special items i KLy GRDUP
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REAL: PROGRESS MADE IN REPOSITIONING IN EY 2015/16 real~

m‘ - W “New Real concept focuses on
Y e shopping experience”

(Rheinische Post, 26/11/2016)

“Revolution in the
supermarket”

(n24.de, 26/11/2016)

“Opening in Krefeld: Real
reinvents itself”
(textilwirtschaft.de, 25/11/2016)

“Real venturing
down new roads”

(business-on.de, 25/11/2016) | &

GROUP
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AGENDA

04 Outlook 2016/17

GROUP
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OUTLOOK 2016/17: FINANCIAL TARGETS AND CALENDAR

Guidance 2016/17

Reported Guidance
€ billion FY 2015/16 FY 2016/17
LfL sales growth 0.2% >0%
EBIT before special items 1,560 >1,560!
!Based on constant foreign exchange rates
Financial Calendar
Annual General Meeting 2017 Monday 6 February 2017
Half-Year Financial Report H1/Q2 2016/17 Wednesday 31 May 2017
Quarterly Statement 9M/Q3 2016/17 Thursday 31 August 2017

GROUP
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AGENDA

05 Transaction structure

GROUP
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OVERVIEW OF THE TRANSACTION STRUCTURE (SIMPLIFIED).

ERDUP The future METRO AG will take over:
Shareholders » the METRO Cash & Carry
and real,- sales lines
90% 100%
* thereal estate assets as well as the

service companies of METRO Group

* third-party debt

METRS -

METRO AG (old)

holding in the

(acquiring entity) future METRO AG CECONOMY AG will take over:
* the Media-Saturn sales line
100% 78.38%
* pension obligations for employees of
METRON A MEDIA - SATURN METRO AG who have already left the
—— company

GROUP
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ATTRACTIVE FINANCING OPPORTUNITIES FOR BOTH FUTURE COMPANIES
SECURED AHEAD OF TIME.

Both existing syndicated credit facilities for future METRO AG have been successfully adjusted.
Future METRO AG has fixed multi-year credit commitments over EUR 2 billion.

CECONOMY has newly concluded fixed multi-year credit facilities totaling about EUR 1 billion.

w w W W

Both entities have been able to secure these financings at attractive terms, which already apply to
today’'s METRO AG.

§ Very positive response to both companies from financing banks.

Long-term financing frameworks set up for both planned companies

GROUP
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AGENDA

06 Supervisory and Management Boards

GROUP
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MANAGEMENT AND SUPERVISORY BOARDS OF THE FUTURE METRO AG

Supervisory Board Management Board

J. Steinemann 0. Koch C. Baier P. Boone H. Hutmacher
(Chairmann) (CEO) (CFO) (COO0) (CHRO)
GROUP
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MANAGEMENT AND SUPERVISORY BOARDS OF THE FUTURE CECONOMY AG

Supervisory Board Management Board

J. Fitschen P. Haas M. Frese D. Haag
(Chairman) (CEO) (CFO) Molkenteller
(CLCO)

GROUP
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AGENDA

07 Strategy updates for the future METRO AG & CECONOMY AG

GROUP
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A STRONG INTERNATIONAL WHOLESALE GROUP (B2B)

By operating segment By geography

Wholesale (warehouse & foodservice) Wholesale (warehouse & foodservice)
(B2BY) (B2BYH) Asia
80% 86% 12%

Western Europe
(ex-Germany)

Germany 289
(METRO Wholesale)
13%
real- Germany
(Real)
20% Eastern
Food retail : Europe
Food retail p
(B2C?) (B2C?) 27%
20% 14%
FY '15/16 sales: €37bn FY ’15/16 EBITDAS: €1.8bn FY '15/16 sales: €37bn

% margin: 4.9%

Source: Company information, MWFS Group combined financial statements (the “METRO WFS combined financial statements”); Wholesale & foodservice includes METRO Cash & Carry (in the future METRO Wholesale), Other
and Consolidation; food retail includes Real; 1 Business-to-business: professional customers; 2 Business-to-consumers: individual retail customers; 3 EBITDA before special items defined as earnings before the deduction of interest, taxes, depreciation,

amortisation, impairment losses, reversals of impairment, losses on property, plant and equipment, intangible assets and investment properties [— A
METRC
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METRO WHOLESALE

Powerful sales Unique global presence and reach Strong brands

§ €29bn sales 25 countries® incl. 29 megacities®

>60% reach in Western Europe” METRD

>65m active METRO cards?8

§ 14 consecutive quarters of LFL! growth
§ €3.7bn in delivery sales? — growing on
average at double digit rate3 752 stores, 61 depots

§ 5,371 £/m?2 sales density >100,000 employees

w W W W W W

§ —~5.0% EBITDA margin® ~7,500 sales representatives

%o LFL growth — METRO Wholesale FY ’15/16 sales: €29bn —
\ \
I ikl

2,0% '!’4% ! I Asia :

1 ) ———
' ' Germany’ T assic IRUNGES
,9% 1,1%  1.1% 1,4% 15%
0,9%"? 00,8% : ° | 0,5% 10,7% ° 17% C L A b S I C‘ | Cool Chain Group |
| 0,1%, 0,1% 0,2% 0,1% : —— FINE FOODS up
T
1 1
! : 1 :
©.9%) | | | . :
Eastern Western -~
1,7% i !
@ : | | PROAPRO  \up
! 1 ! 34% ex-German o=
Q2 Q3 Q4 Q1 Q2 Q3 Q4Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q41Q1 ° (exCermany) BAN
'12/1310 '13/14 '14/15 '15/16 '16/17

Source: Company information, METRO WFS combined financial statements; Select data sourced from METRO WFS data warehouse, including active METRO cards and delivery sales; Data as of FY 15/16 unless otherwise indicated

1 Like-for-like (“LFL™) growth reflects sales growth on a comparable area or with respect to a comparable group of locations or continued business concept in local currency. This only includes the sales volumes of locations that were neither newly opened during the
reporting year or the preceding year nor closed or divested from, and whose area reduction did not substantially affect the business as a result of restructuring work; 2 Excluding Pro-a-Pro; 3 Delivery includes food service delivery, out-of-store and order collection,
including acquired companies (CFF, Rungis, MidBan); 4 EBITDA before special items; 5 35 countries including recent acquisitions CFF and Rungis; 6 Megacities are defined as Top 50 cities ranked by total GDP (PPP, US$) and with more than 5m inhabitants; 7 62% of
population in METRO’s Western European markets live within a radius of 25km to a METRO warehouse — based on MBI Research 2014; 8 Active METRO cards are cards that have been used at least once within 24 months;

9 Germany (including Other €72m) as reported in segmented reporting less Real; 10 Quarters aligned to current reporting V E I Ia
METRO GROUP, Annual General Meeting 2017
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THE CORE OF OUR BRAND: CHAMPION FOR INDEPENDENT BUSINESS

Purposeful.

PURPOSE )
Champion for § We relentlessly seek customer understanding

Independent
Business

METRO

§ We build trusted and personal relationships

§ We go the extra mile to make it happen

§ We inspire with expertise and unique solutions

§ We win when our customers win

Source: Company information V E T I! A
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BUILT ON STRONG RELATIONSHIPS AND RECURRING REVENUES

Strong proximity to our customers High sales share from recurring customers?

~21m?

Others
26%

Others
81%

Recurring?

74%

Recurring?
19%

# of customers Sales

Source: Company information; Note: data for FY '15/16 for METRO Wholesale based on like-for-like (“LFL"); Data based on internal management system, so-called METRO WFS data warehouse, prepared using self-reporting customer classification; Sales are statistical, excluding non strategic

categories (e.g. tobacco, petrol, empties), acquired companies (CFF, Rungis, Midban) and country divestments; consequently, deviations from financial information as reported in the METRO WFS combined financial statements may occur; See page 19 for LFL definition. 1 Customers are considered

“buying” customers if they at least bought once at METRO Wholesale in the last 12 months; 2 Recurring customers are defined as # of HoReCa and Trader customers visiting = 26 times and # of SCOs visiting = 12 times over a 12-month perio — —~
ETRCO
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WELL FOUNDED ON HIGHLY ENGAGED TEAMS

Strong focus on company culture

Steady progress in employee engagement?!

THE
A\ FAMETRO

COMMITMENT

THINK HOW YOUR CUSTOMER WOULD THINK. UNDERSTAND
WHAT THEIR CHALLENGES ARE. OPEN YOUR ARMS WITH
RESPECT FOR THEIR UNIGUE IDEAS. REMEMBER \WHERE \WE
CAME FROM. IT'S THE SAME STORY. SHOVW ENERGY. BE PRS-
SIONATE. SMILE. ASK WHAT THEY WANT TO DO. DD WHAT
YOU CAN DO. HELP THEM MAKE THEIR VISIONS COME TRUE.
TURN THINGS AROUND. GROW SUCCESS FOR BOTH SIDES
REACH DUT. BE A BUSINESS PARTNER. GO THE EXTRA MILE
MAKE IDEAS LIVE. CROSS BORDERS, SEE CHANCES. FIND PA-
THWAYS. THEY WILL DO THE SAME. THEY BUILD THEIR
FUTURE ON US. NURTURE THE MEW.

BELIEVE IN YOU. BELIEVE IN METRD.

Source: Company information, METRO WFS internal survey based on Aon Hewitt methodology

Employee engagement survey (%6)

+1,500bps

72 =

Industry
average
~609%63

2011 2014 2016

1 Employee engagement based on Aon Hewitt methodology defined as % of total employee obtaining an average response score >4.5 when responding to the three following questions on a scale from 1 to 6: i) “I gladly tell others great things about working here”, ii) “It would take a lot to make me leave

this company” and iii) “My company inspires to do my best every day at work”; 2 Survey conducted by the company between May 11, 2016 and May 27, 2016; ® Global retail benchmark as of 2016 based on Aon Hewitt methodology
METRO

A4
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METROS VALUE CREATION POTENTIAL

Five strategic growth levers

channel
F \ = ;

Customers

HoReCa

S8 Full-potential { Invest in trader franchising
Trader y e . of warehouse
wholesale

Operational Excellence
igital Technologies for customers and channels

METRCO
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WE MAINTAIN A SUCCESSFUL PORTFOLIO OF
WHOLESALE AND FSD COMPANIES

Wholesale FSD
a
0 a @ ® @ ‘ ' PRO/ PRO
2 METRO -
c ]
2 .
3 O > () < a
S imakro e
= . i
3) . e - & )
o U T ~
ve makrol makrol
@]
H @9 O - )
:9 . h__J
5 imakrol makro)
0o P L =
= o @ ~7 ‘ ' MiDzaN
METRO makro|

LEANER METRO HQ

Source: Company information V E T I! A
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SUBSTANTIAL OPPORTUNITIES THROUGH DIGITISATION OF SMEs

Digitisation is accelerating New opportunities for SMEs

§ SMEs are hardly using digital tools in their business

§ Digital tools can help to improve customer experience and

business performance

§ Customer reach becomes the most critical success factor for new

digital tools to achieve scale

§ METRO’s strong customer access and its large international presence

provide a unique platform for new solutions

§ Unigque opportunity to generate value for customers and expand

and enhance METRO'’s position

Source: Company information V E T Iz A
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REALS POSITIONING AND STRATEGY

Markthalle Krefeld — food-lover concept Success factors

Redesigned stores
§ “Big bang” design

§ 107 stores have been redesigned so far

Improved cost structure

§ Attractive collective bargaining agreement with ver.di
achieved

§ Improvement in payment terms through cooperation with
PHD and Markant

Procurement cooperations

§ Improvement in payment terms through cooperation with
PHD and Markant

§ Logistics and supply chain improvements

Multi-channel growth

§ Significant multi-channel growth through click & collect

§ Acquisition of Hitmeister

Source: Company information V E T Iz A
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A NEW GROUP

A

\ 4

7;17 DIGITAL ASSETS
CILLASSIC

FINE FOODS ——
METRO

=——————————n ACC=ZL=RATOR
RUNGISES . rew.

PROZ PRO

MIDzAN

Source: Company information V E T Iz A
A4
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OUR MID-TERM FINANCIAL AMBITION FOR FUTURE METRO AG

Financial priorities Capital structure and financial policies

Capital

. 20
Overall top line growth >3% structure

Commitment to investment grade

° Stable EBITDA margins in line with history

Dividend :
EBITDA Reported EBITDA converging towards policy Payout ratio of ~45-55%

EBITDA before special items

° Driven by capex efficiency, rigorous NWC
management and reduced special items Below 40%

FCF conversion of >60%

Source: Company information; Note: Mid-term ambitions assuming constant FX and before portfolio measures

1 FCF conversion defined as (EBITDA reported — capex excluding finance lease extensions and M&A +/- change in NWC)/EBITDA reported V E T Ia A
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METRO

A powerful international wholesale group

§ Customer value driven & completely localised
§ Strong B2B relationships & recurring revenues
§ Significant growth potential substantiated

§ Solid execution track record

§ Highly engaged teams

§ Active Ownership approach

Source: Company information

Strong cash conversion

Up-and-coming Food lover retail concept
Sound balance sheet

Substantial real estate underpin

Clear dividend policy

Additional prospects: Digitisation of SMEs

METRO GROUP, Annual General Meeting 2017

METRO

06 February 2017 | © METRO AG 2017



CECONOMY

Empowering life in the digitising world!



CECONOMY at a glance

— Europe’s largest consumer electronics
platform with €21.9bn of sales and more
than
€700m of EBITDA in 2015/16

— Close to €2.0bn online sales and more than
€1.3bn sales in services and solutions

— Leading market position in 9 European
countries with strong and trusted brands

— 5.8m daily customer contacts across all
channels and a fully multi-channel and
digitally-enabled 1,000+ store network

— Highly motivated team of around 65,000
employees across Europe

1Excluding Segment ,Other/Consolidation‘. 2EBITDA before special items.

External sales! by region EBITDAL2 by region

(€bn, % of total, 2015/16) (Em, % of total, 2015/16)

B DACH B DACH
B W.&S. Europe B W.&S. Europe
M Eastern M Eastern

Europe Europe

Online Sales Service & Solutions
(% of total sales) (Sales as % of total sales)

13/14 14/15 15/16 13/14 14/15 15/16
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Two strong and trusted brands provide a clear

competitive advantage

_) Brands are a significant
part of the value of CECONOMY
(Media Markt brand valued at
c. €800m in Germany alone)?!
Brands are strong: Customers
let brands guide them

ﬁ Media Markt and Saturn have

a superior brand awareness
and are “trusted brands”

ﬁ The heart of our brands is the

promise they make to our customers:

be their partner and companion in
the fascinating but sometimes
complicated digitising world

Recent Awards?

KUNDENLIEBLING* .KUNDENLIEBLING™
2015 2015

BELIEBTESTE BELIEBTESTE
MARKE MARKE

Media$ Markt
SATURN

1 Source: http://www.bestgermanbrands.com/en/32/media-markt#content. 2 Source: Award for most popular brands in Germany — Media Markt & Saturn — Focus-Money (Issue 25 — Deutschland-Test — pp. 8-11).

METRO GROUP, Annual General Meeting 2017

CECONOMY

06. Feburary 2017 | © METRO AG 2017 51



CECONOMY is growing fast in online / multi-channel

Key Metric FY13/14A FY14/15A FY15/16A CAGR 14-16 Comments

- Significantincrease in visitors and conversion
rates since 2013

. 29% - Reflective of CECONOMY’s continued focus
Visitors To Web . - . .
Shops (Millions) ! 631 on improving its online offering
- Prestigious awards underpin strength of
CECONOMY's web shops
The largest CE N . .
Pick-Up Rate 12 32.8% 40.2% 42.0% online shops in - Significantroom for improvement remains —
Europe CECONOMY catching up in conversion, pricing
(vs. Dixons® and product mix
~€0.9bn;

FNAC* ~€0.6bn)

Total Online Sales
And Y-0-Y Growth €1,446m
(Incl. Pick-Up And
Pure-Players)

£1,952m
£1,766m ’ 13% .
’ Well-developed online

platform with significant
headroom for growth

1 Excluding pure players. 2 Pick-up ratio in % of online orders. 3 Source: Dixons Carphone Annual Report, January 2016. 4 Source: FNAC Annual
Report, December 2015; Darty Annual Report, June 2016. Pro forma for Darty acquisition.

CECONOMY
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CECONOMY has 5.8m customer contacts daily across all channels

2.6m store visitors per day

K Did you know ...?

~13M people visit “Bundesliga”

3.2m online visitors per day
soccer matches each year

(thereof 1.9m unique?)

~1BN airline passengers in Europe
per year

3 5.8m customer Every single inhabitant in our

contacts per day 15 markets visits us on average
4 X per year

~2bn customer

contacts per year

Note: Based on FY 15/16 data. Store visitors per day based on an average of 305 working days. Online incl. pure player visits per day based on 365 days per year.
1 Unique visits measures the frequency with which a website is accessed. Each IP-address is counted only once in a pre-defined period of time, irrespective of the number of visits during this time.

CECONOMY
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1,000+ store network enabling wide European coverage

— 1,023 stores in 15 countries,
ensuring significant physical
presence and reach of Media Markt
and Saturn

Il =

— Stores offer / serve as
— Personalized customer service
— Instant in-store repairs

— Delivery hubs & pick-up places
for online orders

— Points of promotion

— Tangible product experiences

— Pick-up ratio* of above 40% strong
proof point for physical store
relevance

1l
RELRLE

— All stores are leased

(i
EERELRL

3 H

Source: Overview of Store Network (FY15/16A); Company information. Pick-ups as % of total online orders ex pure players.

Fact Box
LFY Sales Split

H Online
B Store

CECONOMY'’s store network is a

competitive advantage and integral part
of its multi-channel and service strategy
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“Digitally-enabled” store network for a more convenient
and more efficient shopping experience

Digital Shelf

Labels with In-store

Navigation

™ Virtual Reality _ R g~ Tablets for
" S Sales Staff

INFC = Near Field Communication.

CECONOMY
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CECONOMY'’s pillars of value creation

CECONOMY is the
#1 in Europe with a
large customer base
and a unique multi-
channel store
network

CECONOMY
operates in the
dynamic €300bn
European
consumer
electronics market

CECONOMY has
successfully
transformed its
business and has
a strong financial
profile

Note: In the document the term “CECONOMY"” will be used (for simplicity reasons) also in situations where the business of Media-Saturn is concerned.

CECONOMY

CECONOMY has
multiple
opportunities to
further grow
sales, profits and
free cash flow




Mid-term ambitions

Core Metrics 2015/16

e22bn

EBITDA Margin? 33%

FCF Conversion* 44%

Mid-Term Ambitions

’ >3% CAGR

direction
7 5%

direction

v 40%
\ 1 . 5%nga|es

760-70%
_y 45-55%

% of EPS5

Commentary

Moderate market growth expected
Further increase in market shares in core markets
Online, multi-channel, CRM and services as main drivers

Growing Sales to support EBITDA margin development
Additional improvements from Portfolio Optimisation, Pricing,
Optimised Assortment and Supply Chain Efficiency

Reduction in non-tax deductible special items
Profitability improvement of underperforming countries

Well-invested state-of-the-art asset base
Low amount of maintenance investments

Tight control of Net Working Capital
Sustainable positive Free Cash Flow generation

Normalised payout ratio of 45-55% targeted
Higher or lower depending on profitability investment
opportunities

1 At constant currency before portfolio effects. CAGR = Compound Annual Growth Rate. 2 Before special items. 3Cash investments. 4 Free Cash Flow conversion defined as EBITDA less cash investments plus/minus changes in net working
capital divided by EBITDA; 2015/16 EBITDA before special items, based on reported segment investments and adjusted for changes in net working capital. 5 Reported earnings per share.
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