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South Korea
¢ 45% in size compared to the UK

— Korea peninsulais 90% of the UK
— Only 30% of the land is mass habitable

e OfKorea’s 50m population (growing at 0.8% annually)

— 48.6% of the populationlive in Seoul metropolitanarea

— 37 cities have over 250,000 people whichis similarinsize to
Nottingham

e GDP - 13t |argest in the world (Source: World Bank)

e 84% of high school students go to college/university
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Economy trend - past, present and future

e |nlong-term, steady and sustainable growth expected
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Gov't policy for stabilising economy
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Foreign exchange market e Swaplinewith the U.S. eases concerns
R AISD — $30bnreciprocal currency arrangement

e 1,480 — Helpful for Korea's creditworthiness
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1,300 320 © Tax reduction

— Incometax rate reduced by 2%

s — Property & corporate tax rate to be
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e Keyinterestrate downto 4% cut by 1.25%
* Stock Market — Relieve mortgage interest burden
1609 1 ospl — Additional interest rate cuts are expected
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Korea retail market overview

e Retail industry contributes 6% of GDP, 16% of employment
e Hypermarket, Non-store lead retail growth

e Modern channels still have great growth potential

GBPbn 101

Traditional

Mon-Store

Supermarket
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Department Store

Hypermarket
Sector

2004 2007 2008 2012

TESCO |EV¢1’7 Lafle w: * Source: National Statistical Office, EIU etc
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Tesco Korea overview

Brand Home plus
Established: 15 May 1999

Sales: £4.2bn (incl. Tenant, 08 estimate) | 8

Number of Staff: 20,000
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Business portfolio

HomeplusTESCO :

-l i

Hypermarket 74 stores Home plus Hypermarket 36 stores

Bakery Business

* JV with Hotel Shilla
* Rolled-outto 28 stores
* Bakeryfactory operating

Rolled-outto 44 stores

TESCO | Evey wintle hotps

New Retail Services
17 products developed

—— ——

Fastest growth in retail market

¢ Compound avg. annual sales growth 45% for 9 years
® 49% of non-food sales participation
e Tenant sales takes 11% of total sales
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World Top Class Capabilities

High talented people with Synbaration

1to 150 competition of Univ. graduates
Over400 training programme provided
Retain 1.5 times key people pool
Synbaration culture & 200 hobby clubs

. 8 @

Most efficient SCM
“The First, Biggest & Best”

= Worldtop class Ambient DSC
- 999 Store service level
- Cover over 160 stores

¢ Bestquality control Fresh DSC

TESCO |z wte lw&p_

Operating Model
Tesco 's Philosophy across international

for Process, System & People
Lo tion

~Invoice Matching
—Vendor Financing
-CSR

~E-learning Programme

- Space Range & Display
- Auto Replenishment
— Accuracy of stock level
- Execute Promotions

Family Card

10 milmembers

819% Sales participation of total sales
Targetmailing quarterly basis

The differentiated generator for future growth

Great Prices

¢ Stronger price investment
e Fresh food step change
¢ PBinvestment

¢ [nflation busting campaign

kat 1.6%

* 101.6 price Ind\ HMP s than benchm
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Good Quality

e Strict quality control
— Worldtoplevel TL&T

— Survey customerneeds & preference
e 15tcold chain from farm to stores

e Communicating PB quality in store js

Homeplus
Comiemnr 63

Com%etilor 61

* Source: Image tracker (02 '08/09)

PB Quality Communication

-~

TESCO | Zingy titte helps

Strong Range & Availability

—More volume & Better presentation
¢ WidePBrange
— 24,866 items, 25% Sales participation

e Higher availability than competitors

— Satisfaction with Stock availability : 94 %
(image tracker)

Homeplus

Competitor 7
A
Com;etltor 68

* Source: Image tracker (2 "0RAY)

* Practical range review in display centre [T

Higher Availability
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Wonderful People

¢ Keep No.1 serviceimage

¢ Tryharder for better service
—Training staff at Service Academy

—Mysteryshoppingin all stores

Entered “the service Hall of Fame" for 7 years
consecutive Best Service award winning

Homepius [ 71

CompetitorA | 70
Competitor B _69

* Source; lmage tracker (02 '0B/09)

Human touch :
customer service Service Acardemy

TESCO ]En@ Witle halps
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Face of contribution

Market
Brand Value

Social
Brand Value

TESCO |Ziswy Laatie holps
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Extended education

e The World's largest Extended ——
Education centre
- 91 Extended Education centres
- 350 programmes with 5,000 instructors
— 850,000 customers annually

e Sponsorship for Community
- Kid's national football league
— Support students _ art & music

Homeplus
CompetitorA

CompetitorB

* Source: Image tracker ()2 *08/0049)

TESCQ |Ew@ Wle halps

Green Initiatives

‘:'-‘."f_-’ TV f =

e Paran (2000) — .
GreenCharacter Greenstore plan
* Target:CO2 50% reduction
with 69 green initiatives

eParan Children’s Green Scout
* 200 Scouts Yearly (17,000 cumulative)
= Energy Production
- Building Integrated Photo Voltaic system

* Energy Saving

- @ - Ice Storage System
4 — — -LED, T5 Lamp, Highly-efficientlight

Green Painting/ Writing Contest
with UNEP

* 27,000 Participates every Year
(113,000 cumulative)

TESCO ‘En_g Wtte halps

* Togetherwith Customers
- Bicycle Ride Campaign
- Secondary package reduction programme
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Brand value

e 94 Bestawards over 9 years

BestService Award
(Hall of Fame)

BestLogistics
Award

No1 National Customer
/ SatisfactionIndex

SN

8
I Brand Stock Ranking
73rd mmp §th

stMal 1agement Award
BestForeign Company Award

? - 7

*

BestGreenManagen:‘eNn?“ —— o BetCR YR |

Hallof Fame

BestLabour-Management Respectful
Culture Enterprise Corporate Culture Award
TESCO I g"@ Lt halps *Source: “brandstock.co.kr”
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The Korea’s Most Admired Company (=

15tin Retail Industry

14" in All industries
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Hypermarket roll-out plan

No. of Store 167
150
122
110
100 I
50 * 110
D 1 i
2007 2008 2009 2010 20m 2012
TESCO |Ziny Lntte hatps
Express programme

e Compound avg. annual sales growth of 144% for past 4 years
e 5times sales growth expected by 2012 with 571 stores

GBPm :
1200 : 1,000
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TESCO |Eug Witle halps
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New retail services

e Retail Services has grown continuously since 2003

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Service Products 3 6 9 13 15 17 19 21 22 23
'S
‘ Hemeplu
' ‘l B o
Jd
I~
| Finance Service | Telecom Service | Living Service
= Car Insurance (2003) = Mobile (2003) » ATM (2003)
= Credit Card (2004) * International Calling Card(2005) » Travel (2005)
« Life Insurance (2004) * Broadband (2006) » Moving (2007)
* Banking Alliance (2008) * Rental (2008)

TESCO | Zinsy vt b

We will be leading position in 2010

Homeplus
40%

35% F
30% F
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Mart
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Grocery home shopping

¢ Profitable grocery home shopping model proved
e Sales contributionwill be 2.6% of company total in 2012
e Potential market expansion to Non-food, B2B, M-commerce & IPTV

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

No. of Stores 4 1] 8 1 12 44 59 &7 73 81
Sales(£m) 2.3 4.2 6.1 9.9 18.8 353 70.4 112.4 160.9 200.2
[Korea Online Market ] tf.bn]

CAGR 15.4% for 5 years ,5 5// lﬁﬁ’ GHS [16. ?%]

/,“_49. /
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B2C [6.6%]
(Non-food)
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TESCO | Zins, titte hatps

In closing

= Within 10 years Tesco HomeplusgrowntoNo. 2 positionin hypermarketsector,
andis going to be leading position by 2010

= Thefast growth of Express, Grocery Home Shoppingand expansion of new retail
services togetherwith new hypermarket openingsgives us the platformfor strong
future growth

= Theacquisition of36 Homeverstores will give us stronger position in Seoul
Metropolitanarea and a real synergy opportunitiesinterms of commercial
margin, central costs and each business unit

= Theinvestmentinsupply chaininfrastructure, expansion of global sourcing, and
implementation ofthe Tesco operating model enable us to improve further on
ourcurrent world class operating margin

= |believe thatitis importantto become an ever-lasting company by not only
generatingoutstanding financial figures, but also building solid corporate
culture and systems for sustainable growth

A S S -~

TESCO ‘gw@ Ltle halps
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