






(Unofficial translation)

ANNUAL PUBLIC EXPOSE RESULT
2014

PT HERO SUPERMARKET Tbk

Located at Seminar Room 3, Bursa Efek Indonesia Building, Tower II, 1st Floor, Jl. Jend.
Sudirman Kav. 52-53, Jakarta 12190, Annual Public Expose held on Wednesday, 12
November 2014 at 15:00 up to 16:00 hours in which the Management of PT Hero
Supermarket Tbk (”the Company”) present (refer attached attendance list). The Public
Expose was started with opening remarks and introduction by Mr. Stephane Deutsch,
President Director of the Company and followed with the Expose (Refer the attached
presentation) and ended with Q&A.

The questions are verbally casted by the attendees and the responses by Management are
as follows:

1. Name : Matthew Wibowo
From : Mandiri Securities
Question : 1. The Company opened 27 stores up to present. How is the

expansion/opening of stores next year?How much capex needed for the
stores opening?How long to achieve Break Even Point (BEP)?

2. If looking at Q3 results, there are cost pressures in the Q3 results?When
will be the recovery?

Response : 1. The Company plans to open more stores however we can not disclose
how many stores will be opened next year.

2. The costs are among others are utilities, labour and pre-opening IKEA.
Going forward, the Company started to do innovation and saving energy
for the stores.

2 Name : I. Ketut Adi Putra
From : Deutsche Bank
Question : 1. Congrats to the opening of IKEA. How many stores will be opened within

5 years time and how much is the sales contribution?
2. Lebaran sales is disappointing? Why? Is it because of demand wise or

competition?
3. Regarding the government’s plan to increase fuel price, how is the

Company’s target?Worry or confident?



Response : 1. Thank you. We have big expectation toward IKEA business.  IKEA focus
is IKEA concept is accepted however we could not disclose how many
stores will be opened and its sales contribution.  .

2. Yes, Lebaran like for like sales were disappointing across all food
banners. Indonesia market is very competitive.

3. The increase of fuel price will impact in short term 3-4 months. However,
for long term, certainly there will be sales growth/increase.

3 Name : Pisalla
From : Credit Suisse
Question : How is the agreement with IKEA, and how long is the agreement?
Response : HERO is the franchisee from IKEA. The agreement with IKEA is a long term

agreement in which more than 5 years where we will develop long term
relationship with IKEA.

4 Name : Merlyn
From : Bloomberg Indonesia
Question : How is the impact of fuel price for the revenue of the Company at the end of

the year and next year?
Response : As what we have explained before, pertaining to fuel price increase, going

forward we  have made anticipating actions such as focus to fresh product
in order to increase our sales  .

5 Name : Linda
From : CIMB
Question ; The stores expansion in the future, geographically will focus on where?
Response : Geographically, The Company will focus in Java island and Sumatera island.

6 Name : Ruby
From : Data Securities
Question ; 1. Why the Company diversify to home furnishing business? and why

IKEA?
2. Why there are regular changes in the Management?

Response : 1. HERO is a pioneer of modern retail since established in 1971. The
Company provided different concept in accordance to the consumers’
expectation. We have big confidence toward IKEA brand in which will
attract consumers.

2. The change of management is natural and normal. People want to move
or resign.
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Company Overview



What makes HERO Indonesia's leading retailer?

Established in 1971, HERO has grown to become Indonesia's
leading modern retailer operating six brands with 706 stores

across Indonesia as of 30 Sept 2014
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To bring Indonesian customers
the benefits of Modern Retail



Pioneers in
Indonesia Retail

Bringing to Indonesia
Consumers the Benefits

of
Modern Retail
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HERO's store footprint has expanded by 51% in the last five years
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Segmental breakdown as at 9M2014

No. of stores breakdown

Giant Ekstra ,
8%

Giant Ekspres,
18%

Starmart , 21%

Segmental revenue breakdown

Guardian &
Starmart , 9%
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Hero , 5%
Guardian , 48%

Total : 706 stores

Hypermarket &
Supermarket ,

91%

IDR 10.1 trillion revenue



Our Current Brand Portfolio

 Emphasis on
fresh,
imported and
premium
brands

 Higher pricing
point than
Giant

 Aimed at A-B
income class
Indonesians

 Historically
located in
malls, now
more often
standalone

The Original Hero

 Largest
format

 Usually
stand-alone
stores

 Price leader

 Heavy use of
promotions

 Use stores as
focal points of
the
community

 A ‘Giant’
offering in a
smaller format

 Provides quick
shopping for
basic needs
and fresh
products

 Slightly higher
average price
than
hypermarkets

The Community
Hero The Local Hero

 Pharmacy
led Health
and Beauty

 Aimed at
serving
growing
health and
beauty needs
of all
Indonesians

 Wide range
of exclusive
and
international
brands

 Offers a wide
range of
convenient
products and
services

 Typically
located near to
traffic hubs –
apartments,
offices,
hospitals

The Trusted Hero The Future Hero The Home
Furnishing Hero

 Creating a
better
everyday life
for the many
people

 To offer a wide
range of well-
designed,
functional
products at
prices so low
that as many
people as
possible will
be able to
afford them
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 Emphasis on
fresh,
imported and
premium
brands

 Higher pricing
point than
Giant

 Aimed at A-B
income class
Indonesians

 Historically
located in
malls, now
more often
standalone

Stores: 36
Average size (sqm):
800-1,200
Format:
Mid-high supermarket

 Largest
format

 Usually
stand-alone
stores

 Price leader

 Heavy use of
promotions

 Use stores as
focal points of
the
community

 A ‘Giant’
offering in a
smaller format

 Provides quick
shopping for
basic needs
and fresh
products

 Slightly higher
average price
than
hypermarkets

Stores: 55
Average size (sqm):
3,000-7,000
Format:
Hypermarket

Stores: 129
Average size (sqm):
800-1,200
Format:
Supermarket

 Pharmacy
led Health
and Beauty

 Aimed at
serving
growing
health and
beauty needs
of all
Indonesians

 Wide range
of exclusive
and
international
brands

 Offers a wide
range of
convenient
products and
services

 Typically
located near to
traffic hubs –
apartments,
offices,
hospitals

Stores: 341
Average size
(sqm): 100-300
Format:
Health & Beauty
Store

Stores: 145
Average size (sqm):
30-200
Format:
Minimarket

 Creating a
better
everyday life
for the many
people

 To offer a wide
range of well-
designed,
functional
products at
prices so low
that as many
people as
possible will
be able to
afford them

Store: 1
Average size (sqm):
35,000
Format:
Large purpose built,
stand alone concept
store, good accessibility



Overview of 9M 2014 Financial Performance
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Sales is growing in 9M2014

Supermarket  &
Hypermarket

Guardian &
Starmart Total

6,171
7,042

8,346

9,725

10,920

8,207
9,198

6,000

8,000

10,000
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608 606

785

980
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897
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8,952

10,510

11,900

8,918
10,095

6,000

8,000

10,000
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14,000

9M 2014 YOY: 12% 9M 2014 YOY: 26 % 9M 2014 YOY:  13 %
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Earnings impacted by increased costs in 9M 2014

Net sales and gross profit margin Net profit and NP marginOperating profit and OP margin
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26% 8,000
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6,884

24%

26%

25%

23%
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-
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Note:
Operating and net profit in 9M 2014 had been impacted by significant cost pressures and IKEA pre-opening expenses



Competitive Strengths
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Competitive Strengths



1

Competitive Strengths

1 Well-positioned to capture opportunities in high growth market

2 Wide range of distinct brands, each satisfying differing customer needs

3 Centralised functions allowing economies of scale
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4 Expanding nationwide presence with convenient locations

5 Part of a leading Asian retail group

6 Strong human resource facilitating expansion strategy



Challenges to HERO’s business
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Challenges to HERO’s business



Challenges to HERO’s business

1 Inadequate Indonesian infrastructure presents supply chain challengesInadequate Indonesian infrastructure presents supply chain challenges

2 Rising costs of operations

3 Regulation and licensing
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3 Regulation and licensing

4 Potential new entrants

5 Changing consumer habits as living standards improve



Corporate Social Responsibility
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Corporate Social Responsibility 4 Pillars in Hero CSR

- Education in under privilege
area and surrounding HERO

stores
- Improving the quality of school
(elementary / junior high / high
school / vocational) curriculum

that has such expertise Life Skill,
Art & culture / retail marketing /

IT
- Informal education aimed at

age 6-17 years (underprivileged
preferred) to improve the quality

of human resources

Education Community
Health Environment Entrepreneur

- Improving the welfare
of the community by
empowerment local
supplier/SMEs and

increase the company
value chain

- The local SME become
our Supplier especially

for Fresh product
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- Education in under privilege
area and surrounding HERO

stores
- Improving the quality of school
(elementary / junior high / high
school / vocational) curriculum

that has such expertise Life Skill,
Art & culture / retail marketing /

IT
- Informal education aimed at

age 6-17 years (underprivileged
preferred) to improve the quality

of human resources

- Improve the quality of
Maternal and Child Health,

focus on nutrition
- Improve service that

apply Green &  Healthy
stores or  office

Improve the quality of a
clean environment by

empowering people and
at same time also
economic value

- Improving the welfare
of the community by
empowerment local
supplier/SMEs and

increase the company
value chain

- The local SME become
our Supplier especially

for Fresh product

+ PHILANTROPHY Participating in significant humanitarian event & Natural Disaster



Entrepreneurship

We support local SME
who has potential

product and encourage
them as regular

suppliers of fresh
products in our stores

One Store One
School

“Adopt a School”
Program

Improve the school
welfare and its
student in the

vicinity of our stores

Rumah GIAT
Provide Learning

Centre

Activities of
edutainment held for
children in the vicinity

of Giant stores, in
effort to increase

interest of reading.
This is as an additional
value of One Store One
School where with this

program we provide
the brain-ware & soft

skills

Program KASIH
Improve maternity

health and child
development

Coaching is done
include health

services,
supplementary

feeding (software),
increased

competencies
Posyandu cadres

(brain ware), provision
of facilities (hardware)

HERO Green Actions
Way towards to
Environmental

Friendly

A social
environmental act to

increase people’s
awareness by
restoring the

environment for a
healthy place to live

and organising
recycle corner

workshop

Corporate Social Responsibility
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Corporate Social Responsibility IKEA Indonesia

The IKEA global Soft Toy campaign.

For every soft toy sold globally Nov-Dec, IKEA
Foundation donates Є1 to UNICEF and Save the
Children, focusing on children’s rights to education
and protection of children with disabilities.
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The IKEA global Soft Toy campaign.

For every soft toy sold globally Nov-Dec, IKEA
Foundation donates Є1 to UNICEF and Save the
Children, focusing on children’s rights to education
and protection of children with disabilities.



Corporate Social Responsibility IKEA Indonesia

IKEA Foundation has raised €67 million assisting more
than more 10 million children since 2003.

In 2013 alone the Soft Toy Campaign raised €10.1
million

Since 2012, IKEA Foundation has funded Save the
Children Indonesia, benefiting 2,000 children from
31 schools in 183 villages throughout West Java.

Indonesia is also the primary country producing the
global soft toy range. In fact, IKEA has proudly been
producing and exporting Indonesian products since
1991.
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In 2013 alone the Soft Toy Campaign raised €10.1
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Children Indonesia, benefiting 2,000 children from
31 schools in 183 villages throughout West Java.

Indonesia is also the primary country producing the
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Corporate Social Responsibility IKEA Indonesia
Blue Bag Project.

Throughout the year, 100% retail value of ever blue bag
sold will go to Mercy Corps Indonesia towards a Water &
Sanitation sewerage project in Kelurahan Penjaringan,
25km from the IKEA store. The target is to deliver 100
Septic tanks in 2 years.

IKEA Blue Bag Water Innovation Award 2015 will sponsor
one Indonesia student for 2 years scholarship on a Masters
Degree Program in Water Resources at Lund University,
Sweden.  This will be followed by an internship with Mercy
Corps Indonesia Blue Bag Project

The winner will be announced in the IKEA Water and Local
Community Forum to be held on 10th January 2015.
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Sweden.  This will be followed by an internship with Mercy
Corps Indonesia Blue Bag Project
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Community Forum to be held on 10th January 2015.



Corporate Social Responsibility IKEA Indonesia

Batik Friday uniform.
Indonesian companies encourage employees to wear
batik on Fridays, supporting the national craft.

In respect of this Indonesian custom, IKEA launch a
local textile design competition amongst Jakarta design
schools to create a yellow & blue IKEA coworker
(Friday) uniform. The objective to combine traditional
Indonesian and Swedish values.
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Batik Friday uniform.
Indonesian companies encourage employees to wear
batik on Fridays, supporting the national craft.

In respect of this Indonesian custom, IKEA launch a
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schools to create a yellow & blue IKEA coworker
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Indonesian and Swedish values.



Corporate Social Responsibility IKEA Indonesia
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Q & A
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Q & A



Thank You
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