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This presentation may include forward-looking statements, including forecasts, evaluations, estimates and other information
relating to future events and issues. Forward-looking statements may relate to, among other things, revenues, earnings, cash
flows, capital expenditures and other financial items. Forward-looking statements may also relate to our business strategy, goals
and expectations concerning our market position future operations profitability liquidity and capital resources All statementsand expectations concerning our market position, future operations, profitability, liquidity and capital resources. All statements
other than statements of historical facts are forward-looking statements and can be identified by the use of forward-looking
terminology such as the words "anticipate", "believe", "could", "estimate", "expect", "intend", "may", "plan", "predict", "project",
"will" and similar terms and phrases.
Any forward-looking information contained in this presentation is based, in addition to existing information of the company, on
present company expectations and evaluations regarding future developments and trends and on the interaction of suchpresent company expectations and evaluations regarding future developments and trends and on the interaction of such
developments and trends. Although we believe the assumptions upon which any forward-looking statements are based are
reasonable, any of these assumptions could prove to be inaccurate and the forward-looking statements based on these
assumptions could be incorrect. Our business and operations involve risks and uncertainties, many of which are outside our
control, and any one of which, or a combination of which, could materially affect our results of operations and whether the
forward-looking statements ultimately prove to be correct. Forward-looking statements are based on current expectations andg y p g p
are not guarantees of future performance.
Actual results and trends in the future may differ materially from those suggested or implied by any forward-looking statements
in this presentation depending on a variety of factors including those described in greater detail in our Periodical and Annual
Reports, Registration Statement on Form F-1, Annual Report on Form 20F and in other information we file and furnish with the
Israel Securities Authority and the Securities and Exchange Commission, including under the heading “Risk Factors.”
All written and oral forward-looking statements attributable to us or persons acting on our behalf are expressly qualified in their
entirety by the previous statements. Except for any obligations to disclose information as required by applicable securities laws,
we undertake no obligation to update any information contained in this presentation or to publicly release the results of any
revisions to any statements that may be made to reflect events or circumstances that occur, or that we become aware of, after
the date of this presentation.
The information contained herein does not constitute a prospectus or other offering document, nor does it constitute or form
part of any invitation or offer to sell, or any solicitation of any invitation or offer to purchase or subscribe for, any securities of
Alon Holdings Blue Square Israel Ltd. or any other entity, nor shall the information or any part of it or the fact of its distribution
form the basis of, or be relied on in connection with, any action, contract, commitment or relating thereto or to the securities of
Alon Holdings Blue Square Israel Ltd.

אלון רבוע כחול

The information in this presentation does not constitute investment advice and in any case intended only to qualified customers
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The largest retail group in Israel

Yearly turnover of app. NIS13 Billion with more than 700 points of sale

Traded in Tel Aviv (TASE:BSI) and New York (NYSE:BSI), included in the TLV 100 index

Loyalty clubs with more than 1.5 million members, of which 180k holds credit cards 

Rated A2 with Stable outlook

Presence in all major consumption areas of an Israeli family:

Food, Fuel, Real Estate, Home and Leisure, Credit Cards, 
Communication
Complementary and synergetic activities

אלון רבוע כחול

Complementary and synergetic activities
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• Over the past few months several top executive where replaced:

M D id W i i t d CEO d Chi f B i ffi• Mr. David Weisman appointed as CEO and Chief Business officer 

• Mrs. Limor Ganot appointed as Co-CEO of Alon Blue Square

• Mr. Moti Keren appointed as CEO of Mega Retail

• Mr. Shlomo Zohar appointed as chairman of the board of Bee 

group and Naaman Group

• Mr. Raviv Brocmaier appointed as CEO of Bee group and Naaman

Group

אלון רבוע כחול
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Alon Blue Square

78%100% 78%100%

Mega Retail Blue 
Square 

Real Estate

Dor AlonYou 
Phone

51%

Kfar

77%

36.75%12.25%

90%

Eden 
Teva

market)

Naaman
(Vardinon, 
Sheshet)

Kfar
Hashashuim

Sale

DinersLogistic Centers

אלון רבוע כחול
The company intent to sale the 
activity



7
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F l t ti dF l t ti d
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אלון רבוע כחול

(1) Properties leased from Blue Square Real estate assigned to  
Supermarkets and Non Food

(2) Kfar Hashashuim is presented and discontinued operation
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• Dominant retail activity in two main areas: fuel and convenience stores

• First lead to conceptual change: from gas stations and commercial complex p g g p
services including convenience stores, Segafredo coffee shops and other

• Full nationwide deployment includes about 370 gas stations

• Over 200 convenience stores at gas stations, kibbutz and moshav and city centers

• Convenience store sales over NIS850 mil (including cigarettes), the market leader 
by a considerable marginby a considerable margin

• Better purchasing power than competitors

• Gas stations on Highway no. 6

• Rapid growth rate - doubling the number of stations within a decade

• Holds 50% of Segafredo, a coffee shop chain

A l i t• A young company - low environment capex

• Clear leader in gas fueling

אלון רבוע כחול
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• Dealing effectively with the retail margin reduction

• Signed agreement with Tamar to supply natural gas to Sugat and initial agreements signed• Signed agreement with Tamar to supply natural gas to Sugat and initial agreements signed 

to supply natural gas to industrial customers

• Net of inventory losses / gains and one-time items, net income in 2012 increased by 69% 

f 2011 d EBITDA i d b 5 8%from 2011 and EBITDA increased by 5.8%

• Streamlining the real cost of wage costs was partially offset by regulatory changes in the 

minimum wage and pensions

• Delivery to the Palestinian Authority stopped

• Process of reducing credit to customers while maintaining market share

• Winning first place in the polls and independent external field in gas stations and 

convenience stores.

• Coping well with the regulator (environment)Coping well with the regulator (environment)

אלון רבוע כחול
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Revenues*
(NIS million)
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* Including cigarettes
** Paz – including sales to franchisers

Sonol Delek Paz Dor Alon

אלון רבוע כחול
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Change20112012EBITDA NIS million Change20112012EBITDA NIS million

5.8%251.80266.50Fueling and commerce*

ChangeQ4 2011Q4 2012

Change20112012Net Income NIS million
60.9%23.037.0Fueling and commerce*

NR0.4%0.6%% of segment revenues

32.9%44.459.0

אלון רבוע כחול
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• We crossed the 200 stations: controlled growth and increase the number of retail 

areas and the basket of services and products offered

• Development of c-stores in the kibbutz and moshavp

• Managing working capital needs while continuing the reduction  in credit to 

customers in a measured way while maintaining market sharecustomers in a measured way while maintaining market share

• Continued development activities in synergistic energy - gas refueling stations, 

power stations, etc.

• Realizing the potential real estate

אלון רבוע כחול
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$ in Mil. Dor Alon Delek Israel Casey's General Stores Susser Holdings
data for 12 months ended 31.12.2012 31.12.2012 30.01.2013 29.12.2012
Area of operations Israel Israel Mid-West USA South USA
No of stores 202 243 1731 560No. of stores 202 243 1731 560
Revenues 1601.0 1774.6 7194.8 5818.1
Gross profit 236.7 200.5 1061.2 611.4
EBITDA 70.1 58.0 316.0 181.6
EV 545 9 716 9 2782 7 1575 0EV 545.9 716.9 2782.7 1575.0
EV/EBITDA 7.3 12.4 8.8 8.7

אלון רבוע כחול Delek – including Pee Glilot
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• Real estate potential in existing assets:p g

• Aloney Yam (50%)

• Ein Shemer (50%)• Ein Shemer (50%)

• Kfar Saba

S l• Sgula

• Kiryat Bialik

• Natural gas - Dor Alon Holds 5% in Dor Gas partnership which holds 4% in 

Tamar. Dor Gas has contracts based cash flow of about 40-60 m $ (Dor Alon

share) over the life of the reservoir

אלון רבוע כחול



• Mega – exists for more than 72 years

• Extensive national spred with a strong presence in city centers• Extensive national spred with a strong presence in city centers

• Branches layout as for December 2012:

• 119 branches of mega in town - neighborhood stores

• 67 branches Mega Ball – HD

• 15 branches of abundant cheap - HD ultraorthodox Jews sector

• 20 branches of Eden Teva market0 b c es o de ev e

• Total retail space: about 369 thousand square meters

• Mega Online - complementary activity with double-digit annual growth

Ed T M k t th l di b d i I l h lth k t“• Eden Teva Market - the leading brand in Israel: "healthy supermarket“

• Mega Home - sale of "Non Food" in mega branches by utilizing the synergy 
with Naaman and excess commercial space

• Quality private label

אלון רבוע כחול 17
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• Stagnation in food retailing, a decrease of 0.2% in sales in real terms compared to 

20112011

• HD market share continue to grow to about 50% of the market

• Escalating competition• Escalating competition

• Weakness in the HD segment, especially in highly competitive areas (sale / 

closing of nine branches of about 11 planned)g p

• Significant streamlining procedures

• Average wages for Mega and Supersol are higher by 50% of the average wages in g g g p g y g g

the  private networks (approximately 25% higher than the industry wage order 

required)

• Improvement in operating profitability over the last few quarters mainly due to 

efficiency steps taken 

אלון רבוע כחול
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אלון רבוע כחול
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• Strategic Plan Update includes:

• Continued effort to increase efficiency and adjusting cost structure

• Specific treatment on the HD segment, and a special focus on loosing branches

• Cultivating the neighborhood stores

• Self arrangement of shelves - complete by the end of 2013, will enhance the customer 

experience and increase the network efficiancy

• Optimization of the supply chain at the group level - the establishment of Kibutz Eyal

logistic center and operating the logistics centers in Beer Tuvia and Rishon Lezion

• Continued integration of non-food into our branches, together with NaamanContinued integration of non food into our branches, together with Naaman

• Taking advantage of synergies with other operations through loyalty club and YouPhone

• The process of refining the customer value proposition and retrieving loyal customers back

• Preliminary results of the first quarter of 2013 show a trend of increasing market share

• The Company believes it will return to growth towards the end of 2013 even if the first quarters will 

אלון רבוע כחול

hurt profitability at the expense of market share
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• Established in 2003, Alon Blue Square acquires control in 2007 (one branch and the other in 

advanced stages of construction)

• Israel's largest nationwide Food and Health Network, with sales of about NIS400 million  

yearyear

• Israel’s only one stop shop for healthy products

• “Market” shopping experience with a very high level of service• Market  shopping experience with a very high level of service

• High positioning in the customer eyes, a brand second in strength to SuperPharm

• Milk revolution - led to high double-digit growth in same store sales and strengthen brandMilk revolution led to high double digit growth in same store sales and strengthen brand 

image while breaking the “expensive” image

• Launching a reservation site online which increases the access to the network and salesg

• Eden was breakeven in the fourth quarter

אלון רבוע כחול
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 Broad geographic distribution with emphasis on town centers
 Workers and experienced managers, committed emotional relationship
 Preferred fresh concept of the market
 Quality private label
 Eden Teva Market
 Large loyalty Club allows additional benefits of additional services group, such 

as gas, cellular, etc..
 72 years of success
72 years of success

 Perception of high price relative to the market and realityp g p y
 Processes, structure and organizational culture require conceptual change
 Higher cost structure compared to private networks
 High wage costs than new competitors

אלון רבוע כחול

g g p
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• The Group entered into non-food world in 2004 as a complement to the food retail activities

• About 200 points of sale in Israel, along with wholesale channels

• Naaman Porcelain, Vardinon – Veteran and admired brands, leading in their fields

• Houseware segment achieves good results both in retail and wholesale

• Decision was made to focus on houseware and textile segment which are synergistic to the 

ti iti f th Gactivities of the Group

• Existing the Leisure segment by way of sale / decrease in holdings in Kfar Hashashuim

• Appointment of Chairman (Mr Shlomo Zohar) and CEO (Mr Raviv Brookmayer)• Appointment of Chairman (Mr. Shlomo Zohar) and CEO (Mr. Raviv Brookmayer) 

אלון רבוע כחול
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• Growth in housewares segment, Sheshet is in reconfiguration process

W k i Kf H h h i• Weakness in Kfar Hashashuim

• Executing efficiency plan: Ending the merger process between Naaman and Vardinon, 

merge headquarters, replacing managers, moved to one advanced logistics center

• BEE merge with Mega (complete this year) for further streamlining and maximizing 

synergies with the houseware segment

N l i ti t i d ti d i t f ll tili d ( ill ith• New logistic center increased one-time expenses and is not fully utilized (will merge with  

mega logistic operation).

• "Collapse" of major franchisee of Sheshet and Kfar Hashashuim at the end of 2011 eroded 

the profit in 2012 due to the transition to self operation and increased provisions

אלון רבוע כחול
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• Merger between Mega Retail and BEE to realize the synergies between the fields of food 

and non food and Efficiency in non-food activities throughout the value chain 

• Introducing new activities to the logistic center

l i li i d i i l i i• Implementing an online site and improving logistics processes

• Sale of leisure activity (Kfar Hashashuim) which is not synergetic to the group.

St th i i ith th t ithi t i M b h• Strengthening synergies with the group - "store within a store" in Mega branches

• Strengthening existing brands while assimilation and amalgamation of Vardinon and 

Sheshet into NaamanSheshet into Naaman

• Improved results in the first quarter 2013

אלון רבוע כחול
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- Diners Club Israel
- YOU loyalty plan
- YouPhone
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• Loyalty program unites the Alon Group companies

• Alon Group owns 49% of Diners Israel, and benefits from the entire credit cards 

value chain

• Credit cards are issued under the brands Diners and MasterCard

• About 1.5 million members (1.2 + 0.3 Zol Beshefa) in addition to – 100k Eden 

Teva club members and – 20k Members of AM PM Club

• About 180k club members using credit cards, show the highest loyalty to the g g y y

group

אלון רבוע כחול



• About 330k credit cards

• Turnover of transactions of NIS5 5 billion issue in 2012• Turnover of transactions of NIS5.5 billion issue in 2012

• Credit and loans to credit card holders in the amount of about 

NIS400 millionNIS400 million

• Acquired in the amount of about NIS36 million

• Booked at about NIS400 million (our share 49%), valuatedBooked at about NIS400 million (our share 49%), valuated 

significantly higher



Consolidated P&L Diners (NIS million)

Actual
01-12/2012

Income
Credit card 88Credit card

transactions
49.2Net interest income

0.7 Non-interest
financial income

137 9Total income 137.9Total income
Expenses

3.4For credit losses
15.6Operating

22.7 Selling and
k i 22.7marketing

1 Administrative and
general

9.3Payment to banks
27.5Management fees
79.5Total expenses
58.4Profit before tax

18.5 Provision for taxes
on profit

39 9 Operating profit

29

39.9after tax
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• Soft Launch - July 2012, a full commercial launch - November 2012

• New customers recruitment rate – 20k per quarter

• Activity is expected to show higher profitability than retail

• Nationwide coverage - 25 dedicated stores, selling SIM cards at Mega and Dor

Alon (over - 400 stores)

• Tool for differentiation with competitors and strengthen customer loyalty

אלון רבוע כחול
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• We have established a legitimate cellular brand

• Tool to strengthen Mega and Dor Alon customer loyalty with the potential for• Tool to strengthen Mega and Dor Alon customer loyalty, with the potential for 
high stand alone profitability

• Taking advantage of the sale floor of Mega and Dor Alon allows for reduced  
client obtaining costclient obtaining cost

• Best offer the customer:

• Lowest price

• Refunds on daily fuel and food purchases

• Comprehensive service - Frontal, telephone and internet

• High network qualityHigh network quality

אלון רבוע כחול
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From analysis we have done:

Y Ph t i l l d i di i M d• YouPhone customer is more loyal and increases spending in Mega and 
Dor Alon beyond the control group of You customers 

• YouPhone brings new money to Mega and Dor Alon New YouPhoneYouPhone brings new money to Mega and Dor Alon. New YouPhone
joiners that haven't bought for three months before joining the group and 
started buying in Mega and Dor Alon after joining YouPhone

• Mega and Dor Alon clients who joined YouPhone substantially increase 
their spending within the Group

אלון רבוע כחול
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• Focus on yielding assets in commerce (currently 68%), logistics 

(currently 24%) and office (currently 8%)(currently 24%) and office (currently 8%)

• Blue Square Real Estate is listed on the Tel Aviv 100 Index, traded at 

market value(1) of about NIS1.4 billion with shareholders equity(2) of 

about NIS1.5 billion 

• Assets - 121 assets, about 274,000 sqm for rent, market value (as 

shown on the books of BSRE) of about NIS3 1 billion of which aboutshown on the books of BSRE) of about NIS3.1 billion of which about 

NIS2 billion are unencumbered

• Strong and stable cash flow relies on prime real estate in central 

locations (about 78% of the assets are located in the center of Israel)

• High occupancy - 98.7% mostly long-term lease contracts.

• Low leverage financial liabilities to gross CAP only 56%• Low leverage - financial liabilities to gross CAP, only 56%

• An 82% increase in NOI since 2006

אלון רבוע כחולאלון רבוע כחול (1) As of April 2012 
(2) As for 31.12.2012
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• Agreement with Comverse to construct office building in Ra'anana. Sale of 50% interest in the 

project to Harel with profitp j p

• Completion of the project land acquisition of the wholesale market, selling about 86% of the 

apartments and started marketing the commercial area of the mall

• Start construction of Eyal logistics center

• Start construction of Givon parking

E di H d M ll i J l b 12k• Expanding Hadar Mall in Jerusalem by 12k sqm

• Opening the commercial center in Kiryat Hasharon (about 14.5k sqm of commerce and offices) 

• Point Wells - permission to build three thousand units Await final approvalPoint Wells permission to build three thousand units. Await final approval

• Rated A1/negative

אלון רבוע כחול
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BSREBSRE 

TLV Real Estate 15

Expiration date Gross yield Price 7.4.2013 series
31/08/2016 1.66% 123.70 B
31/10/2018 2.38% 115.93 C
30/06/2020 3.21% 114.54 D

אלון רבוע כחול
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• Promoting projects according to budgets and schedules:

• Comverse(1) - about 23k sqm offices long contract with Converse the projected expected toComverse about 23k sqm offices, long contract with Converse, the projected expected to 

end at Q3/2014

• Kibbutz Eyal(1) - about 25k sqm logistics, long contract with Mega Retail, expected to end 

at Q3/2013

• Rehasim - about 2.5k sqm commerce and offices, expected to end at Q4/2013

• Hadar Mall(1) - Expanding the mall in about 12k sqm, expected to end at Q4/2013

• Givon Parking(1) - about 1,000 parking spaces BOT project, expected to end at 2014

• Wholesale Market(1) abo t 37k sqm of commercial area and 722 residential nits e pected• Wholesale Market(1) - about 37k sqm of commercial area and 722 residential units, expected 

to end at 2015

• Total expected increase of about 62k sqm in leased areasp q

• Continue strengthening the process of improving existing properties, promoting programs to change 

the zoning, additional uses

אלון רבוע כחול

• Realization of assets beyond their improvement potential or non-core assets

•            (1) – company share 50%
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Decmber 31 2012
4,080.4 Total current liabilities:3,387.5 Total current assets:
1,976.9 Short term debt and current maturities706.5 Cash, financial assets and deposits
1,249.7 Trade payable1,431.0 Trade receivable
853 8Other654 2Inventory

Decmber 31 2012

853.8 Other654.2 Inventory
0.0 595.8 Other

3,813.2 Total non-current liabilities:6,112.4 Total non-current assets:
3,403.6 Loans from banks and debentures2,867.5 Property and equipment
409 6Other1 406 8Intangible assets 409.6 Other1,406.8 Intangible assets

7,893.6 Total liabilities:1,076.2 Investment property
1,606.3 Shareholdersw equity (including minority rights)761.9 Other
9,499.9 Total equity and liabilities9,499.9 Total assets

Important: fixed assets also includes real estate leased to the 
group. The book value is about - NIS1.2 billion compared to 

fair value of about NIS2.2 billion

אלון רבוע כחול
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Net debt
31.12.2012
NIS million

About 40% of the 
consolidated debt 
is attributable to

About 13% of 
consolidated debt 

stands against 
working capital

Alon BS
13%

Other
13%

is attributable to 
the real estate 

activity and mostly 
not guaranteed by 

any liens

working capital 
needs in Dor Alon

(Revolver)

BSRE
40%

Dor Alon
34%

any liens

40%34%

אלון רבוע כחול
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• The group generates sizable cash flows from operations

ili d di f ili i i h b k• Unutilized credit facilities with banks

• Balance credit cards totaling about NIS500 mil (inc. Dor Alon)

• Dividends from subsidiaries with strong cash flowDividends from subsidiaries with strong cash flow

• High ownership percentage in publicly listed subsidiaries

• In 2012 one-time investment in residential real estate of about NIS260 million 

reduced cash flow

• Capital expenditures are lower than annual depreciation

10-12/201110-12/201220112012Item
144.6 110.4 642.1 547.0 Cash flow from continues operation excluding investment in real estate inventoryp g y
(3.2)(1.0)(14.5)(260.8)Investment in real estate inventory

141.4 109.4 627.6 286.1 Cash flow from operation

אלון רבוע כחול
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10-12/201110-12/201220112012Item
3,020.8 3,114.8 12,345.8 12,850.4 Revenues, net
688.6 681.0 2,903.8 2,842.3 Gross profit
17.119.9292.0184.1Operating profit before other income/expense 17.1 19.9 292.0 184.1 Operating profit before other income/expense

3.9 32.1 25.0 129.8 Other income/(Expenses) and changes in fair 
value of investment property

21.0 52.0 317.0 313.9 Operating profit  before finance
(41 6)(34 2)(171 9)(245 8)Financial income/(expenses) net (41.6)(34.2)(171.9)(245.8)Financial income/(expenses), net
(0.4)3.4 5.7 12.0 Share in gains (losses) of associates
(21.0)21.2 150.8 80.2 Income (loss) before taxes on income
34.7 6.8 48.5 16.6 Taxes on income
(55.7)14.4102.363.6Net income (loss) from continuing operation (55.7)14.4 102.3 63.6 Net income (loss) from continuing operation
(10.4)(11.9)(18.6)(22.5)Net loss from discontinued operation
(66.1)2.5 83.7 41.2 Net income 
87.8 89.8 568.9 470.4 EBITDA

אלון רבוע כחול
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% changeQ4 2011Q4 2012% change20112012Segment results
21.1%17.5 21.2 -5.1%173.6 164.7 Commercial and Fueling sites
156%19 449 717 7%169 7139 7Supermarkets 156%19.4 49.7 -17.7%169.7 139.7 Supermarkets
40%(21.2)(12.7)47%(29.0)(15.5)Non-Food
4.8%18.8 19.7 120%57.3 125.9 Real Estate 

• Significant improvement in the results of the segments in the fourth quarter 

against the same quarter

• A 9% increase in the results of fueling and commerce segment excluding 

gain/losses on inventory

אלון רבוע כחול
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Market leader in all fields of operation

Groundbreaking in improving our activities (Diners 

YOU Club, YouPhone, convenience stores)

Act cautiously and responsibly in the face of market 
conditions and regulatory challenges

Expansion of real estate activity and 
creating value both in Blue Square RE and 
Dor AlonDor Alon

אלון רבוע כחול



Corporate Responsibility Corporate Responsibility -- AlonAlon Blue Square Blue Square in Platinum category on in Platinum category on 
MaalaMaala ratingratinggg

Target: Achieving business growth while implementing environmental, 

social and ethical considerations on the ongoing management, in addition to 

business considerations

The way: Optimal management of all our effects, above and beyond the 

legal requirements - beyond compliance

The groups focus: Promoting quality of family life in Israel

Organizations with whom we work with:

אלון רבוע כחול



Contribution to the communityContribution to the community

As part of the new social program we lead together with the joint 

volunteer to improve the quality of family life, the group’s 

employees families hosted children in their homes during 

H kk h I ddi i d b f ili b liHanukkah. In addition, we adopt a number of military battalions, 

operate a program for wise consumption, donate and volunteer in 

hwarm homes

אלון רבוע כחול
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