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S Q1 2021 Overview

Revenue EBITDA @® EBITDA Margin, %
+27.4%
28.3 +8.1%
22.2
56 6.1

Q1 2020 Q1 2021 Q1 2020 Q1 2021

Net debt @
24.6 29.6
13.2
m Incl. lease liabilities
2020 Q1 2021

Excl. lease liabilities
@ Net Debt incl. lease liabilities / LTM EBITDA (according to CODM)

Trends across revenue streams

A Advertising revenues: +22.0% YoY, VK
remains the growth engine (with its 21.2% total
revenue growth). Trends were solid across
performance formats (+41% YoY) and in-
stream video advertising (+36% Yo0Y), with
active demand coming from SMBs

A MMO revenues: +34.3% YoY, with the recent
launches of Grand Hotel Mania and Rush
Royale being among the key drivers

A Community IVAS revenues: -3.6% YoY due
to a temporary loss of VAT benefits due to the
re-registration required as part of the domestic
IT industry legislation changes. Excluding the
effect, growth was 8%, with normalized growth
expected in Q2

A Other revenues: +99.8% YoY, Online
education (Skillbox and GeekBrains) was the
| argest contributor gi
YoY revenue growth

\Y



Advertising: focus on performance, video, SMB

A we are well positioned to help SMBs transition to online by
ensuring continuous access to superior reach through easy
to manage ads and social mechanics, as well as
increasing personalization

A our sMB strategy is focused on offering our growing pool of
customers the full-suite of simple business tools including
highly-efficient ad products

A ~3mn SMBs have active pages in VK and OK, with <10%
of them paying for ads, there is significant potential for
growth in paying customers

Examples of recent launches for SMBs

A Pre-configured campaign goals with suggestions for
applicable ad formats simplifying campaign launch in VK

A sales analytics for goods from VK shops advertised in
Dynamic ads (incl. ROMI)

A we expect Performance formats and video ads i our key focus

products i to continue to gain share within digital ad budgets

A As we further improve ad optimization and measurement tools, we aim
to gradually shift towards end-to-end campaigns to drive ROI, while

reducing advertiser involvement in campaign management

Examples of recent Ad Tech Recovery of Online advertising YoY
launches: revenue growth
A Advertising of mobile apps in 22%

VK ad manager with 20+

optimization goals

A Video ads in sport event live

10%
streaming (pre-rolls in VK and
OK) 5%
A self-service digital OOH ads in
retail stores
Q3 2020* Q4 2020* Q12021



VK: solid leadership in audience reach

A VK maintains its leadership among domestic social
networks, with Russian MAU of 73mn and DAU of
48mn (+5.9% YoY) in March

A VK reaches 47% of Russian internet users every day,
with monthly reach 76% in February

A Mobile time spent stood at 36 minutes per day as of
February, including 57 minutes per day for the 12i 24
age group, with focus on further growth in time spent
through rollout of new use cases, including in video,
social commerce or via Mini Apps

YoY revenue

+21% growth of VK

in Q1 2021

Some Q1 2021 highlights

4/ +3009

Major updates in Q1 VK Mini Apps MAU, YoY

17.3mn  +30%

VK Pay users Mobile games audience,
YoY

9/70mn

Daily video views

Key Russia user stats (Q1 2021)

/3mn 48mn



S VK Mini Apps: platformés e

A MAU: +36% YoY to 37mn in March, which means Active Mini Apps i Number of apps, thousands
51% penetration into VKOs Russia MAU 25 9 29.4
22.1
A DAU: +80% YoY 19.7
133 1°
A’ The number of active services on the VK Mini Apps
platform rose by 90% YoY in to >29,000 in Q1 4.2
0.1
A The most used mini apps include AliExpress, VK o o o S S S S 8
Food, VK Taxi, VK Classifieds, VK Health, and VK Q Q Q Q Q Q N N
: : : & 5 o 5 5 o) o 5
Work, with all having MAU in excess of 1mn - = o = = oy a p=
A Among the latest mini app developments, VK Work VK Mini Apps T MAU, mn
(former Worki) automated paid placement of 39 37
vacancies in VK groups and opened access to its 30
base of >7mn resumes with payment for access to 23 27 28
candi datesd contacts 17
10
7
1
3 2 2 3 2 N N N N N
8 & 8 & & S & N & S
c = c o (8] = c o (8] =
S = 3 & 8 = 3 3 8 g



VK Connect: active roll out continues

A VK Connect, the single sign-on platform for all
Mail.ru Group products formed on the basis of VK

A Since its launch in June 2020 >29.2mn people used
VK Connect for authentication (excluding
authentication on vk.com), with their number growing
by 69% Qo0Q

A1e Grou p 0 s hage@owbeen iatagrated into
VK Connect vs 12 as of December 2020

B connect X

Single account for all services

o

Daniil K.
+7 e e . 55

Sign in with a Different Number

By pressing Continue, you agree to the
Terms of Service and Privacy Policy




Cumulative number of people using VK Connect for 23
authentication, excluding authentication on vk.com, mn

29.2

We see steady growth in the number

of VK Connect users MoM 24.5

21.6

17.2

12.8
9.9

7.0
5.3

3.3
2.0

Jun-20 Jul-20 Aug-20 Sep-20 Oct-20 Nov-20 Dec-20 Jan-21 Feb-21 Mar-21




sS4 E-commerce: Multimarket launch in Q1 M

A We continue to develop the VK ecosystem by providing businesses and customers with helpful tools and features, all in one place
A As part of related initiatives, Multimarket, a single B2B platform for managing stores on VK, OK, AliExpress and Youla was launched in Q1

A Through Multimarket businesses receive access to the entire audience of all these platforms, at 170mn MAU (excluding overlaps), while also
optimizing time spent servicing own stores

eee [ < L )] # vk.com (v M+ ©
MynbTUMapKeT ToBapbl (® 552050p Mononuus @ Look Store
A Multimarket allows businesses to work with all . Tosspu _ oy Blommsieenans Vi ianopr < (S
orders in one window. Businesses can see a full list | & °
of orders and change their statuses i - Tosay Kon-80 Caodicreo 1
< MNpoasuxeHue o o ' ‘ o
) ] @ Marasiii 1! 52:ﬁa:b'ﬁ PloK3ak 4 wr. [lser: YépHbin >aamep: -
A Managing products is also easy, as the platform
. . . 22 Knventel Ll ceva ey Tum:  iner - awepe i
adjusts product descriptions depending on the Q o
. Il AWanutuka 2 )
platform and keeps track of inventory a5 i PR T
Hactpoinku
: . ‘K;?(;);(‘:(}:vosxn Ha MaccuBHOI Noaowee 3wr. lseT: Bemenbii Pasmep: EU 36
A In the meantime, there has been no change on the R e s Rt gL awr.  User Bexessid basuep: EU ST
side of customers who can continue to shop on the Rbncconiouna mcomiimpptse o -
A“‘ 27300 P 2 wr. LlgeT: 3enéHblin ‘asmep: EU 36
platform most convenient for them
(< JE -
R [UKMHCOBDI KOMGUHESO0H Aiir Uear Naki Pasmep: S
(7) Momouwe

OpaHXeBo-4€pHble KPOCCOBKM B Dasyioy
& CaephyTb ‘ i 1 wr. U vep: EU 39



VK: further enhancements in video offering 3

A VK remains highly focused on enhancing its video offering, ,
including through development of different types of video { 12:30
content, such as exclusive broadcasts of events

A In Q1, users uploaded +7% more videos
YoY to VK (excl. short videos from Clips), with the number of
daily video views reaching 970mn in March

A’ The number of views per day in VK Clips reached a new peak e Y
of 246mn in March, with time spent per user up 49% vs e
September ' ‘

German Glasko

7 clif 5K fe .

A We continue to roll out more PUGC* and other exclusive

content (e.g. mini series) to drive engagement and time spent
on Clips. These complement ongoing product enhancements 3 8 .
(e.g. Duets, new personalized recommendations, technological #sxvcm:;enr:gfeiarﬁzouup'-

improvements to the Clips Player) You're So Pretty — NILET!

UcTorPUs BUAEC

A Monetization experiments are also ongoing but with further

Z

product development and engagement increase currently
prioritized




Sl OK: social and entertainment platform O

A Russia average MAU in Q1 stood at 40mn, supported by the Number of stickers sent

ongoing engagement growth

+15%
A IVAS, including games, remain the main driver, with OK users
having sent a record of 12.5mn stickers and 1.4bn gifts over
the March holidays. In total in Q1 the number of stickers sent
grew by 15% YoY with number of stickers sent in comments up
by 51% YoY

A Engagement in groups continues to rise, including the number
of group publications, which was up by 47.8% YoY in Q1

Entertainment continues to be the major driver in user activity: 01 2019 Q1 2020 Q1 2021

A Mobile games DAU continues to grow, up by 17% YoY in March,
with related total time spent up by 10% YoY

A video uploads in Russia grew by 25% YoY in Q1
>650 mn +51%

AOK released its first own or i i nal com serjies AFiI v | uso. Fi
) ) ) g (Sif(tjsysent on Sth of Tﬁe anber oPstickers
episodes got more than 6mn views each with an average number March sent in comments. YoY

rst

of unique viewers of 3mn



OK: Moments is seeing strong initial traction (2]

Recently launched service Moments with disappearing photo and
video continued to see strong traction:

Anekcei YepeneHeHKoOB
npeanaraeT BaM APYXXUTb

A MAU in Q1 exceeded 20mn, up by 49%
versus December, with 83% and 84%
respective increases in the number of
views and reactions

A Links for official profiles and
new feedback motivators in
Moments were added in Q1

Moments key metrics @ oo
- npucnan samMm Nogapok
MAU Views _~ pr=e
WUHTepecHoe v
" ‘\ Q '@
OrteeTni Augpen  Jlyvwmi..
o o — — —
AN N (o} N [aN]
§ § § § § S S S S S
> 19) < o = o o o o o
o ) 5 © « Y « I Y
z a ] s = < S & A oL
o ) I ) <
zZ ) a L =




Sl OK: product updates continue

e
<

Product updates continued in Q1.:

A ok updated the logo, its desktop version ' i
and presented a new design of its mobile ; Broe, Witwe) (Wem (@R [ / Re
app“ca“on MomenTu! ann @

B Moi npodmnn

- . HWurop Myaen 2019

A Noise cancelling feature to improve calls O roentt B s et o i N i o
over the platforms OK, VK and the email a oo e @
& Tpynmw
Se rVI Ce M a.l | . rU Wa.S |au n C h ed M Wpw HApyass, cerogws 27 meapnr:ﬂ NOIMTHBHD HACTPOOHHME nw ©0 BCOID Mpa Apyasn ua caite
ormesaor fers OntumucTal ONTmancTam ropasso MHTOREcHes, BECENES W NPOILN
T now“ ATe. Onut YMEOT CNPAANATECA C HeyRavamn. 310 CEOLEIHLIN W NANE3HLIN HABLIK, @ u Kconod:
) Tocmw KOTOpEi oBep: or e apara u seex & -
crpecca OHm AeNB0T M ApMe, coathee, nerve, Ux MOprus [ uweped. -
& Mapadous [ Caperit Tounnos
e Ceaitvac Ha caitre ﬁ
@ Ewe
Plans for Q2: o

A Ability to create thematic contests on any N
topic in Moments

A Launch of stickers with sound i a new Q Q

o

format of visual communication in private

messages and comments \ Mewra

Tpynnes

Wirps:

3 E kO

Toaapkn

-
-

Toctn

O7 peaaxumy. KOpOHaBHpyC PRCNDOCTREHASTCA OHCTPO.
BO3G oGLABMNA BENBILKY YIPOI0H BCOMUPHOIS IHAMEHMA,
O3CP cHuauna NPOMOI POCTA MUPOBOTT.

Mapachornt

Coftuac wa caite

» - 0

PN Y B Beaomocrs e A PRSI 32



sS4 OK: SMB among the key ad revenue drivers (9

A The number of SMB advertisers in the OK The number of SMB
Ads Manager (internal ad creation tool for SMB revenue advertisers using internal ad
SMB) grew by 36.9% YoY in Q1, with SMB creation tool for SMB
revenue up by 42% YoY
+42%
A OK continues to invest into SMB solutions, +37%

with launching Canvas and Lead Ads ad
formats for all the advertisers in Q1

Q1 2020 Q1 2021 Q1 2020 Q1 2021



MY.GAMES: international revenue driver for the Group

MY.GAMES

A MY.GAMES revenue rose by 42% YoY in Q1 (to RUB 11bn) and accountedfor39% of Gr oupds revenues
A International (ex Russia + CIS) gaming revenue share in Q1 2021 stood at 79% (vs 69% in Q1 2020)
A Majority of MY.GAMES revenues (78%) come from mobile (vs 69% in Q1 2020)

International revenue exposure, Revenue split by platform,

® International m PC/Consoles/Others Revenues

: 40.8
Russia + CIS Mobiles revenue 40.8
25%
31.3
31.3
24.8 310
24.8 e
17.7 36% 17.7 68%
58%
11.7 48% 11.7 38%
9.5 ’ 11.0 9.5 11.0
7.7 21% 24% 7.7
2015 2016 2017 2018 2019 2020 Q1 Q1 2015 2016 2017 2018 2019 2020 Ql Ql

2020 2021 2020 2021




Sl MY.GAMES: solid post-lockdown user trends

TOP 10 revenue generating products in Q1 2021

A Average MAU stood at 22.7mn in Q1*

A Franchise titles (War Robots, Warface, Hustle Castle) remain
the top-3 revenue generators, with the newly launched Rush
Royale from ITT entering into the top-5

A We have 20+ games in development pipeline (excl M&A), with
potential to launch 1-2 PC/Console products and up to 4 mobile
games within the next 12 months

New registrations / installs

——2019-2020 ——2020-2021

APR MAY JUN JUL AUG SEP OCT NOV DEC JAN FEB MAR

Lifetime installs
(as of the end of
March) (mn)

MY.GAMES

Qlinstalls (mn)

War Robots 191 7
Hustle Castle 70 4.7
Warface franchise’ 114 6
Grand Hotel Mania 10 2.3
Rush Royale 5 Launcggczl(i)n Dec-
Left to Survive 33 2.8
Zero City 17 1.2
Tacticool 18.3 1.9
Love Sick 27 2.3
Conqueror G 3.1 0.5




MY.GAMES: main mobile titles

A At 78% of revenues in Q1, mobile remains the top business driver for MY.GAMES

MY.GAMES

A Grand Hotel Mania reached 10m downloads since its release in July 2020, while Hustle Castle reached 70m downloads within 3 years post its release

A Rush Royal had a strong start, with 5mn+ downloads and RUB1bn in cumulative revenues within < 4 months since launch

o N
War Robots (2014) Hustle Castle (2017) Grand Hotel Mania (2020) Rush Royale (2020)
Lifetime downloads*: Lifetime downloads Lifetime downloads: Lifetime downloads: Lifetime downloads:
191mn 70mn 10mn 5mn 33mn

TRY T0 SURVIVE
€
o |=

e RS B

Zero City (2020) Tacticool (2019) Love Sick (2019) American Dad (2019) Storyngton Hall (2020)

Lifetime downloads: Lifetime downloads: Lifetime downloads: Lifetime downloads: Lifetime downloads:
>17mn 18.3mn ~27mn >8mn 2mn




MY.GAMES: successful launch of Rush Royale

MY.GAMES

A Rush Royale mobile game was developed by a small team within the internal IT ) LR B )
Territory studio in a fully remote-work regime, with upfront development cost limited ‘ 4, e
to ~$300k

A Game features elements of tower defense and card collecting games

A Worldwide launch on iOS and Android devices took place in December, with
cumulative revenues surpassing RUB1bn already in April

A Rush Royale is the latest example of quality organically produced IP with an

attractive revenue profile as well as payback cycle

Results during the first 4 months >5mn
B Revenue, RUB mn —MAU, mn Installs
— >A440Kk
Peak DAU

>RUB 1bn

Dec-2020 Jan-2021 Feb-2021 Mar-2021 Revenue




