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Exposed to multiple verticals stimulated by lockdowns

A MRG is exposed to segments like online games, ecommerce, food delivery (including e-grocery), online education, cloud

digital payments, which saw a boost in engagement, revenues and margins during the peak of the pandemic
A Albeit the ongoing post-lockdown normalization, COVID-19 has likely served as a trigger for structurally higher long-

term penetration level and faster adoption across multiple verticals

Steep decline in usage but
with chances for a V-shaped
recovery as lockdowns end

Likely structural positive

Likely only short-term
negative impact

Potential for a more
prolonged negative
Impact

Source: internal data
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Both short term and long
term positive impacts are
possible

Likely mainly short-term
positive impact
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Air travel COVID-19 and could be at highest risk from potential
Offline events | second wave shocks, which makes us relatively
Business travel . : —— ST
Hruises comfortable in our outlook despite still limited visibility
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Most major markets were largely offlinethis will change

A Below markets account for ~90% of consumer spending and all of them are seeing digital disruption, following the

COVID-19 outbreak and related lockdowns
A The pandemic will fuel further digitalization across markets and industries, which will mean larger TAM for Internet cos

(@ mail.ru

Market segment

Consumer spending

Digital status

Examples of global digital disruptors

lockdowns forcing all business online

Europe Global
Housing Commonly res_earche_d online but ZOOplO COMPASS -
Rent & mortgage 65%, Interior & transacted mainly offline. New models
. ! $8.2T |ike iBuying and fractional ownership Opendoor rightmove Yy
maintenance 16%, Energy 18% .
are appearing
Health Highly offline, but COVID-19 actedasa  Teladoc.  3iHE (BCE <= ANTEKU
Govt funded 64%, Insurance $7.8T major stimulus for telemedicine, online AR e s
premiums 22%, out-of-pocket 14% medicine delivery etc Doctslill % Docplanner
egrocery is now among the most rapidly @ x4 3%
Food rowing ecommerce categories @S dorpnecom ﬁ
Groceries 53%, Alcohol & tobacco $6.0T J g ec 99 - i ocado N
30%. Restaurants 17% glot_)ally, with resFa_lurqnt delivery also UST EAT
! seeing a net positive impact POORDASH J
Mobility Consumers still spend 90% on car Uber Grao I\F o
Car purchase 34%, Fuel & $5.0T ownership. The remaining 10% of l n c.) el L
maintenance 56%, Public 10% mobility is mostly booked online g gojek
Education Was 90%-+ offline pre-COVID but U upbaciTY coursera :
Govt funded 87% 13 $5.0T lockdown has likely triggered a rapid %ii Preply |(I||bO
Out-of-pocket 13% systemic change IPENCLASSROOMS &% GeekBrains
Travel ﬁ Online penetration was ~50% pre- Booking.com G Ct
Flights 33%, Packaged $3.0T COVID, so is among more penetrated Ty rp
travel 33%, Hotel 33% —— verticals Expedia
| Online penetration stood at ~1/3inthe  gaRFeTrH © zalando
Fashion $2.2T most penetrated markets, with -

m AliExpress

discover fashion online

Source: Dealroom, Eurostat, World Bank, Internal data




COVID19 impacts across the key revenue lines in Q2 & QTD

A Adverse impacts, which started in mid-March, have carried into Q2, with April being most impacted month
A Gradual improvement started in mid-April, stimulated by the removal of lockdowns and ongoing reopening of businesses
A Impacts continue to vary by sector. Verticals, which saw a sharp adverse impact initially but have since seen an
Improvement include: jewelry, finance, gifts and souvenirs. Verticals, which have been resilient throughout Q2 include
FMCG, household goods, health and medicine, telcos and games. Some of the frurrently worst performing verticals are
travel, real estate, transport, sport and fitness. Our largest verticals are FMCG and eCommerce
Online Advertising A SMEs (< 25% of our advertising revenue) have held up relatively well
(31% of Q2 revenues) A Direct response advertisers have been returning to spend faster than brand advertisers with the depth of decline also
more shallow
A CPMs/CPCs have seen a rebound off April lows, but with sizeable discrepancies between performance (~70% of our ad
revenues) vs brand ad units. Programmatic pricing has recovered most
A We continued to expand advertiser base through Q2, including across SMEs
A The slope of forward recovery remains uncertain & dependent on consumer behavior, lagging verticals and broader macro
and virus-related developments
A Being a purely online business, gaming has been among the key beneficiaries from COVID-19 related lockdowns
A Traditional home platforms like PC and Console saw the biggest spike in engagement, with solid performance across mobile
A Peak in DAU/CCU and monetization was seen in April during the peak of lockdowns globally and has been moderating
since. Q2 also showed an unusually low CAC given ad market weakness, especially in April
A Discretionary nature of gaming could adversely impact but our focus on F2P & mobile makes us relatively well-positioned

Community IVAS A Stay-at-home behavior resulted in elevated online engagement, including around exchange of stickers, gifts and social
(18% of Q2 revenues) games. Trends have been normalizing since the peak of lockdowns, with performance now in line with typical seasonality

A Edtech: business saw elevated engagement during lockdowns. Platforms saw moderation in activity in June with the share of
active students back to March levels, although the total number of active and paying users still up significantly YoY basis
Other A B2B incl Cloud: enhanced digitalization of industries and move to remote work should result in higher demand
(11% of Q2 revenues) A Classifieds*: Following an adverse impact on engagement during the peak of lockdowns in March and early April, MAU has
since recovered and returned to growth, at ~27m (+6% YoY), with new listings and contacts growing at 23% and 15%
respectively in June. General classifieds is the largest vertical and it tends to be more resilient in a weak macro environment

MMO Games
(40% of Q2 revenues)

* Also booked in advertising revenues
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Ongoing ad market recovery, but pace Is subject to ma&ro

A Advertising market has bottomed in April (assuming no further shocks) and the depth of the decline was more shallow than we
envisioned

A At the same time, Russian economy is expected to decline by 4%+ in 2020 (CBR: 4-6%, Ministry of Economic Development: 4.8%,
Fitch: 5.8%, IMF: 6.6%), with a range of ultimate outcomes remaining rather broad

Being a function of GDP, this suggests a range of outcomes for the local advertising market, including digital, with a number of
market participants suggesting that a negative outcome remains a possibility (current consensus: -1%)

A

A However, consensus remains that digital will outperform other ad channels in 2020 and should deliver strong growth in 2021, given the
expected 3-4%+ economic recovery

A

Our goal remains to continue to gain advertising market share over the medium term and hence our ongoing adtech investments, which
already resulted in a likely broader market outperformance during the most challenging macro quarter

Advertising market projections for 2020 (overall, digital), % YoY

Bank 1l Bank2 Bank3 Bank4 Bank5 Bank6 Bank7 Bank8 Bank9 Bank 10 Bank 11 Bank 12 Bank 13
10%

5%
Current consensus:

0% I ] . i " g= II I i I' I GDP growth: -4.4%
5% I I I I I Overall advertising: -10%
o Digital advertising: -1%

-15%

-20%
m Overall mDigital

Source: Internal data. JP Morgan, Citibank, Morgan Stanley, VTB Capital, Sberbank, Goldman Sachs, UBS, Bank of America Merrill Lynch, Wood & Co, Alfa Bank, Gazprombank, Veles
Capital, Aton, Sova Capital



Adtechinitiatives & SMBan ecosystem ot simple and efficient toolg) mqilru
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A Dynamic product ads launched using a few clicks in VK
owing to algorithms, which:

V Select ecommerce products to advertise given their SMB advertising revenues

expected performance 2019 m=2020

V Determine the right audience to show ads to

. : . +471 % +16%
V Use embedded dynamic remarketing mechanics to ’ i

stimulate completion of a purchase .

A Highly efficient targeting with easy setup:
VAl nterested audi emagerthmdet er mi n by
V >3x higher CTR in comparison with manual setup

A Mini App ads for developers promoting their Mini App
iInstead of community + raise awareness of VK Mini Apps
platform Q1

Q3 Q4

A Expansion of CRM features, accelerating communication
with potential customers

Sources: Internal data



Adtech& performance advertisingefficiencyin focus @ mail.ru

A Developments in targeting tools:

V In-app actions in look-alike targeting: 80% of
advertisers continue using the product after trial
run* Growth in share of key ad products
(as % of total ad revenues)**
V To expand reach of contextual targeting, setup | |
2Q'19 m2Q'20

simplified with keyword synonyms: 60% of new

targeting lists created using this tool +190%

V Unique targeting on the basis of musical
oreferences

A Improvements in attribution tools:
+70% +4%
V Conversions additionally tracked by a day of ad

Impression I1

A New statistics for ad campaigns:

V ROMI (Return on Marketing Investment) and Contextual Dynamic oCPM
share of ad spend targeting remarketing

V Calculated for each ad campaign target or for a
campaign as a whole

Notes: * on the basis of preliminary tests across sample of advertisers; ** based on auction spending across myTarget and VK
Sources: Internal data



VK: the leading communication and entertainment platiorm ing, q; .
Russia/CIS Q"

A VK maintains its leadership among domestic social networks, with 73mn MAU (+4.8% YoY) in Russia, including
67mn on mobile (+7.4% YoY) as of June

A We continue to focus on time spent and stickiness, with time spent at the peak of lockdowns up 14% YoY to
40 minutes, including 20.5% growth on mobile, and sticky factor at 57%, highest among peers*

O O O O O O O
2006 2007 2008 2009 2010-11 2012-13 2014-15
VK Launch Audio & Video Apps Platform, Ads Platform, Blogging Platform, Ad Exchange, Stickers,
Platforms Gifts Games Platform, News Feed, Communities Marketplace
International Version  Mobile App Platform In Communities
O O O O O
2016 2017 2018 2019 YTD
Smart Feed with Ads, VK Music, Voice & Video Calls, QR Code Platform, New Services Section
Stories, VK Live, Discover VK Pay, VK Mini Apps Mobile App Redesign, (2nd Tab), Ecommerce
Money Transfers Section, Platform AliExpress Integration, Platform, VK Clips, VK
Ads Network Advertising Account Donut,
Redesign Voice Message Speech
Recognition, VK Taxi, VK
Food

Source: Internal data * Source: Mediascope, April 2020, Russia (all cities, age 12+), Desktop & Mobile



VK: product enhancements stimulate furthgmowth

A Despite all the COVID-related challenges, VK have
successfully reorganized its processes and managed to Some Q2 highlights:

carry out ~60 major updates during Q2 alone while
working remotely

A As a result of our efforts, during the lockdown we were ~6 O + 1 7 %

able to offer users products and services that could help
them with essential tasks related to working from home, Major updates Messages sent YoY
distance learning, leisure and communication. For
example, our rapidly growing Mini Apps platform could be

used for booking taxis and ordering food. Hence, the use +45 % +4 1%
of VK products was especially high at the peak of the
lockdown (April) Daily calls YoY Video views YoY

AVKOds audience and engagement 0 -t er
the ease of lockdowns, with daily audience in Russia up +20%  Number of daily calls
by 7% YoY In June, which means healthy retention

A This, combined with our ongoing improvements in
advertising technologies as a whole and special
products for SMBs In particular, resulted in 8%+ YoY
revenue growth for VK in Q2

+139% Daily messages sent

+5000 Live stream views

+8% VK revenue

Peak engagement stats
(April in comparison to March)

T +1204 Game platform DAU

YoY dgrowth in Q2

Source: Internal data



VK: Key content consumption results @ mail.ru

A VK remains highly competitive across the key content consumption formats

A We are actively investing in our Stories and Video products, among others, in 2020 in order to continue to grow
engagement and time spent following the lockdown removal in Russia

Story Views (bn) Video Views (bn)
~4X >2X
20 2 80.6
5.4 31.1
Q3 Q2 Q2 Q2 Q3 Q2 Q2 Q2
2017 2018 2019 2020 2017 2018 2019 2020

Source: Internal data



VK Mini Apps: rapid expansion continues

1=\

Active Mini Apps

A For the past two years, we have been making 13 3K 15K

Improvements to the Mini Apps technology,

developing our own Mini Apps (e.g. VK Food and

VK Taxi) and working on establishing 4 2K
relationships with 3P developers

A All these investments are starting to pay off, with:
V Mini AppS DAU up by 30% QOQ in Q2 Jan-2019 Jun-2019 Dec-2019 Mar-2020 Jun-2020
V MAU hitting a new record of 36mn (in April),

having moderated at 30mn In June, which Is VK Mini Apps i >7M
above the pre-covid 27/mn MAU seen in March MAU dynamics 23M

V uhe platform can now address even more user
needs as the number of active services
Increased to 19,700, which drives further usage 10M
growth ™

1M

0.1K

30M

1/M

Jan-2019 Mar-2019 Jun-2019 Sep-2019 Dec-2019 Mar-2020 Jun-2020
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Source: Internal data
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VK Mini Appsinternally developed app example of VK Taxk mail.r
<

Boe appeca 3akasaTh TakoH A VK Taxi, based on Citymobil, is being further integrated
Il B into the VK App

A Awidget for booking taxis is now available, with users
having no need to even need launch the Mini App to
book a taxi as this feature is available from the main
screen of the VK App In just a few taps

A Taxis can now be booked from community pages as
well. That way, users can go directly to a store, beauty
sal on or bank by booki ng a

Oduc

© Newnunrpapckuii np., a. 39, cTp. 79

AaponopT . 0/KOBCKA AT
® OtkpbIT - 3akpoerca 8 23:00 = VK page
B:00~23:00 KMHO| " N A Thanks to these and other updates, the number of VK Taxi
N S booked monthly rides exceeded 700,000 in June, which
i « e | Wuce { ¥ J IS up ~2x vs April and is looking to reach 1m+ in July

O\ ke llata
Q0-23:00

/)
8:00-23:00 T 0= L 0 =
8:00~-23:00 SKOHOM Kompopr KomdopT+

211P 294P > 315P

MocTpouTb MapLIpyT £ VK Pay (] KommeHTapum

3aka3atb Takcu

Source: Internal data
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X Login
Delivery Club

Enter your phone number
to log in or register
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A VK Connect, the single sign-on platform for all Mail.ru Group
products formed on the basis of VK, was officially rolled out
In June

A After logging into any service with VK Connect, users can
access any other MRG product in just one tap without having to
enter login credentials

A

m connect Phone Number . .
Singe accoun 7 A The VK Connect account page is available on VK and has
already been rolled out for Marusia (April) virtual voice assistant
<EEOIAS and Delivery Club (May) apps and is in the process of being
Security and Login _‘ rolled out for Youla
VK Pay: Cards and Payments & coniriect \ A Share of VK Connect sign-ins in Marusia is already at 58%, with

a 68% conversion rate for DC
A VK Connect will soon become available for Citymobil and other

Subscriptions %
Services and Websites

yaG. Mai |l . ru GroupO0SsS Pprojects

Help

A In the future, the single ID will also allow users to connect to
third-party services as well

Log In with a Different Number

Source: Internal data



Combo loyalty program: broader integration with the VK Platforg mail.ru

group
A The goal of Combo is to improve user acquisition and retention as well as boostusageacr oss t he Group
projects by covering a wide range of customer needs with the best offers on the market

A Doctis telemedicine service has been provided as a
special offer for Combo subscribers soon, with Samokat

coming soon

A Capsule smart speaker is now available at a discount
for Combo subscribers

Mail.ru Group External partners A Full integration with the VK Mini Apps platform was

eee launched Iin May
m a a eb o A VK Connect integration is coming soon
@0 &

Key initial results

Current product offer “( COmb@

MY3bIKa, BuUaeo, CKUAKHM
Ha ely U TaKCU, a TaKxe
MHOHMEAPVHME—'BONHOﬁ

noaArnMckKe
Ckungka 50%
. ] no npomokogy COMBO99
GMV upliit for Increase in the number of
Included services used MRG services
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Source: Internal data






