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Q2 2021 Overview
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Å Strong performance of advertising revenue (+39% YoY), VK remains the growth 

engine. Trends were particularly strong across performance formats, in-stream video 

advertising, SMBs

ÅMMO revenue contracted 6%YoY with the overall Games segment slightly 

surpassing Q2 2020 level, despite the base effect, no new internal game launches 

and no significant studio acquisitions YTD, as well as IDFA related changes

Å Community IVAS revenue declined 2% YoY after particularly strong performance in 

Q2 2020 (~17% YoY), stimulated by lockdowns

Å EdTech assets (Skillbox, GeekBrains) continued to demonstrate solid revenue 

growth (+1.9x YoY) 

ÅYoulaôsrevenue growth accelerated to 64% YoY in Q2, driven by B2B sales 

Source: Group Aggregate Segment Financial Information

29.1% 22.2%

Å EBITDA declined 11% YoY, but Games and New Initiatives segments delivered YoY 

improvement in profitability 



Financial & segmental highlights
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Revenue dynamics, RUB bn

Source: Internal data5



EBITDA dynamics, RUB bn

Source: Internal data6



Communications and Social segment performance review 

Source: Internal data

Notes: Segment includes: Social networks (VK, OK and My World), email, instant messaging, search, portal (main page and media projects) and music services (UMA).  It earns revenues 

from advertising, commissions from application developers based on the respective applicationsô revenue, user payments for virtual gifts, stickers and music subscriptions7

Communications and Social Revenue, RUB bn
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Å Acceleration of advertising revenue growth for the third 

quarter in a row, with online advertising accounting for 

~60% of segmentôs revenues 

Å Acceleration of growth was muted by performance of 

Community IVAS revenue (~ 30% of segmentôs 

revenues in Q1)

ÅOngoing product investments

Å Decline in high-margin Community IVAS revenue

Revenue growth drivers in Q2 2021:

EBITDA margin pressure in Q2 2021 was 

due to:

48% 41%

EBITDA Margin, %

51% 43%



Games segment performance review 

Source: Internal data

Notes: The Games segment contains online gaming services, incl MMO, social and mobile games, games streaming and platform sol utions operated by the Group under the MY.GAMES 

brand and within the MY.GAMES ecosystem. It earns substantial ly al l  revenues from sale of virtual in -game items to users (f2p) or sale of digital copies of the games (b2p), royalties for 

games and gaming solutions l icensed to third -party online game operators, in -game advertising and revenues from streaming services and gaming platform services
8

Games Revenue, RUB bn
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Å Despite the highly challenging base effect, no new internal 

game launches and no significant acquisitions YTD, as well 

as IDFA related changes

Å Rush Royale, launched in December 2020, as well as 

Grand Hotel Mania were among the main delivery drivers

Å MY.GAMES supported its existing portfolio with >30 product 

updates, spread existing titles to other platforms and 

expanded its portfolio with small new IP consolidations

Å Marketing investments were optimized in the absence of 

new launches 

Å EBITDA contribution from the core franchise titles

Å Economies of scale

Å No sizable increase in revenue mix towards mobile

Revenue grew slightly in Q2 2021:

EBITDA margin showed YoY 

improvement in Q2 2021:
21% 24%

EBITDA Margin, %

16% 19%



EdTech segment performance review 

Source: Internal data

Notes: The Education Technologies (EdTech) segment includes our consolidated education businesses presented by GeekBrains and Skil lbox. The businesses earn substantial ly all 

revenues from educational services.9

EdTech Revenue, RUB bn
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Å Launch of 143 new courses and programs, to >1,000 in total 

Å Growth in the number of students. Cumulative number of paying 

students approached 238,000, up 2.3x YoY, with nearly 31,000 

in new paying students added during the quarter

Å Personnel as well as content development costs related to active 

course offer expansion

Å More active marketing given no lockdown stimulated organic 

traffic inflow seen in Q2 2020

Å Increase in VAT 

Revenue growth drivers in Q2 2021:

EBITDA declined in Q2 2021 due to:
24% -38%

EBITDA Margin, %

18% -19%



New Initiatives segment performance review 

Source: Internal data

Notes: The New init iatives reportable segment represents separate operating segments aggregated in one reportable segment for its similar nature of newly acquired or newly launched and 

dynamically developing businesses. This segment primari ly consists of the Youla classif ieds earning substantially al l  revenues from advertising and l isting fees, B2B new projects including 

cloud, Voice and hardware init iatives, VK Clips and ecosystem products (VK Connect, VK Superapp Kit) along with certain other experimental services
10

New Initiatives Revenue, RUB bn
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New Initiatives EBITDA, RUB bn
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Å Youla growth acceleration to 64% YoY

Å Recommendation systems (Pulse and Relap) saw 

combined revenue more than double YoY

Å B2B projects, including Cloud

Å Mainly due to significant improvement in YoulaôsEBITDA burn 

(20% of revenue in Q2 2021 vs. 39% in Q2 2020) as the asset 

continues to progress towards break-even

Å This was partially offset by the ongoing investments into 

ecosystem-related projects and new products like VK Clips

Revenue growth drivers in Q2 2021:

EBITDA loss declined YoY as a proportion 

of revenue in Q2 2021:

-45% -37%

EBITDA Margin, %

-75% -51%



Consolidated Group guidance for 2021

Source: Internal data11

Group revenue ~RUB127-130bn

Youla
~RUB 3.6-3.9bn in revenues with progress towards

break-even (anticipated in 2022)

Games
Organic revenue growth, 

with YoY improvement in profitability

Online Education
Revenue to exceed RUB 9bn, improvement in EBITDA margin in H2 

2021

Group EBITDA Improvement in margin YoY

Community IVAS Revenue growth in 2021



Main consolidated assets
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Advertising: simple tools for SMB
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Source: Internal data

Product updates

Å Update of ad platform for SMBs in VK Business

V All simple tools in the unified interface

V Any SMB even without a page in VK may launch ads

V Promotion across MRG ecosystem

SMB ad revenues

Å ~3mn SMBs have active pages in VK and OK, with 

<10% of them paying for promotion within these 

platforms, with significant potential for growth in 

paying customers 

Å Strategy is focused on offering our growing pool of 

customers the full-suite of simple business tools 

including highly-efficient ad products

Q2 2019 Q2 2020 Q2 2021

+56%

New ad platform for SMBs in VK Business
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Manual price
management

Auto bidding

Advertising: focus on performance ad formats
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Source: Internal data

Product updates

ÅSeveral enhancements in auto bidding, which maximizes the 

efficiency and reduces requirements for manual campaign setup

ÅSupport of SkAdNetwork, which Apple introduced for attribution 

instead of IDFA

Performance ad revenues

Å Solid growth in revenue driven by growth in clicks 

mainly through higher efficiency (i.e. more clicks for 

the same volume of ad impressions) as well as price

recovery

Å Strategy is focused on gradual shift towards end-to-end 

campaigns to drive ROI, while reducing advertiser 

involvement in campaign management

Q2 2019 Q2 2020 Q2 2021

+69%

Ad spend in campaigns with auto bidding 
(VK ad platform)

Auto bidding at 

a campaign level 
(currently available 

only for max clicks 

strategy)



Advertising: growing monetization of video ad inventory
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Source: Internal data

Product updates

Å Growing monetization, improved brand safety and visibility of video 

ad inventory due to:

V Detailed segmentation of video ad inventory in VK and OK (by 

type, length, place) as a basis for further enhancement of 

monetization mechanics

V Smarter placement of mid-roll ads along the length of a video 

including broadcasts

Q2 2019 Q2 2020 Q2 2021

+84%

In-stream video ad revenues

Å In-stream video ads showed 84% YoY growth in Q2 2021



VK: solid leadership in audience reach
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VK maintains its leadership among domestic 

social networks, with average Russian MAU of 

72mn and DAU of 47mn (+1% YoY) in Q2 2021

Å 65% of VK users are accessing the social network every day

Å VK reaches 47% of Russian internet users every day, with 

monthly reach of 75% in May

Å Mobile time spent stood at 35 minutes per day in May, 

including 53 minutes per day for the 12ï24 age group

Source: Internal data & Mediascope

VK Russia DAU, mn

44.9
46.6 46.1

47.3 47.9
47.0

Q1 2020 Q2 2020 Q3 2020 Q4 2020 Q1 2021 Q2 2021

+1%

+21% 
VK revenue YoY+35%

YoY revenue 

growth of VK

in Q2 2021

55 Major updates

in Q2 2021



VK: Super App product updates ïMini Apps
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Å VK continue to develop the VK Mini Apps platform and 

the Hub section. It contains all the key services and is 

the main entry point to the VK Super App

Å 15 mini apps have MAU in excess of 1mn (+15.3% 

YoY), including AliExpress, VK Food, VK Taxi, VK 

Classifieds, VK Health and VK Work

Å VK Taxi celebrated its 2-year anniversary, with 30mn in 

completed rides (+15x YoY) by >2.3mn unique users 

during the 12 months ended in June

Source: Internal data

Active Mini Apps ïNumber of apps, thousands

VK Mini Apps ïMAU, mn
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VK: integration with Marusia voice assistant 
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ÅVK has become the first social network to have a 

voice assistant added to its app

ÅWith Marusia, many VK services have become even 

more accessible and easy to use. For example, with 

one command, users can play their favorite song, 

podcast, find a user or community, or call one of their 

friends

ÅThe voice assistant will become one of the most 

important unifying elements across the entire VK 

ecosystem

ÅOn par with the VK Connect single sign-on 

authentication system, the VK Pay payment service 

and VK Combo subscription, Marusia will provide a 

seamless user experience and improve navigation 

across various ecosystem projects

Source: Internal data



VK Connect: active roll out continues

19

Å VK Connect, the single sign-on platform for all Mail.ru Group 

products formed on the basis of VK

Å Since its launch in June 2020 >40.7mn people used VK 

Connect for authentication (excluding authentication on 

vk.com), with their number growing by 39% QoQ

Å 24 Groupôs services have now been integrated into VK 

Connect vs 16 as of March 2021

Source: Internal data
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VK Donut and VK Pay

20 Source: Internal data

VK continues to develop the VK Donut community content 

monetization platform and VK Pay payment solution

ÅIn 2021, VK introduced the ability to automatically create chats 

exclusively for donors in communities with VK Donut. 18% of 

communities enabled these chats within the featureôs first month

ÅContent creators who joined VK Donut earned RUB >84mn since 

its launch

ÅVK Donut has a 10% platform fee

ÅThis fall, VTB will provide installment plans to VK Pay customers

ÅIn 2021, 12 partner stores joined VK Pay, including Technopark

and Pioneer. The total number of partners is 26. By the end of 

the year, this number is expected to reach ~50



VK: further enhancements in video offering
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Å VK remains highly focused on enhancing its video offering, 

including through development of different types of video content, 

such as exclusive broadcasts of events

Å Daily video views (incl. VK Clips) reached >1bn in June with video 

MAU at 75mn

Å VK Clips DAU stood at 20mn in June (+2.5x YoY), with daily video 

views exceeding 300mn on average in Q2 (+3x YoY), with the new 

record set at 350mn daily views in June

Å Product enhancements continue, with the recent launch of Duets, 

new personalized recommendations, technological improvements to 

the Clips Player

Å We see significant monetization potential for Clips and are actively 

conducting experiments on CPM-based ad targeting, methods of 

sharing revenue with PUGC* creators, and the ability to make 

purchases right inside Clips, albeit further product development and 

engagement increase will continue to be prioritized in 2021

Source: Internal data

* - Professional User Generated Content








































































