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Rebranding of Mail.ru Group into VK m

On 12 October we announced the company rebranding from

Mail.ru Group into VK Next StepS

The rebranding came as a natural progress of the  ecosystem
development strategy announced in 2020 where the social
network VKontakte was positioned as the central element

We see clear positive effects the "@WvVvKu 'ilcrk%%hqn% on awa
and usage, which we want to scale across the Group

Legal entity and

The rebranding also seeks to maximise association of our

nearly 200 products with the broader Group 2 Redesign & new
Through rebranding, we also seek to ensure the transition to an launches

even deeper internal culture of collaboration , sharing and

exchange of ideas in our ultimate goal to create unifying VK Video (done!)
technologies for all people VK Advertising

The rebranding does not impact the operational structure of xi I\D/I(Laj\?ilc(;:es

the business, accounting or presentation of our results VK Games *

* Project of MY.GAMES dedicated to the Russia/ClS market and VKAs social net



Q3 2021 performance snapshot
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Group delivered 19% YoY revenue growth in Q3, with acceleration vs +17% YoY in
Q2

Online advertising revenue continued to see strong performance (+28% YoY to
RUB 12.2bn), with VKontakte being the largest component. Advertising trends
were particularly strong across performance formats, in  -stream video and the
SMB segment

MMO Games revenue was largely unchanged YoY ( -0.8% to RUB 8.8bn) due to no
major new internal games launches and no significant studio acquisitions YTD

Community IVAS revenue returned to growth (~6% YoY to RUB 4.5bn)

Education Technology services continued to demonstrate solid revenue growth
(+56% YoY to RUB 2.5bn)

Other revenue growth was strong (+75% to RUB2.3bn), supported by solid
performance of B2B services

Group EBITDA saw 28% YoY growth , with EBITDA margin improvement of 2pp YoY
(to 27.7%) due to higher YoY margin delivered across Communications and Social
(+3pp), Games (+4pp) and New Initiatives (4 8pp) segments



Financial &
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highlights




Group revenue dynamics, RUB bn
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Group EBITDA dynamics, RUB bn
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Communications and Social segment performance review

Communications and Social Revenue , RUB bn
@ Revenue growth drivers in Q3 2021.

42 5 A With >97% of Community IVAS and >80% of Online

advertising revenues booked within the C&S segment, it

saw solid underlying trends in Q3, with  20% YoY growth

9M 2020 9M 2021 Q3 2020 Q3 2021

Communications and Social EBITDA , RUB bn EBITDA margin was up 3pp YoY in Q3 2021:

49% . . A Segment As EBI TDAtoRUBYMbN,2vBh% Y oY
; 0% 49% margin of 49%

A Margin improvement was driven by more moderate
18.0 personnel expense growth, with also muted marketing
expenses
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Games segment performance review

Games Revenue, RUB bn
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Revenue grew slightly in Q3 2021.:

A

A

A

Recent projects such as Rush Royale and Grand Hotel
Mania were among the main revenue drivers

MY.GAMES saw no major game launches and completed
no significant acquisitions YTD

MY.GAMES supported its existing portfolio with active
updates and extended existing titles to other platforms

EBITDA margin showed 4pp YoY improvement in Q3
2021.

A

Top franchises (e.g. War Robots, Warface, Hustle Castle)
showed EBITDA margin improvement , which MY.GAMES
partially redistributed into R&D and development of new
products and new points of audience attraction

Marketing investments were optimized given the absence of
new launches vs 8 launches during 9M 2020

Effective royalty rate was reduced as the growth of in - house
titles outpaced the revenue growth from licensed games



EdTech segment performance review

EdTech Revenue,
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Revenue growth drivers in Q3 2021.

A Platforms launched 163 new courses and programs , with
1,210 in total course offer as of the end of Q3

A Units saw further growth in the number of students, with
the cumulative number of paying students reaching
273,492, up 2.1x YoY

A Nearly 37,000 in new paying students were added during
the quarter

EBITDA declined in Q3 2021.:

A Units saw significant growth in personnel (IT) costs given
the ongoing product rollout with also elevated marketing
costs, including due to the ongoing entry into new
verticals and geographies

A Skillbox Holding Limited saw an increase in VAT versus
2020
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New initiatives segment performance review

New initiatives Revenue , RUB bn
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Revenue growth drivers in Q3 2021.
A Recommendation platforms (Pulse and Relap) saw

combined revenue of ~RUB 345mn in Q3 (+141% YoY)

To

B2B projects, including Cloud saw strong growth

T

Sales of the smart speakers provided a further boost

T

Youla continued to show a solid growth, with  revenue
increasing by 28% YoY to RUB 96 8mn in Q3

EBITDA loss decreased YoY in Q3 2021

A Youla delivered further improvement in EBITDA burn ( -17%

in Q3 2021 versus -58% in Q3 2020) as the asset
continues to make progress towards break -even
(expected in 2022)

A Segment also saw YoY reduction in losses from B2B
projects
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Consolidated Group guidance for 2021

Group revenue

Source: Internal data

Group EBITDA

Community IVAS
MY.GAMES

Youla

EdTech

4 N
RUB124-127bn
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Improvement in margin YoY
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Revenue growth in 2021
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g Revenue growth, A

L EBITDA margin of ~20% in 2021 )

g RUB 3.6-3.9bn in revenues with progress towards A

L break - even (anticipated in 2022) )

[Revenue of RUB 10bn+, further improvement in EBITDA margin in Q4 ]
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Advertising: More simple tools for SMBs

SMB ad revenues

(29%)

Q3 2019 Q3 2020 Q3 2021

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

14 Source: Internal data

With ~4 5% of B2C SMBs in Russia having presence on
VKontakte and OK, further room for growth remains

B2B SMBs SMBs on VKontakte & OK
SMBs in Russia B2C SMBs

@ Recent launch: auto - promotion tool for VKontakte groups
advertising own services

Active clients using auto -promotion tool in VKontakte

S }
Jul Aug
2021 2021 2021



Advertising: Focus on efficiency in Performance ads

Performance ad revenue @ Improvements in predictive models ledto a3 -year highin
ad clicks per wuserdd
= Ad clicks per user/day

2021 @

”\,MWWWW

- J

1-Jul 1-Aug 1-Sep 1-Oct

Q32019 Q32020 Q32021 aas wel | as to reduction I n 1 nst;

boosted app install revenue
= Revenue from app install ads

A Performance ad revenue saw solid growth
driven by both, clicks and prices

A Strategy is focused on the gradual shift towards
end-to-end campaigns to drive ROl and further
reduction advertiser involvement in campaign
management (=campaign automation)

CPI1-25%

Jul-21 Aug-21 Sep-21 Oct-21
15 Source: Internal data



Advertising: Growing monetization of video

In- stream video ad revenue o o . .
Optimization of ad delivery in OK instream video

@ brought 2.3x growth in respective ad revenue

- Revenue from instream video ads in OK

M/\/\/-r\/\r'

-

Q32019 Q3 2020 Q3 2021
Jul-21 Aug-21 Sep-21 Oct-21

A In-stream video ads showed 52% YoY growth
in Q3 2021

16 Source: Internal data
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VVKontakte: leadership and growth

VKontakte maintains its leadership among domestic
social networks, with average Russian MAU of 72mn
and DAU of 4 6.2mn in Q3 2021

A 64% of VKontakte users are accessing the social
network every day

A VK reaches 46% of Russian internet users every
day, with monthly reach of 75% in  August ?

A Mobile time spent stood at 33 minutes per day in
August, including 48 minutes per day for the 12 @
24 age group 2

6 5 Major product
updates in Q3 2021

+2 9 YoY revenue
% growth in Q3 2021

Source: Internal data; ! dMediascope , August 2021, Russia (all cities, age 12+), Desktop & Mobile; 2 - Mediascope , August 2021, Russia (all cities, age 12+), Mobile app

VKontakte Russia DAU, mn

a9 466 461 473 419 470 462

Q1 Q2 Q3 Q4 Q1 Q2 Q3
2020 2020 2020 2020 2021 2021 = 2021
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o
VVKontakte: Super App product updates — Mini Apps

A The number of VK Mini Apps Active Mini Apps dNumber of apps , thousands

rose by 66 % YoY in @ )
September to above 36,800, s & 36.8
with MAU of 34mn in fo  Baomuiie sgq A0 '
September (+2 6% YoY) 29 1 25.9 :

A Monetization of the platform | 1o, 155 19.7
(mini apps and games based o G '
on VK Mini Apps platform) is 5 o
progressing, with in -app ads 0o Ml ® swre Dec Mar Jun Sep Dec Mar Jun Sep
revenue rising by 550% YoY in O Good morning, llya 2019 2020 2020 2020 2020 2021 2021 2021
Q3 e cee it VK Min Apps (oMAU, mn

A VKontakte overhauled the A sfaitoamne @ l
Checkback Mini App. This app 39 37 38 34

now provides great discounts
for both online and offline
purchases: Cashback and
gifts, Coupons, Loyalty cards

30
28
23 27

Dec Mar Jun Sep Dec Mar Jun Sep
2019 2020 2020 2020 2020 2021 2021 2021
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VK Messenger & VK Donut updates

A Content creators who joined VK Donut earned RUB >126mn since its launch
A 10 content creators have already earned more than RUB 1mn each through

{ @ Search posts

) 160K followers - 48 friends

VK Donut. This platform has become the main source of revenue for many SR

communities

A VK Donut has a 10% platform fee

Mopoxan, CMeHto GOH  15.08

Bbl uameHnnn opopmneHve yara.

@ CoobueHune

Pogutenu ysHanu! ® .

@ vk.com/gudim_public

@ Additional Info

VK Donut

Now you can support my work on VK!
Become a community donor.

Benefits of a paid subscription:
& 127 exclusive posts
@ 3podcasts

T= 12 unique articles

(J Commenting on posts

N 912 donors - 3 friends 9’3

@ Suggest a post @
B ® @ &

VKontakte launched unique chat themes. Users can choose backgrounds and
message colors both for themselves and other chat members . The day after release,
1.23mn users chose themes for 1.5mn chats

VKontakte launched new fast chats. They allow users to quickly send messages from
any section of VKontakte on the web version. Fast chats now also support stickers

Fast chat DAU rose by 19.2%, and the number of messages sent from fast chats grew
by 36%






































































































