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Å Group EBITDA declined
driven by personnel expenses 
as well as investments into 
marketing, especially within 
the Games segment

Adjusted Revenue* , RUB bn

Adjusted EBITDA* , RUB bn

Source: Internal data; * - Adjusted revenue and Adjusted EBITDA are non - IFRS financial measures 
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Q1 2022Q1 2021
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Revenue, RUB bn
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Source: Internal data
Notes: Segment includes: Social networks ( VKontakte , OK and My World), email, instant messaging, search, portal (main page and media projects) and music services (UMA). It earn s revenues 
from advertising, commissions from application developers based on the respective applicationsǠ revenue, user payments for virtual gifts, stickers and music subscriptions

Communications and Social Adjusted Revenue , 
RUB bn

13.4 14.6

Q1 2021 Q1 2022

+9%
Adjusted Revenue growth drivers in Q1 2022:
Å The segmentǠs revenue was up 9% YoY in Q1 2022 driven 

by Online Advertising and Community IVAS 

Å VKontakte was the largest contributor to the segmentǠs 
growth, along with music and subscription services

Adjusted EBITDA trends in Q1 2022:
Å Margin was down 8pp YoY due to higher personnel 

expenses and investments into music content

Communications and Social Adjusted EBITDA , 
RUB bn

5.6 4.9

Q1 2021 Q1 2022

- 13%

42% 34%

Adjusted EBITDA Margin, %
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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 substantially all revenues from sale of virtual in - game items to users (f2p) or sal e of digital copies of the games (b2p), royalties for games and 
gaming solutions licensed to third - party online game operators, in - game advertising and revenues from streaming services and gam ing platform services

Games Bookings (Adjusted Revenue) , RUB bn

11.0 11.5

Q1 2021 Q1 2022

+5%
Bookings grew by 5% in Q1 2022:
Å PC/Console portfolio continued strong momentum 

demonstrated in Q4 2021 with 11% YoY growth in Q1 2022

Å Mobile portfolio grew by 3% YoY

Adjusted EBITDA trends in Q1 2022:
Å Q1 margin decline ( - 17pp.) was driven by the seasonally 

high marketing investments into mobile portfolio

Games Adjusted EBITDA , RUB bn

2.1

0.2

Q1 2021 Q1 2022

- 89%

19% 2%

Adjusted EBITDA Margin, %
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Source: Internal data
Notes: : The Education Technologies (EdTech) segment includes our consolidated education businesses presented by Skillbox Holding Limited which includes Skillbox (100%), Geekbrains
(100%), Skillfactory (63.75%), Mentorama (90%), Lerna (70%). The businesses earn substantially all revenues from educational services. 

EdTech Adjusted Revenue , RUB bn

2.2
2.7

Q1 2021 Q1 2022

+27%

Adjusted Revenue growth drivers in Q1 2022:
Å Adjusted revenue was affected by the adverse macro 

development as well as the spike in interest rates

Å Various verticals showed vastly differing performance, 
with IT - related programs demonstrating the strongest 
dynamics

Adjusted EBITDA trends in Q1 2022:
Å Weaker demand in March and accrued tax reserves in Q1 put 

pressure on margin

Å Investment into new content has slowed

EdTech Adjusted EBITDA , RUB bn

- 0.1
- 0.4

Q1 2021 Q1 2022

- 6% - 16%

Adjusted EBITDA Margin, %



8

Source: Internal data
Notes:  The New initiatives reportable segment represents separate operating segments aggregated in one reportable segment fo r its similar nature of newly acquired or newly launched and 
dynamically developing businesses. This segment includes B2B new projects including cloud, Voice and hardware initiatives, VK Clips and ecosystem products along with certain other 
experimental services

New initiatives Adjusted Revenue , RUB bn

1.8
2.1

Q1 2021 Q1 2022

+15% Adjusted Revenue growth drivers in Q1 2022:
Å Primarily driven by strong growth in B2B projects

Adjusted EBITDA trends in Q1 2022:
Å Ongoing investments particularly into media initiatives, 

ecosystem as well as B2B projects, which resulted in 
increased personnel and outsourcing expenses

New initiatives Adjusted EBITDA , RUB bn

- 1.3
- 1.7

Q1 2021 Q1 2022

+31%

- 69% - 78%
Adjusted 
EBITDA 
Margin, %
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Recent product updates

New products for Ecom advertisers:

ÅShoppable ads фinteractive video ads with built - in 
product feeds

ÅSales promo ads фadvertising of brandǠs products on 
the basis of data from Ecom platforms selling them

2ʏ growth in efficiency for performance advertisers
in VK advertising platform :

Å2x more clicks from 1,000 ad impressions by 
improving accuracy of predictive models

New targetings for SMB advertisers reducing cost of 
click by 20% :

ÅContextual phrases targeting was added into the 
simple promotion tool for SMB - shows ads to those 
who are looking for similar products or services

Source: Internal data
* - Historical 201 9- 2020 numbers are shown on the basis of pro - forma data

19%

1Q 2020 1Q 2021

22%

1Q 20221Q 2019

9%

6%

Online Advertising YoY revenue growth in 1Qs
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Peak DAU

MAU

Peak daily views

Peak daily views

Peak daily views

*A record number of daily Clip views was set on 3 April
Source: Internal data

MAU Ӓ+3.85% vs March 2021

Ӓ+2.4% vs March 2021
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44.9 46.6 46.1 47.3 47.9 47.0 46.2 47.0 47.2

Q1
2020

Q2
2020

Q3
2020

Q4
2020

Q1
2021

Q2
2021

Q3
2021

Q4
2021

Q1
2022

VKontakte Russia DAU, mn
VKontakte maintains its leadership among 
domestic social networks, with average 
Russian MAU of 73.4mn and DAU of 47.2mn 
in Q1 2022

Å 64.3% of VKontakte users are accessing the 
social network every day

Å VKontakte reaches 52% of Russian internet users 
every day, with monthly reach of 84% in March 1

Å In March mobile time spent 2 on VKontakte was at 
44 .2 minutes per day

+21% 
VK revenue YoY

Average daily duration , min per user

41.5 42.9 43.8 44.2 43.6 41.9 41.5 42.3 44.2

Jul
2021

Aug
2021

Sep
2021

Oct
2021

Nov
2021

Dec
2021

Jan
2022

Feb
2022

Mar
2022

Source: Internal data; 1фMediascope, March 2022, Russia (all cities, age 12+), Desktop & Mobile
2 фMediascope, March 2022, Russia (all cities, age 12+), Mobile
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223
272 284

368

471

Q1 2021 Q2 2021 Q3 2021 Q4 2021 Q1 2022

Source: Internal data

VK Clips Average Daily Views , mn

Å VKontakte saw growth in video views on 
the social network itself (excl. VK Clips), 
with 957mn (+20% YoY) in average daily 
views in Q1, peaking at >1.3bn views in 
March

Å Daily views of VK Clips averaged 471mn 
(+111% YoY) in Q1, with a new record of 
1bn daily views reached on 3 April

Å Content creators posted more than 4mn 
new Clips in Q1 (+154% YoY)

Å In March, VK Clips launched a RUB 100mn 
grant program to support content creators

+111%
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In- app ads 
revenue

12.2 15.5 19.7 22.1 25.9 29.4 34.0 36.8 39.7 42.0

Dec
2019

Mar
2020

Jun
2020

Sep
2020

Dec
2020

Mar
2021

Jun
2021

Sep
2021

Dec
2021

Mar
20212

20.5 24.9
33.5 28.1

36.3 38.6 39.5 33.2
41.2 41.8

Q4
2019

Q1
2020

Q2
2020

Q3
2020

Q4
2020

Q1
2021

Q2
2021

Q3
2021

Q4
2021

Q1
2022

Active Mini Apps фNumber of apps , thousands

VK Mini Apps фMAU, mn

+43 %

+8.4 %
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Average number of monthly active 1

communities with 10k+ subscribers , thousands

VK Donut: amount of money earned by 
communities per quarter , mn

155.2 165.4

Q1 2021 Q1 2022

Source: Internal statistics; 1фactive within 30 days

+6.6 %

26.2 31.3
41.5

53.8
67.3

Q1 2021 Q2 2021 Q3 2021 Q4 2021 Q1 2022

+25%

The number of 
created communities 

Public pages using 
VK Donut

VK Donut: the number of 
paid community 

subscribers 
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In Q1, VK Calls released a number of 
updates

Å A separate app for iOS and Android was 
launched, along with a web version for 
computers (calls.vk.com).

Å A call scheduling feature was added to the 
VK Calls apps. Group calls can now be 
created ahead of time with the option to set 
calendar reminders and send invite links to 
participants via email or in any messenger.

Å Automatic caller ID based on smart 
algorithms and Big Data was introduced. 
VKontakte uses this to look out for its users 
and protect them from spam, scammers and 
other suspicious calls.

Source: Internal data


































