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S Q2 2021 Overview

Revenue
* Strong performance of advertising revenue (+39% YoY), VK remains the growth

+17% engine. Trends were particularly strong across performance formats, in-stream video
advertising, SMBs

* MMO revenue contracted 6%YoY with the overall Games segment slightly

30.0
25.5 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
* Community IVAS revenue declined 2% YoY after particularly strong performance in

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

* EdTech assets (Skillbox, GeekBrains) continued to demonstrate solid revenue
growth (+1.9x YoY)

EBITDA @ EBITDA Margin, % Kyoula’s revenue growth accelerated to 64% YoY in Q2, driven by B2B sales /

-11%

Q2 2020 Q2 2021

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

7.4 improvement in profitability

6.7
]

Q2 2020 Q2 2021



Financial & segmental highlights




S Revenue dynamics, RUB bn
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s EBITDA dynamics, RUB bn
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Communications and Social segment performance review

Communications and Social Revenue,

+15%
24.0 +22%
116 14.1
H1 2020 H1 2021 Q2 2020 Q2 2021
Communications and Social EBITDA,

-4%
12.2 +4%

5.6

H1 2020 H1 2021 Q2 2020 Q2 2021

@ c5iTDA Margin, %

Revenue growth drivers in Q2 2021:

* Acceleration of advertising revenue growth for the third
guarter in a row, with online advertising accounting for
~60% of segment’s revenues

* Acceleration of growth was muted by performance of
Community IVAS revenue (~ 30% of segment’s
revenues in Q1)

EBITDA margin pressure in Q2 2021 was
due to:

* Ongoing product investments

* Decline in high-margin Community IVAS revenue



S Games segment performance review

Revenue grew slightly in Q2 2021
Games Revenue,

+18% * Despite the highly challenging base effect, no new internal
game launches and no significant acquisitions YTD, as well
18.7 22.1 +1% as IDFA related changes
11.0 111 * Rush Royale, launched in December 2020, as well as
: ' Grand Hotel Mania were among the main delivery drivers
. °*  MY.GAMES supported its existing portfolio with >30 product
H1 2020 H1 2021 Q2 2020 Q2 2021 updates, spread existing titles to other platforms and
Games EBITDA expanded its portfolio with small new IP consolidations
@ @ @ @ EBITDA margin showed YoY
1400 improvement in Q2 2021
0
41 +13% * Marketing investments were optimized in the absence of
- ' new launches
. 2.4 * EBITDA contribution from the core franchise titles
* Economies of scale
* No sizable increase in revenue mix towards mobile
H1 2020 H1 2021 Q2 2020 Q2 2021

@ c5iTDA Margin, %



EdTech segment performance review

EdTech Revenue, Revenue growth drivers in Q2 2021
+129%

4.3

+88% * Launch of 143 new courses and programs, to >1,000 in total

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

1.9 2.2 students approached 238,000, up 2.3x YoY, with nearly 31,000
1.2 - in new paying students added during the quarter
H1 2020 H1 2021 Q2 2020 Q2 2021

EdTech EBITDA,

@ @ EBITDA declined in Q2 2021 due to:
(0]
0.3 * Personnel as well as content development costs related to active
course offer expansion
. * More active marketing given no lockdown stimulated organic
traffic inflow seen in Q2 2020
-0.8 * Increase in VAT
H1 2020 H1 2021 Q2 2020 Q2 2021

@ c5iTDA Margin, %




S New Initiatives segment performance review

New Initiatives Revenue, Revenue growth drivers in Q2 2021

+43% |
* Youla growth acceleration to 64% YoY

0
4.6 +51% * Recommendation systems (Pulse and Relap) saw
3.2 2.7 combined revenue more than double YoY
1.8 . * B2B projects, including Cloud
H1 2020 H1 2021 Q2 2020 Q2 2021
New Initiatives EBITDA,
1 2000 1 2001 02 2020 022021 EBITDA Ios.s declined YoY as a proportion
] of revenue in Q2 2021
. -0.8 -1.0 * Mainly due to significant improvement in Youla’s EBITDA burn
2.4 2.4 . (20% of revenue in Q2 2021 vs. 39% in Q2 2020) as the asset
+24% continues to progress towards break-even

-3%

* This was partially offset by the ongoing investments into
ecosystem-related projects and new products like VK Clips

@ c5iTDA Margin, %



S Consolidated Group guidance for 2021

Group revenue

Group EBITDA

Community IVAS
Games

Youla

Online Education

~RUB127-130bn

VY4

Improvement in margin YoY

AN

Revenue growth in 2021

Organic revenue growth,
with YoY improvement in profitability

~RUB 3.6-3.9bn in revenues with progress towards
break-even (anticipated in 2022)

Revenue to exceed RUB 9bn, improvement in EBITDA margin in H2
2021



Main consolidated assets




e Advertising: simple tools for SMB

SMB ad revenues

+56%

Q2 2019 Q2 2020 Q2 2021

* ~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

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

Product updates

* 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

New ad platform for SMBs in VK Business

6usHec

BKOHTaKTe Mpoasuxenue [ C yero Havats WHCTpYMEeHTbI MomMouib n obyyeHue Anekcein *

MpueerT, Anekcen! Yto 6ygem npoaBuratb?

CoobuwecTtsa w9 Toapbl CanTbl

Ara3nH BKOHTaKTe NnoMoxe

| CmoTpetb pesynbrartbl Mpoasurarb Mpogsurats



S Advertising: focus on performance ad formats

Performance ad revenues

+69%

Q2 2019 Q2 2020 Q2 2021

* 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

* Strategy is focused on gradual shift towards end-to-end
campaigns to drive ROI, while reducing advertiser
involvement in campaign management

Product updates

* Several enhancements in auto bidding, which maximizes the
efficiency and reduces requirements for manual campaign setup

* Support of SkAdNetwork, which Apple introduced for attribution
instead of IDFA

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

Manual price
management

W Auto bidding

Ql Q2 Q3 Q4 Ql Q2
2020 2020 2020 2020 2021 2021

HacTpoiika kamnaHuu

PeknamMHasa Kamnanus: BbibpaTb cylecTBYiOLLYO

(® CospaTb HoBylO

Auto bidding at
a campaign level
(currently available
T8a GyayT only for max clicks
: strategy)

Bsefgute uMA HOBOW peKNnamMHON KamnaHum

@ OntuMmMsaums GlogxeTa KamnaHum

Ansi
8. MogpobHee

[HeBHOI BrogKeT KamnaHuu:  He 3afaH



e Advertising: growing monetization of video ad inventory

In-stream video ad revenues Product updates

* Growing monetization, improved brand safety and visibility of video
+84% 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

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



VK maintains its leadership among domestic
social networks, with average Russian MAU of
72mn and DAU of 47mn (+1% YoY) in Q2 2021

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

VK reaches 47% of Russian internet users every day, with
monthly reach of 75% in May

Mobile time spent stood at 35 minutes per day in May, 44.9
including 53 minutes per day for the 12—24 age group

55 Major updates
in 02 2021

Sl VK: solid leadership in audience reach

VK Russia DAU,

YoY revenue Q1 2020

growth of VK
in Q2 2021

+1%
47.9
47.3
46.6 46.1 47.0
Q22020 Q32020 Q42020 Q12021 Q22021



S VK: Super App product updates — Mini Apps 0

* VK continue to develop the VK Mini Apps platform and Active Mini Apps — Number of apps,

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

. . Y +74%

the main entry point to the VK Super App
* 15 mini apps have MAU in excess of 1mn (+15.3% 29 4

YoY), including AliExpress, VK Food, VK Taxi, VK 22 1 25.9

Classifieds, VK Health and VK Work 15 19.7

_ _ _ _ _ 13.3

* 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

Dec Mar Jun Sep Dec Mar Jun
2019 2020 2020 2020 2020 2021 2021
VK Mini Apps — MAU,
+28%
39 37 38
27 30 28
& Good morning, llya 23
e 17
[ About covip-19
1
Jan Mar Jun Sep Dec Mar Jun Sep Dec Mar Jun

2019 2019 2019 2019 2019 2020 2020 2020 2020 2021 2021



VK: Integration with Marusia voice assistant

VK has become the first social network to have a
voice assistant added to its app

With 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

The voice assistant will become one of the most
important unifying elements across the entire VK
ecosystem

On 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

00

Friends Communities

®

Videos Games More

G O0®O0C

Book Order AliExpress Find job
taxi food cash

oo VK PAY
oo Mini Apps ® 31270
&2 Good morning, llya
Play funny music Call a friend What is the we

() About coviD-19

L) SAINT PETERSBURG

‘s
=) Sunny
Feels like 12°

2




VK Connect: active roll out continues 3

VK Connect, the single sign-on platform for all Mail.ru Group Cumulative number of people using VK Connect for
products formed on the basis of VK

authentication, excluding authentication on vk.com,
Since its launch in June 2020 >40.7mn people used VK

Connect for authentication (excluding authentication on

40.7
vk.com), with their number growing by 39% QoQ 37.0
24 Group’s services have now been integrated into VK 33.0
Connect vs 16 as of March 2021 292
Number of services integrated into VK Connect 24.5
30 21.6
25 17.2
20 12.8
15 9.9
10 . 7.0
3.3
5 2.0
0
S £ 8 8 8 8 8 &8 & & 8 8 = S &§ & & § § 8§ & & & & o +«
c 3 & & £ 2 O & & £ £ X £ £ 3 © & B F ¢ £ £ 5 5 & <
53 7882 &8s £ 2885 335 2 & 38 2 & 8 ¢ £ 2 & 3




VK Donut and VK Pay

VK continues to develop the VK Donut community content

{  Q Search posts

monetization platform and VK Pay payment solution

160K followers - 48 friends ﬁs«ﬁ
* In 2021, VK introduced the ability to automatically create chats dreams in digital
exclusively for donors in communities with VK Donut. 18% of B vk.com/gudim_public
iy Lt , . Additional Info Become a donor
communities enabled these chats within the feature’s first month Become a community donor and unlock unique
opportunities, such as access to exclusive
- Content creators who joined VK Donut earned RUB >84mn since VK Donut S N S ey

its launch Now you can support my work on VK!
Become a community donor. Bonuses:

+ A staricon will be displayed next to your name

° VK Donut haS a 10% platform fee Benefits of a paid subscription: in comments.

+ The community's managers will know that you're

127 exclusive posts a dnqor and they'll be able to provide something
special for you.

» This fall, VTB will provide installment plans to VK Pay customers ® 3 podeasts = Your friends will Know thet you support this

community. You'll be able to discuss private
12 unique articles content.

* In 2021, 12 partner stores joined VK Pay, including Technopark ] Commenting on posts
and Pioneer. The total number of partners is 26. By the end of N 912 donors - 3 friends

. . 50 rubl th
the year, this number is expected to reach ~50 © 50 rubles per mon

100 rubles per month

@ Suggest a post N Other amount

0 e o s

Amount




VK: further enhancements in video offering 3

* VK remains highly focused on enhancing its video offering,
including through development of different types of video content,
such as exclusive broadcasts of events

* Daily video views (incl. VK Clips) reached >1bn in June with video
MAU at 75mn

* 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

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

new personalized recommendations, technological improvements to ' | ‘
German Glasko

the Clips Player ‘ | 7 c

Follow

35 - 16
g T
g

* We see significant monetization potential for Clips and are actively
conducting experiments on CPM-based ad targeting, methods of Sop

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

purchases right inside Clips, albeit further product development and You're So Pretty — NILET]

UcTorPUs BUAEC

engagement increase will continue to be prioritized in 2021

Z




VK Video Calls

Administrators of communities can now choose whether to make calls as themselves or
as the community

To make sure community calls aren’t intrusive, VK set up a special privacy setting. By
default, users can only receive calls from communities they’re following. However, they
can adjust the settings to allow calls from anyone or block them altogether

Calls can be live-streamed in the community

Communities can join ongoing calls, which makes it easy to organize meetings for several
public pages at once

3BOHOK OT UMEHU

Momck

Skillbox
S

Baww npodunmn 5

w liecTe
. Mwuxaun 3bikos
.

Skillbox

Monday, June 3

HebecHas kaHuenspus
7 VK Designers

XakatoH Spring Code

AyAMO3BOHOK BuAe03BoHOK

financial m

highlights

il Visan Nl

In Q2, VK improved the following features and
technologies for group calls:

Added support for 4K screen sharing resolution across
all platforms

Improved weak internet connection detection for all
call participants

Added the ability to block users from joining from a
specific device, even if they sign in to a different
account on it



OK: social and entertainment platform

* Russia average MAU in Q2 stood at 38mn

* OK continued to focus on communication services: in Q2 users sent Number of stickers sent

>482 mn stickers, 9.9 bn virtual gifts and 660 mn postcards. In H1 2021,
OK doubled YoY the share of stickers among all messages — from 2
stickers per 100 messages in 2020 to 4 stickers in 2021

* Engagement in groups continues to rise, with the number of related
publications up by 24.6% YoY in Q2

OK content platform continues to grow within a lot of interesting
content:

Average DAU in mobile games rose by 15% YoY. Mobile gamers penetration
surpassed 10% of OK's DAU Q2 2019 Q2 2020 Q2 2021

* During the first five months OK paid RUB 500 mn to mobile game
developers (+40% YoY). Payments to developers for advertising in their

projects increased by x2.6 times YoY in Q2 >550 m n +40%

* In June OK finished airing its first original series "Five Plus". 10 original Gifts sent on Victory Payment to mobile
episodes collected more than 59 mn views from 9 mn viewers on the OK Day (8, 9, 10 May) game developers
video platform. Also, OK started to distribute series on the largest online during 5M21, YoY

runet platforms via revenue share ads model




OK: Moments Is seeing strong initial traction

: . : : Vi
Moments — service with disappearing photo and eWS
video continued to see strong traction:

° Moments exceeded 25 mn MAU in Q2 (+2x
YTD), with the number of views and reactions
up 2.5x and 2.7x respectively YTD

Nov-2020
Dec-2020
Jan-2021
Feb-2021
Mar-2021
Apr-2021
May-2021
Jun-2021

Moments key metrics

MAU Reactions

Nov-2020
Dec-2020
Jan-2021
Feb-2021
Mar-2021
Apr-2021
May-2021
Jun-2021
Nov-2020
Dec-2020
Jan-2021
Feb-2021
Mar-2021
Apr-2021
May-2021
Jun-2021



Sd OK: product updates continue (2]

12:45 T -
< (\ -
| @

KoHKypcbi

Product updates continued in Q2:

* In Q2 the team launched new unique
competitive mechanics in Moments —
thematic contests for users. Soon
contests will be available to groups,
brands and media in OK

Mow apyr

* OK supported the publication of
“Moments” from VK Mini Apps.

* Launch of stickers with sound — a new
format of visual communication in private
messages and comments

CﬂACMEO NMPUBET

4«9

g BOJ'IbI.lIE MHE



S OK: continuing development of SMB platform

OK continues to focus on
SMB platform development:

® In Q2 OK provides a
possibility for the legal sesT79p  465779°
entities to top up personal S—
accounts in OK Ads
Manager T —

® Also OK rolled out a +) A bkt e A
recommendation service for -
business profiles with the Newra  fpyaws
opportunity to gain profit
from friends and Topescesesoybae luias aomsns
acquaintances A Togenrocs ceitvac
recommendations

| _ T Tp—.

jenbueB XWBOTHBIX

s
(9 JononHuTb CBOMM TEKCTOM
' A lowek, nobble BUAbI CTPUKKEK, TPUMMMUHT, AKCNpecc-NMHbKa cobak u

%% OnybBnukoeaTs B rpynne

INopeny

I e Pexomen, N0BaTh



MY.GAMES

S} MY.GAMES: surpassing the Q2 2020 revenue hurdle

°* MY.GAMES revenue rose by 1% YoY in Q2 (to RUB 11.1bn) and accounted for 37% of Group’s revenues
* International (ex Russia + CIS) gaming revenue share in Q2 2021 stood at 74% (vs 74% in Q2 2020)

* Majority of MY.GAMES revenues (77%) came from mobile (vs 71% in Q2 2020)

International revenue exposure, Revenue split by platform,
B International Russia + CIS m PC/Consoles/Others Revenues Mobiles revenue
40.8 40.8
25%
31.3 31.3
24.8
31% 24.8 73%
36% 68%
58%
75%
110 49 111 120 111 110 49 111 110 111
69% 7T 26% ey 23%  21%  26% 7.7 '
31% 71% o 76%  78% 7%
0
2018 2019 2020 Q1 Q2 Q3 Q4 Q1 Q2 2018 2019 2020 Q1 Q2 Q3 Q4 Q1 Q2

2020 2020 2020 2020 2021 2021 2020 2020 2020 2020 2021 2021



MY.GAMES

Sl MY.GAMES: top revenue generating products

TOP 10 revenue generating products in Q2 2021

* Franchise titles (War Robots, Warface, Hustle Castle) remain

the top-3 revenue generators, while the newly launched Rush Lifetime installs 2
Royale was the largest contributor into revenue growth ' (as of the end of Q2 installs (mn)
June) (mn)
° We have 20+ games in development pipeline (excl M&A), with
: : War Robots 197 6
potential to launch 1-2 PC/Console products and up to 4 mobile
Concentration of MY.GAMES revenue among titles 1 Hustle Castle 70 1
Top> ®=Topl0 Rush Royale 9 4
87% .
82% 7994 81%  81% 80w  80% . Grand Hotel Mania 12 2
0% sows [l coo 74%
64% B 66% M 66% _
60% M o, Left to Survive 38 S
Zero City 19 2
Tacticool 20 1.7
Conqueror’s Blade 3.4 0.3
2018 2019 2020 Q1 Q2 Q3 Q4 Q1 -
2020 2020 2000 2050 2021 2081 American Dad 9 0.5




Sl MY.GAMES: MAU and ARPU dynamics

* Average MAU stood at 21.4mn in Q2 1 Average number of paying users, '
-15%

MY.GAMES

* ARPU dynamics reflects multiple factors incl. changes in portfolio mix,
revenue splits by platforms and geographies, impact of new launches

1.2 11
and live-ops activities. In 2021 ARPU growth is partially underpinned by 1.0 - - L0
successful monetization of Rush Royale and Grand Hotel Mania, with
most of major projects showing significant YoY growth in ARPU

Q1 2020 Q2 2020 Q3 2020 Q4 2020 Q12021 Q2 2021

Average MAU and share of payin sers 1
verag paying u Monthly ARPU, 2
mm MAU, mn

—0 of paying users -16% +20%

5.1% 182

145
119 I

Q1 2020 Q2 2020 Q32020 Q4 2020 Q12021 Q22021 Q12020 Q2 2020 Q32020 Q4 2020 Q12021 Q22021

173

160
149




MY.GAMES: main mobile titles

° At 77% of revenues in Q2, mobile remains the top business driver for MY.GAMES

MY.GAMES

* Rush Royale (2020, IT Territory studio) reached ~9mn downloads since its launch in December with monthly revenue nearing RUB 400mn in June,
which makes it one of the most successful launches in MY.GAMES history

* Left to Survive (2018, Whalekit studio) shooter reached 38mn downloads and exceeded RUB 200mn in monthly revenue in Q2, with >20% YoY
growth along with almost 2x EBITDA improvement

=(

%,

War Robots (2014) Rush Royale (2020) Grand Hotel Mania (2020)
Lifetime users*: 197mn Lifetime downloads Lifetime downloads: Lifetime downloads:
70mn 9mn 12mn 38mn

LERD
CITY

TRY TO SURVIVE

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

Lifetime downloads: Lifetime downloads: 20mn Lifetime downloads: Lifetime downloads: Lifetime downloads:
>19mn >9mn ~28mn 3.5mn



MY.GAMES: latest mobile highlights

MY.GAMES

D CA T\CTICREL

R ks s svoora T

_UPGRADE GUNS, DRIVE CARS
DEFEAT YOUR ENEMIES!

PLAY NOW FOR FREE

Rush Royale updates Left to Survive updates Tacticool updates
* Important big update adding clans * Alien Invasion Event and Zombie * Easter events followed by «Phoenix
and clan wars gameplay plus Horde Event adding more content and tournament» hardcore championship
rebalancing of heroes and pawns; monetization organized by the game community
resulted in project monthly revenue « Left to Survive was launched on and supported by the studio — all

record of ~RUB 350 mn resulted in the game monthly revenue

Huawei Appgallery, added 62k installs
record outpacing RUB 160 mn

* Ported the game to the web platform in the first 3 weeks
with lots of optimization both of web ° Experiments with monetization —
and mobile versions added piggy bank mode

* Added new weapons, new operator
and clan sales
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et S
I EVIL LEGION
vs. THE CRE AD

Blast Brigade updates

Announced in May 2021 by opening
official Steam page and allowing to
add the game to the wish-list

PR-campaign on the PAX East venue

Early access presale is scheduled
to autumn 2021

Warface updates

Warface was launched on Epic
Games Store fulfilling strategy of
expansion to new platforms and
reaching new audience

Announced cross play between all
console platforms launch followed by
«Valkiriya Protocol» update
introducing new female fighter

Sl MY.GAMES: latest PC and console highlights

World War 3 updates

CBT on PC is planned later this year

MY.GAMES



S} EdTech: almost doubled revenue YoY in Q2

* Skillbox and GeekBrains are the EdTech revenues®,
leading services on the growing market
of online education in the segment of

additional education for adults >9.0

* Platforms launched 143 new courses +3.1X

and programs (professions and
faculties) during Q2, including in
design (28), management (23),
programming and gaming (52),
marketing (18), multimedia (12) and 2.2
others (10), with the overall number of 1.2 .

6.1
+1.9x

2.0

available courses surpassing 1,047

Q2 2020 Q2 2021 2019 2020 2021E



EdTech: rapid expansion of product matrix and
customer base

Cumulative number of registered Growing number of courses and professions
and paid students, _
P mm Skillbox products

Q2 2021 vs. Q2 2021 mm GeekBrains products

= Registered o5,

1

(o)
(o))

359

207 238

169

81 103 128

Ql Q2 Q3 Q4
2020 2020 2020 2020 2021 2021

Incremental increase
2 2021 vs. Q2 2021
= Paid ?131% © 562
971
803 385
697 342
583 J
507 212
143 i43

2020 2020 2020 2020 2021 2021



Youla: steady growth and path to breakeven v

Youla Revenue, Youla revenue and traffic growth 2017- 2021E
+64%
mmm Revenue, RUB bn —MAU, mn
0.6
33 \\
Q2 2020 Q2 2021 \\

* Drivers: rising share of B2B sales

Youla EBITDA,

®
EBITDA Margin, %
19

Q2 2020 Q2 2021 | H1
2021
- 1 . 1
0.1
0.2 -0.2 2017 2018 2019 2020 2021E

* Drivers: cost discipline and strong revenue
growth help to improve EBITDA margin YoY




Youla: steady growth and path to breakeven

* Strong pipeline of cross-integrations and B2B to drive growth
Generals, services & real estate:
* Holds the largest share of classified revenue

* Audience growth and monetization through development of VK
Classifieds

* Focus on Trust & Safety
* B2B revenue growth of 2x in Q2 2021
Jobs:

* Focus on blue-collars: further VK Work and Youla Work
development through integration with MRG ecosystem products
(VK, OK, mail, searching engines)

* Revenue growth +261% YoY in Q2
* New CV growth +170% YoY in Q2

B VK Pafora

(*} Crarye PRO

Cugoponn E,
-

CneuwanbHble ycnoeua
PRO
AnA npotheccHoHanos
Togrmcanre Cratyc PRO 1 nompmme JocTyn K ROk
DO HOCTRAM CEFHIACD
MaBKwe nakeTsl [T — Ooctyn k Gaze pezioMe o
- 00 : ?
paGoT -
Mogpodees O s
MNpemuansHel CTATYC MNpodeccHonansHse F—
e HR-HHCTRYMEHTEI B asrcarsar
" B i B creima
* PRO . - Mar-Bor
Monpotets 0O MO TRYWEHTEN
Bpenpuponannan -y o MepcoHanbHbii
CTPaHNLA e - MEHEAMED
Ml aed § Pl AifttibiE
= POMEeHIALNE COMCKATENGA MO KARTN BAKIHMCHD Cwape
= MGAPOGHAR AKAMMTMES NO BAKAHCMAM, CTOHMOCTH BomdAa W WDeKTMBHOCTH DexDyTEDoS

- BpaHOMPOBENHDE NACHMA

Hy»He1 ocobbie yonosua?



VK Classifieds product launches:

* VK Classifieds integration with
local and thematic groups in VK

Any group in VK now has an
opportunity to create its own z
classifieds service integrated with VK Xencan Saparonka
Classifieds and Youla. This helps to

target listings based on users e
interests in the main VK Classifieds
page. The number of VK groups
integrated in VK Classifieds reached
56,000 in June 2021.

* Thrust & Safety development
Implemented several security
features that helped to decrease the
average daily number of complaints
on fraud by 2x QoQ

Sl Youla: VK Classifieds and VK Work progress

VK Work product launches:

* «Vacancies exchange» with VK (possibility for job

posting via VK Work app directly to job related groups in
VK): led to self service revenue growth by 35% QoQ in Q2

* Launched resume section and an opportunity to send

the resume to an employer through a special form in
Youla Work: 10% of all VK Work applications come from
Youla Work

VK groups integrated with VK Classifieds,
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Joint Ventures
020 & AliExpress Russia




GMV of 020 JV grew 1.8x Iin Q2

020 GMV1,
* 020 JV perimeter includes Delivery Club,

r_keeper (former Foodplex), Citymobil,
Citydrive (former Youdrive), Local Kitchen

+1.8x and Samokat (the latter two businesses
were consolidated in 2020)

45.1 * 020 GMV increased by 1.8x YoY to RUB

40.5 40.7 45.1bn in Q2 2021

* EBITDA margin (to GMV) was -20% in

30.8
Q2, with assets still in investment phase

24.5
20.2

3.4

Q42019 > Q12020 Q2 2020 Q32020 Q4 2020 Q12021 Q2 2021




Delivery Club: ready-to-eat (RTE) food delivery
market leader in terms of users...

MAU is significantly above pre-COVID levels. Solid MAU performance is accompanied with increasing frequency of orders

Monthly active users, mobile apps,
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<! ._.and downloads

Downloads, iOS and Android combined,

-o-Delivery Club  -e-Yandex.Eda
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S Delivery Club: ~1.4x YoY revenue growth in Q2

Geographic reach

Cities of presence, 1P  Overall geographic coverage?, 3P+1P
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2020 149 208

5 IIIIIIIIIIIIIIII IIIIIIIIIIIIIIIIIIII
2021 188 323

Vendors on the platform
Number of vendors?, thousands

Q2 2020

YoY

+1.8X

Revenue 3,
1.2
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S Delivery Club: 1.3x YoY growth in orders, with 65%
1P share

Total orders, 1P/3P orders split,
+1.3x 3p Il 1P

35

A1 1 41 41 41
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Sl Delivery Club: Growing active users and frequency

The number of active users increased by 13% YoY in Q2 (to 4.9mn), with frequency up by 15% YoY in Q2, with historical
maximum level of 4.3 orders per active user per quarter

B Active customers?, mn

=@— Frequency?, # of orders
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Samokat: 3.9x YoY revenue growth in Q2

Samokat express e-grocery platform approached 15.6 mn orders in Q2 (4.3x YoY) with up to 200,000 daily orders in June

° Revenue grew 3.9x YoY in Q2 to RUB 8 bn, with the number of dark stores reaching 699 in June (3.3x YoY)

Perm, Tomsk, Barnaul and Novokuznetsk) increasing its presence up to 20 regions (access to 25% of local population)

Orders,

4.3X
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Samokat continues to expand its private label assortment reaching 500+ SKUs and accounting for >16% of revenue in Q2

3.3Xx
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In Q2 Samokat entered12 new regions (Rostov-on-Don, Ufa, Chelyabinsk, Kemerovo, Tyumen, Tolyatti, Volgograd, Voronezh,

699

Q2
2021



Sl Local Kitchen: 1.5x YoY revenue growth in Q2 (@

_ _ Orders and dark kitchens
* In Q2 Local Kitchen operated 44 kitchens across

Moscow vs. 32 in Q2 2020 45

* Revenue increased 1.5x YoY in Q2, with 1.7x 42 o
growth in orders to 1.7mn in Q2 2021. Daily
orders of the top-performing kitchens amounted

to 835 orders per day 33 1,862

. 1,689
* The number of orders stabilized on 1.7 mn per 29 o L 204 1,682

guarter assuming constant amount of kitchens in ®
operations 25

998

* The company continues construction of new
kitchens and expects commissioning of 13 dark 679
kitchens in Q3 2021

831

Ql Q2 Q4 Ql
2019 2020 2020 2020 2020 2021 2021

m Orders ® Kitchens!



Sl Local Kitchen: rising retention across cohorts

* Activel customer base reached ~133k Active users
users in June 2021 (+1.6x YoY), with

rising retention across cohorts
New Customers

* Share of existing customers within the - Existing Customers 61
68

total active customer base in Q2 2021 97
grew to ~72% showing high retention and
commitment of users to the Local Kitchen
service

Q3 Q4
2019 2020 2020 2020 2020 2021 2021



S Citymobil: 40% YoY growth in rides in Q2 =

Active growth continues B2B and Higher Classes are development priorities
Citymobil rides by months Citymobil B2B & Higher Classes rides
DiDi’s expansion &
2020 w2021 Yandex pressure Q22020 mQ22021
+5.3X
+1.7x
+1.4x
+1.2X +3.4X

April May June B2B Higher Classes



Citymobil: progress in multimodal strategy

The transformation started with a 360-degree Together with taxi, micromobility forms the basis of the
rebranding future multimodal transport platform...

Scooters rides by months
35K scooters across the

Max >18K rides per

country
day

....‘ CutuMmo6bun

MAU (Jun'21) > 180K
+1.4x

+6.4x

oLy L

Market share 8%

CMTM MOEM" a_l Launch of VK Ride

Apr May Jun .
mini app
@ cderal promotion ...as well as rebranded Citydrive carsharing
campaign in Apr 2021
Ninebot Max Pro 031217 you_, drive @ New mobility umbrella
Rebranding into brand

34,8 km
o L 4 multimodality visions

CUTUOPAMB @ 8.5x Yo rides growth in Q2

Carsharing and e-
scooters integration

>4.7K cars in Moscow,

Saint-Petersburg and
Sochi




AllExpress Russia continues to scale with triple Express
digit local growth in Q2

+249%

Number of * Local marketplace GMV increased 2x YoY with local
marketplace orders growing ~5x YoY reflecting the focus on

local sellers, _
high frequency low AOV orders

thousands
* The number of local sellers exceeded 60,000 in June with the
number of local SPUs (Standardized product units) growing
by 400% YoY
18
* Including the cross-border business, the platform now offers a
June 2020 June 2021 total of 160mn SPUs from 330,000+ in sellers
+439% * Targetis to reach ~30mn in total buyers, with local GMV to
Local approach 50% of total by the end of AER’s FY2022 (by April
marketplace 2022)
orders, mn
0.6

Q1 FY2021 Q1 FY2022*




S AliExpress Russia: ongoing transformation (1/2) Express

BCE - ANTEKHU
AER continues to improve the level of service and e o e

value proposition for buyers and sellers, with
some of the latest developments including:

* Expansion of local offers via integration with

LEGO - tenepb

Otto Group, Sadovod, Podruzhka among bbbl
others and with rollout of new categories, ‘ ‘& @ 2 @
including pharmacy in partnership with Vse fopsuse  Mrps  3a1P  [o399P Cynepwapker
* Broadening of the express delivery offer (2- i plus
. . . . . NPUMEHUTCS NpY 3aKaze
hour delivery) via integrations with Metro and

Sy ; Te ™ . 5

Vkusvill in “Eat!” (channel for e-grocery and S PocoicKitt R AliExpress Toadipmea
NPOAABLOE % \ o~

FMCG), with express delivery service reaching X g

6,500 in daily orders in June

* AER released a localized mobile app for
Russia/CIS




Sl AliExpress Russia: ongoing transformation (2/2) AliExpress

* AER launched an affiliate AE Platform, helping
media, bloggers, sites and individuals to monetize their
AER traffic and earn commissions for orders done
through their promotional links

* AER started to open branded pick-up points across
Russian Post offices, with 4 PUDOs already launched
in Moscow (include fitting-rooms and areas to
screen orders, also offering simple return
procedure) and a plan to open at least 2,000 branded
pick-up points by the end of FY2022

* Local sellers of AER can now also drop off parcels
in 5,000 Russian Post offices and 165 Russia Post’s
regional sorting centers. Russian Post is set for next-
day delivery of orders from 1mn+ cities to the
nearest large locations.

* AER launched exports of goods from Russian
sellers into Europe, starting from children’s goods
category




Additional information
Leverage. Headcount. Shareholder structure




Leverage

woe, @ 00 @ @

63.9 61.5
@ Gross Debt 28.3 -
incl. | '
iabilitios / 4.8 48.7 45.9
LTM EBITDA 0.0 0.0 23.5
2017 2018 2019 2020 Q2 2021
Loans and Convertible Bonds B Lease Liabilities
Net (Cash) Debt @ @ @ @ @
including lease 377
liabilities, :
185 24.6 22.1
13.7 . 9.4
¢ oo | I
/ LTM EBITDA (15.4)(15.4) (11.7)(11.7)
2017 2018 2019 2020 Q2 2021

E Incl. lease liabilities Excl. lease liabilities



Headcount

Headcount expanded by ~11% YTD (to 9,850 people), with Online Education accounting for >80% of net
hires, given the segment’s intensive growth

Total headcount, eop

9,850
8,842

6,277

5,667

4,419

Dec-2017 Dec-2018 Dec-2019 Dec-2020° Jun-2021




<2 Shareholder structure

-
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Voting 12.3% 4.5% 3.3% 57.3% 22.6%



For further information please contact:
E-mail: ir@corp.mail.ru




This presentation has been prepared by Mail.ru Group Limited (the “Company”) and comprises the written materials for a presentation to syndicate research analysts or certain institutional
investors.

Matters discussed in this presentation may constitute forward-looking statements. Forward-looking statements include statements concerning plans, objectives, goals, strategies, future events or
performance, and underlying assumptions and other statements, which are other than statements of historical facts. The words “believe”, “expect”, “anticipate”, “intend”, “estimate”, “forecast”,
“project”, “will”, “may, “should” and similar expressions identify forward-looking statements but are not the exclusive means of identifying such statements. Forward-looking statements appear in
a number of places in this presentation and may include statements regarding: strategies, outlook and growth prospects; future plans, expectations, projections and potential for future growth;
plans or intentions relating to acquisitions; future revenues and performance; liquidity, capital resources and capital expenditures; economic outlook and industry trends; the impact of regulatory
initiatives; competitive strengths and weaknesses; and the strengths of competitors. The forward-looking statements in this presentation are based upon various assumptions, many of which are
based, in turn, upon further assumptions, including, without limitation, management’s examination of historical operating trends, data contained in Company records and other data available from
third parties. Although the Company believes that these assumptions were reasonable when made, these assumptions are inherently subject to significant known and unknown risks, uncertainties,
contingencies and other important factors which are difficult or impossible to predict and are beyond its control. Such risks, uncertainties, contingencies and other important factors could cause
the actual results of the Company or the industry to differ materially from those results expressed or implied in this presentation by such forward-looking statements. No representation is made
that any of these forward-looking statements or forecasts will come to pass or that any forecast result will be achieved and you are cautioned not to place any undue influence on any forward-
looking statement. No one undertakes to publicly update or revise any such forward-looking statement.

Investment in the GDRs may involve substantial risk. References to future returns are not promises or even estimates of actual returns an investor may achieve. The forecasts contained herein are
for illustrative purposes only and are not to be relied upon as advice or interpreted as a recommendation. The information herein reflects the Company’s judgement of the prevailing conditions as
of this date, all of which are subject to change. Past performance or experience does not necessarily give a guide for the future. Neither the delivery of this presentation nor any further discussions
with any recipient shall, under any circumstances, create any implication that there has been no change in the affairs of the Company since such date.

This presentation does not constitute or form a part of, and should not be construed as, an offer or invitation to subscribe for or purchase any securities of the Company and neither this
presentation nor anything contained herein shall form the basis of, or be relied on in connection with, any offer or commitment whatsoever.

The Company's shares and GDRs have not been and will not be registered under the U.S. Securities Act of 1933, as amended. Securities may not be offered or sold in the United States absent
registration under that Act or an available exemption from it, and the Company does not intend to make a public offer of any securities in the United States

Within the member states of the European Economic Area (the “EEA”) this presentation is only addressed to and directed at persons who are “qualified investors” (“Qualified Investors”) within the
meaning of Article 2(1)(e) of the Prospectus Directive (Directive 2003/71/EC) (including any relevant implementing measure in each relevant member state of the EEA). In addition, in the United
Kingdom, this presentation is being distributed only to, and is directed only at (i) Qualified Investors who have professional experience in matters relating to investments falling within Article 19(5)
of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005, as amended (the “Order”) or high net worth entities falling within Article 49(2)(a) to (d) of the Order, or (ii) persons
to whom it may otherwise lawfully be communicated (all such persons in this paragraph collectively being referred to as “Relevant Persons”). This presentation must not be acted on or relied on (i)
in the United Kingdom, by persons who are not Relevant Persons, and (ii) in any member state of the European Economic Area other than the United Kingdom, by persons who are not Qualified
Investors. Any investment or investment activity to which this presentation relates is available only to Relevant Persons or will be engaged in only with Relevant Persons.

The information and opinions contained in this presentation are for background purposes only and do not purport to be full or complete. No reliance may be placed for any purpose on the
information or opinions contained in this presentation or their accuracy or completeness. No representation, warranty or undertaking, express or implied, is given as to the accuracy or
completeness of the information or opinions contained in this presentation by the Company and no liability is accepted by us for the accuracy or completeness of any such information or opinions.

The information in this presentation is being circulated on a confidential basis, and is neither to be disclosed to any other person, nor copied or reproduced, in any form, in whole or in part without
the Company’s prior consent.

By accepting delivery of this presentation you agree to be bound by the foregoing terms and acknowledge that you will be solely responsible for your own assessment of the market, the market
position of the Company and the GDRs and that you will conduct your own analysis and be solely responsible for forming your own view of the potential future performance of the Company’s
business.
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