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DISCLAIMER

MVideoEldorado

THE INFORMATION CONTAINED HEREIN HAS BEEN PREPARED BY PJSC “M.VIDEO” (THE
“COMPANY” AND TOGETHER WITH ITS SUBSIDIARES, THE "GROUP"). THE INFORMATION
AND OPINIONS PRESENTED HEREIN ARE BASED ON INFORMATION GATHERED AT THE
TIME OF ITS PUBLICATION AND ARE THEREFORE SUBJECT TO CHANGE WITHOUT NOTICE.
WHILE THE COMPANY RELIES ON INFORMATION OBTAINED FROM SOURCES BELIEVED TO
BE RELIABLE, IT DOES NOT GUARANTEE THE ACCURACY, COMPLETENESS OR FAIRNESS
OF SUCH INFORMATION. THE CONTENTS OF THIS PRESENTATION HAVE NOT BEEN
INDEPENDENTLY VERIFIED BY OR ON BEHALF OF THE COMPANY OR ANY OF ITS ADVISERS,
OR BY ANY OTHER INDEPENDENT THIRD PARTY. NO RELIANCE MAY BE PLACED FOR ANY
PURPOSES WHATSOEVER ON THE INFORMATION CONTAINED IN THIS PRESENTATION OR
ON ITS ACCURACY, COMPLETENESS OR FAIRNESS. NO REPRESENTATION, WARRANTY OR
UNDERTAKING, EXPRESS OR IMPLIED, IS MADE OR GIVEN BY OR ON BEHALF OF THE
COMPANY, ERICARIA HOLDINGS LIMITED (THE "SELLING SHAREHOLDER") OR ANY OF J.P.
MORGAN SECURITIES PLC, MERRILL LYNCH INTERNATIONAL, UBS EUROPE SE OR VTB
CAPITAL PLC (TOGETHER, THE "BANKS") OR ANY OF THE COMPANY'S, THE SELLING
SHAREHOLDER'S OR THE BANKS' RESPECTIVE AFFILIATES, SUBSIDIARIES, SHAREHOLDERS,
DIRECTORS, OFFICERS, EMPLOYEES, AGENTS OR ADVISERS (TOGETHER
'REPRESENTATIVES') OR ANY OTHER PERSON AS TO THE ACCURACY, COMPLETENESS OR
FAIRNESS OF THE INFORMATION OR OPINIONS CONTAINED IN THIS PRESENTATION.
ACCORDINGLY, NONE OF THE COMPANY, THE SELLING SHAREHOLDER, THE BANKS, OR
ANY OF THE COMPANY'S, THE SELLING SHAREHOLDER'S OR THE BANKS' RESPECTIVE
REPRESENTATIVES OR ANY OTHER PERSON SHALL HAVE ANY LIABILITY WHATSOEVER
(WHETHER ARISING IN TORT, CONTRACT OR OTHERWISE) FOR ANY ERRORS, OMISSIONS
OR MISSTATEMENTS CONTAINED WITHIN THIS PRESENTATION OR FOR ANY LOSS
WHATSOEVER ARISING FROM ANY USE OF THIS PRESENTATION OR ITS CONTENTS OR
OTHERWISE ARISING IN CONNECTION WITH THE PRESENTATION.

THE BANKS ARE ACTING ONLY FOR THE SELLING SHAREHOLDER AND NO ONE ELSE AND
WILL NOT BE RESPONSIBLE TO ANYONE OTHER THAN THE SELLING SHAREHOLDER FOR
PROVIDING THE PROTECTIONS AFFORDED TO THEIR RESPECTIVE CLIENTS, AND WILL NOT
BE RESPONSIBLE FOR PROVIDING ADVICE TO ANYONE IN RELATION TO ANY POTENTIAL
OFFERING OF SECURITIES OF THE COMPANY OR ANY TRANSACTION, MATTER OR
ARRANGEMENT REFERRED TO IN THIS DOCUMENT.

THE INFORMATION AND OPINIONS CONTAINED IN THIS PRESENTATION (INCLUDING
WITHOUT LIMITATION ANY FORWARD-LOOKING STATEMENTS AS REFERRED TO BELOW)
ARE PROVIDED AS AT THE DATE OF THIS PRESENTATION AND ARE SUBJECT TO
UPDATING, REVISION, AMENDMENT, VERIFICATION, CORRECTION, COMPLETION AND
CHANGE WITHOUT NOTICE. MATTERS DISCUSSED IN THIS PRESENTATION MAY
CONSTITUTE FORWARD-LOOKING STATEMENTS. FORWARD-LOOKING STATEMENTS
INVOLVE RISKS AND UNCERTAINTIES BECAUSE THEY RELATE TO EVENTS AND DEPEND ON
CIRCUMSTANCES THAT MAY OR MAY NOT OCCUR IN THE FUTURE. THE FORWARD-
LOOKING STATEMENTS IN THE INFORMATION ARE BASED UPON VARIOUS ASSUMPTIONS,
MANY OF WHICH ARE BASED, IN TURN, UPON FURTHER ASSUMPTIONS. 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. FORWARD-
LOOKING STATEMENTS ARE NOT GUARANTEES OF FUTURE PERFORMANCE. NO
REPRESENTATION OR WARRANTY IS MADE THAT ANY OF THESE FORWARD-LOOKING
STATEMENTS OR FORECASTS WILL COME TO PASS OR THAT ANY FORECAST RESULT WILL
BE ACHIEVED. UNDUE INFLUENCE SHOULD NOT BE GIVEN TO, AND NO RELIANCE SHOULD
BE PLACED ON, ANY FORWARD-LOOKING STATEMENT. NO STATEMENT IN THE

INFORMATION IS INTENDED TO BE NOR MAY BE CONSTRUED AS A PROFIT FORECAST.

IN PROVIDING ACCESS TO THE INFORMATION, NONE OF THE COMPANY, THE SELLING
SHARHEOLDER, THE BANKS OR ANY OF THEIR RESPECTIVE REPRESENTATIVES OR ANY
OTHER PERSON UNDERTAKES ANY OBLIGATION TO PROVIDE THE ATTENDEE OR
RECIPIENT WITH ACCESS TO ANY ADDITIONAL INFORMATION OR TO UPDATE THE
INFORMATION OR TO CORRECT ANY INACCURACIESIN ANY SUCH INFORMATION,
INCLUDING ANY FINANCIAL DATA OR FORWARD-LOOKING STATEMENTS. THE
INFORMATION SHOULD BE CONSIDERED IN THE CONTEXT OF THE CIRCUMSTANCES
PREVAILING AT THE TIME AND HAS NOT BEEN, AND WILL NOT BE, UPDATED TO REFLECT
MATERIAL DEVELOPMENTS WHICH MAY OCCUR AFTER THE DATE THEREOF. NONE OF THE
BANKS OR ANY OF THEIR RESPECTIVE REPRESENTATIVES HAVE INDEPENDENTLY
VERIFIED ANY OF THE INFORMATION.

TO THE EXTENT AVAILABLE, THE INDUSTRY, MARKET AND COMPETITIVE POSITION DATA
CONTAINED IN THE PRESENTATION COME FROM OFFICIAL OR THIRD PARTY SOURCES.
THIRD PARTY INDUSTRY PUBLICATIONS, STUDIES AND SURVEYS GENERALLY STATE THAT
THE DATA CONTAINED THEREIN HAVE BEEN OBTAINED FROM SOURCES BELIEVED TO BE
RELIABLE, BUT THAT THERE IS NO GUARANTEE OF THE ACCURACY OR COMPLETENESS OF
SUCH DATA. WHILE THE COMPANY BELIEVES THAT EACH OF THESE PUBLICATIONS,
STUDIES AND SURVEYS HAS BEEN PREPARED BY A REPUTABLE SOURCE, NONE OF THE
COMPANY, THE SELLING SHAREHOLDER THE BANKS, OR ANY OF THEIR OR THEIR
RESPECTIVE REPRESENTATIVES HAS INDEPENDENTLY VERIFIED THE DATA CONTAINED
THEREIN. IN ADDITION, CERTAIN OF THE INDUSTRY, MARKET AND COMPETITIVE POSITION
DATA CONTAINED IN THE PRESENTATION COME FROM THE COMPANY'S OWN INTERNAL
RESEARCH AND ESTIMATES BASED ON THE KNOWLEDGE AND EXPERIENCE OF THE
COMPANY'S MANAGEMENT IN THE MARKETS IN WHICH THE COMPANY AND THE OTHER
MEMBERS OF THE GROUP OPERATE. WHILE THE COMPANY BELIEVES THAT SUCH
RESEARCH AND ESTIMATES ARE REASONABLE, THEY, AND THEIR UNDERLYING
METHODOLOGY AND ASSUMPTIONS, HAVE NOT BEEN VERIFIED BY ANY INDEPENDENT
SOURCE FOR ACCURACY OR COMPLETENESS AND ARE SUBJECT TO CHANGE AND
CORRECTION WITHOUT NOTICE. ACCORDINGLY, RELIANCE SHOULD NOT BE PLACED ON
ANY OF THE INDUSTRY, MARKET OR COMPETITIVE POSITION DATA CONTAINED IN THE
INFORMATION.

THIS PRESENTATION ISNOT, AND SHOULD NOT BE CONSTRUED AS, A PROSPECTUS OR
OFFERING DOCUMENT, AND HAS NOT BEEN REVIEWED OR APPROVED BY ANY
REGULATORY OR SUPERVISORY AUTHORITY. THIS PRESENTATION DOES NOT
CONSTITUTE AN OFFER OR INVITATION TO SELL, OR ANY SOLICITATION OF ANY OFFER TO
SUBSCRIBE FOR OR PURCHASE ANY SECURITIES OF THE COMPANY OR ANY OTHER
MEMBER OF THE GROUP OR ANY OTHER ENTITY IN ANY JURISDICTION, AND NOTHING
CONTAINED HEREIN SHALL FORM THE BASIS OF ANY CONTRACT OR COMMITMENT
WHATSOEVER.

ANY DECISION TO PURCHASE ORDINARY SHARES IN ANY OFFERING SHOULD BE MADE
SOLELY ON THE BASIS OF INFORMATION CONTAINED IN THE FINAL OFFERING CIRCULAR
WHICH MAY BE PUBLISHED BY THE COMPANY. YOU SHOULD CONDUCT YOUR OWN
INDEPENDENT ANALYSIS OF ALL RELEVANT DATA PROVIDED IN THE OFFERING CIRCULAR
AND YOU ARE ADVISED TO OBTAIN INDEPENDENT EXPERT ADVICE AS TO THE LEGAL, TAX,
ACCOUNTING, FINANCIAL, CREDIT AND OTHER RELATED ASPECTS BEFORE MAKING ANY
INVESTMENT DECISION.

THIS PRESENTATION ISNOT DIRECTED TO, OR INTENDED FOR DISTRIBUTION TO, DIRECTLY
OR INDIRECTLY, OR USE BY, ANY PERSON OR ENTITY THAT IS A CITIZEN OR RESIDENT OR
LOCATED IN ANY LOCALITY, STATE, COUNTRY OR OTHER JURISDICTION WHERE SUCH
PUBLICATION, AVAILABILITY OR USE WOULD BE CONTRARY TO LAW OR REGULATION OR

WHICHWOULD REQUIRE ANY REGISTRATION, LICENSING OR OTHER PERMISSION WITHIN
SUCH JURISDICTION. PERSONS INTO WHOSE POSSESSION THIS DOCUMENT COMES
SHOULD INFORM THEMSELVES ABOUT AND OBSERVE ANY SUCH RESTRICTIONS.

THIS PRESENTATION IS ADDRESSED SOLELY TO AND IS ONLY BEING DISTRUBUTED TO AND
DIRECTED AT PERSONS IN MEMBER STATES OF THE EUROPEAN ECONOMIC AREA (THE
"EEA") WHO ARE "QUALIFIED INVESTORS" (WITHIN THE MEANING OF ARTICLE 2(E) OF
REGULATION (EU) 2017/1129. IN ADDITION, IN THE UNITED KINGDOM, THIS PRESENTATION
IS ADDRESSED SOLELY TO AND IS ONLY BEING DISTRIBUTED TO AND DIRECTED AT
PERSONS ARE "QUALIFIED INVESTORS" (WITHIN THE MEANING OF ARTICLE 2(E) OF
REGULATION (EU) 2017/1129 AS IT FORMS PART OF THE DOMESTIC LAW OF THE UNITED
KINGDOM BY VIRTUE OF THE EUROPEAN UNION (WITHDRAWAL ACT) 2018 WHO ARE (1)
INVESTMENT PROFESSIONALS FALLING WITHIN ARTICLE 19(5) OF THE FINANCIAL
SERVICES AND MARKETS ACT 2000 (FINANCIAL PROMOTION) ORDER 2005 (THE “ORDER”)
OR (Il) HIGH NET WORTH ENTITIES, AND OTHER PERSONS TO WHOM IT MAY LAWFULLY BE
COMMUNICATED, FALLING WITHIN ARTICLE 49(2)(A) TO (D) OF THE ORDER (ALL SUCH
PERSONS TOGETHER BEING REFERRED TO AS “RELEVANT PERSONS"). THE INFORMATION
MUST NOT BE ACTED ON OR RELIED ON (1) IN THE UNITED KINGDOM, BY PERSONS WHO
ARE NOT RELEVANT PERSONS, AND (I) IN ANY MEMBER STATE OF THE EEA BY PERSONS
WHO ARE NOT QUALIFIED INVESTORS. ANY INVESTMENT OR INVESTMENT ACTIVITY TO
WHICH THIS COMMUNICATION RELATES WILL ONLY BE AVAILABLE TO AND WILL ONLY BE
ENGAGED IN WITH (1) RELEVANT PERSONS IN THE UNITED KINDGOM AND (I1) QUALIFIED
INVESTORS IN ANY MEMBER STATE OF THE EEA. NEITHER THIS PRESENTATION NOR ANY
PART OR COPY OF IT MAY BE TAKEN OR TRANSMITTED INTO AUSTRALIA, CANADA OR
JAPAN OR DISTRIBUTED DIRECTLY OR INDIRECTLY IN CANADA OR DISTRIBUTED OR
REDISTRIBUTED IN JAPAN OR TO CANADIAN PERSONS OR TO ANY SECURITIES ANALYST
OR OTHER PERSON RESIDENT IN ANY OF THOSE JURISDICTIONS.

THE COMPANY'S SECURITIES HAVE NOT BEEN AND WILL NOT BE REGISTERED UNDER THE
U.S. SECURITIESACT OF 1933,AS AMENDED (THE "SECURITIESACT") AND MAY NOT BE
OFFERED OR SOLD IN THE UNITED STATES OF AMERICA EXCEPT PURSUANT TO AN
EXEMPTION FROM, OR A TRANSACTION NOT SUBJECT TO, THE REGISTRATION
REQUIREMENTS OF THE SECURITIES ACT. THIS PRESENTATION DOES NOT CONSTITUTE
AN OFFER OF SECURITIES FOR SALE IN THE UNITED STATES OF AMERICA. ACCORDINGLY,
NEITHER THIS PRESENTATION NOR ANY PART OR COPY OF IT MAY BE TAKEN,
DISTRIBUTED OR TRANSMITTED INTO THE UNITED STATES OF AMERICA, ITS TERRITORIES
OR POSSESSIONS, ANY STATE OF THE UNITED STATES AND THE DISTRICT OF COLUMBIA
OR DISTRIBUTED, DIRECTLY OR INDIRECTLY, IN THE UNITED STATES OF AMERICA, ITS
TERRITORIES OR POSSESSIONS, ANY STATE OF THE UNITED STATES AND THE DISTRICT
OF COLUMBIA, EXCEPT IN RELIANCE ON AN EXEMPTION FROM THE REGISTRATION
REQUIREMENTS OF THE SECURITIES ACT.

THIS PRESENTATION ISNOT A PUBLIC OFFER OR ADVERTISEMENT OF SECURITIES OR ANY
OTHER KIND OF ADVERTISEMENT, IN THE RUSSIAN FEDERATION, AND ISNOT AN OFFER,
OR AN INVITATION TO MAKE OFFERS, TO PURCHASE, SELL, EXCHANGE OR TRANSFER ANY
SECURITIES IN THE RUSSIAN FEDERATION.

NO PART OF THIS PRESENTATION, NOR THE FACT OF ITS DISTRIBUTION, SHOULD FORM
THE BASIS OF, OR BE RELIED ON IN CONNECTION WITH, ANY CONTRACT OR COMMITMENT
OR INVESTMENT DECISION WHATSOEVER. THIS PRESENTATION DOES NOT CONSTITUTE A
RECOMMENDATION REGARDING THE SECURITIES OF THE COMPANY. BY VIEWING THIS
PRESENTATION, YOU AGREE TO BE BOUND BY THE FOREGOING LIMITATIONS AND
CONDITIONS AND, IN PARTICULAR, WILL BE TAKEN TO HAVE REPRESENTED, WARRANTED
AND UNDERTAKEN THAT YOU HAVE READ AND AGREE TO COMPLY WITH THE CONTENTS
OF THIS DISCLAIMER
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MVideoEldorado

KEY FACTS ABOUT M.VIDEO-ELDORADO GROUP

V= o
Top-10 #1 = Leading &
CE retailer worldwide'! Online CE retailer in Russia® CE retailer in Russia®
with ~700m monthly traffic? 33% CE online market share in 20203 27% CE market share in 20203
Q9 o 2
19m &2 ~60% ~Tm m#*
Identified active customers? Total online sales Fulfilment area®
with 72m loyal customer® base with +109% YoY growth in 2020 with outstanding last-mile capabilities
%7 - %E
100% RUB 0.51n ~5-7% ==
Prompted brand awareness’ GMV? Historical EBITDA
010
86%’ NPS of M.Video/ 73%®8 of Eldorado with +15% YoY growth in 2020 margin

(1) Across global CE retailer specialists by revenue in 2019, data from Thomson Reuters; (2) Average monthly traffic for website, app and stores in FY 2020; (3) Data for FY 2020 market share, GfK; (4)

Identified active customer denotes identified customers with at least one purchase for the last 12 months, data as of 31 Dec 2020; (5) Loyal customers represent a group of authorized customers with active

loyalty cards; (6) Warehouse area in stores of ~540k m?, distribution centers of ~418k m? and regional distribution centers of ~83k m? as of 31 Dec 2020; (7) Brand Health Tracking, 260 cities of presence

M.Video and Eldorado stores (100k+ population), base 2020, customers CE during the last 6 months (9,599 respondents, Male / Female. 16-65 years), Millward Brown A/R M/I-Marketing; (8) Q1 data for 2020,

base 39/35 M.Video / Eldorado stores, survey at the exit from the store "M&P ANALYTICS LLC"; (9) Gross Merchandise Value (GMV) includes purchases in retail stores (including pick up orders), paid and

delivered online orders, paid shipments to legal entities from warehouses. Purchases made in stores and online orders may be made by individuals and legal entities. GMV includes sales of goods and services,

which may be owned by the Company or agents. GMV includes VAT, excludes returns and discounts offered to customers for the reporting period. GMV is not Revenue of the Company; (10) IAS 17-Based

EBITDA margin in 2017-2019;

Source: Company data, GfK "Consumer Electronics industry report” (Jan 2021), M&P ANALYTICS LLC, Millward Brown A/R M/I-Marketing 4



MVideoEldorado

PIONEER IN THE RUSSIAN CE MARKET SINCE
INCEPTION WITH OUTSTANDING TRACK
RECORDS IN INNOVATION AND EXECUTION

#1

Leading by innovation
and transformation!

B © ©

Launch of M.Video consumer app
. A = 2018
Launch of MMobile concept and product digital zones
Transition to omni model 2018-2019
2011-15
Online st . Consultant app roll-out
1st store piloting 20%(':]6 store Lean store project 2019
CE market 2014 15 mi ick-
in Russia In-store consumer loans Credit broker platform MIns pick-up
1993 2001 2016 2019
1st specialized Loyalty programme Launch of mobile platform Remotely assisted digital consultations
CE service center 2005 (consultant app) 2020
99 - i i 20 - . .
177 l;;?on food IPO in Russia e Leadership in last-mile partnerships
First-ever Successful integration 2020
trade-in Replacement of plastic bags of Eldorado, joining top-10 . .
program by paper bags global CE retailers 360° single customer view
1999 2008 2018 2020

OneRetail OneRetail
Physical platform m Omni-Channel L Strategy roll-out

(1) In relation to above projects launched in 1993-2018, each of which was the first in the Russian CE market
Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 5



MVideoEldorado

GROWTH FUELED BY STRUCTURAL
SHIFT TOWARDS ONLINE

Strong GMV growth driven by online development leading
to increasing market share both in online and total market

GMV12 [ Share of sales with the use of online platform —O— Total CE Market share®  —O— Online CE Market share®
(RUB bn) ("TOS", %)
505
40%
o
437 Market share? 33 .0 /O
421 + o ;
(o) (%)
358 %
GMV CAGR 25.6% 26.1% Sl
2017-20 : . -0
....................................................................... o
26.5%
O/ 16.7% o 2
+72% 21.8%  20.3%
33% TOS CAGR
2017-20 13.5% 10%
20%
16%
L
2017 2018 2019 2020 2017 2018 2019 2020

(1) Gross Merchandise Value (GMV) includes purchases in retail stores (including pick up orders), paid and delivered online orders, paid shipments to legal entities from warehouses. Purchases made in stores and online

orders may be made by individuals and legal entities. GMV includes sales of goods and services, which may be owned by the Company or agents. GMV includes VAT, excludes returns and discounts offered to customers for

the reporting period. GMV is not Revenue of the Company; (2) GMV and total online sales numbers are taken from pro-forma adjusted for Eldorado acquisition based on 2017-2018 financials; (3) GfK data for FY 2020

Source: Company data, GfK "Consumer Electronics industry report" (Jan 2021)

Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 6



MVideoEldorado

RUSSIAN CE MARKET IS ONE OF THE
LARGEST AND FASTEST-GROWING

e CE markets! 2020 (Us$bn) ® CE markets! CAGR 2020-2024 in local currencies (%)
258 = 6.7%
= sa7 | 5.0-5.6%"
m— 70.7 —= 4.5%
° 70.6 3.3%
— 63.7 B 3.2%
B 48.9 #9 i 2.2%
= N 37.5 market i) 2.0%
1) 37.1 globally — 1.5%

C unn N 25.4 2 -0.2% I oim

1) 22.1 -0.7% ®

(1) Top selected countries

(2) Main CE categories according to GfK; CE market covered by GfK panel only

(8) CAGR 2020-2024 of +5.0% and CAGR 2020-2025 of +5.6% based on GfK estimated main CE categories (CAGR 2020-2025 for the other top-10 CE markets are not available);

Source: GfK "Consumer Electronics industry report" (Jan 2021) 7
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RUSSIAN CE MARKET IS SIGNIFICANTLY
UNDERPENETRATED VS. INTERNATIONAL
BENCHMARKS

1 850
~| L
o =ns R
21,600
3
2 1350
0 ]
2 1) O
(o]
o
& 1,100
(o8
c
2 gs0
o
g 1
s [ ]
z Russia
S 600
S =
L e T SR
o
L
100 O =
0 100 200 300 400 500 600

Average CE unit price? in 2020(US$)

(1) CE consumption per household in 2020 per GfK estimations; (2) Calculated as average unit price for Q1-Q4 in 2020;
Source: GfK "Consumer Electronics industry report" (Jan 2021) 8



GROWTH IN TOTAL ADDRESSABLE MARKET
EXPECTED ACROSS ALL CATEGORIES
AND RELATED SERVICES IN RUSSIA

B Market/categories size in 2020/2025 (RUB bn) Categories growth 2020-2025 (RUB bn) . New ...
categories?
Main CE
categories

=]
86 34

Related
services?

N

403

MVideoEldorado

3,146

- 113
116 _ CE/Photo
285 IT/Office

2,025 VoA

SDA

' Telecom

2020 2025

Main CE market! Main CE market!

(1) Including 10% CE market not covered by GfK panel data; (2) GfK estimate for selected categories, not included in Main CE market; (3) Company's estimate, not included in GfK panel
(4) Company estimate of the total addressable CE market, including selected new categories (provided by GfK) and related services (estimated by the Company)

Source: GfK "Consumer Electronics industry report" (Jan 2021), company analysis

Information presented on the slide is related to the Russia CE market unless stated otherwise

2025

Total addressable CE market?



MVideoEldorado

HYBRID MODEL WITH NETWORK
EFFECTS SPINS UP CUSTOMER LOYALTY
AND VENDOR COLLABORATION

Maijor client
Joint touch-point
marketing @
Fulfilment
e /
Q Product availability
N , and exclusivity
= @ S at best terms
® (=) - Growing
. customer
- Customers o (2] OneRetail loyalty and

o) ©® (=) Discovery
e o & choice \7
\ Transaction

10



SEAMLESS INTEGRATION BETWEEN
ONLINE AND OFFLINE CHANNELS
IS KEY FOR WINNING CUSTOMERS

Search

OFFLINE

MVideoEldorado

g Purchase

Search offline —
purchase offline

Share of customers
in Russia using both
offline and online
before making a
purchase

[ [a]

Search online&offline -
purchase offline

Search online&offline -
purchase online

ONLINE

Search online —
purchase online

Source: Customer Journey CE market study, base of 16 cities with population of 500k+, customers in the last 6 months, male/female, 18-55 years, data for March-November 2020; prepared by IRC LLC 11



MVideoEldorado

MOBILE PLATFORM HACKS
RETAIL AND BRINGS STORE
EXPERIENCE TO ONLINE

Consultant App!

Ne 2101907 397

@

N22101907 397

( 43470 P
0708 K Bbl4aYe. oarorosbTe K onnare 143

Customer App

Personal client account .\
AN

Smart search
with order history 4

in full catalogue

Personal

Understanding of
offers

customer preferences

/ QoTo W EWAE

Personalized offerings ﬁ
and promos

|
% Promotions
= and bonuses
s

CmaprdoH Apple
iPhone 12 128G8 AirPods
Black (MGJA3RU/A)  Wireless

84990°

o
—unum Ca...

19990

39490°

Online
payments

Access to endless o—
shelf across all stores

CamoBbIBO3

M

) THEKC

M

Follow-up of one-retail
basket to customer app

Credit
offering

«)» . Chat

One-retail orders, seamless 0O
>/ support

connection with the client ce \

(1) Consultant app, previously disclosed as “m_RTD" project, is an application on a tablet for consultants for authorization of customers in the store, consultations, basket formation and checkout. The main focus of the consultant app is
to better understand customer needs, make individual proposals and use data analytics for more accurate business processes, which improves the company’s brand recognition, loyalty and, ultimately, provides sales growth and efficiency

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 12



MVideoEldorado

TRAFFIC MONETIZATION OF MOBILE
PLATFORM IS SIGNIFICANTLY HIGHER

N22101907 397

o

N22101907 397

70
0708 K BbIAAYE. [ogroTossTe k onnare 143470

Consultant App Customer App

e Conversion rate 2020 (%)
6.3%

®x1.9

\‘/ ‘ fo Cuaprion Apple
i iPhone 12 128G8 AirPods
o m/mvCa.v. Black (MGJA3RU/A)  wireless . )
’ 849907 o Website Mobile platform
— (customer app)
m aMOBbIBO3

e Conversion rate 2020 (%)

A41%

®x3.6

M.Video offline  Mobile platform
(consultant app)

* Average check and units per transaction 2020 (%) ¢ Checkout completion rate 2020 (%)

18 y 539 y  Onnatuto KapToi OHNaMH 77%
) 11eKC
2.1 s 9%
9,414 pes 2
®x2.0 ®OxT1.3
M.Video offline  Mobile platform Website Mobile platform
(consultant app) (customer app)

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 13



MVideoEldorado

SHARE OF MOBILE PLATFORM IN SALES HAS
CONSIDERABLE POTENTIAL FOR GROWTH

Consultant App Customer App

22101907397

U

r J

o

N22101907397

oTe k onnare 143 470°

*Share in online
sales? )

°*Share in in-store
sales! )

Toros K Bbiaae. [10AroTo!

) § |

75%+* ~50%

- A
\_/ Je  CmapréoH Apple HaywHmkg
n

iPhone 12 12868 AirPods /\
um Ca..  Black MGIASRUA)  ireless
394902 ghems 16990
o aMOBbIBO3
39% W )
"""""""""
) 11eKC
o
4 12%
2020 Mid-term potential 2020 Mid-term potential

(1) calculated as consultant app sales divided by offline sales plus consultant app sales; (2) calculated as customer app sales divided on web-platform and customer app sales
Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise

14



MVideoEldorado

HIGH QUALITY ASSORTMENT THAT
ADDRESSES BROAD SPECTRUM
OF CUSTOMER DEMAND

F O \ ¢ Optimal balance between inventory and coverage of customer needs
Indicative coverage of the Russian CE market size by SKUs?

EXCIUS“’e assortment Russian CE market coverage
with ~17,000 exclusive SKUs'

MYVideoEldorado

Our SKUs
. cover 73% ~0909°%,
M Innovate categories of the Russian CE market coverage
i@I requiring expert assistance
(1 4% of our GMV) 0 75 150 ~350
SKUs, k units

® Unmatched quality perception®
% of respondents considering "high quality of items" for corresponding player

~ s\ Broad portfolio of
@ premium products

47
7% of our GMV 39
( ) 32
24 000
16
80% purchases 12 10 -
are done via direct contracts

with manufacturers
- (e OZON @ CBsa3HOM AliExpress

CHUTHUAKHIK

(1) exclusive SKU denotes SKU with over 85% market share for respective unit; (2) data for FY 2020 (3) Brand Health Tracking, 260 cities of presence M.Video and Eldorado stores (100k+ population), base
Q4'2020, customers CE during the last 6 months (2304 respondents, Male / Female 16-65 years), Millward Brown A/R M/I-Marketing
Source: Company data, Millward Brown A/R M/I-Marketing 15



FLEXIBLE PRICING

GIVES COMPETITIVE EDGE

g

@)

Source: Company data

U

Price setter for the

market thanks to superior
purchasing power

Price match offering
via online screening
(incl. marketplaces)

Attractive prices for loyal
customers through bonuses
and ongoing promotions

Smart promo
coordinated with
vendors

Sustainable strong

margins supported by strong
relationships with suppliers

¢ Indicative pricing model for customer

MVideoEldorado

. q
Price for loyal customers /

smart promo

. o
Price i Screen: _ Average
match : price market price

Competitor T

Competitor 2

Competitor 3

Competitor 4

Competitor 5

102%
Highest
price
99%
99%

98%

i Lowest

. price

101%

16



MVideoEldorado

THE GROUP IS AN ESSENTIAL PARTNER
FORTOP CE VENDORS IN RUSSIA

Group's share in sales * Mutually beneficial relationships acknowledged by suppliers

of top-7 largest CE vendors
in Russia’

Y/ Throughout Samsung's 30-year history in Russia, we always have been passionate

@,
MVideoEldorado about providing our high-quality products and services to Russian consumers.

This wouldn't be possible without a highly developed retail presence and support.

Vendor #1 We appreciate that M.Video-Eldorado Group has been helping us make this
possible for 28 years already.

Vendor #2 DH Kim, President of Samsung Electronics CIS SAMSUNG

44 'nthe pastyears Huaweiis dedicated to be a premium brand, and as well
Vendor #3 M.Video dedicated to be a premium retailer in the industry and has built

the leading branding merch in the industry. We think that in the past years
our collaboration is win-win collaboration.

O,
Vendor #4 Leo Lee, President Huawei's Russia division 2 HUAWEI

Vendor #5 24% 44 \.Video-Eldorado Group has built a unique business culture in the Russian market,
combining the best parts of European and Russian business practices. The most
important ingredient of M.Video-Eldorado Group's success is the trust they have

Vendor #6 earned from consumers and their ability and willingness to follow new trends. The
Group is in a unique position in the world to create a successful and exemplary
hybrid model combining offline retail with the efficiencies and opportunities of

Vendor #7 online and data-based consumer engagement. 4
a

Olmez Oguzhan, General Manager, Groupe SEB TiT

(1) Top-7 largest CE top-A brand owners by sales in Russia for FY 2019
Source: Company data 17



MVideoEldorado

Market (ISP Performance
HIGH QUALITY CUSTOMER
EXPERIENCE DRIVEN BY LEADING
LAST-MILE OFFERING

E 1,137" stores %

in 314 cities in Russia

¥ ¥

Moscow

O l{
,\%,\O
252 ‘

100% online coverage "

~ gt

in cities of presence’ \ :
‘q‘?ék-"‘ South
Yooy e f e 3

>60,000 ‘:‘:“ i ad /GO § N2 |

partner pick-up points %) z

and parcel lockers! ®

. o/ _ .

IS,Q:O storﬁc' ad55|s:canfs | 60% pogulahon 41% - 15 mins 98% on-time

providing qualified professiona coverage - o deliver
(TN /' advice and personalized by 24 hours stock Slar orders aV?"aE"'W very

] e for collection ratio
support availability

(1) As of 30 June 2021; (2) Including Saint Petersburg; (3) calculated as population of cities with M.Video-Eldorado presence divided by total country population as of Dec 2020;

(4) calculated as GMV from channels offering 15-min order availability divided by GMV in 2020

Source: Company data

Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 18



MVideoEldorado

LAST-MILE DELIVERY POWERED BY
WELL-INVESTED LOGISTICS AND DISTRIBUTION
PLATFORM WITH NATIONWIDE REACH

4 9 Distribution centers @ Regional mini Distribution Centers

>RUB 150bn
o invested in stores and logistics o}
infrastructure since 1993’ ; » L
o

>500k m?
@ warehousing area in :
>1,100 stores? = o] sibirsk g

A

>400k m?2
warehousing area in
9 Distribution Centers?

67 % online Inventory

d W storage?
orders collecte 58% of stock value is

via pick-up* in stores

~83k m?2
warehousing area in
58 mini regional DCs?

85% - 24 hours

stock availability3

(1) company estimates; (2) As of 30 Jun 2021; (2) calculated as inventory storage breakdown in m3 as of 2020; (3) calculated as GMV from channels offering same-next day delivery divided by total online

sales, data for FY 2020; (4) percentage of web and customer app sales collected via pick-up in 2020;

Source: Company data

Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 19



MVideoEldorado

ROBUST GROWTH IN GMV DRIVEN BY ~2X INCREASE IN SHARE
OF ONLINE SALES AND MOBILE PLATFORM RAMP-UP

e GMYV (FY2020) Share of TOS ¢ Total Online Sales (FY2020)
(RUB bn) (RUB bn)
60% Web Platform’ 300 Y-0-Y growth
505 Mobile Platform
33% Il Consultant App
437 M Customer App @ 760/0

144

2019 2020 2019 2020

+15% cmvgrow 60% ierimomv +109% ciogons | ¥152% scicionin™

(1) Web Platform includes sales from website, marketplace, manual orders, vendor catalogue and contact center

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 20



MVideoEldorado

INCREASING SHARE OF ONERETAIL TRANSACTIONS
DRIVES HIGHER OVERALL AVERAGE TICKET

f o N f O N

* Transactions (FY2020) * Average ticket
(m tickets) (RUB)

Not identified

Identified 201 9 2020
M Non-OneRetail 36.7 56.2
B OneRetail OneRetail OneRetail
B 207 [ 732
J—
—
Non-OneRetail Non-OneRetail
I 3 030 I o2
o
73% 82%
Total Total
W 77 W 8,980
2019 2020
. . Higher average .
O/ OneRetail O/ Share of OneRetail (o) . . O/ Average ticket
+55 /O transactions growth 42 /O fransactions +46 /O ticket for OneRetail + 16 /O growth

customers

(1) including not identified
Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 27



MVideoEldorado

STRONG GROWTH IN IDENTIFIED ACTIVE
USERS WITH SHARE OF ONERETAIL
CUSTOMERS REACHING 42%

(& J N f ~ A
* Traffic (FY2020) ¢ Identified active customers (FY2020)
N {m people)
Customer App st ;
Share of OneRetail
8% ores 42%
19% 26% customers
. 19

l ° 2 bn :
.. Loyal Non-OneRetail
Visits Customer
Base
Web .
Platform OneRetail
73%
. 2019 2020
Customer App O/ Web Platform O/ OneRetadil O/ Identified active
>7x traffic growth +29 /O traffic growth +79 /0 customers growth + 12 /O customers growth

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise

22



MVideoEldorado

STRATEGY OF PROFITABLE GROWTH: MEASURING OUR SUCCESS

OPERATING KPIs FINANCIAL KPIs

Mid-term Mid-term
2020 target target

N . oge . VLT gy

= # of identified active ant oy (o) IAS 17-Based
P ( ) customers 19m  25m R 5-7% EBITDA margin S

N—" N——"
. v
a B
S (/—\> Share of OneRetail 429, 85¢y + < 2.0% Moderate (/\) )

customers' y ° CAPEX
N— of GMV N—

~500 ~1,000

RUB bn RUB bn
2020 ——> 2025

</—\> Total online sales? 60% 85%+

Payout of Sustainable and <”
——' Mobile platformsales> 31%  60%

(o) . o o
IIoo /o NI attractive dividends -

~2X
growth of the
business

15 min order - o
1 ( availability? 34% 50%+

IAS 17-Based Net Debt /
<2.0x IAS 17-Based EBITDA (

WE AIM TO DOUBLE OUR BUSINESS BY 2025

(1) % of identified active customers; (2) % of GMV; (3) Incl. VAT
Source: Company data (based on IAS 17 figures, unaudited) and targets (Note: There is no guarantee or certainty the outlined growth targets will be achieved) 23



MVideoEldorado

LOOKING BEYOND CURRENT STRATEGY

DEVELOPMENT OF COMPLEMENTARY SERVICES EXPAND ONERETAIL BEYOND CE

S B r@ -

Finance services TV and cinema Customization Non-CE Insurance =

aggregator subscription of devices services
Sports
SCALING UP

’ Child
o N E RETAI I- Subscription Selection & M.Price — on-site Remote (% go:)d;en

support for all
(é]@ Beauty

Smart home eHealth Educational Delivery \@ Auto
concept platform content by-click <

P L ATFO R M for batteries installation of specialists to help
replacement kitchen appliances  with equipment electronics

Source: Company data and targets (Note: There is no guarantee or certainty the outlined growth targets will be achieved) 24
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1H 2021
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MVideoEldorado

@O KEY 1H 2021 HIGHLIGHTS
AND KEY DEVELOPMENTS

N7

RUB 258 bn 67% 19.8 mn RUB 18.3 bn
GMV! Total online Identified active IAS 17-Based RUB 6.4 bn

sales customers EBITDA Amount for TH’21
dividend distribution

+ 24% +49% 57% 5 o 8% (BoD’s proposal to EGM)

GMW growth total online Share of OneRetail IAS 17-Based
sales growth customers adjusted EBITDA margin

(1) Gross Merchandise Value (GMV) includes purchases in retail stores (including pick up orders), paid and delivered online orders, paid shipments to legal entities from warehouses. Purchases made in stores and online orders
may be made by individuals and legal entities. GMV includes sales of goods and services, which may be owned by the Company or agents. GMV includes VAT, excludes returns and discounts offered to customers for the
reporting period. GMV is not Revenue of the Company; 26



@D PROGRESS AGAINST STRATEGY METRICS
IN TH 2021: DISCOVERY & CHOICE

OneRetalil

L = :
% /
2 /

Discovery
& Choice

Information on # of SKU and share of innovative assortment provided as of 30.06.2021

U

Metric 1H’20

# of SKUs 64k

Share of innovative

& premium 18.0%
assortment

Share o
of accessories 10.1%
Share 239

of services

2020

75k

21.0%

10.1%

2.8%

1H'21

150k

21.0%

10.7%

3.3%

MVideoEldorado

Strategic
objective

>250k

27.0%

12.6%

5.1%

27



@D PROGRESS AGAINST STRATEGY METRICS

IN TH 2021: TRANSACTION'

Transaction

OneRetalil

=11

Metric 1H’20

One retail
transactions

26.2 mn

Share of One Retail

transactions 47.8%
OneRetail

customers 10,294
average ticket

Share of mobile 21.8%

platform

20202

30.4 mn

54.1%

10,950

30.5%

TH'21

35.5 mn

60.3%

11,247

42.2%

MVideoEldorado

Strategic
objective

n/a

n/a

n/a

60.0%

(1) Information on Active Identified Customers, OneRetail customers, Share of OneRetail customers, OneRetail customers average ticket provided on a last twelve months basis; (2) restated compared to previously disclosed

2020 metrics to include OneRetail clients of Eldorado.

28



@D PROGRESS AGAINST STRATEGY METRICS

IN TH 2021: FULFILLMENT

OneRetalil

Fulfillment

N\ [

Metric

15 min order
availability

24 hours order
availability

Stores
opened (net)

New towns
covered

1H’20

29.9%

83.8%

+2

2020

34.0%

85.0%

+36

+28

1H'21

40.6%

85.3%

+63

+35

MVideoEldorado

Strategic
objective

>50.0%

>90.0%

>500

>100

29



@0 OUR DIGITALIZATION PATH:
BECOMING A RETAIL-TECH PLAY

DIGITAL
TRANSFORMATION
CHALLENGES

Implementing
digital projects
and products

Developing

in-house digital
competencies

Increasing flexibility
and reliability
of IT systems

PROGRESS
TO DATE

v Personalized pricing & 1,000+
v "I'minthe store" mode for Client App th’ feat
(including payment at the shelf) OtfIET [Catures,

. o tweaks and
v" OneRetail cart new functionality upgrades

v Launch of Corporate Digital Academy and Agile school
v MVP application for couriers
v" Personal online account for merchants (marketplace)

Competency centers for IT, data and agile teams launched
IT development roadmap finalized
Ongoing shift to cloud-based infrastructure

ORGANIZATIONAL
EVOLUTION

S Product teams
launched
\
-
.0, | Productandtech
) fa'a =

team members

Trained in-house
specialists with
new digital skills

J

New OneRetail
organizational
structure

J

MVideoEldorado

100+

1,600

+ 430 hired

150+

From vertical
departments
to tribes

30



@D LATEST ONERETAIL FEATURES FURTHER
IMPROVE CUSTOMER JOURNEY AND

INCREASE CONVERSION N

[ 15:467
Ne2101907 397

Customer app

43470
708 K BbI4aYe. [ogroroseTe K onnare 143 47

N22101907 397 /

Personalized
pricing

S  CMaprgoH H Apple HaywHny]
iPhone 12 128GB AirPods A
I Ca Black (MGJA3RU/A)  Wireless

OneRetail order (create, modify
and pay for order anywhere)

849902 199902

In-app loans
in the customer app

Onﬂamrb Kapron OHMaIH
THAEKC

App in Store feature enabling tools for
in-store use of the customer app

MVideoEldorado

Consultant app

Data driven tools support
upselling, cross-sales
and better customer
interaction

31



@O PERSONALIZED PRICING:
ENCOURAGE PURCHASES
AND BOOST CONVERSION

Key features:

In-house Al-based tool enables consistent
personalized pricing offers across mobile platform

Personalized pricing based on frequency
and value of purchases at M.Video

During testing, the feature helped achieve
a significant uplift in conversion

Cmapt-yacbl Samsung Galaxy Watch
Active2 SM-R830 Banunb

17 990 P +999e»

lMepcoHanbHas LeHa

12 364 P 17-990-L

-180 P lNepcoHanbHas ckuaka
-5 446 BOHYCHbIX py6nen

B kopauHy 3a 12 364 P

MVideoEldorado

32



MVideoEldorado

@D IN-APP LOANS:
BOOSTING ONLINE SALES
WITH NEW PAYMENT OPTION

WToro ¢ yyeToM CKMAOK

12364 P 19950+

—_ CmapT-4yacbl Samsung Galaxy

Key fe a t U r e s: Q,, Watch Active2 SM-R830 B

Twr. 12364P 195998

B KpeauT WK paccpouky

Consumer loan option integrated into
Customer App at transaction stage

Lending features will be further
developed in next 6-9 months

OdopmuTh 3aKa3s
OP3KH;

53



@O ONERETAIL ORDER:
FACILITATING PAYMENT STAGE
OF CUSTOMER JOURNEY

Key features:

Order created for customer in Consultant App

can be paid for anywhere
(in customer app, at check-out counter or on website)

Following payment, customer
can pick up order in-store

Added convenience helps
to enroll new OneRetail clients

<>

[docTtynHa onnaTta

3akas ycnewHo odopmneH £

MVideoEldorado

34



@O DATA DRIVEN TOOLS IN CONSULTANT APP:
SUPPORT UPSELLING, CROSS-SALES
AND CUSTOMER INTERACTION

Key features:

Provide store consultants with access
to all relevant customer data

Helpful suggestions to facilitate
more efficient customer interactions

Automated recommendations for store
consultant to offer higher-end products
and/or additional purchases

HoyT6yk urposou MSI GL75
Leopard 10SEK-249RU

120 990

& 101790

W smse bs midmall mem e smes s
C\

MVideoEldorado

&



MVideoEldorado

@0 CONSUMER ELECTRONICS MARKETPLACE:
2X ASSORTMENT EXPANSION YTD

e Total assortment, ths SKU Marketplace progress in TH 2021 Brands working with 3P model
Assortment — )
— + 45,000 SKUs -
R Available through new and
existing vendors LIEBHERR
e33°SMeEg

£ + 30,000 SKUs S

Available through SberMegaMarket white-

label integration BOSCH
@ msi
E] Electrolux
75 + 650
3P partners (total - 1,200)
0 dyson
r lllllllll o Miele
20% [N 15% ==
L of online traffic driven e
2020 TH 2021 Strategic by marketplace assortment p
objective «

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 36



MVideoEldorado

@ LEADERSHIP IN INNOVATIVE AND PREMIUM ASSORTMENT
DRIVES GROUP GMV

1H 2020 TH 2021

182% 212

Share of premium and innovative
assortment in GMV

+130 stores Sx

With special Sales growth in smart

premium zones home devices vs +30%
for Russian market

+51% +70%

Premium growth in sales

assortment of wearables vs +55%

for Russian market

+77%
Growth of services sales
with premium products

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 37



@O ESG IS INTEGRATED IN OUR HACKING RETAIL

STRATEGY: TH 2021 RESULTS

PEOPLE AND
COMMUNITIES

Safety, inclusion and diversity

PLANET

Reduction of GHG emissions

« Developed a GHG emissions model (scope 1,2,3)
using GHG Protocol and IPCC Guidelines to

regularly report and monitor our carbon footprint.

»  Will publish the results of our first GHG
assessment in our ESG databook in 2H 2021.

Circular economy and waste management

» 17 cities, 500 pick-up points
« 700 metric tonnes of e-waste collected and
processed

* Involved 35 stores
» Collected 8 tonnes of recyclable
materials (including packaging)

» Collected 16 tonnes of batteries

I 13 =
O | &

Supported the creation of an inclusive coworking
space for disabled individuals by providing
electronics worth> RUB 2.5 m.

Local community development

Donated goods worth ~ RUB 900k to 8 local
medical centers.

Launched a contest for grants with a total fund of
RUB 5 m, supporting 16 NGOs from 11 regions.

Helped 53 children and supported 16
environmental projects through The Group’s
corporate foundation ‘Beautiful Childrenin a
Beautiful World" with a total budget of >RUB 30 m

MVideoEldorado

= CUSTOMERS AND
<) TECHNOLOGY

Accessibility

» Reviewed our commercial websites and mobile
apps to improve their accessibility.

» Developed online trainings for store and call
center employees on communication and
inclusivity.

Cybersecurity
 Informed 100% of our employees about

cybersecurity through various channels, including
training courses, our internal portal and emails.

Responsible consumption
» Designed a system to select products that have a

lower environmental impact and support a
healthy lifestyle.

38



MVideoEldorado

@D OUR RESPONSE TO COVID-19

During the ongoing pandemic we go extra mile to help keep people safe and healthy by:

0

Expanding employee
insurance programs to
include post-COVID-19

recovery

04

Hosting webinars on financial
literacy, health and work-life
balance

02 03

Providing additional material Making telemedicine
support to employees who available across the
have contracted COVID-19 country

05 06

Launching social media and Incentivizing vaccination among
intranet campaigns to promote all employees

vaccination and solidarity among

employees

39
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MVideoEldorado

ROBUST GROWTH IN GMV DRIVEN BY INCREASE IN TOTAL
ONLINE SALES AND MOBILE PLATFORM DEVELOPMENT

e GMV (1H 2021) ¢ Total Online Sales (1H 2021)
(RUB bn) (RUB bn)
Share of TOS 67% Web Platform’
174 Y-o-Y growth

Mobile Platform

56% 258 B Consultant App © 90/0

Bl Customer App

208 117

.
®115%
,,,,,,,,,,,, 63%
39%
L 6 \ >4 x
1H 2020 TH 2027 1H 2020 1H 2021
2% cwvarens 67% ‘aiermomy +A9% il e +139% elon

(1) Web Platform includes sales from website, marketplace, manual orders, vendor catalogue and contact center

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise 41



MVideoEldorado

STRONG GROWTH IN IDENTIFIED ACTIVE USERS WITH
SHARE OF ONERETAIL CUSTOMERS REACHING 57%

r

N\ F O

* Traffic (1H 2021) ¢ Identified active customers (June 2021)
{m people)

Customer App Stores 57% Share of OneRetail

o o customers
19// 20% 44% 20
68mn

Non-OneRetail
631 mn

Loyal
Visits Customer
Base OneRetail

Web

Platform

61%

June 2020 June 2021
Customer App Stores OneRetail Identified active
>30 5 X traffic growth + .I 80/0 traffic growth +47 % customers growth + 14%

customers growth

Source: Company data
Information presented on the slide is related to M.Video-Eldorado Group unless stated otherwise
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MVideoEldorado

INCREASING SHARE OF ONERETAIL TRANSACTIONS
RESULTS IN HIGHER OVERALL AVERAGE TICKET

f V \ F O N

* Transactions (LTM) * Average ticket (LTM)

(m tickets)

Not identified
Identified

B Non-OneRetail
m OneRetall

85%

.

2Q (LTM) 2020 2Q (LTM) 2021

O/ OneRetail transactions O/ Share of OneRetail
+36 /O growth (LTM) 60 /O transactions (LTM)

(1) Including unidentified transactions
Source: Company data

(RUB)

OneRetail

10 294

Non-OneRetail
7 528

Total
8 244"

2Q (LTM) 2020

Higher average

+46% ticket for OneRetail

customers

OneRetail
11 247

Non-OneRetail

Total
94211

2Q (LTM) 2021

A
14 yiccer growh

43



OVER 90% OF ORDERS WERE FULFILLED
USING STORE INFRASTRUCTURE, THE MOST

COST-EFFICIENT OPTION

MVideoEldorado

r

* GMYV split by fulfilment channel (2Q 2021)

(RUB bn)

Delivery
W Pick-up
M |n-store

79%

37

2Q 2020

Growth in share of

= l 3 p p orders fulfilled using

store infrastructure

Source: Company data

31

2Q 2021

L 'I ]2% OG:::::h of in-store

(RUB bn)

Delivery
B Pick-up
M [n-store

+4pp

88%

TH 2020

Growth in share of
orders fulfilled using
store infrastructure

e GMV split by fulfilment channel (1H 2021)

92%

TH 2021

+29% f:::::h of in-store

44



MVideoEldorado

1H 2021 GROUP REVENUE
AND GROSS PROFIT

f ™ N\ r ~ B

* Group revenue (net of VAT) * Group gross profit

(RUB bn) (RUB bn)

212.8 50.5
a1.7 44.7
161.4 173.9 :
0] 0]
®272.3% ®13.7%
1H 2021 / 1H 2020 1H 2021 / 1H 2020

TH 2019 TH 2020 TH 2021 TH 2019 TH 2020 TH 2021

31 — 56°% — 67% :%Of online 25.9°% —> 25.7°% —> 23.70/0 Gross.

1H 2019 1H 2020 1H 2021 in total sales 1H 2019 1H 2020 1H 2021 margin

Source: Company data
Note: Company financials in accordance with IAS 17 accounting standard, unless stated otherwise 45



MVideoEldorado

1H 2021 GROUP EBITDA
AND NET PROFIT

F O N\ F O N\

* Group IAS 17-Based EBITDA adjusted! * Group IAS 17-Based net profit?2
(RUB bn) (RUB bn)

13.5 1204 8.8

11.1
9 695.0°
©8.1% a7 ©695.0%
1H 2021 /1H 2020 1H 2021 / 1H 2020
TH 2019 TH 2020 TH 2021 TH 2019 TH 2020 TH 2021
6.9% — 7.7%—> 5,8% IAS 17-Based 2.3% — 3.1%— 4,1 'AS17-Based
1H 2019 1H 2020 1H 2021 EBITDA margin' 1H 2019 1H 2020 1H 2021 net margin

Source: Company data. Note: Company financials in accordance with IAS 17 accounting standard, unless stated otherwise
(1) IAS 17-Based Adjusted EBITDA excludes proceeds from sale of goods.ru (3,6 bn), write-off of subsidized loan (2,5 bn) and expenses for individual protective equipment (0,1 bn)
(2) IAS 17-Based net profit adjusted for loss from investments in associates (RUB 1,267 mn in TH 2020, 945 RUB mn in TH 2021) 46



MVideoEldorado

1H 2021 EBITDA MARGIN
EVOLUTION

IAS 17-Based EBITDA margin evolution

Gross Margin decreased

-1.9pp YoY due to:

8.6% 1. Inlcrease in promo activities.

1) 2. Higher share of lower-margin
products sold

3. Volatile purchasing prices

due to persistence of chip
shortage/components deficit

7.7%

0.5 O0.1pp 5 8
-OPP emmm %
- 0-3pp ° Rent & utilities decreased
(2) by -0.5pp YoY due to rent
(1.9pp) (0.9pp) terms optimization

@ @ Other expenses increased
(3) by +0.9pp YoY primarily due
to growth in marketing and

bank expenses

Group Gross Rent & Credit Other  Other Net Group Income from COVID-19 Group One-offs include: income from
IAS 17-Based Margin Utilities Broker expenses Operating IAS 17-Based sale of adjustments IAS 17-Based sale of goods.ru + 1’7PP gqin from
EBITDA Income  Adjusted EBITDA goods.ru EBITDA . gs S
Margin’ Margin? Margin GD subsidized loan forgiveness (part
(1H 2020) (1H 2021) (1H 2021) of state COVID-relief package)

and expenses for individual
protective equipment +1.1pp

Source: Company data

Note: Company financials in accordance with IAS 17 accounting standard, unless stated otherwise

(1) IAS 17-Based EBITDA includes proceeds from sale of goods.ru (3,6 bn), gain from subsidized loan forgiveness (part of state COVID-relief package) (2,5 bn) and expenses for individual protective equipment (0,1 bn)

(2) IAS 17-Based Adjusted EBITDA excludes proceeds from sale of goods.ru (3,6 bn), gain from subsidized loan forgiveness (part of state COVID-relief package) (2,5 bn) and expenses for individual protective equipment (0,1 bn) 47/



MVideoEldorado

1H 2021 NET PROFIT
EVOLUTION

IAS 17-Based net profit! evolution (RUB bn)

Amount for TH’21 dividend distribution
(to be submitted to BoD as dividend

recommendation) RUB 1.1 bn

IAS 17-Adjusted
EBITDA decrease YoY

3.6 6.4

Depreciation and Amortization
charges grew 5.9% YoY

(1.1) (0.2) due to investments in IT
@ (0.4) infrastructure and
@ continuing expansion
(0.9)

Group IAS 17-Based Depreciation  Finance Income Income from Group COVID-19 Group .
IAS 17-Based  EBITDA and Costs Tax sale of IAS 17-Based  adjustments IAS 17-Based !AS 17-Based net profit
net profit adjusted Amortization (Net) Expense goods.ru Adjusted net net profit <3> increases +65.0% YoY
(1TH 2020)! profit for (1H 2021) to RUB 8.8 bn

dividends
(1H 2021)2

Source: Company data

Note: Company financials in accordance with IAS 17 accounting standard, unless stated otherwise

(1) IAS 17-Based net profit adjusted for loss from investments in associates (RUB 1,267 mn in TH 2020, 945 RUB mn in TH 2021)

(2) IAS 17 Based Adjusted net profit for dividends includes proceeds from sale of goods.ru (3,6 bn) and expenses for individual protective equipment (0,1 bn) 48



1H 2021 GROUP CASH FLOW EVOLUTION

T1H 2021 cash flow evolution (RuB bn)

Net cash generated by Net cash used in Net cash generated by
operating activities investing activities financing activities

(0.7)

N

A\ 4
N

«——(16.5)

IAS 17-Based
Adjusted EBITDA

12.4

:Net borrowings

22.5
(3.1)
Interest, tax
and one-off
expenses’
Proceeds from
sales of Goods.ru (6.8)
4.1 Dividends (2.])
‘ payment
Interest
a5 -
Change
in NWC (4.8)
CAPEX
Cash and eq. Sianificant effect of Extended periods of payment Lower front/back margin ratio due to
(2020) hg in NWC is due tos deferrals to suppliers in 2020 increase in promo activity that resulted
change in Is due to: agreed upon in light of COVID-19 in higher accounts receivables balance

Source: Company data

Note: Company financials in accordance with IAS 17 accounting standard, unless stated otherwise

(1) Also includes changes in allowance for long-term advances paid and change in allowance for obsolete and slow-moving inventories and inventory losses (net of surpluses),
change in provisions and other non-cash reconciling items

183.6 ——

MVideoEldorado

4.0

Cash and eq.
(1H 2021)

49



MVideoEldorado

1H 2021 GROUP LEVERAGE

r O N\ r O
* Lower net debt/EBITDA ratio in * IAS 17-Based Net debt / IAS 17-Based
1H 2020 is due to the following: Adjusted EBITDA!
2.3x
o 1.9x
Additional pool of liquidity created .
in TH20 due to significant drop in 1.5x @ -|— O ) 4

sales in 2Q'20 as the result of
COVID-19 lockdown restrictions

02

Extended periods of payment

deferrals to suppliers in 2020 1H 2019 TH 2020 TH 2021
agreed upon in light of COVID-19,

which resulted in a large cash balance

accumulated by the end of June 56.0 — 42.9 — 64,1 Netdebt (RUB bn)

Source: Company data
Note: Company financials in accordance with IAS 17 accounting standard, unless stated otherwise

(1) IAS 17-Based LTM Adjusted EBITDA includes proceeds from sale of goods.ru (RUB 3.6 bn), gain from subsidized loan forgiveness (RUB 2.5 bn), excludes expenses for individual protective equipment (RUB 0.1 bn) and one-

off incentive payments for the Company’s top management for their roles in crisis management (RUB 1.5 bn)
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KEY FIGURES AND HIGHLIGHTS

GMV!) growth slowed in 3Q 2021 as -
theresult of a conscious decision to scale

back promo activity in order to test clients’
response to various promo mechanisms

Continued growth in TOS(2) and its
share of GMV driven by mobile platform
= (+47%), share of mobile platform >70% of

TOS as of 3Q 2021

Further scaling of OneRetail platform
via growth of identified active
customers® and OneRetail customers

Growth in customer app (+156%) and
consultant app (+33%)

@ demonstrates the stickiness of m-
commerce and the importance of a
personalized shopping experience

3Q 2021 key figures

+2°% <=

GMV YoY

+17% -

Total Online Sales (TOS) YoY

68%

TOS share as % of GMV
(vs 59% in 3Q"20)

MVideoEldorado

+28%

GMV vs 3Q'19

+47 %

Mobile Platform
Sales YoY

59%

Share of OneRetail customers @
(vs 48% in Sep20 and 53% in Dec'20)

(1) Gross Merchandise Value (GMV) includes purchases in retail stores (including pickup orders), paid and delivered online orders, and paid shipments to legal entities from warehouses. Purchases made in
stores and online orders may be made by individuals and legal entities. GMV includes sales of goods and services that may be owned by the Company or agents. GMV includes VAT, excludes returns and
discounts offered to customers for the reporting period. GMV is not revenue of the Company; (2) TOS denotes Total Online Sales; (3) The Company defines identified active customers as those who have
logged in and made at least one purchase through any sales channel during the year; (4) The Company defines OneRetail customers as those who signed in and made at least one purchase during the year

through the web platform or mobile platform, including the customer and consultant apps.
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KEY FIGURES AND HIGHLIGHTS

Strong GMV!") growth driven

by Total Online Sales!? performance 9M 202] key figures

Continued growth in TOS

and its share of GMV driven by the o .
mobile platform (+100%), with the ok l 5% o +3 l % %9
share of the mobile platform in GMV

reaching 46% GMV YoY GMV YoY

Further scaling of OneRetail platform (o)
via strong growth of identified active +39 /()E == II OO%

customers® and OneRetail customers

Total Online Sales (TOS) YoY Mobile Platform
Sales YoY
Growth in sales pickup (+26%) shows 690/ 590/
@ the stickiness of e-commerce and the o o
resilience of stores as points of TOS share as % of GMV Share of OneRetail customers )
customer contact and experience (vs 57% in 9M20) (vs 48% in Sep20 and 53% in Dec'20)

(1) Gross Merchandise Value (GMV) includes purchases in retail stores (including pickup orders), paid and delivered online orders, and paid shipments to legal entities from warehouses. Purchases made in

stores and online orders may be made by individuals and legal entities. GMV includes sales of goods and services that may be owned by the Company or agents. GMV includes VAT, excludes returns and

discounts offered to customers for the reporting period. GMV is not revenue of the Company; (2) TOS denotes Total Online Sales; (3) The Company defines identified active customers as those who have

logged in and made at least one purchase through any sales channel during the year; (4) The Company defines OneRetail customers as those who signed in and made at least one purchase during the year

through the web platform or mobile platform, including the customer and consultant apps. 53
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3Q 2021: ROBUST GROWTH IN TOS
DRIVEN BY MOBILE PLATFORM

r ~ N r A
e GMV (3Q 2021) * Total Online Sales (3Q 2021)
(RUB bn) (RUB bn)
m Share of Total Online Sales 91 YoY growth

Web Platform®

132 l 3 5 Mobile Platform 78

m Consultant App @ 220/0

m Customer App

-
P
o i
99, ®33%
(o]
68% () 40
500, 57%
! . B - B ®156%
3Q 2019 3Q 2020 3Q 2021 3Q 2019 3Q 2020 3Q 2021
GMV TOS sh TOS Mobile Platf
+2% growth YoY 68% of G:Il\?re + l 7 % growth YoY +47 % sc;l"esI :ro:v't:rYTY

(1) The Web Platform includes sales from the website, marketplace, manual orders, the vendor catalogue and the contact center
Source: Company data 54
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9M 2021: STRONG GROWTH IN GMV

DRIVEN BY 39% INCREASE
IN TOTAL ONLINE SALES

r

« GMV (9M 2021)
(RUB bn)

m Share of Total Online Sales

393

340
P
( 69%
57%
L AN
OM 2019 9M 2020 OM 2021
O/ GMV O/ TOS share
+ 15 /O growth YoY 69 /O of GMV

(1) Web Platform includes sales from the website, marketplace, manual orders, vendor catalogue and contact center

Source: Company data

¢ Total Online Sales (9M 2021)

(RUB bn)

Web Platform( 270 oy growth
Mobile Platform
oo 195 ©15%

Bl ©82%

( """""" 67%
46% BE
W B ©3x
O9M 2019 9M 2020 OM 2021
O/ TOS o Mobile Platform
+39 /O growth YoY + loo /O sales growth YoY
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IN 3Q 2021 THE NUMBER OF ONERETAIL
TRANSACTIONS INCREASED BY 11% AND REACHED 63%
OF THE TOTAL NUMBER OF TRANSACTIONS

f O \ F \
e Transactions (3Q 2021) * Average ticket (3Q 2021)
(m tickets) 'I4 4 (RUB)
[ ]
Not identified 13°2
Identified )
_ OneRetail OneRetail OneRetail
B Non-OneRetail P
m OneRetail - 11 427 - 11 706
Non-OneRetail Non-OneRetail Non-OneRetail
.
81%
Total Total (1) Total (1)
9197 [ 10183
~
3Q 2019 3Q 2020 3Q 2021 3Q 2019 3Q 2020 3Q 2021
o OneRetail O/ Share of OneRetail o Higher average O/ Average
+ 1 1 /O ::$sactions growth 63 /O transactions +28 /O ::I;::nt::fneketml + .I .I /O ticket growth YoY

(1) Including unidentified transactions
Source: Company data 56



IN 9M 2021 THE NUMBER OF ONERETAIL
TRANSACTIONS INCREASED BY 23% AND REACHED 64%

OF THE TOTAL NUMBER OF TRANSACTIONS

MVideoEldorado

F ' N f al
* Transactions (9M 2021) * Average ticket (9M 2021)
(m tickets) (RUB)
Not identified 40.1 41 .9
Identified .
) i~ OneRetail OneRetail OneRetall

B Non-OneRetail

- B oss: [ rosse
Non-OneRetail Non-OneRetail Non-OneRetail

87% B e
81%
Total Total 0 Total ()
Wsa99 N o375
“ ~
+23°/ OneRetail O/ Share of OneRetail (o) Higher average O/ Average
t t' . .
o ;:OI::,‘:; |Yo°an 64 /O transactions +39 /O ticket for OneRetail + l l /O ticket growth YoY

(1) Including unidentified transactions
Source: Company data

customers
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OVER 90% OF ORDERS WERE FULFILLED
USING STORE INFRASTRUCTURE, THE MOST
COST-EFFICIENT OPTION

r N r N
* GMYV split by fulfillment channel (3Q 2021) (ruz bn) * GMYV split by fulfillment channel (9M 2021) (ruz bn)
Delivery Delivery
B Pickup B Pickup
B [n-store B [n-store
. 340 o
)

(o)
o1°% 93% . 92%
93 93 °
N~ - - -
3Q 2019 3Q 2020 3Q 2021 9M 2019 9M 2020 O9M 2021
Growth in share of In-store orders remain Growth in share of .
+2 p p orders fulfilled using ~o% flat despite a very high +3 p p orders fulfilled using + .I 70/0 Gr:wth of in-store
store infrastructure base in 3Q 20 store infrastructure orders

Source: Company data 58
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TOS DYNAMICS IN THE REGIONS CONTINUETO
OUTPACE THOSE OF MOSCOW AND THE CENTER

¢ Total Online Sales (9M 2021) ¢ Total Online Sales (9M 2021)
(RUB bn) Growth YoY (%)
Center
24 soutr | 57
Urals o

26 Moscow vort” I 1
voge | o
NoHH”
O oro | <
bn
Siberia _ 34%
vole y—
30 |ber|a
South Center 32%
37

(1) Including St. Petersburg
Source: Company data 59
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CONTACT INFORMATION

PJSC M.VIDEO

WEB-SITE

mvideoeldorado.ru

TICKER

MVID

LISTING

Moscow Stock Exchange

ADDRESS

105066, Russia, Moscow

Nizhnaya Krasnoselskaya Str.,

40/12 bld 20

©

FOR INVESTORS'
REQUESTS
please, contact

Artur

Galimov X

artur.galimov@mvideo.ru
+7 (906) 722-07-86

©

FOR MEDIA
REQUESTS
please, contact

Valeriya

Andreeva Q@
pr@mvideo.ru

+7 (495) 644-28-48 ext. 7386



