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SOCIO-ECONOMIC CONTEXT

With 146,5 min Russia is #9 in population

152)min - Optimistic

/ min  Average

m'n Pessimistic

16 '17 '18 '19 '20 '21 22 ‘23 '24 25 26 '27 '28 29 '30 '31

4 @ Federal State Statistics Service (data and forecast)
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SOCIO-ECONOMIC CONTEXT

Urban citizens and females prevail

Total population —

146,5 min people 74% — urban population
s l 26% — rural population
Imbalance: 11min % _

more females than
males overall

Average life expectancy
in Russia—71vy.o.

15 cities with ;
' %ﬁaa 1 min+ population '

5 @ Federal State Statistics Service
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SOCIO-ECONOMIC CONTEXT

Ipsos Comcon

Aging population & tax burden on working people

Number of people of different age (min)

Median age by world region

& 8
7
forecast
[ ] [ ] ] [ ] [ ] ] L 1 LY,
1985 1990 1995 2000 2005 2010 2016 2020 2026
6 Federal State Statistics Service (data and forecast)

== \Working age
(M 30-59y.0., F30-54y.0.)

Median age

in Russia is
41

== Pensioners
(M 60+y.0., F55+y.0.)

2015

—e

I 2050

World EIVR 36 A+6

Europe 42 Ry

N America Sl 42 A+6

- (%l_lli!ldyl":‘l; Latin America 29 41 A+12
Asia 30 40 A+10
== Youth
(20-29y.0.) . +4
Teens Oceania 7
(15-19vy.0.) Africa _19 25 As6

United Nations Department of Economic and Social Affaires, World Population Prospects: The 2015 Revision
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Russia is in need of blue collars

of Russians are not satisfied with the profession choice they’ve

92% made

is a the share of excess specialists with higher education vs.
30%1/ labor market needs. At the same time, there is a deficit of
manpower.

@ Some factories take colleges under the patronage —i.e. Center of metallurgical education is based on cooperation of Joint Stock company Chelyabinsk
Pipe-rolling plant and metallurgical college.

@ Russia takes part in Worldskills championship to bring more interest to working professions. Russia is hosting next competition in 2019 in Kazan.

7
@ Headhunter GAME CHANGERS M
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As Millennials enter labor market, Gen X remains
a promising yet quite mysterious cohort

born in.. @ 1966 @ 1996 2009

37 min 33 min 28 min 13 min 18 min
BABY BOOMERS GENERATION X MILLENIALS GENERATION z
“To be helpful” “I must” “You Only Live Once” “I can do anything”
Optimism Informality of views Simplicity Digital generation Further digitalization
Stability High adaptability Clip-consciousness Visual thinking Don’t know life without the
Collectivism Desire to learn Overconfidence Always in touch Internet & technology

Global awareness

8 @ Ipsos Comcon Conference - Quest 2016 Future:Search
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SOCIO-ECONOMIC CONTEXT

Ipsos Comcon

Generation stereotypes that are not true

born in... 1966
- ':.:E
©
Traditional and save “Lost generation”,
I money I unhappy
BABY BOOMERS GENERATION X

Majority of successful
entrepreneurs are
representatives of this
generation

There are “new” baby
boomers who are still
working and enjoying
active life

They are pragmatic,
appreciate quality and
are not ready to over-
pay for brands

They like to indulge
themselves from time
to time

J @ Ipsos Comcon Conference - Quest 2016 Future:Search

Materialistic,
addicted to gadgets

MILLENIALS

Do not reject material
goods but try to have
something standing out
to express themselves

Prefer to have here and
now, gadgets help them
to find information
quickly

2009

.

s

Spoiled and selfish

Don't buy anything
themselves

GENERATION ALPHA

Kids have pocket money

GENERATION z

Volunteers, “green”
generation

Prefer big packs for
sharing, make purchases
at checkout zone

Online shopping, price
sensitive and great
impact of word of
mouth

GAME CHANGERS M
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Russia: Long Journey to Recovery

* In 2016 The IMF has repeatedly improved its forecast for Russia's GDP
dynamics. It expected Russia's GDP to decline by 0.8% in 2016 and to
grow by 1.1% in 2017. In July, in its regular annual review of the Russian
economy, the IMF named less optimistic figures - the decline of GDP by
1.2% in 2016 and GDP growth by 1% in 2017. Those July figures were oL . { el
also revised upward in comparison with the outlook released in May.

GDP 2016 -1.9% |/

* The IMF also improved the inflation outlook to 5.9% in 2016 and 4.9%
in 2017. This is much better than July expectations, which totaled 6.6%
for this year and 5.2% for 2017.

 BASELINESCENARIO —

*  Predictions regarding Russia’s labor market have also improved. The IMF expects the unemployment rate to amount to 5.8%.

* Nevertheless, the prospects for growth in Russia in 2017 and in the following years remain suppressed in particular due to
the impact of sanctions on productivity and investment.

10

GAME CHANGERS M
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Short-term economy forecast scenarios imply

economy growth

Actual Basic Basic+  Target Basic  Basic+ Target
Inflation rate, % 5.8 4.0 4.5 4.3 4.0 4.3 3.9
GDP growth rate, % -0.6 +0.6 +1.1 +1.8 +1.7 +1.8 +3.0
E/fgfgc‘g!gmaﬁlgtazgflg 5.9 59 58 58 | 58 58 5.7
Capital outflow, bin $ 18 20 15 10 25 15 5
Retail turnover growth rate, % -4.6 +0.6 +2.0 +1.5 +1.1 +2.7 +2.3

Real disposable income growth rate, % -5.6 +0.2 +1.2 +0.9 +0.5 +1.8 +1.5

H @ Ministry of Economic Development forecast report, Nov 2016
GAME CHANGERS
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Long-term Russia is stably #6 in GDP ranking
@ | 2050

1 China 21,269 O O 58,499 China 1

2 US 18,562 44,128 [India 2

3 India 8721

34,102 US 3

4 Japan 4,932 10,502 Indonesia 4

7,540 Brazil 5

G 7,131 Russia 6

6,863 Mexico 7

5 Germany 3,979

Y

6 Russia 3,745

7 Brazil 3,135

8 Indonesia 3,028 6,779 Japan 8

X

9 UK 2,788 6,138 Germany 9

10 France 2,737 QV O 5,369 UK 10

12 @ Projected global Gross Domestic Product (GDP) rankings in Purchasing Power Parity (PPP) terms (USS$ bn at constant 2016 values)

PWC http://www.pwc.com/jp/en/japan-press-room/press-resease/2017/world-in-2050-170213.html GAME CHANG ERS M
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Though people feel less opportunities, business

gains room for growth

People feel that their opportunities have
narrowed down a bit during the crisis

59)=<60
Y -
52

45 ‘We have great opportunities’,
% of those who agree

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

13 @ Rusindex, Urban Russia 100k+, aged 16+
The Legatum prosperity index, 2016

d

Business climate has been getting better since 2014
B _ when Russia concentrated on its internal production

= A

69

@ — 49

Business opportunity score

==

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

GAME CHANGERS M
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SOCIO-ECONOMIC CONTEXT

Level of concerns has subsided with ruble
stabilization

% - worried by ==
crisis in Russia

Oil prices, = @ E
$ per barrel ./\ :

S exchange

rate, RUB

{

1
1
03 04 05 06 07 08 09 10 11 12,01 02 03 04 05 06 07 08 09 10 11 12101 02 03 04 05 06 07 08 09 10 11 12
1
2014 ! 2015 i 2016

14 (=Y Ipsos Comcon An i-crisis surve: , December
O v GAME CHANGERS M
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Though number of well-off people shrank...

Financial status by self-estimate

S — Enough for big HH appliances

m —=* Enough for food and clothes,
but not big HH* appliances

—= Enough for food, but not clothes

I R e —e Not enough money for food

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

15 @ :
RusIndex, Urban Russia 100k+, aged 16+ (base: households)
GAME CHANGERS M
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... in HY2 2016 financial self-estimation improves

Financial status by self-estimate , U
- In 2016/H2 financial situation of

\ T Russian households stopped falling
 No financial difficulties and came back to 2015 H2 level

y Enough for big HH appliances 07
o \ 45 /

)

E —* Enough for food and clothes,
but not big HH* appliances

—* Enough for food, but not clothes

2016 2013 H1 2013 H2 2014 H1 2014 H2 2015 H1 2015 H2 2016 H1 2016 H2

16 @ Rusindex, Urban Russia 100k+, aged 16+ (base households)

GAME CHANGERS M
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Regionality matters: outside of capitals over 60%
have monthly income under 20K per capita

Monthly income per capita split by strata (2016), %

~t o £ B [=

Total Russia Moscow St. Petersburg  Cities ImIn+ 100-999K
>60K rub.

O — | C |
40-60K rub, — 7 11
15

5

We recommend focusing
on Rusindex data for
targeting design for the
consumer surveys as
Rosstat numbers are
always higher and are not
based on consumers’
answers about their
Average, rub (Rosstat)* 30.5K 59.9K 39.9K incomes

20K - 40K rub. e—

6
9K - 20K rub. e— VIS
Living wage: 9.8k - 34
<9Krub. e— 4 — 5

Average, rub (Rusindex) 23.1K 34.1K 28.1K 21.1K 20.1K

7 @ Rusindex, Urban Russia 100k+, aged 16+

*) Federal State Statistics Service GAME CHANG ERS M
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Consumers are becoming more optimistic about
near future

Looking ahead 6 months from now, do you expect the economy in your local area to be much stronger,
somewhat stronger, about the same, somewhat weaker, or much weaker than it is now?
% Much Stronger / Somewhat Stronger

1 1 1
04 05 06 07 08 09 10 11 12 ;01 02 03 04 O5 06 07 08 09 10 11 12,01 02 03 04 05 06 07 08 09 10 11 12, 01 02
2014 2015 2016 2017

18 @ ) ) : ) . . .
Ipsos Global @dvisor: The economic pulse of the world. Conducted monthly in 26 countries, Ipsos Online Panel, in Russia n=~500+, aged 16-64 GAME CHANG ERS M
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Top3 lifetime goals

“Does anybody know what we are living for?”*

HY2 2016, %
+12pp Comp to ‘14/H2 no data ‘14 +6pp

Traveled outbounds——— 3 31
All 16+ —— 29

+4pp

19 @ Rusindex, Urban Russia 100k+, aged 16+

*) The Queen. Show Must Go On GAME CHANG ERS M
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MARKET CONTEXT: RETAIL

Ipsos Comcon

With retail sales affected in 2015/2016, forecasts

are rather positive

Retail annual turnover, bln rub

-
forecast

6384

X\

. m’\s
06046

pessimistic
1

\2017 2018 2019

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

/

Rusindex, Urban Russia 100k+, aged 16+
Ministry of Economic Development

Number of visits per person per month

Super/hypermarkets

3,8

3,5
3,4

Shopping malls

@
L3 ®

2012 2013 2014 2015 2016

GAME CHANGERS M
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MARKET CONTEXT: RETAIL

Key retail trends in 2015-2016

More Russian products in assortment

Growth of discounter segment

Further integration of chains into holdings

Growth of STMs shares in sales of majors retailers

Geo expansion: Ural and Siberia are in focus

Active development of on-line sales segments, development of courier services

In Million+ cities megamalls actively develop hobby-centers services

22 @ http://www.retail-loyalty.org/news/rbk-issledovaniya-rynkov-obzor-i-trendy-rynka-fmcg-riteyla-v-rossii/
' ' ' GAME CHANGERS



MARKET CONTEXT: RETAIL

Ipsos Comcon

After 2014’s embargo, Russian products gain
more market share, supported by consumers

Share of Russian products

77 Food
72
67

== Non-food

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

23 tkpreobr.ru; RosControl
Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

Locally grown matters, %

I am more likely to buy products that are locally grown than
those that are grown elsewhere

China 76

Germany ] 67
us B== 67
RussiaS 66
Brazil 65

Japan@ 54

GAME CHANGERS M
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MARKET CONTEXT: FINANCIAL SECTOR

Loan activity decreased in 2015 recovers

23204 Total deposits*, bln rub
Loans and deposits dynamics

15277
20~-~__ o aeea__
---------- 17 == Loans** annual interest rate, %
9 8 Deposits annual interest rate, %
4341 —
3546 === Total loans, bln rub
376 895 === Non-performing loans, bin rub
2013 2014 2015 2016
24 @ Bank of Russia; expert.ru * Deposits for 1 year and more

** Loans for 1 year and more GAME CHANGERS M



MARKET CONTEXT: AUTOMOTIVE
According to forecasts automotive market potentially

completes the 4-year decrease and starts going up again

Car sales in Russia, units

Used cars, mln units

4,8

—

New cars, mln units

2011 2012

aebrus.ru, avtostat-info.com

http://www.pwec.ru/ru/automotive/publications/assets/201502_pwc_automotive_press-briefing_final.pdf
http://www.forexpf.ru/news/2017/01/12/bb79-prognoz-prodazh-avtomobilej-v-rossii-na-2017-god-i-rezultaty-2016-goda.html

2013

6,1

2014

4,9

18

2015

5,2

@9

2016

Ipsos Comcon

2014 — sale of cars in Russia decreased by 10% in quantitative
expression. One of the key aspects that affected the car market in
2014 (and determines the situation in 2015) is a significant drop of
ruble exchange rate.

2015 — The drop of Russian auto market is the biggest one among
major players. The main reason - deteriorating macroeconomic
environment. Number of sold cars in Russia decreased by ~40% at
the end of the year. Used car market was not so affected by the
situation and helped the dealers to adapt to new conditions and
continue to evolve (with a significant support of internet
technologies and growing transparency of used car market).

2016 — Russian auto market dipped by 11%. Nine models of top-10
purchased cars were of local production.

GAME CHANGERS M
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MARKET CONTEXT: TECHNOLOGY

Technology development brings new questions
The future of work
When machines become workers, what is the human role? BY 2020 THERE WILL
The future of smart BE CLOSE TO SEVEN
at real intelligence will we need to create a smart future?
TIMES THE NUMBER

Urban world

In a fast changing world, can cities be built with long-term perspective? OF CON N ECTED

Behavioral revolution DEVICES AS PEOPLE
ON THE PLANET

How will individual behavior impact our collective future?

Health reimagined
With limited resources, is digital the best medicine?

26 https://www.pwec.co.uk/issues/megatrends.html

http://cdn.ey.com/echannel/gl/en/issues/business-environment/2016megatrends/001-056_EY_Megatrends_report.pdf GAME CHANGERS M
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1

Technology
adoption

GAME CHANGERS Ipsos



CONSUMER TRENDS: TECHNOLOGY
Internet continues to grow

Weekly+ audience, %

@ 90) = TV

82

== |nternet

Radio

- Newspapers

\@?D — Magazines

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

29 @ Rusindex, Urban Russia 100k+, aged 16+

Ipsos Comcon

TV turnsinto a
background media

Do something in
parallel with
watching TV

59%

Use gadgets while
watching TV

25%

GAME CHANGERS &



CONSUMER TRENDS: TECHNOLOGY
... among all groups

Have gone online P7D, %

By strata

Moscow + St. Pete

;@ Imin+

(68) 100-999k

71  Total Russia

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

30 @ Rusindex, Urban Russia 100k+, aged 16+

Ipsos Comcon

By age

(87) 18-45y.0.

45+

71 Total Russia

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

GAME CHANGERS M
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CONSUMER TRENDS: TECHNOLOGY

There are more smartphones each year

II Use smartphone

R X

2013 2014 2015 2016

31 @ Rusindex, Urban Russia 100k+, aged 16+

GAME CHANGERS M
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CONSUMER TRENDS: TECHNOLOGY

We are constantly looking at screens these days

Attitudes towards technology, %

| am constantly looking at screens these days

Brazil_ 75
china il 74
s E= [
Russiai 65
Germany-_ 58
Japan@_ 55

32 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

GAME CHANGERS M
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CONSUMER TRENDS: TECHNOLOGY

Mobile phone may soon substitute a wallet

Awareness of payment options, % Awareness of shops using contactless, %
I know which types of mobile payment services are available I know which shops and retailers will accept contactless
to me today payments using a mobile phone

cr Bl 77 china il 66
Brazil @89 | 60 erazil @83 56
Russia gy 57 Bl 36
Germany SR 48 Russia [ 32
UsEE 48 sapan( @ JII 29
sapan( @ |1 27 Germany SR o6

33 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

GAME CHANGERS M
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CONSUMER TRENDS: TECHNOLOGY
Though we are not yet afraid of what technology

can bring to us...

Fear about technology, %

| fear that technical progress is destroying our lives

Brazil 62
China 54
us BEE 50
Germany [ ] 38
Japan @ 34
Russia 31
34 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

GAME CHANGERS M



CONSUMER TRENDS: TECHNOLOGY

Ipsos Comcon

... we start getting concerned on how the
information is being used by companies

Fear about technology, %

us BE=

China

BraziI
Germany-

Russia H

35 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

Concerned about how information being collected about me
when | go online is being used by companies

76
73
70
68
63

60

GAME CHANGERS M
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HEALTHY & RESPOSIBLE

There is a great potential for connected health
devices

Who is using a connected health device?

Do you currently, or have you ever, use(d) a connected
health device or tool to manage your health?

China 28

UsE= 21
Germany- 9
Japan@ 7
Brazil 6

Russia 6

36 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

GAME CHANGERS
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Battle for
attention

GAME CHANGERS Ipsos




Digital/
terrestrial
TV

In game
advertising

Social
networking
profiles

Mobile
phone aps

Direct

marketing
Micro

blogging

Sponsorship

marketing

Mobile
phone
ads

Online
video

Analogue
radio

Augmented

reality s N
earc

ads

Homepage
takeovers

Online
banners

Digital
Billboards

Ipsos Global Trends Survey, 18,180 adults across 23 countries (~*N=800 for Russia), online, 12 Sep - 11 Oct 2016

Direct
marketing

Posters /
Billboards

GAME CHANGERS

Ipsos
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CONSUMER TRENDS: BATTLE FOR ATTENTION

“The level of interrupt, the

sort of overwhelming rapidity of
information... is in fact affecting
cognition”

noogle
‘ Eric Schmidt

GAME CHANGERS M

39 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016
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CONSUMER TRENDS: BATTLE FOR ATTENTION

Overwhelmed by life? Consumer search for
simplicity & control

-~

84 61

there is so much
contradictory information
that it is hard to know who or
what to trust

today we need guidance and
mentors more than
politicians

| wish | could slow down the the world is moving too fast
pace of my life

40 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

Numbers above are for Russia GAME CHANG ERS M
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CONSUMER TRENDS: BATTLE FOR ATTENTION

Current consumers’ behaviors suggests there is
great potential for digital marketing effectiveness

% using ad-blockers
Concerned about how information being collected about me
o when | go online is being used by companies
o China 65
Brazil 64

. Germany (R
Russians say the ads ' ;
us B= 61
they are served I -
are often irrelevant japan( @ ) 37

41 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

GAME CHANGERS &
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Optimization
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SPENDING OPTIMIZATION

Impacted by the economic situation consumers
continue saving on major categories

What are you saving money on?

= Durable goods
R 53) = Services
A ; == CPG food
7/ / |

¢
4 V4
inae !
| = R I 39 CPG non-food
1 ‘\\*___/,I 1
_________
1 1 1 1 1
11 12/01 02 03 04 05 06 07 08 09 10 11 12} ! 03 06 09 11 10102030405 06070809 10 11 1201 02 03 04 05 06 07 08 09 10 11 12
1 1 1 1 1
2008! 2009 b 2014 ! 2015 ! 2016

43 R .
@ Ipsos Comcon.AntiCrisis, 18-45, cities 100k+ GAME CHANG ERS M
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SPENDING OPTIMIZATION

Becoming more price conscious, shoppers look
for special offers and discounts

@ The most important

choice criterion for me
@/ is the product price
@ @ 41 |always look for
35

special offers and
discounts

2013 2014 2015 2016

44 -
@ Ruslindex, Urban Russia 100k+, aged 16 GAME CHANG ERS M
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SPENDING OPTIMIZATION

Mobile apps make it quicker and easier to search
for the special prices

EDADEAL
Aggregates promo offers
from major national CPG retail chains

in Google Play
rating in
category
“Best from
Russia 2016”

regular users
per month
(2 min. in
Moscow)

in AppStore
and Google
Play in Russia

Other retailers create their own apps where they are providing information about the promos

® @

4 @ Appstore and GooglePlay statistics

GAME CHANGERS M
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SPENDING OPTIMIZATION

Crisis hits loyalty and pushes consumers to try
new brands and products

64—
T
‘@ If | chose a brand,
| try to always buy it
P @2 | buy new products
to try new
37 ‘@2
| do not buy brands
| do not know
even if it brings economy
2013 2014 2015 2016

46 @ Rusindex, Urban Russia 100k+, aged 16+

GAME CHANGERS &
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SPENDING OPTIMIZATION

Private labels expand to major CPG categories as
price becomes more important

{365) Legda \,'@3'{{
L Quality |S the maln

! factor when | choose
78, |} Used at least 1 private products
label L3M |

41 Used at least 1 private label . _
° /' L3M In grocery category ! . Price is the main
: 28 factor when | choose
\ Used at least 1 private label : products
30% L3M In dairy category e ————— 42
i W I don;t buy brands
According to expert : ' ldon’t know

3 evaluations, STM share is 5%
2009 2010 2011 2012 2013 2014 2015 2016

47 @ Rusindex, Urban Russia 100k+, aged 16+

GAME CHANGERS M



SPENDING OPTIMIZATION

Ipsos Comcon

Online shopping helps to optimize expenses

E-commerce is growing E

@ Home appliances,
video, audio

. ltems purchased online, %
Revenue, Billion rub. Clothes, shoes,
Growth rate 392 944 accessories
736
4
540 @ Kids” goods
406 20 Cosmetics
291
s
38 40
a3l EX o 2 3 @ Grocery
18 O
()

2009 2010 2011 2012 2013 2014 2015 2016

48 Association of Internet trading companies, Yandex
Ruslindex, Urban Russia 100k+, aged 16+

2013

(excl. ready-food

delivery)
2014 2015 2016

GAME CHANGERS M
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SPENDING OPTIMIZATION

Trans-border shopping is emerging

Trans border online trading, % of all online purchasers,
quick facts who put goods into a cart
Ali=xpress N -+
245 Bought ir.1 f.oreign online-shops 070N.ru )1
because it is cheaper
Wildberries.ru 16
Ulmart.ru 15
Bought in Chinese online- Lamoda.ru 14
57% & shops within last year Eldorado.ru 13
(25% in 2013) Mvideo.ru 12
Ebay.ru 11
- AliExpress has nearly tripled its DNS-shop.ru 10
¥ number of shoppers in 2016 Svyaznoy.ru 10

49 @ Association of Internet trading companies, Yandex
’ GAME CHANGERS



SPENDING OPTIMIZATION

Ipsos Comcon

Peer-2-peer commerce not only helps to save,
but also is an additional income source

Russians actively buy and sell
used goods via special platforms

%2 Avito

4t most popular website in RuNet

Page views In revenues Mobile views

(+18% vs. (+75% vs. (+10% vs.
2015) 2015) 2015)

50 @ Vostok New Ventures Ltd / PayPal

Almost 50% of online goers
tried to sell something via the Internet

‘ 80% ) Sold used goods

249, Sold new goods that don’t fit

2
11% Sold goods made by themselves

GAME CHANGERS M
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SPENDING OPTIMIZATION

Car sharing as a replacement to car ownership

Monthly number of car sharing rides
increased six-fold within half a year in Moscow Ride sharing in Russia

Registered car sharing services users, ths
* Generally is less expensive
than a train or a bus

¢ Several millions users in 2016
* First million was acquired

. less than in 10 month in 2014
Janluary February March April
Car sharing services * Launched in February 2017
= @ (@) @ _ * QOver 2 min. visits in the first
BEtl::(A any‘;i)me Nennmobnne cﬁzs 30 days

you——— drive

o1 @ http://www.ewdn.com; http://russia-insider.com; https://www.mos.ru GAME CHANG ERS M
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SPENDING OPTIMIZATION

People continue saving on eating-out, less visits
to almost all HORECA types

% of past 3 months visitors 21

18

179 i
16 |
148 i \ 12 Cafes
14 . Fast-food
i Pizzerias
! 11

10 //‘ Street kiosks
% Sushi-restaurants

7
Russians visited HORECA ®6 {B_ar;. . |
within the last 3 months (2016) raditiona
2009 2010 2011 2012 2013 2014 2015 2016 restaurants

22 @ Rusindex, Urban Russia 100k+, aged 16+
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Ipsos Comcon
SPENDING OPTIMIZATION

Different scenarios of optimization in travel:
some travel less, others stop using travel agencies

Used Independent

@ travel

Travelled abroad

&)

2014 2015 2016

53 @ Ruslindex, Urban Russia 100k+, aged 16+, travelers
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Healthy &
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HEALTHY & RESPONSIBLE

Ipsos Comcon

We understand that eating healthy food is

important

Eating right, %

of all the things | can do to maintain good health, eating

right is the most important

China
Brazil

Iy =
Germany-

Russia H

55 @ Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

87

85

82

78

71

68

GAME CHANGERS M



Ipsos Comcon
HEALTHY & RESPONSIBLE

... and though readiness to pay more for ecological
products subsided, majority sticks to healthy diet

My current diet is

healthier than before

46

41 <!D

| am prepared to pay
more for ecologically
safe products

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

26 @ Rusindex, Urban Russia 100k+, aged 16+
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Ipsos Comcon
HEALTHY & RESPONSIBLE

As prices increase, number of traditional smokers
slowly goes down, e-cigarettes come as replacement

Regulation activities are
helping lower the number of smokers Tried giving up smoking, %

among those who smoke at least occasionally

The law to ban smoking in public
: ; : 39 @
places was introduced in Russia
| Packs with scary pictures became
/ mandatory @ - price per pack, 2011 2012 2013 2014 2015 2016
rub
@ Nearly 1% of Russians were e-cigarettes users in

2015, which is almost double the number in 2014.

(49)

@ In 2016 Russian vape market was estimated at

O about $317 min
28 @ === smoking

@ 2-3t/week+, % 70% of people are dual users of e-cigarettes and
the usual cigarettes

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

57 @ Ruslindex, Urban Russia 100k+, aged 16+
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Ipsos Comcon
HEALTHY & RESPONSIBLE

We appreciate and readily recommend socially
responsible brands, yet aren’t quick to change our habits

| prefer to buy products
from a socially

Supporting good brands, %

I am more likely to recommend a brand that supports a reSponSibIe Companies
good cause than one that doesn’t
. * @
China 76 /
Brazil 75 @‘
Russia g 67 I’'m ready to change my
habits to improve
Germany R 67 ecology
us = 66 42
41

Japan@ 54

2013 2014 201K RIANES

58 Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016
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Ipsos Comcon
HEALTHY & RESPONSIBLE

We should turn to responsible utilization

Every time | through garbage away | feel pain of

remorse, too much of waste! We are only three

o people, but we produce garbage every day and there

o is no option, everything we buy is packed into
something, sometimes in several wrappers.

We are head|ng for Everything gets outdated quite quickly, before | wore
a coat for ten years, now it is one maximum two

environmental disaster seasons, and everything is like that — outfit, b\owxe

environmental disaster | [EECERN]
unless we change _

Life turns into a run between shops

our habits quickly and home and then between home
and garbage bin.

59 Ipsos Global Trends Survey, 18,180 adults across 23 countries (“N=800 for Russia), online, 12 Sep - 11 Oct 2016

Number above is for Russia; A respondent at a focus group GAME CHANG ERS M
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