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Share of the Russian Search Market

RUSSIAN SEARCH MARKET, %
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AVERAGE SEARCH SHARE PER QUARTER, %

Yandex Google Mail.ru
Q1'12 59.4 25.7 9.1
Q2'12 60.4 26.2 8.4
Q3'12 60.5 20.7 8.1
Q4'12 60.5 26.5 8.5
Q1'13 61.6 260.1 8.5
Q2'13 61.7 26.1 8.7
Q3'13 62.0 25.8 8.0
Q4'13 61.9 26.6 8.5
Q1'14 61.9 271 8.2
Q2'14 61.6 28.3 1.4
Q3'14 60.3 30.0 1.2
Q4'14 99.7 31.6 6.5
Q1'15 58.6 33.1 6.3
Q2'15 57.3 34.7 6.5
Q3'15 a7 A 35.0 6.3
Q4'15 57.3 35.2 59

Source: Livelnternet.ru (through February 15, 2016). Search traffic reflects Russian users to Russian websites. Includes mobile searches



Advertisers

NUMBER OF ADVERTISERS, IN THOUSANDS
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Revenue Structure

YANDEX REVENUE' BREAKDOWN?Z2, MM RUB, %
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! Net of Discounts and Commissions, but gross of TAC
2 [tems may not total 100% due to rounding



Operational Metrix

GROWTH IN PAID CLICKS AND CPC, %

68% 05% G105 62%

39%
’ 34%

% 29% 0
—

20% 17% 21 O/O

12%
. <
3% % 8% e 8% 10%
7% 79 % 7% 5% _791 -5%

-15% -13% 18%

Q1'09 Q2'09 Q3'09 Q4'09 Q110 Q2'10 Q310 Q410 Q111 Q211 Q3'11 Q411 Q112 Q212 Q312 Q4'12 Q113 Q2'13 Q313 Q4'13 Q1'14 Q2'14 Q3'14 Q4'14 Q1'15 Q2'15 Q315 Q4'15

—Clicks Y /Y Growth CPCY /Y Growth



Traffic Acquisition Costs

TAC BREAKDOWN, MM RUB
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mm Distribution TAC ~ mmPartner TAC  —e=Total TAC as % of Revenue



Traffic Acquisition Costs

PARTNER TAC AS % OF PARTNER REVENUE', MM RUB, %

Partner TAC  —e—as % of Partner Revenue

11.59
e 67.2% 66:79% 65.8% 64.3% 61.9% 63.8% 62.4% 60.5%
2,333 2,669
2,102 2,133 ’
2,023 1,789 1,804 1,825 10 1,866
Q4'13 Q1'14 Q2'14 Q3'14 Q4'14 Q1'15 Q2'15 Q3'15 Q4'15
DISTRIBUTION TAC AS % OF O&0 TEXT-BASED REVENUE, MM RUB, % mm Distribution TAC as % of 080 Text-based Revenue
10.5% 0
10.1% 9-9% 101% 100% 10.1 A) 9.7% 9.0% 8.8%
1,051
993 ’
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! Partner revenue refers to text-based partner revenue
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Headcount by Cost Category and Personnel Cost Evolution

HEADCOUNT' BY GAAP COST CATEGORY?
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! As of the end of the period
2 [tems may not total 100% due to rounding



Capex, MM RUB!

39%
29%
20%
9%
4,026
2,998
2,470 2,524
1,665 1,659
Q4'13 Q1'14 Q2'14 Q3'14 Q4'14 Q1'15 Q2'15 Q3'15 Q4'15
mm Capex Capex as % of Revenue

! Figures have been restated to exclude Yandex.Money capex for all periods.
Capex as % of Revenue excludes Yandex.Money from numerator and denominator



Costs, MM RUB

Cost of Sales (COS)
TAC
COS ex-SBC, ex-TAC
SBC related to COS
Total Cost of Sales
Total COS as % of Revenue

Product Development (PD)
PD ex-SBC
SBC related to PD

Total PD
PD as % of Revenue

SG&A
SGAEA expense ex-SBC
SBC related to SG&A
Total SG&A
SGE&A as % fo Revenue

Depreciation & Amortization (D&A)

D&A as % of Revenue

Total Costs
Total Costs as % of Revenue

Items may not total 100% due to rounding

Q1'13

1,305
660
11
1,976
25%

1,246
82
1,328
17%

1,305
58
1,363
17%

879
11%

3,946
69%

Q2'13

1,465
681
12
2,158
23%

1,290
91
1,381
15%

1,482
48
1,530
17%

912
10%

3,981
65%

Q313

2,252
659
20
2,931
29%

1,333
134
1,467
14%

1,586
75
1,661
16%

914
9%

6,973
68%

Q4'13

2,810
713
18
3,541
29%

1,923
128
1,651
14%

1,906
77
1,983
16%

990
8%

8,165
68%

Q1'14

2,568
745
19
3,332
31%

1,834
170
2,004
18%

1,696
66
1,762
16%

1,069
10%

8,167
75%

Q2'14

2,651
753
23
3,427
28%

1,914
163
2,079
17%

1,818
87
1,905
16%

1,114
9%

8,526
70%

Q3'14

2,162
182
26
3,570
27%

1,895
191
2,086
16%

1,726
85
1,811
14%

1,095
8%

8,561
66%

* Total costs in Q4 2015 include 576MM RUB of goodwill impairment related to Kinopoisk acquisition, reflecting more conservative projected free cash flows

Q4'14

3,095
880
32
4,007
27%

2,419
254
2,673
18%
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90
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16%
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8%
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69%

Q1'15

2,117
953
43
3,713
30%

2,968
379
3,347
27%

2,165
138
2,303
19%

1,490
12%

10,853
88%

Q2'15

3,022
919
41
3,982
29%

2,905

395
3,300
24%

2,410

158
2,568
18%

1,874
13%

11,724
84%

Q315

3,282

995

41
4,318
28%

2,111

457
3,168
21%

2,445

173
2,618
17%

2,152
14%

12,256
79%

Q4'15

3,720

1,034

43
4,797
27%

2,977

629
3,606
20%

3,891
221
4,112
23%

2,275
13%

15,366~
85%
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