MTG Capital Markets Day

June 10, 2010

Anton Kudipssioy

Chief Executive Officer




Anton Kudipastioow: BRakggoandd

CEO of CTC Media since August 2008

Graduate of Moscow Finance Institute and London
School of Economics

Previously held senior executive positions in inves tment
banking, private equity and media:

Co-founder of Renaissance Capital Investment Bank
CEO of NTV-Plus satellite platform

Founder and member of the Board of Afisha
Publishing House




Agenda

CTC Media at a Glance

Russian Advertising Market Overview
Russian Economy Update
Free-to-Air TV Landscape in Russia
Strategy Overview

2010 Outlook

CTC Media Programming —
at the Forefront of Broadcast Entertainment
(video clip)




CTC Media at a Glance

IPO on NASDAQ in June 2006
Backed by strong strategic shareholders —
Modern Times Group and Alfa Group
35% free float

4™ most watched broadcaster in Russia

Pure entertainment focus

Well positioned portfolio of complimentary channels
Strong cash flow generation and balance sheet

Most transparent Russian company 1!

The only direct way to get exposure to Russia’s gro  wing television advertising market

(1) CTC Media scored #1 in Standard & Poor’s Transparency and Disclosure by Russian Companies Study in 2008 and #2 in 2009
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6 free-to-air channels in 4 countries, in-house pro

duction capabilities and international pay-TV prese nce




Strong Revenue and OIBDA Growth
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Advertising Spending in Russia
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Russian ad market has significant potential for fur

ther development

Sources:

(ZenithOptimedia, AKAR, Company'’s estimates




TV in Russia Is the Only Medium with National Reach

Ad Spend in Russia by Media Segment 1

2009 Cost per Thousand 2in Russia (US$)

% v T
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2004 " Radio Internet 3.6
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2009 TV Cost per Thousand (US$)?
v
" Press Russia 1.6
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2009 B Qutdoor Spain 54
Internet UK | 6.5
B Other us 13.9
TV remains inexpensive relative to other mediain R ussia and continues to take advertising market shar e

Sources: (1) Russian Association of Communication Agencies
(2) Initiative Media




Advertisers on CTC Media Channels

1 Food 25%

2 Cosmetics 20% p &G MARS

3 Other goods and services 13% 0

4 Pharmaceuticals and vitamins 12%

5 Appliances 7% PANONE

6  Personal care products 5% VimpelCom

7 Detergents 5%

8 Telecoms 5%

9 Beverages 4%

10 Beer 2% ,

11 | Autoand finance | 2% © peEpsico L“OREAL
100%

Stable consumer goods client base with both large m ulti-national and local advertisers
Russian TV ad market s still missing large adverti  sers from financial services, auto and retail secto

rs

Source:

National advertising revenue on CTC, Domashny and DTV Networks combined, Q1 2010




Russian Economy Is on Its Way to Recovery

Rising real wage and improving consumer confidence lie
Ruble terms behind the ongoing improvement in retail sales
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Consumption will drive economic recovery in Russia

Source: Rosstat




Television Advertising Spending vs GDB OffontbvithRn Russia

Historically TV ad spending grew at a multiple of

Ruble terms approximately 4x to real GDP growth
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Russian TV ad market growth should outpace the econ  omic recovery in Russia

Sources:  (ZenithOptimedia, Video International, Rosstat, The Russian Economic Development Ministry (2010 GDP forecasts)

10



Dynamics of Ad Market and CTC Media Revenues
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Track record of market outperformance and strong ex pected growth ahead

Note:

(*) CAGR 2004-2009, all dynamics are provided in US$ terms (CTC Media’s reporting currency)

Sources:

(**) CAGR 2010-2015, all dynamics are provided in US$ terms (CTC Media’s reporting currency) at current exchange rates

AKAR, analyst consensus, Company estimates



CTC Media Is the Largest Non- Sttt Gaintiteie B Braa d cstsiond. Qoipgayniniik Basaia

. - ,
2009 Audience Shares, Combined Power Ratio — 1.5

) Combined national market share — 19.5%
(all 4+ demographic)? | ! °

Combined 4+ national audience share — 13.2%

Top state-controlled channels 1st tier channels 2"d tier and regional channels

(1) Source: TNS Gallup Media, demographic “all above 4 years old”, CTC Media’s Research Department
(2) Power ratio = National TV advertising market share/All 4+ audience share (average). Combined Power Ratios include blended power ratios for CTC, Domashny and DTV (company’s estimates)
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Domashny and DTV will become significant growth dri

vers within CTC Media portfolio
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Key Strategic Objectives

Maintain focus on pure entertainment programming
Sustain CTC's target audience share

Accelerate development of DTV and Domashny

Grow audience shares
Increase technical penetration

Attract younger viewers

Develop in-house content production

Develop existing CIS operations and selectively expand into other CIS markets
Expand and improve online presence of free-to-air channels in Russia

Leverage strong channel brands through merchandising

Expand presence in North American and European markets through CTC-international

Clear and focused strategy
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2010 —

Returning to Growth

Q1 2010 HIGHLIGHTS

=

Total revenues up 18% y-0-y to $123.2 million \

Russian advertising revenues up 4% y-0-y in Ruble terms
Net income up 8% to $25.2 million

CTC and Domashny target audience shares up y-o-y
Sellout of 97% in Q1

National advertising market share of 20%

|
FY 2010 OUTLOOK l ! \V :f &
A A

A & A
4 90% of national inventory is booked for FY2010 ‘\
Pricing is improving starting September 2010
Market is expected to growth 5-10% in Ruble terms for FY 2010 (accelerated growth in Q4)
\_ Russian advertising revenues are expected to grow in-line with the market

J
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Growth in Operating Expenses to Support Strategic O bjectives

Expected OpEx growth due to:

+15% in Investing in quality programming

Rub terms

Affiliates compensation
/ Transmission and

maintenance costs

Improving the distribution

Additional marketing costs

/$306.3 min | @

~

w D

doaratureud

2.009 2010F Drivers of future growth
Adjusted OpEx
OpEx1

OpEXx to increase in line with our development strat  egy

Note: (1) Adjusted 2009 operating expenses exclude an $18.7 million charge arising from the impairment of the broadcasting licenses in Russia and a $28.6 million stock-based compensation expense recognized in conjunction with
the previously announced settlement by CTC Media of litigation brought by it against its former CEO.
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Clear Priorities for Use of Cash

**********************************************************************************

$40 min expected CapEx in 2010

Moving of digital play-out facility and
headquarters to a single location in Moscow
Creation of back-up play-out facility
Ongoing digitalization of content library
Upgrading broadcasting equipment

_________________________________________________________________________________

CAPEX

__________________________________________________________________________________

Net cash ~edional stal itions 1o
it egional stations acquisitions to Improve our
position of M&A

$76.2 min at footprint in Russia
end of Q1 2010 Opportunistic expansion in the CIS

__________________________________________________________________________________

DIVIDEND $40 min intended to be paid in cash dividends in
| 2010 (40% of 2009 reported net income)

Investing in future growth and returning excess cas h to shareholders

17



To conclude...

The largest independent and the only public broadcaster in Russia
Unique play on Russian consumption boom
Strong and solid strategy

Control of the whole value chain due to vertical integration into
content production and distribution

Focus on long-term business development with strong cash flow
generation and balance sheet
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Contact Information

For further information please visit ~ www.ctcmedia.ru__or contact:

Ekaterina Ostrova
Director, Investor Relations
Tel: +7 (495) 783 3650
E-mail: ir@ctcmedia.ru
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Disclaimer

The information contained in this presentation, including market data that are attributed to specific sources and have not been independently verified.
No representation, warranty or undertaking, express or implied, is made as to, and no reliance should be placed on, the fairness, accuracy,
completeness or correctness of the information or the opinions contained herein. None of the Company or any of its affiliates, advisors or
representatives shall have any liability whatsoever (in negligence or otherwise) for any loss howsoever arising from any use of this presentation or its
contents or otherwise arising in connection with the presentation.

The presentation is not an offer of securities for sale in the United States. Neither the presentation nor any copy of it may be taken or transmitted into
or distributed in the United States of America or to any U.S. person within the meaning of Regulation S under the United States Securities Act of 1933,
as amended (the “Securities Act”).

This presentation is not a public offer or advertisement of securities in the Russian Federation, and is not an offer, or an invitation to make offers, to
purchase any securities in the Russian Federation.

Certain statements in this presentation that are not based on historical information are "forward-looking statements" within the meaning of the Private
Securities Litigation Reform Act of 1995. Such forward-looking statements reflect the company's current expectations concerning future results and
events. These forward-looking statements involve known and unknown risks, uncertainties and other factors which may cause the actual results,
performance or achievements of CTC Media to be materially different from any future results, performance or achievements expressed or implied by
such forward-looking statements. The potential risks and uncertainties that could cause actual future results to differ from those expressed by forward-
looking statements include, among others, the company’s ability to deliver audience share, particularly in primetime, to its advertisers; changes in the
size of the Russian television advertising market; free-to-air television remaining a significant advertising forum in Russia; the company’s reliance on a
single television advertising sales house for substantially all of its revenues; and restrictions on foreign involvement in the Russian television business.
These and other risks are described in the "Risk Factors" section of CTC Media's latest annual and quarterly filings with the SEC. Other unknown or
unpredictable factors could have material adverse effects on CTC Media's future results, performance or achievements. In light of these risks,
uncertainties, assumptions and factors, the forward-looking events discussed herein may not occur. You are cautioned not to place undue reliance on
these forward-looking statements. CTC Media does not undertake any obligation to publicly update or revise any forward-looking statements because
of new information, future events or otherwise.
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