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By attending the meeting that includes this presentation, or by reviewing the presentation material, you agree to be subject to the following restrictions:

The information involved in this presentation has been prepared by the representatives of Kuaishou Technology (the “Company” and together with its subsidiaries and consolidated affiliated entities, the “Group”) for the
Group’s presentation at investor meeting with the aim of providing information. Nothing contained in this presentation shall form the basis of or be relied on for any contract, commitment or investment decision.

No representations or warranties, express or implied, are made as to, and no reliance should be placed on, the fairness, accuracy, completeness or correctness of the information or opinions contained in this material.
Neither the Company nor any of its directors, officers, partners, employees, affiliates, agents, advisers or representatives shall be under any obligation or liable (in negligence or otherwise) for any loss arising from this
presentation or its contents or otherwise arising in connection with this presentation. The information contained in this presentation material may be updated, improved, revised, verified and corrected, and this information
may be subject to material changes.

This presentation is based on currently valid economic, regulatory, market and other conditions. You should understand that subsequent developments may affect the information contained in this presentation, which
neither the Company nor any of its directors, officers, partners, employees, affiliates, agents, advisors or representatives are under any obligation to update, revise or affirm.

Information conveyed in this presentation contains certain statements that are or may be forward-looking statements. These statements can be recognized by the use of words such as “will,” “may,” “expects,” “estimates,”
“plans,” “anticipates” or words of similar meanings. Forward-looking statements involve inherent risks and uncertainties because they involve and depend on events and circumstances that will occur in the future. There
may be other significant risks which the Company has not yet considered to constitute material risks or which the Company, its advisors or representatives have not been aware of. These forward-looking statements should
not be relied upon in light of these uncertainties. The Company does not undertake any duty to update or revise the forward-looking statements to reflect future events or developments.

The Group’s financial data contained in this presentation have been prepared in accordance with International Financial Reporting Standards (unless otherwise stated), which differ in some material respects from
generally accepted accounting principles in other countries. This presentation includes certain non-IFRS financial measures, such as “EBITDA.” These measures are proposed because the Company believes that they can
help determine the Company’s operating performance. However, these measures shall not be considered either as a substitute for cash flow from operating activities, a measure of working capital, a substitute for net
income, or as a reflection of the Company’s financial performance derived from other measures derived in accordance with IFRS. As these measures are not measures under IFRS, they cannot be compared with similarly
titled measures presented by other companies.

This presentation and the information contained herein do not constitute part of the solicitation or invitation of an offer to sell or issue the securities of the Company or an offer to purchase or subscribe for securities of the
Company or any subsidiary or consolidated affiliate in any jurisdiction. This presentation does not contain any material which may cause it to (1) be deemed to be a matter within the meaning of a prospectus under
section 2(1) of the Companies (Winding Up and Miscellaneous Provisions) Ordinance (Chapter 32 of the Laws of Hong Kong) (“Companies Ordinance”), or an advertisement or an extract or abridged copy of a
prospectus, within the meaning of section 38B of the Companies Ordinance, or contains an advertisement, invitation or a document containing an advertisement or invitation within the meaning of section 103 of the
Securities and Futures Ordinance (Chapter 571 of the Laws of Hong Kong), or (2) in Hong Kong, an offer made to the public without complying with the Laws of Hong Kong or invoking any exemption available under the
Laws of Hong Kong and subject to material change without notice. This presentation and the information contained herein are being given solely for your information and shall be kept strictly confidential and may not be
reproduced or distributed to any other person in any manner, in whole or in part. In particular, the information presented in this presentation, or any copy of this presentation material may not be reproduced or distributed,
directly or indirectly, to anyone in the United States, Canada, Australia, Japan, Hong Kong, or any other jurisdiction with relevant prohibitions. Any violation of the foregoing restrictions may constitute a violation of the
securities laws of the United States or other countries. This presentation material and the information contained herein do not constitute a solicitation of any money, securities or other consideration, and any money,
securities or other consideration offered based on this presentation material and the information contained herein will not be accepted by the Company.

By attending this presentation, you acknowledge that you will be solely responsible for your own assessment of the market and the market position of the Group and that you will conduct your own analysis and form your
own views of the potential future performance of the business of the Group. The Company, its affiliates, control persons, directors, officers, partners, employees, agents, representatives or advisors of the above parties will
not be liable for the use or reliance of the information contained in this statement by you or the object of information disclosure in this material. Any decision to purchase securities based on a proposed offering of
securities, if any, should be made solely on the basis of the information contained in the offering circular or prospectus prepared for that offering. In any circumstances, interested parties shall conduct their own
investigation and analysis of the Group and the data contained in this document.

The securities of the Company have not been and will not be registered under the Securities Act of 1933, as amended, or the laws of any state in the United States. This presentation does not constitute, or form part of, any
offer or invitation to buy or subscribe for the securities in the United States, nor shall it be distributed, directly or indirectly, in or into the United States (including its territories and possessions, any state of the United States and
the District of Columbia). No securities of the Company will be offered or sold in the United States except to comply with an exemption from the registration requirements of the Securities Act of 1933. There will be no public
offering of the Company’s securities in the United States. By reviewing this presentation, you are deemed to have represented and agreed that you and the clients you represent are (i) qualified institutional buyers within
the meaning of Rule 144A of the Securities Act of 1933, as amended, or (ii) located outside the United States (as defined in Regulation S of the Securities Act of 1933). You will also be deemed to have represented and
agreed that you and the clients you represent are professional investors as defined in the Securities and Futures Ordinance (Chapter 571 of the Laws of Hong Kong) and the rules made under those ordinances.
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1. Overview



1. According to QuestMobile, in April 2023, the top three players in terms of total user time spent penetration were Weixin, Douyin+Douyin Express, Kuaishou+Kuaishou Express.
OVERVIEW

1.1 World’s 2nd Largest Short Video Platform & China’s 3rd Largest App(1)

5

Large and highly engaged user community with 374 million average DAUs and 126+ mins average 
daily time spent per DAU

Continuous optimization of monetization models, driving solid revenue growth across business segments

Rich content supply, with our industry-leading ability to produce blockbuster short plays and

Kuaishou New Knowledge attracting close to ten million viewers

Rapidly improving profitability in 1Q23 with a group-level adjusted net profit for the first time since our 
listing
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OVERVIEW

1.2 Setting a New Record for User Community Scale
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DAU, MAU and DAU/MAU Ratio Average Daily Time Spent Per DAU and YoY Growth

• Improved automated placement of original, high-quality content through refined management and technological tools, and

enhanced user acquisition ROI by growing the proportion of users with higher lifetime value.

• In 1Q23, average DAUs was 374 million, up 8.3% YoY and 2.2% QoQ; average daily time spent per DAU was 126.8 minutes.

• Average MAUs was 654 million, rising by 9.4% YoY and 2.3% QoQ.



• 1Q23 revenues grew by 19.7% YoY. Specifically, online marketing services revenue grew by 15.1% YoY, live streaming revenue grew by

18.8% YoY and other services revenue (including e-commerce) grew by 51.3% YoY.

• Domestic business achieved an operating profit for 4 consecutive quarters, primarily due to tremendous revenue growth and

enhanced operating efficiency. Operating loss in overseas business narrowed significantly YoY and QoQ.

OVERVIEW

1.3 Tremendous Revenue Growth with Margin Expansion
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RMB million

17,019 
19,139 

20,493 
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Other services (including e-commerce) Live streaming

Online marketing services Revenues YoY growth

Revenues Breakdown and YoY Growth Operating Profit(loss) by Segment 

RMB million
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2. Business Development



BUSINESS DEVELOPMENT

2.1 Operating Highlights

Notes:
1. Based on data for Kuaishou APP for the three months ended March 31, 2023.
2. Cumulative as of March 31, 2023.
3. Interactions include likes, comments, forwarding, etc.
4. Transactions on our platform or directed to our partners through our platform.
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Massive User Base Interactive PlatformHighly Engaged Community

654 million

Average MAUs(1) 

29.6 billion

Pairs of mutual followers(2) 

224.8 billion

Total e-commerce GMV (1)(4) 

374 million

Average DAUs(1)

20%+
YoY increase in average daily 

short video interactions (1) (3)

126.8minutes 

Average Daily Time Spent per 
DAU(1)



• Enhanced quality across diverse content verticals including short play and pan-knowledge content, providing users with various

“content + interaction” consumption choices during Chinese New Year.

• Refined search function, shaping stronger user habits and driving continual progress in commercialization.

2.2 Rich Content Supply, Optimized Search Function

10

cumulative views 

of Donglan Snow 

within 40 hours of 

its launch(1) 

YoY increase in

revenue from 

advertising 

sponsorship of Project 

Astral short plays(2)

100m+ 300%+

average monthly 

users who used 

Kuaishou's search 

function(2) 

peak number of 

average daily 

searches(3)
420m+ 650m+

YoY increase in 

cumulative pairs of 

mutual followers(3) 

total likes in the first 

run of Kuaishou 1001 

Nights Fans’ Gala
520m+57.6%

Notes:
1. One of the 55 short plays produced by Project Astral during the 2023 winter break period.
2. For the three months ended March 31, 2023.
3. Cumulative as of March 31, 2023. 

BUSINESS DEVELOPMENT

search box
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2.3 Gradually Resumed Online Marketing Services Growth, Outperforming 
Advertising Industry Driven by Closed-loop Advertising

8,558 

9,962 
10,909 

13,236 

11,351 11,006 
11,590 

15,094 

13,064 

1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23

Robust growth in closed-loop advertising propelled by e-commerce GMV
increase: Pioneered the industry-leading operating philosophy of store-

wide ROI and created an end-to-end conversion path integrating brand

promotion, performance ads, and transactions for some brand

advertisers. Upgraded Magnetic Taurus platform to expand reach

among small and medium e-commerce merchants and optimized

merchant ecosystem.

Enhanced external ads conversion efficiency to drive growth recovery:
Developed product system to promote the discovery, accumulation and

user-brand matching of high-value user cohorts, empowering advertisers

to achieve in-depth conversion of their target users; optimized traffic

distribution system and actively monitored health of external

advertisements; established native advertisement system for enhanced

conversion efficiency and ROI, propelling external advertising growth.

Increasing recognition of platform value among brand advertisers:

Strengthened product capabilities, offered tailored solutions for

brand advertisers at various stages across different industries through

diversified advertising offerings, as well as expanded brand ads scenarios

and resources, resulting in a 20%+ YoY increase in brand ads revenue.

Revenue from Online Marketing Services

• Through efforts to further strengthen commercialization data infrastructure, optimize product capabilities and refine
industry-specific management strategies, online marketing services revenue gradually resumed growth in 1Q23.

Key Highlights

RMB million

15.1%

YoY



2.3 Integrated Brand & Performance Marketing Solutions

12

Data 

Empowerment
Magnetic kaleidoscope (磁力万象)-DMP platform

Kuaishou shop
Long Term 

Operation
Kuaishou brand account

User Targeting & 

Conversion

BUSINESS DEVELOPMENT

• Rich product portfolio and end-to-end marketing solutions for advertisers to drive sustainable operation..

Brand mindset Conversion Sustainable operation

Brand exposure Search scenarios

KOLs
Trending topic 

exposure

User group operation

Merchandise operation

Scenario-based operation

Promotion 

target

Juxing KOL 

live streaming

Follower 

promotion
Traffic boost

Magnetic

smart ad 

placement

Magnetic 

Jinniu
Storewide

ROI

R1 R2 R3 R4 R5

Reach Remembering Relevancy Reaction Repurchase
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2.4 Rapidly Developing E-commerce Business with trust-based 
ecosystem

BUSINESS DEVELOPMENT

118,559

145,398

175,787

240,292

175,076
191,173

222,520

312,387

224,767

1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23

28.4%

YoY

• Continue to strengthen trust-based e-commerce ecosystem and execute omni-domain operating strategy

• Enrich merchandise, improve matching accuracy, harness high-quality streamers and content

• 1Q23 GMV increased by 28.4% YoY to RMB224.8 billion.

GMV Key Highlights

RMB million Continue to reinforce merchandising capabilities: Increase the exposure

of high-quality products based on product evaluations & ratings; guide

merchants to enhance product information quality and service

capabilities.

Continuous improvement on the supply side: Upgrade the cooperative
mechanism between merchants and KOLs and facilitate traffic synergies

by the Stream Initiative (川流计划); improve industry coverage of brand
merchants by carring out targeted promotions and facilitating self-

operated live streaming; launched the Gold Rush Initiative (斗金计划) with
exclusive policy and traffic support for small and medium merchants.

Tiered operations for paying users to reinforce conversion: Achieved more

effective recommendations and conversion via smart subsidies,

promotions and traffic allocation adjustments.

Tested new shopping mall and develop shelf-based e-commerce: Tested

the new shopping mall on the landing page of Kwai shop to cultivate user

mindset; optimize search function to better identify user intentions and

improve the product relevance of search results, leading to a YoY

doubling of search GMV in 1Q23.



>50%
YoY increase of average monthly active merchants in 1Q23

Merchant-KOL cooperation:

• Delved into users’ needs and expanded brands’ share of voice with the help of

KOLs, leading to 50%+ YoY increase in GMV through distribution channel;

• Launched Stream Initiative to build a bridge between merchants and KOLs,

optimizing traffic structure and creating a flywheel.

Brand e-commerce:

• Carried out targeted promotions, leading to approximately 30% YoY increase in

the average number of brands onboarded per month.

• Facilitated self-operated live streaming through creative content formats to

enhance conversion, with self-operated GMV growing by ~70% YoY in 1Q23

• Brands GMV accounted for ~30% of total GMV in 1Q23

Merchant development:

• "Gold Rush" Initiative, refine dsubsidy strategies and optimized traffic allocation

help GMV scale-up for small and medium merchants.

Ecosystem governance:

• Upgraded merchants, merchandise and KOLs’ scoring system.

• Identify high-quality merchants based on merchandise score, elevating users'

shopping experience and reinforcing trust-based e-commerce ecosystem.

Users' shopping experience:

• Mitigate the impact of e-commerce on users by modeling the

relationship between user interactions and consumption time spent.

• Reinforce new paying users’ conversion via smart subsidies, promotions

and traffic allocation adjustments. Their monthly purchase frequency

increased YoY and QoQ, with retention rates improving every month.

• For less active paying users, strengthen the identification and

reactivation of those with subpar experience; for active paying users,

launch early warning and anti-churn strategies and provide better

services.

• Monthly active paying users, average order value and monthly purchase

frequency increased YoY.

Number of monthly active paying users in 1Q23

BUSINESS DEVELOPMENT

2.4 Continued Prosperity on the Supply and Demand Side of 
E-commerce

14

Supply side Demand side

100m+



2.4 Upgraded All-domain Solutions for Merchants

15OVERVIEW

Content-based 
product 

recommendations
stimulate consumption 

needs

Emphasize shelf-based 
scenarios 

to strengthen users’ 
shopping mindset

• Leverage high-quality public domain traffic and the trust-based private domain traffic in our dual-engine model,
establish an end-to-end path from “recommendation” to “transaction.”

Store
operations

Distribution

Discovery Mode Purchase Mode

Content-based

Short 

videos

Live 

streaming

Shelf-based

Search
Shopping 

mall

Self-operated 
live streaming

Consumers

Platform Operation Activities

Merchants

Enhance 
recommendation 

ecosystem

Strengthen shelf 
development



2.5 Solid Live Streaming Performance

16BUSINESS DEVELOPMENT

• Live streaming revenue showed steady growth, reaching RMB9.32 billion in 1Q23, up 18.8% YoY; monthly ARPPU rose by double digits YoY.

• Live streaming content quality continued to improve, while user-content matching efficiency was optimized through algorithm iterations.

Revenue from Live Streaming
RMB million

Focused on promoting the development

of live streaming a s a profession and

continuously advanced diverse cooperation

with top talent agencies and streamers. In

1Q23, the number of active streamers from

talent agencies increased by over 140% YoY.

Provided traffic support to high-quality mid-

level streamers to optimize the constituents of

live streaming supply. Explored different live

streaming categories, including knowledge-

based live streaming and virtual person live

streaming, to bring our users an endless flow

of new types of live streaming content.

Our innovative “live streaming+” services

made steady progress, with both Kwai Hire
(快聘) and Ideal Housing (理想家) performing

well.

Key Highlights
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Local Services Access Point Meituan Mini Program & Merchandise Supply Local Services Home Page

2.6 Promising New Initiative: Local Services 

17BUSINESS DEVELOPMENT

• Users’ consumption demand for local services content surged post pandemic. Kuaishou prioritizes key cities MVPs and is currently in the validation phase.

• Establish “KOL + merchants” ecosystem and advance merchandise engine to build an efficient dual content distribution system of short video+live streaming.

• Built NPS user recommendation system to elevate user experience.



3. Financial Results
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3.1 Financial Highlights

1Q23

Positive adjusted net profit at the group level for the 
first time since IPO, adjusted NPM~0.2%

Domestic business delivered an operating profit for 
the 4th consecutive quarter, reaching RMB960 million

Operating net cash inflow ~ RMB1.8 billion, comparing 
with net cash outflow last year, with total available 

funds increasing QoQ for 3 consecutive quarters

FINANCIAL RESULTS

Overseas revenue increased 6 times YoY, operating 
net loss narrowed 55.4% YoY, 45.1% QoQ
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3.2 Accelerating Revenue Growth with High GPM

17,019 
19,139 

20,493 

24,430 

21,067 21,695 
23,128 

28,292 

36.6% 48.8% 33.4% 35.0% 23.8% 13.4% 12.9% 15.8% 19.7%

2021Q1 2021Q2 2021Q3 2021Q4 2022Q1 2022Q2 2022Q3 2022Q4 2023Q1

Other services (including e-commerce) Live streaming

Online marketing services Revenues YoY growth

25,217

6,988 

8,385 8,509 

10,149 

8,782 
9,770 

10,703 

12,877 

11,712 

41.1%
43.8% 41.5% 41.5% 41.7% 45.0%

46.3% 45.5% 46.4%

2021Q1 2021Q2 2021Q3 2021Q4 2022Q1 2022Q2 2022Q3 2022Q4 2023Q1

Gross profit Gross profit margin

• 1Q23 revenues grew by 19.7% YoY, including 51.8% from online marketing services, 37.0% from live streaming and 11.2% from other

services (including e-commerce);

• In 1Q23, online marketing services revenue grew by 15.1% YoY, live streaming revenue grew by 18.8% YoY and other services (including

e-commerce) revenue grew by 51.3% YoY;

• Benefitting from enhanced operating efficiency, fixed costs as a percentage of revenue continued to decrease, driving growth of 4.7

ppts YoY in GPM in 1Q23.

Revenues Breakdown and YoY Growth
RMB million

GP and GPM

FINANCIAL RESULTS

RMB million
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3.3 Significant Cost Reductions and Productivity Enhancements Led 
to Consistently Improving Operating Efficiency

11,660 11,270 11,017 
10,230 

9,488 
8,762 9,130 

9,740 
8,723 

68.5%
58.9% 53.8%

41.9% 45.0% 40.4% 39.5% 34.4% 34.6%

Selling and marketing expenses
Ratio of selling and marketing expenses to revenue

2,811 

3,911 
4,218 

4,016 

3,523 
3,282 

3,533 3,446 

2,920 

16.5%
20.4% 20.6%

16.4% 16.7% 15.1% 15.3%
12.2% 11.6%

Research and development expenses
Ratio of research and development expenses to revenue

703 

864 
913 920 

871 
956 

1,059 1,034 

919 

4.1% 4.5% 4.5% 3.8% 4.1% 4.4% 4.6% 3.7% 3.6%

Administrative expenses
Ratio of administrative expenses to revenue

• S&M as a percentage of revenue decreased by 10.4 ppts YoY to 34.6%, due to more efficient and restrained spending
on user acquisition and retention;

• R&D expenses as a percentage of revenue decreased by 5.1 ppts YoY to 11.6%; Administrative expenses as a
percentage of revenue decreased by 0.5 ppts to 3.6%.

Selling and Marketing Expenses 

RMB million

Research and Development Expenses Administrative Expenses

FINANCIAL RESULTS

RMB million RMB million



2022Q1 Domestic Overseas Unallocated items Total

Revenues 24,879 338 - 25,217

Cost of revenues and operating expenses (23,916) (1,161) - (25,077)

Unallocated items - - (838) (838)

Operating profit/(loss) 963 (823) (838) (698)

2022Q4 Domestic Overseas Unallocated items Total

Revenues 28,007 285 - 28,292

Cost of revenues and operating expenses (26,740) (1,784) - (28,524)

Unallocated items - - (1,011) (1,011)

Operating profit/(loss) 1,267 (1,499) (1,011) (1,243)

2023Q1 Domestic Overseas Unallocated items Total

Revenues 21,019 48 - 21,067

Cost of revenues and operating expenses (22,562) (1,894) - (24,456)

Unallocated items(1) - - (2,254) (2,254)

Operating loss (1,543) (1,846) (2,254) (5,643)

RMB million

Notes：
(1) Unallocated items include SBC, other income and other gains/(losses), net, comparable to industry practice

22

3.4 Steady Domestic Profit and Significantly Narrowing Overseas Loss

• 1Q23 domestic business operating profit was RMB963 million, maintaining solid earnings momentum;

• Overseas revenue increased by 6 times thanks to enhanced monetization capability. Operating loss narrowed by 55.4% YoY and
45.1% QoQ due to our strategy of focusing on core markets and significantly reducing investments in non-core markets.

FINANCIAL RESULTS



3.5 Positive Adjusted Net Profit at the Group Level for the First Time

(7,292) (7,215) (7,404)

(5,790) (5,643)

(3,059)
(2,612)

(1,243)

(698)

-42.8%
-37.7% -36.1%

-23.7% -26.8%

-14.1% -11.3%
-4.4% -2.8%

2021Q1 2021Q2 2021Q3 2021Q4 2022Q1 2022Q2 2022Q3 2022Q4 2023Q1

Operating loss Operating loss margin

(5,651)

(5,016)
(4,616)

(3,569) (3,722)

(1,312)

(672)

(45) 42 

-33.2%
-26.2% -22.5%

-14.6% -17.7%
-6.0% -2.9% -0.2% 0.2%

2021Q1 2021Q2 2021Q3 2021Q4 2022Q1 2022Q2 2022Q3 2022Q4 2023Q1

Adjusted net loss Adjusted net loss margin

• The group’s operating loss continued to narrow, with operating loss margin down 24.0 ppts YoY and 1.6 ppts QoQ;

• Achieved positive adjusted net profit at the group level for the first time since IPO.

Operating Loss and Operating Loss Margin
RMB million

Adjusted Net Profit (Loss) and Adjusted Net Profit (Loss) Margin

23FINANCIAL RESULTS

RMB million
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Income Statement

RMB million 2022Q1 % of revenue 2022Q4 % of revenue 2023Q1 % of revenue YoY change QoQ change

Revenues 21,067 100.0% 28,293 100.0% 25,217 100.0% 19.7% (10.9%)

Cost of revenues (12,285) (58.3%) (15,417) (54.5%) (13,505) (53.6%) 9.9% (12.4%)

Gross profit 8,782 41.7% 12,876 45.5% 11,712 46.4% 33.4% (9.0%)

Selling and marketing expenses (9,488) (45.0%) (9,740) (34.4%) (8,723) (34.6%) (8.1%) (10.4%)

Administrative expenses (871) (4.1%) (1,034) (3.7%) (919) (3.6%) 5.5% (11.1%)

Research and development expenses (3,523) (16.7%) (3,446) (12.2%) (2,920) (11.6%) (17.1%) (15.3%)

Other income 263 1.2% 450 1.6% 52 0.2% (80.2%) (88.4%)

Other gains/(losses), net (806) (3.9%) (349) (1.2%) 100 0.4% N/A N/A

Operating loss (5,643) (26.8%) (1,243) (4.4%) (698) (2.8%) (87.6%) (43.8%)

Finance income/(expense), net (11) (0.1%) 107 0.4% 111 0.5% N/A 3.7%

Share of losses of investments accounted for 

using the equity method
(37) (0.1%) (27) (0.1%) (14) (0.1%) (62.2%) (48.1%)

Loss before income tax (5,691) (27.0%) (1,163) (4.1%) (601) (2.4%) (89.4%) (48.3%)

Income tax expenses (563) (2.7%) (384) (1.4%) (275) (1.1%) (51.2%) (28.4%)

Loss for the period (6,254) (29.7%) (1,547) (5.5%) (876) (3.5%) (86.0%) (43.4%)

Non-IFRS financial measures:

Adjusted net profit/(loss), net (3,722) (17.7%) (45) (0.2%) 42 0.2% N/A N/A

Adjusted EBITDA (1,552) (7.4%) 1,936 6.8% 1,996 7.9% N/A 3.1%

25APPENDIX



Adjusted Net Profit/(Loss) and Adjusted EBITDA

RMB million 2022Q1 2022Q4 2023Q1

Loss for the period (6,254) (1,547) (876)

Add:

SBC 1,711 1,112 990

Net fair value changes on investments 821 390 (72)

Adjusted net profit/(loss) (3,722) (45) 42

Adjusted net margin (17.7%) (0.2%) 0.2%

Adjusted net profit/(loss) (3,722) (45) 42

Add:

Income tax expenses 563 384 275

Depreciation of property and equipment 733 891 964

Depreciation of right-of-use assets 828 776 788

Amortization of intangible assets 35 37 38 

Finance (income)/expense, net 11 (107) (111)

Adjusted EBITDA (1,552) 1,936 1,996

Adjusted EBITDA margin (7.4%) 6.8% 7.9%
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Balance Sheet

RMB million
March 31,

2023

December 31,

2022

ASSETS

Non-current assets

Property and equipment 12,407 13,215

Right-of-use assets 10,130 10,806

Intangible assets 1,145 1,123

Investments accounted for using the equity

method
264 268

Financial assets at fair value through profit or loss 4,094 3,626

Deferred tax assets 5,223 5,095

Long-term time deposits 7,776 7,870

Other financial assets at amortized cost 697 670

Other non-current assets 415 776

Total non-current assets 42,151 43,449

Current assets

Trade receivables 5,117 6,288

Prepayments, other receivables and other

current assets
3,071 4,106

Financial assets at fair value through profit or loss 10,885 13,087

Short-term time deposits 11,031 8,318

Other financial assets at amortized cost 556 726

Restricted cash 319 59

Cash and cash equivalents 12,473 13,274

Total current assets 43,452 45,858

Total assets 85,603 89,307

RMB million
March 31,

2023

December 31,

2022

EQUITY AND LIABILITIES

Share capital 0.146 0.145

Share premium 274,521 274,473

Other reserves 29,965 29,239

Accumulated losses (264,755) (263,882)

Non-controlling interests 5 8

Total equity 39,736 39,838

LIABILITIES

Non-current liabilities

Lease liabilities 8,155 8,721

Deferred tax liabilities 22 23

Other non-current liabilities 5 16

Total non-current liabilities 8,182 8,760

Current liabilities

Accounts payables 18,951 22,868

Other payables and accruals 10,735 10,190

Advances from customers 3,281 3,240

Income tax liabilities 1,233 936

Lease liabilities 3,485 3,475

Total current liabilities 37,685 40,709

Total liabilities 45,867 49,469

Total equity and liabilities 85,603 89,307
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Thank You!
IR Contacts

Kuaishou Technology

Investor Relations

Email: ir@kuaishou.com


