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Short-form video-rization:
Assessing the potential ceiling
and lessons from China

Immersive short-form video (SFV) has become the largest single time spent
format in the China internet space, with more than 1bn mobile users using
Douyin, Kuaishou, and/or Tencent Video Accounts within WeChat, with 60%
active on a daily basis, spending 120 min a day. We believe SFV players are
becoming funnel ecosystems as they know their users more and more day-by-
day, widening their advantage in providing relevant recommendations, ahead
of other forms of entertainment/shopping apps.

Already the largest online advertising venues with time spent reaching closer
to ceiling, eCommerce is becoming the next focus for SFV players, initially
focusing on livestreaming (mostly impulsive) shopping and gradually
expanding into all-purpose shelf-based shopping, local services, recruitment,
real estate etc. We estimate livestreaming contributed to 15% of total online
retail share in 2021 (vs 3% in 2019). We introduce our bear/base/bull case at
21%/25%/30% by 2025E, after assessing penetration potential from the lens
of categories/ users/merchants/facilitators (eg KOLs). Other swings to China’s
eCommerce landscape over the next few years will depend on SFV players’
success expanding into shelf-based shopping. Here, we assess their different
contribution scenarios, estimating SFV players could in aggregate command
16%/22%/33% of eCommerce GMV share by 2025E (under our
bear/base/bull scenarios), vs 12% in 2021, resulting in incremental share loss
from traditional eCommerce players, primarily Alibaba and Vipshop.
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In six charts

Exhibit 1: Our key thesis in six charts

SFV has surpassed social networking, becoming the
largest time spent format in China

ByteDance emerged as the largest advertising
platformin 2021...

..and exceeded Rmb1tn GMV in just 4 years for
eCommerce, vs. BABA/JD/PDD of 9/14/4 years
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We expect livestreaming eCommerce to reach 25% of
online shopping by 2025E (from 19% in 2022E)

...with Kuaishou/Douyin together capturing 22%
market share by 2025E (from 17% in 2022E)

Globally, we see early stages of “China phenomenon”
being followed
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Note: We calculate Douyin/Bytedance’s (Both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: FT research, Goldman Sachs Global Investment Research, QuestMobile
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Key numbers at a glance

Exhibit 2: Key numbers at a glance

Time-spent growth for the hypergrowth short-form video format is now normalizing, with ads revenues moderating as well

Time spent CAGR moderating, we
expectdaily time spent on
SFV per Internet user to reach
3 hrs by 2025Efrom 2hrs in 2021
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25E
2021 -> 2025Eimplied China
31% -> 36%

online retail goods penetration
(on NBS definition)

2021-25Eindustry online
GMV CAGR

\=

Our bear/base/bull cases for SFV platforms eCommerce disruption

Livestreaming GMV ceiling in China
(Rmb tn) under our bear/base/bull
cases

5tn/6tn/7tn

v N
J 10%/14%/24%
L

S5%/8%/9%

2025E SFV platforms’ GMV market
share respectively ineCommercein
our bear/base/bull cases, whether their
all-purpose shelf-based shopping
initiatives play out

Live-streaming GMV % total
online by 2025E
(vs. 19% for 2022E)

M 21%/25%/30%

Our Alibaba 2021-25EGMV CAGR,
depending on success of SFV
platforms in eCommercevs. V.A.
consensus of +5%. Withimplied market
share for Alibaba between 30%-38%,
36%base caseby 2025E (vs. 45%
today)

-2% to 2%
CAGR

€
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Short-form video platforms (SFV) in China are becoming funnel ecosystems: Immersive SFV is already the largest
single time-spent format in the China internet space, with more than 1 billion mobile users using short-form video apps, with
60% active on a daily basis, spending 120 minutes a day (per QuestMobile). At 31% of time spent by China internet users,
the longest form of entertainment per day, yet with each video only an average of 30 seconds long, we believe this medium
provides multiple cross-selling opportunities by adding livestreaming sessions in between the immersive SFV feeds. We see
the SFV platforms becoming funnel ecosystems that increasingly know their users more day-by-day, widening their
advantage in providing relevant recommendations, ahead of other forms of entertainment/shopping apps.

Already the largest advertising format in China, with time spent reaching close to the ceiling, we believe eCommerce
is the next key driver of growth for SFV players, from livestreaming shopping (impulsive/unplanned shopping) to
all-purpose shopping and other categories like local services, real estate, etc ahead.

m  Already China’s largest advertising venue: Douyin (Private), China's largest SFV platform with DAU/MAU double the
size of the #2 player Kuaishou, alongside parent Bytedance’s other ads businesses, surpassed Alibaba to become China’s
largest advertising platform in 2021. Expanding from brand advertising to performance-based ads and now completely
closed-loop transactions for eCommerce in 2021, 30-40% of SFV platforms’ advertising revenues are now attributed to
eCommerce alone. We also expect Tencent'’s Video Accounts, #3 in time spent amongst SFV players, to continue to grow
in time spent with its expanding content and expansion into eCommerce livestreaming, to catch up in terms of time
spent, but still behind the #2 player, Kuaishou.

m  SFV players have proven their success in driving proliferation of livestreaming shopping: \We believe SFV
platforms’ success (excluding niche pure livestreaming platforms’/eCommerce players’ own livestreaming channels) in
driving proliferation of the livestreaming shopping format to 15% of total online retail GMV by 2021 (from 3% in 2019)
has been largely driven by (1) SFV's large DAU (daily active user base) and long daily time spent, (2) the seamless
closed-loop eCommerce transactions within the SFV platforms (without jumping to other apps thus improving
conversion), (3) strengths in algorithms for shopping recommendations to a highly engaging user base that is open to the
livestreaming format, after years of online shopping experience in China, and (4) availability of KOLs/long-tail of millions
of live broadcasters in China, a mature online payment (completing purchases of impulsive shopping) and fulfillment
infrastructure (which allows for worry-free returns after shopping).

®  Our bear/base/bull case (see Exhibit 7) suggests the livestreaming format as a % of total online retail GMV to reach
21%/25%/30% by 2025E, implying GMV of Rmb5tn/6tn/7tn for livestreaming shopping by 2025E, from ¢. Rmb3tn or
19% of online GMV for 2022E (GSe), following our detailed analysis by platform/by category of online and livestreaming
penetration ceilings from the lens of categories, users, merchants and facilitators, e.g. KOLs/MCNs.
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SFV players now expanding into all-purpose shelf based-shopping, and into local services.\\Ve introduce our scenario
analysis for livestreaming penetration, including an assessment of SFV players’ shelf-based eCommerce potential. Douyin
upgraded its eCommerce strategy to universal interest eCommerce (“ 41 " in Chinese) in May 2022, a year after
introducing interest eCommerce in Apr 2021. Kuaishou also launched a beta test on shelf eCommerce in August 2022.We
set out our base case scenario where non-livestreaming shopping could account for 10%/25% of Kuaishou/Douyin's GMV by
2025E, vs. our bear case assuming only 5%/13% flat contribution (similar to now) and a bull case of 15%/40% with larger
disruption to incumbent traditional eCommerce players. We see the SFV players’ ambitions of expanding further into local
services, with Douyin expanding into local services and Kuaishou into jobs/recruitment.

Key investor questions and concerns
1.To what extent will short-form video platforms disrupt the traditional eCommerce players?

m By category, apparel, cosmetics, food & beverages are typically the top three categories for livestream eCommerce, due
to lower ticket size, and livestreaming can better illustrate/showcase products and creates better interaction with
consumers. Amongst which, we believe apparel can contribute at ¢.40% of total GMV by 2025E. We are expecting a
more diversified category pattern on livestreaming platforms going forward, with (1) mature categories like cosmetics,
jewelry, apparel continuing to grow, as the immersive experience increasingly grabs the attention of consumers, and (2)
SFV players achieving certain growth for emerging categories like electronics & appliances, with additional infrastructure
development. We also introduce several potential scenarios for our bear/bull case analysis, see Exhibit 7.

® By channel: We introduce our scenario analysis for SFV players’ shelf-based eCommerce potential, with Douyin
upgrading its eCommerce strategy to universal interest eCommerce (“ 23 4R in Chinese) in May 2022, a year
after introducing interest eCommerce in Apr 2021, and Kuaishou starting its Beta test of Mall entrance within the APP in
Aug 2022. Base case: Ve expect decent progress from the SFV launching mall that helps facilitate repurchases and
planned shopping, with Douyin/Kuaishou shelf-based eCommerce reaching 25%/10% of their respective total GMVs.
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2. Changes to eCommerce competitive landscape by 2025E? Is it a zero-sum game or is livestreaming eCommerce
pushing the boundaries of the retailing online penetration?

m  The competition on time spent between Douyin, Kuaishou and Tencent remains intense, and we expect the
competitive landscape to remain intense with Douyin/Kuaishou/Tencent Video Account taking 50%/30%/20% of
timespent share by 2025E.

® OnTencent Video Account, we see it is achieving critical mass with time spent equivalent to 80% of WeChat Moments’
level, with ¢.500mn DAU (vs. >600mn/>300mn for Douyin/Kuaishou) and ¢.30min viewing per DAU per day (vs.120min
for Douyin/Kuaishou), while still at early stage of monetization in terms of advertising and eCommerce.

B  On GMV share, we expect Tencent Video to grow and capture Rmb800bn in online sales in the livestreaming format by
2025E, accounting for ¢.15% share of the total of the three players combined. \We expect decent progress from the SFV
launching mall that helps facilitate repurchases and planned shopping, and with Douyin/Kuaishou shelf-based
eCommerce reaching 25%/10% of their respective total GMVs, together the two SFV players accounting for 22% GMV
share vs. BABAs 36% of industry online GMV in 2025E.

3. Lessons for the rest of the world: Still early days, but remains top of mind as the next important trend/disruption
to watch out for.

m Learning from the playbook in China, after gaining significant engagement and internet users time spent, different
markets in the world are at different user mindshare in terms of online shopping/culture of shopping via. Livestreaming/
income levels on price sensitivity and the required infrastructure/facilitators (e.g. KOLs)/online payment/logistics to drive
higher penetration of livestreaming as a format for shopping.

® US (covered by Eric Sheridan): The disintermediation of long-form video & traditional social media engagement via/by
SFV and the rise of TikTok as a competitive threat to user engagement & advertising budgets remain key investor
debates. According to data from SensorTower, TikTok's user base and total time spent has grown significantly since
January 2020 and has maintained elevated levels in 2022 YTD.

®  South East Asia (covered by Pang Vittayaamnuaykoon): Other than the underdeveloped live commerce ecosystem
itself (e.g. lack of trained influencers/KOLs), our checks indicate that another key issue that TikTok (the key disruptor to
other content platforms in the local market) is facing in growing its new ecommerce arm relates to the high % of
unpaid/incomplete orders. We believe this is partly attributable to the large 24-hr time gap given to complete payment
after placing an order. Based on the experience in China, we believe live commerce could have a promising future in
Indonesia, considering TikTok's large viewer base there, although our channel checks indicate that TikTok Shop
currently remains in the early stage. We will continue to monitor for further updates in the livestream eCommerce
space.



Goldman Sachs China Internet

Key risks to our sector view
m Faster/slowerthan-expected retail sales growth in China.

®  Slowerthan-expected online/livestreaming penetration once Covid normalizes and people resume daily offline activities
with no control measures.
m  Emergence of other disruptive shopping formats, such as VR (Virtual Reality)/AR (Augmented Reality) shopping.

4 September 2022
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Exhibit 3: SFV vs. traditional eCommerce: From the lens of shoppers

SFVs have higher user base, time spent, and engagement, and are currently less monetized with lower order frequency and ticket size

A typical day with Short-form Video (SFV) vs. eCommerce platforms for an individual...

From the lens of time spent, an average user spends more time on SFVs and opens Apps more frequently vs.
eCommerce platforms, encountering limited eCommerce-relatedlivestreaming content
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.. and what we see at an aggregate level
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Key Questions:

Landscape: How SFV players disrupt traditional
eCommerce platforms?

Penetration: How large can livestreaming be as a
format?

Wider implications: How is it progressing ameng
global peers and what arethe uncertainties?

1) We calculate Douyin/Bytedance’s (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance 2) * Tencent's livestreaming eCommerce development still

in early stage hence data not available

Source: Quest Mobile (as of June 2022), Goldman Sachs Global Investment Research
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Exhibit 4: How will SFV players disrupt eCommerce incumbents?

Douyin's eCommerce GMV had a quick ramp-up, focusing more on apparel and cosmetics with higher user experience

Implication on Competitive Landscape: Douyin’s livestreaming eCommerce has already been a disruptor; SFV players to gain market share

Douyin has already outgrown Kuaishou by a

Douyin’s GMV exceeded Rmb 1tn in 4 years, vs. BABA/JD/PDD ... and we expect Kuaishou & Douyin together to capture wide margin at a larger scale (as of June
of 9/14/4 years ¢.22% market share by 2025E with high growth 2022)
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Implication on Category Penetration: We also observed difference in penetration and landscape of SFV players by different categories

Categories are quite different in terms of user engagement/experience level,

margin profile, ASP, and return rate; penetration difficulty varies across Compared with 2021, we expect Kuaishou & Douyin to gain significant share and volume by

2025, esp. in Apparel, Cosmetics, Pharma and Jewelry

_categories
m Taobao 1Tmall wJD  =PDD nKuaishou  mDouyin
User experience  Gross margin ASP Return rate k i 1 o | i i
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Fresh food Medium [ ]15%+ Low Relatively low ‘ ‘ ’ ‘ " "
Electronics & Appliances | Relativelyhigh | 20%+ Relatively high ~ Relatively high 2021 ‘
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Others . . .
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Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Feigua, Sandalwood Advisors, BurningData, Quest Mobile, Goldman Sachs Global Investment Research
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Exhibit 5: We see limited hurdle for SFV platforms to expand into shelf eCommerce, to provide a within-app shopping mall experience for customers

By platform, we expect to see livestreaming & shelf eCommerce entering each others' space and offering a more comprehensive shopping experience

Starting from only 3%, we expect livestreaming to penetrate

into ¢.25% of total online GMV by 2025E

... with different mixes across platforms; and we expect the landscape to evolve accordingly

Livestreaming vs. Shelf eCommerce GMV
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By category, apparel still wins with the highest penetration and the largest contribution

We expect apparel to account for ¢.35% of

We expect Electronics & Appliances to see high growth (4yr CAGR c¢.44%) and penetration increase (from c.4% to

livestreaming GMV, still the largest category c.13%)
Rmbbn Livestreaming eCommerce category mix Penetration as % of total online sales vs . 4-yr CAGR (by category)
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We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Feigua, Sandalwood Advisors, BurningData, Goldman Sachs Global Investment Research
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Exhibit 6: SFV has well penetrated into the China Internet users and is well suited for eC

ommerce

SFV has well penetrated into China Internet users

A quick glance at the China Internet tells us that China Internet users have already surpassed 1bn, with SFV

and livestreaming winning users

... and livestreaming eCom reached c.60% of total viewers

User base for various type of online channels

Total e-Commerce Online Video SFV mm Ljve Streaming

mn
1,100 +

989

900 -

Live Streaming e-commerce

1,011

700 1 648

500 -
397

639

648

433

497

562

309

617

388

638

—+—Total Internet

975

842,

1,032

934

703

384

300

2H18

TH19

2H19

TH20

20H20

TH21

2H21

Livestreaming shopper penetration over total viewers
= e-Commerce live g non-e-Commerce live % of total live streaming users
mn
700 - r 80%
o 638
560 562 | B
500 | 28" 2540% - 60%
5%
525 2545 i
47% 1 —
///
300 — d b 40%
388
309
100 4 b 20%
1020 2020 4020 2021
(100) - 0%

20% of Chinese consumers are “impulsive spenders”, naturally fit in incentive shopping scenarios like livestreaming & SFV

40%+ of digital natives buy products
spontaneously on the go, higher than Australia,

Japan, or South Korea; 50% of consumer loans are in China buy
younger than 30, according to McKinsey Global spontaneously
Institute analysis

19%
According to Euromonitor, 20% of Chinese
consumers consider themselves as “Impulsive 16%
spender”, higher than South Korea (15%), United
States (16%), and Singapore (19%). Euromonitor
consumer lifestyle survey, 2022 China Singapore us

40%+ of digital natives

15%

S. Korea
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commerce Platforms Total Users
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Source: Quest Mobile (as of June 2022), CNNIC (as of Dec 2021), Complied by Goldman Sachs Global Investment Research
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Exhibit 7: Our bull, bear and base case for SFV platforms and traditional eCommerce players in China

Base case for SFV platforms in eCommerce

Bull case for SFV platforms in eCommerce,

and bear-case for traditional eCommerce players

Total online retail goods GMV by 2025E (Rmb tn)

Alibaba 2025E GMV (Rmb tn)
Short-form video apps 2025E GMV (Rmb tn)

SFV platforms market share % of online sales

from Rmb16tn (2021)—> Rmb22tn

21-25E CAGR 9%

Rmb8.5tn
Rmb3.5tn

from 15% (2021) —> 16%

from Rmb16tn (2021)—> Rmb22tn

21-25E CAGR 9%

Rmb8.1tn
Rmb4.9tn

from 15% (2021) —> 22%

from Rmb16tn (2021)—> Rmb24tn

21-25E CAGR 11%

Rmb7.2tn
Rmb7.9tn

from 15% (2021) —> 33%

Douyin 2025E GMV (Rmb tn) Rmb2.3tn Rmb3.2tn Rmb5.8tn
Kuaishou 2025E GMV (Rmb tn) Rmb1.2tn Rmb1.7tn Rmb2.1tn
Live-streaming size (Douyin + Kuaishou + Video Account +
Traditional eCommerce platform - Tencent's sales sourced Rmb5tn Rmbé6tn Rmb7tn

from other platforms, 2025E, Rmb tn)

Assumptions

Live-streaming GMV % total online by 2025E vs. 2022E of
19%

We expect some short-term declines in few categories over 2023 when

China re-opens, then flattening out from 2024

from 15% (2021) —> 21%

We expect some further penetration in key categories

from 15% (2021) —> 25%

We expect further penetration in all categories

from 15% (2021) —> 30%

Tencent video, .
Tencent video,.+ RABA, 07, 13% 08 13% A, 0.8, 13% Tencent video, 0.8, 10% BADR, 0.7, 9%
0.8, 15% JD, 0.3, 5% - JD, 0.2, 4% , 0.4,
Kuaishou, A PDD, 0.5.9% Kuaishou, ‘ PDD, 0.4, 7% )PDD'O'G' 8%
2025E Live-streaming GMV breakdown (Rmb tn) 1.1,21% PSR 1.6, 25% Kuaishou, 1.8,
23%
ouyin, 2.0, : o h
379 ouyin, 2.4, 38% Douyin, 3.

2025E SFV platforms' shelf eCommerce market (Rmb tn) Rmb0.4tn Rmb1.0tn Rmb2.6tn
Douyin & Kuaishou blended shelf eCommerce contribution 10% 20% 33%

(%)

2025E SFV platforms' shelf eCommerce share % as of online
sales

2025E Douyin's shelf-based eCommerce as % of Douyin
GMV

Douyin GMV breakdown (2025E, Rmb tn)

2025E Kuaishou's shelf-based eCommerce as % of
Kuaishou GMV

2% vs. BABA 2025E market share of 38%
13% broadly flat from 2022E levels

Shelf eComm, 0.3,
13%

LS eComm,
2.0,87%

5%

4% vs. BABA 2025E market share of 36%

25%

Shelf eComm,
0.8, 25%

LS eComm,
2.4,75%

10%

11% vs. BABA 2025E market share of 30%

40%

Shelf eComm, LS eComm,
2.3,40% 3.5,60%

15%

We calculate Douyin/Bytedance’s (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Goldman Sachs Global Investment Research, Company data
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Exhibit 8: Where is the potential ceiling and what are the challenges?

Implication on Category Penetration: We expect overall penetration in livestreaming eCommerce to reach 25%+; Apparel remaining the largest

We expect livestreaming eCommerce to reach c.25%+
of online shopping by 2025E

... and Apparel to remain the largest contributor in livestreaming eCommerce (34%) with increasing livestreaming
penetration over total online shopping (27% to 38% at 9% CAGR)

Livestreaming eCommerce GMV penetration (%)
Shelf eCommerce  Live-streaming eCommerce
25,000 -
2125
CAGR c.259
20,000 -
15,000 +
10,000 21-25
CAGR c.6%
5,000 +
) 2019 2620 20‘21 ZDéZE 20é3E 20‘24E 20‘25E

50%

45%

40%

35%

30%

25%

20%

15%

10%

Livestreaming penetration vs. 4 year CAGR by category (%)

4-yr CAGR
_ ¥ @ 2021A livestreaming penetration
Electronics & Appliances
] . """"""" 2025E livestreaming penetration
| Jewelery
J . _____________ " FMCG Cosmetics
Apparel
! o ® * :
Fresh food ‘
Penetration as % of total online
T T T T T T T T T 1

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Implication on Global Peers: To follow “China phenomenon”, but with regulatory uncertainties

From 2,500 1 (mn)

1Q19 2250 4

2,000 4
4Q15

1,750 4
2Q19
1,500 -

4Q15
Q 1,250 +

@
1019 1000 1
0
3017 750 1

500 4
1Q20

250

MAU trend ilfustration-among | ikTok and global peers

£

India

u.s.

u.s.

u.s.

India

u.s.

Ireland

Jun 2020: TikTok, together with other 58 Chinese Apps, banned by the Indian
government

Aug 2020: The U.S. banned transactions with ByteDance

Aug 2020: The U.S. urged TikTok to be sold to U.S. buyers

Nov 2020: Executive Orders from former president Donald Trump to sell to
U.S. buyers were suspended

Jan 2021: India’s ban on Chinese Apps became permanent

Jun 2021: Previous orders were revoked and replaced with one that calls for a
broader review of foreign-controlled Apps

Sept 2021: Ireland investigated into TikTok on children’s data handling and
personal data transfer

Source: SensorTower (as of June 2022), Ireland Data Protection Commission, Bloomberg, Company website, Goldman Sachs Global Investment Research

4 September 2022

14



Goldman Sachs China Internet

Exhibit 9: How do the China & US Internet giants think about interest/livestreaming eCommerce?

Yong Zhang CEQ at Alibaba Group thinks that livestreaming certainly has become a very important part of the digital commerce ecosystem, enrichingthe user experience and
rnarketing Taobao Iivestreammg ecosystem is a complementary partof a larger offering, it's certainly not the only means of getting there. And society do need a multifaceted and
rich matrix of services through which to reach users and market products.

ChiPing Lau, Presidentand Executive Director at Tencent Holdings commentated on Tencent's progress on livestreaming eCommerce that for livestreaming, Tencentis ramping up
their tipping revenue, which is already becoming quite sizable, but will pass most of the benefits to content creators. Tencentis growing livestreaming e-commerce GMV as well.

Wenwen Wei, President at Douyin eCommerce commentated on Douyin's strategy on eCommerce that Douyin will achieve synergy across various scenarios, including short-form
videos, livestreaming, mall, and search to bring merchants new growth.

Yixiao Cheng, Co-founder, Executive Director, and CED at Kuaishou Technology discussed that Monetization methods are diverse and constantly evolving. In addition to the
traditional virtual gift, businesses such as e-commerce and recruitment are all grafted on the livestreaming. So they are also paying more attentionto the exploration of
industrialization of the livestreaming ecosystem.

Wayne Purboo, Vice Presidentof Advertising at Amazon believes that livestreaming shopping is the future of retail.

Mark Zuckerberg, CEO of Meta thinks the nerve center for a lot of innovation around commerceis coming out of Asia, particularly South East Asia. Meta thinks live shopping,
conversational commerce, all these innovations are beingled and inspired out of Asia Pacific.

William White, ChiefMarketing Officer at Walmart U5 commented thatWalmarthas been focused on chartingnew territory in shoppable livestreams and look forward to
continuing to bring engaging experiences to their customers that allow them to shop seamlessly while also being entertained.

Susan Wojcicki, CED of YouTube shares that people come to YouTube every day to make decisions about what to buy, and 87% of viewers say that when they're shopping or
browsing on YouTube, they feel like they can make a faster decision about what to purchase because of all the information thatthey have in videos.

Source: Company data, Compiled by Goldman Sachs Global Investment Research

4 September 2022
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Short form video: Already the largest time spent format in China

A funnel ecosystem that knows its users more and more day-by-day

On average, a daily active user of SFV platform would spend 120min or 2 hours on the app (vs. average daily online
timespent of 6 hours per Internet user), opening it 14 times in the day, and 1/3 of the time spent on livestreaming, amongst
which half on entertainment, half on eCommerce (based on Douyin app data given this is the #1 player in the SFV platform).
For a traditional eCommerce user (we take Taobao mobile as a good representative as it is the biggest eCommerce platform
in terms of GMV, the average timespent per DAU is only 20min, 1/6 of SFV platform, while we note that the total spending
on Taobao per AAC is c.4x of a Douyin eCommerce shopper, where we see further room for SFV to develop its eCommerce
business. We summarize key user cohorts in below charts, where:

m Livestreaming user base has reached ¢.700mn in 2021 according to CNNIC, vs. ¢.900mn SFV users. 60% of
livestreaming viewers have watched eCommerce related livestreaming content. SFV platforms are trying to expand the
user base through (1) launching Lite version of the SFV apps to further penetrate into lower tier cities (2) introducing and
encouraging more knowledgeable/useful content to attract users with higher education background.

m Impulsive shoppers: we note that livestreaming can create immersive environment to stimulate more impulsive
shopping. According to one survey from Euromonitor, 20% of Chinese consumers consider themselves as “Impulsive
spender’ higher than South Korea (15%), United States (16%), and Singapore (19%). In an interview with PDD Founder
Mr. Huang Zheng, he shared that the distribution of unplanned/impulsive consumption is likely to be “3456" -
60%/50%/40% / 30% of total consumption are impulsive in first-/ second-/third-/fourth-tier cities.

m Livestreaming + SFV are complementary: livestreaming is better for instant conversion, while SFV is better for longer
promotion and better repurchase in our view. In 2021, we note that for the top 3 categories on SFV platforms,
¢.5%/10%/1% of sales for Apparel/Cosmetics/Jewelry are sold through short-form videos, per our estimate.

m  User cohort: By gender, 56% of SFV viewers are female as of Feb 2022. On Douyin, 65% female viewers contribute
73% purchases as of Dec 2021. By city tier, tier 1 and new tier 1 contribute 20% of SFV livestreaming viewers as of Feb
2022, tier 2 & 3 cities contribute 40%+ viewers. By age, 50%+ buyers on livestreaming platforms are between 21 to 30;
and top picks for the young include Electronics & Appliances, FMCG, Cosmetics, etc.

4 September 2022 16
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Exhibit 12: SFV vs. traditional eCommerce from the lens of time spent (as of 2021)

-
From the lens of time spent 9§ Enioy time? ’ Buy Something? E

Douyin DAU spends c.2hrs per day on Douyin apps I 120,nin+; ; ¢.20min mmm Taobao Mobile DAU spends c.20min per day

hd

; 14 times/day (Douyin DAU opens Douyin app, on average c.10 min/usage) ; 6 times/day (Taobao Mobile DAU opens Taobao 3PP)§

DAU distribution by frequency/active time in a day DAU distribution by frequency/active time in a day
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and every 10 times of slide-ups... | | o
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Source: Compiled by Goldman Sachs Global Investment Research, Quest Mobile
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Exhibit 13: SFV industry snapshot - high DAU, timespent market share gains

We expect short-form video penetration within ..From a time spent/DAU (hours) perspective, we expect ...We expect continued timespent % market share to
China Internet users to further improve, from 91% China internet users to spend 7.2 hours per day in 2025E, move towards the SFV format, away from social
in 2021 to 98% in 2025... with the increment coming from SFV media/LFV/music/games in 2025E
a0 ®|ncrease @ Decrease ® Total
' SFV Industry DAU (mn)  —a—As (%) of industry DAU ’ Others 14.0%
1,200 ogn 97 O %% qgpy 159 L%
7.0 70 71 72 wsystemTools 12.0% | § 0% WO 3% L
o0% ] I I 10.9% 50 04
1000 os 987 6.0 61 63 I I $® 03 = Shopping 10.0% 1%
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mifl:;mszl\ll ::sr::::ne:?:?;m::: f':::aptefl:"z'; 2(t5“:: a SFV to remain as the 2nd most penetrated verticals on We expect the SFV players and Bilibili to remain as
b - sincegz 020 J DAU (mn) in 2025E, similar to 2021 the strongest timespent % growers in 2021-25E
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We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Questmobile, Goldman Sachs Global Investment Research
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Exhibit 14: From the lens of merchants: Ecosystem of short form video feed recommendation + livestreaming eCommerce + within-app mall: Short video content has a longer dissemination

cycle and is suitable for product promotion Live broadcast with goods emphasizes real-time sales conversion

SFV is the main content category on Douyin,
accounting for 85%+ total videos

... but eCommerce-related livestreaming is gaining
share on the platform

... and we notice that livestreaming typically has a
better conversion

) ) # of eCom and non-eCom livestreaming mix on Douyin
# of SFV and MFV/LFV mix on Douyin (for 2021) (for 2027) 9 y

100% - m Short Video (<1 mins) Mid/Long Video (>2 mins) # of eCommerce Iivestreaming sessions

o8% e c11% c13% m # of non eCommerce livestreaming sessions
80% -
60% -
40% +
- J I I

0% - - 1Q21 2021 3Q21 4Q21
1Q21 2021 3Q21 4Q21

SFV vs. Livestreaming: Ad expense vs. Target GMV

* During the period of Apr - Nov 2021, livestreaming
target GMV contribution as % of total is higher that its
Ad expense share, indicating a more efficient
conversion

SFV target GMV

SFV Ad expense contribution

Livestreaming
Ad expense

Livestreaming
Target GMV contribution

We observe that “Livestreaming + SFV” has become a new channel for video-marketing across categories

Livestreaming as a % of video-marketing sales (livestreaming + SFV, as of Dec 2021)

80% -

60% -

40%

20%

I SFV GMV (%) Livestreaming GMV (%)
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Books & Food&  Toys & pome décor. Gifts  Fresh Foodutdoors Elec. &  Agri. & Personal Local Watches & Baby Cosmetics Clothes Shoes &Used goods Virtual Jewelry  Luxury
Appliances plants care  servicesAccessories & Pets

boxes

Source: Quest Mobile (as of Feb 2022), iResearch (as of Sept 2021), Compiled by Goldman Sachs Global Investment Research
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Exhibit 15: From The Lens of Merchants: SFV players have seen strong user and merchant engagement

SFV players’ user engagement remain at a high level

User Engagement Measured by DAU/MAU Ratio (%)

Weekly DAU wow growth %

70% —Douyin Kuaishou —PDD —Taobao —Meituan —Taobao deals —JD
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We observe strong merchant activities across eCommerce and local services (per QuestMobile)

28~2022-04- 04~2022-04- 11~2022-04- 18~2022-04- 25~2022-05- 02~2022-05- 09~2022-05- 16~2022-05- 23~2022-05- 30~2022-06- 06~2022-06- 13~2022-06- 20~2022-06- 27~2022-07- 04~2022-07- 11~2022-07- 18~2022-07- 25~2022-07-

03

10 17

24

01

2 29

19

26

03

24

Meituan Food Delivery Merchant | -1% 2% | 3% | 1% 1 0% | 1% 1 3% 1 3% 1 0% | 1% | 1% 1 1% ! 0% | 1% ! 1% ! 0% 1 0% | 1%
! | | ! ! i ! ! | | ! ! | ! ! !
Eleme Merchant i 1% ( -3% 1 4% 2% i 0% 1 0% 1 3% i 2% 1 1% | 1% | 2% i 1% | 2% 1 1% 1 0% 1 0% 1 1% 1 0%
Meitan Merchent | 1% | % | % 4wl 2% @l i s %) Tl %) 2% %) 4% %) A% 0] 1%
Dowinlake {| 20% B -24% | 6%  15% 1 63% [ | 6% [ 254% {1 4% [ 6% [ | 9% {1 46% [ 9% f ot i 9% 3% 0% 1% il 2%
Douyin Merchant Version (Douyin Laike) and Meituan Merchant MAU (thousand) Merchant DAU % Share (left) and Merchant yoy Incremental DAU % Share (right)
. o m Taohao Qianniu JM Workstation PDD Merchant
—Meituan Merchant Douyin Laike Douyin Merchant Kwai Shop Merchant Taobao Deals Merchant
35 100%
100% 199 21%
30 3 8% 2 2% 2% 3% 3% 4% 4% 4% 4% 4% 5% 5% % 125% 19b, 145 11% 21%19%
% 9% 12%12% 18%
R ST R &
25 0% o 22%20%21% 29%
30% 30% 305 22% 26%
3030 301 295 29% 555, o35 o5t o 60% 3 B
20 o 28% 28% 28% 45% 50%
-~ 60%61% 569,
Fiesssnga 0%
1.5 5% 5% 5% 5% 5% 5% 28%
i S4% 45, 4% 435, 4,
400 35%
1.0 : 20% 00 50 ¥
| } ; 12%17% '8 5%
5 6% 6%
0.5 20% o 9%3&5;5&5&% %_5.9274.72%1
0.0
Q& @ @ N NN DD d D F S S 0% 20%
S S S S N N N S S N N N N S
%@,\ ‘\,@'\ %@} ‘»“{i\ 'L@'\ (&q} r@q} W@L w@‘} (é{)« q/@‘,\« %@’} '»“{0/ W@‘,\« 202106 202109 202112 2022:03  2022:06 202106 202109 202112 202203 202206
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Exhibit 16: From the lens of shoppers: SFV platforms are trying to expanding the user base through (1) launch Lite version of the SFV apps to further penetrate lower-tier cities (2) introduce
and encourage more knowledge/useful content to attract users with good education hackground who may think of using SFV as a time waste

Short Form Video Platforms Penetrate Better Into Lower Tier Cities With Strong Cross-Penetration/Competiton
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Short Form Video Platforms are Increasing User Engagement With Lite Versions Scaling Up
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Source: Quest Mobile (as of Feb 2022), Chanmama (as of Dec 2021), WRD research institute (as of Jun 2021), FastData (as of Aug 2021), Feigua (as of Dec 2021), Compiled by Goldman Sachs Global Investment Research
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Exhibit 17: From the lens of shoppers: livestreaming platforms penetrate better into females, lower-tier cities, younger cohorts, and those consumers that have never shopped on traditional

eCommerce

Gender: females are the majority, and on Douyin, 65% female viewers contribute 73%
purchases... with male/female having different preference

Livestreaming platforms penetrate better into females, lower-tier cities, younger people, and those marginal consumers for traditional eCommerce platforms

City Tier: On Douyin and Kuaishou, 40%#+ livestreaming viewers come from Tier 2&3
cities; while ¢.20% from New Tier 1 & Tier 1 cities
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Age: 50%+ buyers on livestreaming platforms are the young (21~30), with Douyin having the largest portion of
users helow 20; and top picks for the young include Electronics & Appliances, FMCG, Cosmetics, etc. products

“Marginal consumers” on traditional eCom platforms are
more likely to transfer to livestream eCom
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2-3 years 7%

over 3 years 5%

0% 5% 10%  15% 20%  25% 30%  35%

Source: Quest Mobile (as of Feb 2022), Chanmama (as of Dec 2021), WRD research institute (as of Jun 2021), FastData (as of Aug 2021), Feigua (as of Dec 2021), Compiled by Goldman Sachs Global Investment Research
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Case study of the top 2 SFV players Douyin & Kuaishou

Douyin, China’s largest SFV player (in terms of MAUSs), provides a wide array of entertainment options, including short-form
videos and livestreaming across all categories, eCommerce, local services, etc. It leverages its algorithm to know users
more day-by-day and recommend contents that each individual user is likely to favor.

m  User engagement: Douyin leads the industry with DAU of >600mn as of May 2022, according to the company, with a
¢.62% DAU/MAU ratio and timespent of 100+min (as per QuestMobile), implying sticky user base.

m  eCommerce: Douyin first launched in-video shopping cart in early 2018 and subsequently launched Douyin Xiaodian in
late 2018, enabling merchants (including JD, Vips, Xiaomi, etc to sell directly on Douyin). Then, in 2H20, Douyin disabled
links to external platforms for its livestreaming (only allowed in SFV). Most recently, Douyin upgraded its eCommerce

strategy from “interest eCommerce” to “universal interest eCommerce”, emphasizing its “people find products” (“ A
T8 in Chinese) to complement its more matured “products find people” (“ 523 A" in Chinese).

Kuaishou is a video creation and streaming platform that offers a variety of content to its users and viewer community in
entertainment, learning, content creation and social interaction and now operates as the 2nd largest SFV players in terms of
users in China.

m  User engagement: Kuaishou had average DAU of 347mn in 2Q22, according to the company, with a ¢.51% DAU/MAU
ratio (per QuestMobile), behind PDD/Douyin of 60%+, and daily timespent of 100+min.

m  eCommerce: Kuaishou launched its Kuaishou Xiaodian in mid-2018 and introduced the concept of “Trust-based
eCommerce”, where 80%+ Kuaishou users mostly purchase from known streamers. Private domain traffic has always
been Kuaishou's strength vs. its peers. The platform is able to accumulate and maintain user relationships, constructing a
trusted, cooperative, and intimate community.
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Exhibit 18: SFV players continue to gain advertising budgets vs. incumbent players

We expect SFV players to deliver above-20% advertising revenue growth over 22-25E, outpacing industry growth of 18%

Advertising revenue growth trajectory across internet platforms
Year from Bilibili Weibo Meituan JD
hi 2017 Rmb bn ——Kuaishou ——PDD Baidu ——Tencent
—BABA —Bytedance (Gse)  Byted 's Douvi ; P i , Y i ird o
0@ 2013 - " and ofther SFV/News Shu Miao, CEQ at Xiaoxiandun (> /ii/%), an edible bird’s
BUs( (including global BUs) nest brand
Tencent . .
013 Bytedance’s Douyin commented that SFV has become a major entertainment
& 401 and other SFV/News medium, and hence a significant way for Xiaoxiandun to
2010 BUs( (domestic only) . .
e communicate with consumers.
2018 390 %
¢ 2019 ’ Xiaofeng Huang, CEO of Yatsen Holding Limited (YSG, Not
Covered) believes that as the traffic benefits from social
150 - . ) o
= o200 | /S T /g . Tencent media platforms’ gradual decay, the rise of Short Form
= Video platforms such as Douyin, Kuaishou fundamentall
& :
2017 BaM Years :
0 ———— changed the channels for consumer brands to reach their
9 0 11 12 13 14 Customers.
Advertising revenue growth to normalize to high teens over 2022-25E Haizhen Ma, founder of Chinese cosmetics brand Duola
Duoshang commented that livestreaming eCommerce
160% - ®18:21 CAGR 22:25€ CAGR channels have been increasingly bringing new business
140% opportunities and creating higher business value for legacy
120% Chinese cosmetics brands like Duola Duoshang
e | 8% Kai Kang, Strategy Director at Shandong Fengxiang Co., Ltd
’ 65% (9977.HK, Not Covered) believes that there are a growing
number of young consumers and Shandong Fengxiang will
20% | 22-25E average CAGR 18% . I k . SFV
. - 29% continue online marketing on SFV.
’ 9% lt® W 15%
, 0 N
Douyin Kuaishou PDD Tencent JD Weibo BABA Baidu
and other
SFV/News
BUs (Gse)

Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Quest Mobile (as of June 2022), Goldman Sachs Global Investment Research
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Exhibit 20: Livestreaming eCommerce development history at a glance

Kuaishou Xiaodian

(PRTF/INE)
8
May 2016 Sept 2013 June 2018

B ki Fasan EES @ snan
Function: mini-program (£} /)N &)

Enabled merchants (incl. Xiaomi, JD, VIPS, Kaola,
etc.) to sell directly on Douyin

4

2018H1 2019H2

2019H1

v

Function: in-video shopping cart Community: rules setup

Implemented rules on selling and sharing of
products and required real-name registration
for merchants

Allowed in-video shopping cart links to products
on Taobao

Function: show window (7 /45 %)

Introduced in-app stores with links to Taobao

Infrastructure

Livestreaming shopping
cart — Douyin Xiaodian

(BHE/NE)
El
Dec 2018 Jan 2019

Jan 2020

Beta-test shelf
| eCommerce |

| (RFER)

Apr2020  Aug 2022

Payment: Douyin pay (3} & 324)
Integrated supplemental online payment
method (license acquired from Wuhan

HeZhong Yibao)
Organization: new eCommerce BU

EC (eCommerce) separated to be a
independent, new Business Unit in ByteDance

Iy

2020H2

2020H1

v

Consumer: first grand promotion
RMB 8bn GMV during 8.11-18 promotion (£}
AW AT)

Merchant: Compass (3} &% %' %)

Launched Douyin compass, a data products to
help merchants operate Douyin Xiaodian

Ecosystem: no external links

Disabled links to external platforms from

Ecosystem livestreams (only allowed in SFV)

Douyin and Kuaishou key data at a glance

)=

1H22 GMV +150% yoy # of Douyin Xiaodian Tmn+
Volume +142% yoy +114% yoy in TH22

[

# of brands 300k+
+20% yoy in TH22

Ecom GMV +48% yoy in 1Q22,
with 35% yoy growth of

.

# of SKUs 100mn+
+109% yoy in TH22

2

+141% yoy in 1H22

2021

# KOL promotes goods 3mn+ # of eCommerce videos

1st Ecosystem Conference

* “interest eCommerce” concept
+ Qianchuan (Ei & T)1[) Ad platform
« Beta test shelf eCommerce

2022H1

2 Ecosystem Conference

« Reiterated “global interest eCommerce” and
“FACT+" business methodology

« LTM GMV 3.2x (2022.04.30)

« Official launch shelf eCommerce

During 2021

* 10bn+ goods sold

+ 1.80mn+ newly added merchants

+ 3.86mn+ influencers (h443k \)

« 20k+ MCN and service providers

* 9mn+ livestreaming / month

* 200mn+ SFV / month

]

# of eCommerce
livestreaming sessions
50mn+ in TH22
+198% yoy

80mn+ in TH22
+460% yoy

598mn MAU as of 1Q22, 128min timespent per DAU as 80% of MAU watch live

penetrated 62%/49% users inof 1Q22, and the most sticky
mega app in China

high/lower tier cities

streaming

monthly shoppers
Source: Compiled by Goldman Sachs Global Investment Research, Sina, 36Kr, Company data
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Exhibit 21: Consumers are driven to shop online by speed, quality, pricing; what the SFV players are doing and our comments

I T N T N

Key
statistics

What are

the SFV

players
doing

GS
comments

We observe SFV players gaining incremental
shares in merchant DAUs

Daily active users 2022/1 2022/2 2022/3 2022/4 2022/5 2022/6

{Taobao Qianniu 8% 9% 3% 5% 5%
(M workstation 6% 5% 6% 5% 4%
PDD Merchant 30%  28%  23% 7% 17%
Douyin Merchant 2% 29%  45%  60%  61%
Blai Shop Merchant 14% 11% 15% 19% 21%

faobao Deals Merchant 1% 8% 8% 5% 2%

4%
4%
14%
56%
21%
1%

Take rates on SFV players are similar to Tmall, we

believe brands/merchants are willing to list on
multiple platforms

Category Tmall JD PDD  Douyin Kuaishou
Electronics & Appliances 25% 2-8% 0.6-1.0% 2-5% 2-5%
Apparel 5% 8% 0.6-1.0% 5% 5%
Fresh food 2% 3% 0.6-1.0% 2% 2%
FMCG 2:5% 3-8% 0.6-1.0% 2-5% 2:5%

Cosmetics 4-5% 4-6% 0.6-1.0% 4-5% 5%
Pharma and healthcare 35%  510% 0.6-2.5% 3-4% 3-4%
Jewelery 5%  510% 2.55% 5% 3-5%
Others. 25% 2-10% 0.6-1.0% 2:5% 2:5%

- Some brands are not yet willing to list on SFV

players, as they try to maintain their pricing system

and margins

National daily National avg processing
parcel (mn) time (hrs)
321
228 56.2 52 §7.1
174 I
2019 2020 2021 2019 2020 2021

- SFV players collaborated with SF, ZTO, YTO,
Yunda, J&T Express, etc to launch various
express delivery service products, including:

(1) "Yinzunda" (¥ %14 in Chinese) in early 2022.

(2) "Jisuda" (¥%3#i% in Chinese) in Jul 2022,
offering same-day delivery within the city and
next-day delivery in nearby cities.

(3) "Delivery upon request" premium service
strated in Mar 2022.

- Delivery service not as stable as self-owned/in-

house logistics such as JD Logistics

-Overall, we see limited logistics impact on
logistics experience vs. other eCommerce
marketplaces

Quality ("3 in Chinese)

Pricing ("45" in Chinese)

We checked 149 top selling brands on Tmall under Flash sale and value-for-money products are

16 categories and 85% of which are officially
available on Douyin and Kuaishou.

No. of brands % of brands
Tmall only 4 %
Tmall + JD 25 17%
Tmall + PDD 0 %
Tmall + J0 + PDD 120 83%
DouyinKuaishou 122 85%
Total no. of brands 148 100%

-Qualified merchants on Douyin offer "Purchase
without worries" (Z2.02J# in Chinese).

- Douyin's recommendation algorithm pushes the

right/suitable eCommerce contents to users.

-Kuaishou strategically emphasizes trust between

KOLs and Users, developing trust eCommerce
(f5/EH#7 in Chinese) to ensure merchandise
quality and sustainable development

- SFV players eCommerce business is still at an

early stage vs. other platforms and requires more
rules/overseeing from the platform to improve the

customer shopping experience

still the top reasons consumers purchase
through livestreaming channels

45%)|
41%
33%
29%|
27%
Trustworthy livestreamer 18%
Favored brands 10%
Others 1%

|Flash sale

Livestreamers' expertise
Fans of livestreamers

|Va|ue-for-money products

Fun and interactive

- Non-standard/white-label products: SFV
players' pricing is higher due to lack of
transparency and it's harder for consumers to
compare prices

-Standard goods with bundling promotions:
SFV players generate a higher ROl and
profitability for merchants, enabling them to
offer more discount

-Highly-standardized individual goods with
higher ASP: similiar across platforms

- We believe with a higher proportion of
brands' self-broadcast (vs. KOLs), the pricing
advantages will gradually weaken, but still
remains attractive due to its ROI

Source: Goldman Sachs Global Investment Research, Company data, QuestMobile
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Exhibit 22: 4 ways to complete shopping on the Douyin App

Livestreaming External platform purchase (SFVs only)
#1:Enter the room _ : #1:Cart in SFV Redirect toother platforms

B o

{ [ i) me W

© Bozaseriana
I4EYR] TLRA

THRERED

Tacbao/ Tmall/JD and TIEARARE -l:-: IIII'Q““H
purchase there .

Choose from the shopping
cart directly withn the
lvestreaming room

s/

@un & w7

JkE

\__ B ———
(-

Douyin Shop (& 85) Douyin Mall (3 & #3X): Shelf eCommerce
#2: Show window (W) #1: Top of Cover page #2:In "My profile” < wuie
LT wERn ® . f;‘-‘ s a " ;

© snavaw. mrmara (L

@ -rrerancad

:7.'1!] HimMuEA-nT
Siate A WSy
“-oMANR

.

B em sk n A ?s 1
CassrRaTEIRE

wan [reased] ana
aRar BLAR -\,

Gear rrsenreane

i

y L]

-

o [Cnsomes |
i Dowpn Pay, 1
Al w2 T . Q mnx ! ws?es Lko;:vd {
= PN ' ':'11
{ \ " 21:)1 to e-'u;e;“he T e tendon
| N o ... o LR N -
| SFVs n Shop have a shoppng | ! eRaswrY  © RAmIEnY "
{ cart that will be Inked tothe | - : N
! purchase page i t : -
! lE?:';:EE:’ i ¢ |rng% o e e
f i m ux (5] == " an wx (&) as n v37 .80 m
'F"Eé i — — \_ _ )

Source: Compiled by Goldman Sachs Global Investment Research, Douyin app
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Exhibit 23: 4 ways to complete shopping on the Kuaishou App

Live-streaming (Public domain)
#1: Enter the room

Live streaming (private domain)

#2: Choose from Cart

Users will see
recommended lve
streaming rooms of

their followed

content creators

a7 Ew (ONAN) X8
S REIETHALERNR

“ _ a0 T

Choose from the shopping
cart directly within the
lvestreaming room

T ey
Kwai Shop (F /%)

#1:Cart in SFV #2- Show window (&)
. -
. . .k
Ssarch a seller for Clicking each =4

category leads back |
to Kuaishou Shop  |® Rire

L; K l? ;

Lo b p—

his/her Shop
Rk

SRV IAAN SEEAD BEYEA
sARANYE BE8 Tewrwd i

(LI LLHE]
AR ETEIRUN

SFVs in Shop have a shopping
cart that will be Inked to the
purchase page
(ENBREE)

O manyeraRa

anFEeEn (AnaN
RN ENTENTARE

T moAm

ﬁ.
-
g

FTANAMAR:EPE D (AWANYE)

[EFRREE L] vivlres S BANANN
o (]
4-1 e}
‘A K

4 R

Beans
asvam
ws
s .
. -
awnn
-
P ’
1D amun 1 [-]
i

Source: Compiled by Goldman Sachs Global Investment Research, Kuaishou App
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Exhibit 24: Pricing advantage differs in terms of product characteristics

Non-standard /
White-label products

Douyin charges higher due 1o lack of
transparency and it's hard for

- LBUIAEESE JISRCIESEIN
consumers to make comparison " ABNAL4YARE (BNRA ERAN) 33 RRNE Y RENE AN
e #1IFERNARNIE  MeSRARROR
ABRALTSONE [RANA, FLEA] MR e (AR
imm an s gt AREAl e FARBEMANIN IS ERERIR
L Ll Lo LLL L RE L
A8 SBLLAS ARGAT a5ORE (AASA T8ed] =A m LANERERLE
teslasu:  SREE}IT S
TR T L) ARMALISRRE (EAMA ERZA] WV

HANIARSIN LaNEARNN

[T P ETT T L PR

W TN LG ve

Standard goods with bundling
promotions g =¥ xraua

Douyin generates a higher ROl and
profitability for merchants, enabling
them to offer more discount through

promotions and discounts

IBAE] (A sl mll - Angla

[EB8] M%) syt @

EEERE] (M EifEEds e

INREE] AES SEiNEE. ST

INSEE] (HAR S 0N
IERE] (RS S0y BE

EANE] AW small 8wl

.m _
o : |

° .
Highly-standardized individual goods . 3 e -
with higher value s
(e.g., electronics) N
Prices are maintained the same across st : o4 SE——
platforms (except JO, who have an Rass E
advantage in 3C, offers more subsidy fmmmmm-- - R ) ) weun
on the electronics) ™ ons - - ” [oana |
L 1] -e L L] “an ana 4]
5SSk BRER:Smyn- . e gt nusn
ces @G RANE S088 == - - e o m

- =

Source: Douyin App, Tmall App, JD.com App, PDD App, Expert Call, Compiled by Goldman Sachs Global Investment Research
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Landscape between Douyin, Kuaishou and Tencent’s Video Accounts

The competition on time spent between Douyin, Kuaishou and Tencent remains intense, and we expect the three to
maintain relatively stable competitive landscape with Douyin/Kuaishou/Tencent video accounts to take 50%/30%/20%
share by 2025E. On Tencent video account, we note it is achieving critical mass with timespent equivalent of 80% of WeChat
Moments’ level, with ¢.500mn DAU (vs. >600mn/>300mn for Douyin/Kuaishou) and ¢.30min viewing per DAU per day
(vs.120min for Douyin/Kuaishou), while still at early stage of monetization in terms of advertising and eCommerce. On GMV
share, we forecast Tencent video to grow and capture Rmb800bn in online sales in the format of livestreaming by 2025E,
accounting for ¢.15% share of the total of Douyin, Kuaishou and itself.

Competition between Douyin & Kuaishou

Competition within SFV space between Douyin and Kuaishou remains intense, leading to continuous pressure in user
acquisition and retention for Kuaishou, we expect aggregate DAU/timespent of Kuaishou stabilizing at ¢.50%/c.60% of
Douyin's level, driven by:

m Rationalization of competition on user as both platforms are at the latercycle of the penetration curve. In Kuaishou's
case organizational restructuring since 3Q21 has provided the company lever to improve internal cost synergies, with
Douyin embarking on cost reduction and efficiency enhancement since 1H22.

m Despite steadily increasing user overlap among Kuaishou and Douyin (from 58% in Dec-18 to 64% in June-22), we see
Kuaishou as a unique online community that provides differentiated value propositions to its targeted users, hence its
existing user group will remain highly loyal to the platform and represent its key defensive business moat.

Tencent video accounts: time to pull the monetization levers
Video Accounts is achieving critical mass with timespent equivalent of 80% of Moments’ level (note Moments is around 1/3
of Tencent's ad revenue).

® Timespent: we believe new usage scenarios (e.g. live streaming) contribute to incremental timespent with a separate
adoption curve to SFV and may continue to lengthen timespent for the format. Longerterm, Tencent management
considered Video Accounts to have higher eCPM (effective cost per mile) despite total timespent (potential room for ad
inventory) to be lower than the industry incumbents.

m  eCPM: Tencent video account’s contract ad ECPM is now a premium to the 2 short-form video (SFV) incumbents, and
with no disruption to user engagement as per management.
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Exhibit 25: We expect the user engagement gap with Douyin to maintain stable, with Kuaishou excels in attracting exclusive users and lower-tier cities’ users; The two companies remain
differentiated as in content verticals, together gaining share in the eCommerce industry

Key metrics Comparison between Kuaishou & Douyin Comments

i i DAU %
40,000 Timespent (bn min) 75% 10000AUB) - mkishon = Douyin —s—Ratio 80%
72% mmKuaishou = Douyin ——Ratio 400 s
%
. 30,000 70 2% 51% 50% 50 60%
O 600 . User engagement
20,000 65% 3 . . . . .
400 We expect Kuaishou's user engagement gap with Douyin to maintain at a
10,000 60% 200 I I I I I I 20% | stable level.
User engagement , I - o I 0
2019 2020 2021 2022E 2023E 2024E 2025E 2019 2020 2021 2022E  2023E  2024E  2025E
2700 Timespent/Exclusive User (min) 2100 Timespent/Overlapping User (min)

2500 1900

2300 1700
2100 ::Z Timespent distribution of overlapping users
N\ 00 Kuaishou attracts more timespent from its exclusive users, but lags when it
1700 —e=Douyin  ~~Kuaishou 900 —e=Douyin Kuaishou comes to overlapping users.

User overlap 1500 N N 700
SHILSEE NSO DD NS PSP S ) SELFEED® OO0 0QG S FO© D
Rt Gt G R A A FELELEE PP PP
2900 Average phone price (Rmb) 100%
2800 —e—Kuaishou Douyin i - o Tier S & below
2700 80% mTier4
2600 70% .
E 2500 0% - User demographic ) o
= 2400 50% s While Kuaishou has more users in lower-tier cities, average user value
2300 40% m Tier . . .
User d ni 2000 0 - measured by cellphone price (Kuaishou 5% lower than Douyin) suggest the
'ser demographic 1 . o . e
grapl W0 .. 20% 1% semiter difference is insignificant.
§EXXXRR5RSSSEHL488L88 p— o
20% Entertainment News/Knowledge/
Fashion Science
15% Gam omedy

e ¢
Relationship

Maternity differentiated by excelling in different content verticals.

Anime Home
Auto Sports
" per  Renovation  Health Career

l I Travel
- - - -

= Kuaishou Douyin

Content category

&

%@@ Uieshle Content categories
EE) 10% I I I I I cuisine Despite highly overlapping user cohort, the two SFV players remain

0%

Kuaishou - 2021 Douyin - 2021
38%

Revenue mix
As of 2021, 53% of Kuaishou's revenue is from online marketing (Douyin's
65%), and 38% of Kuaishou's revenue is from livestreaming (Douyin at 18%).

u Live Streaming = Online Marketing

gl

Revenue mix

©

Merchant
market share

= Other

65%

E-commerce merchants
Both SFV players' merchants continue to gain share in the e-commerce

Marchont

industry, from conventional e-commerce platforms.

M Werkstation

= Toobao Qisnr

We calculate Douyin's/Bytedance’s (both Not Covered) relevant operating metrics (engagement, revenue, GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Questmobile
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Exhibit 26: Time-spent market share, development timeline, and user demographic for Tencent video account

SFV platforms time spent market share development

Market share (%) - SFV 2017 2018 2019 2020 2021 2022E 2023E 2024E 2025E
Douyin (inc. Lite/Huoshan) ] 22% | 59% | 154% | 155% | ISZ%EI [52% | [51% | [51% | | 50%
Kuaishou (inc. Lite) | 78% | | 38%| | 39% | | 34%| | 32% | 32%] | 33%] | 32%[ 1 32%
Tencent Video account 0% 0% 0% [ 7% [] 15%I] 15% ] 15% [ 16% [ 17%
Others | 0% | 2% [ 6% | 4% | 2%l 1% 1% | 1% | 1%

2021 eCommerce Market Share by GMV (Rmb bn)

mTencent ~ BABA =JD =mPDD mDouyin = Kuaishou m Vipshop
Vipshop, 191, 1% Kuaishou, 680, 4%

2025E eCommerce Market Share by GMV (Rmb bn)

mTencent ~ BABA =JD =PDD mDouyin = Kuaishou m Vipshop

Vipshop, 154, 1%

Douyin, 1,200, 8% Kuaishou, 1,725, 7%

PDD, 2,441, 16% Douyin, 3,200, 14%

BABA, 7,835, 50%
PDD, 4,360, 19%

JD, 3,297, 21%

Tencent video account development history at a glance

Tencent, 800, 3%

BABA, 8,101, 35%

JD, 4,820, 21%

Product Development Connect Ecosystem

Creator Monetization

Pool traffic from Mini-
program & WeCom

Building
Live-Streaming

*Mini APP launch function to transfer to Video
Account and livestreaming account

+Beta test livestreaming function

«Launch “livestreams your friends are
watching” and “share” function *WeCom supports users bind Video Account and

Support embedding store links to adding WeCom friends via Video Account interface
livestreams °

2H2021 1Q2022

Beta Test & Build Functions Pool Official Account Traffic and Fully Upgrade

«Video Account beta test +Launch paid livestreaming
eLaunch interactive functions such

as “like”, “repost”, “mention friends” advertise WeCom profiles and WeChat

ads platforms

Attract Merchant
livestream

Regulate content
Launch merchants incentive plan
+Launch merchandise sharing
*WeChat platform actively maintain
wholesome content, require various
certification °

2Q2022

Improve Monetization and Incentivize Creators

«Link Official Accounts and Moments’
«Launch link push function, allow creators advertisements to Video Accounts
«Livestreaming support merchandise sale across

Source: Goldman Sachs Global Investment Research, Company data, QuestMobile
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Exhibit 27: User demographic for Tencent Video Accounts

LA ED (R surp;:ﬁ?nddsé?:y‘:‘nby G S B LR Video Account penetration has reached 60% of total DAU of Weixin

m Dec-21 Jun-21 mDec-20 —-Video account DAU % penetration

80%
Douyin

60%
) 40%
Kuaishou

20%

Video Account

0%

O m r - - - - — — — — — — N &N N N N &N &N &N &N &N N
I I A B N NI U\ BN O S B S BN SN
(o] c QO = = > c 5 o Q% > (o] c QO = = > c 5 o aQ % > (o]
0 100 200 300 400 500 600 §s2322833532328s5822283528328
Time spent per DAU: Video Account time spent are 19/35mins as of Dec 20/21 . .
pentp . © spent ! ...yet total engagement growth of Video Account is 229% yoy
behind Douyin, Kuaishou
mDec-20 ' Dec-21 mDec-20  Dec-21 4 %yoy
140 60 250%
119 A229%

120 50
102 200%

100 90 94 40
80 150%

30
60 100%

40 35 20
20 19 10 57% 55% 50%
, 1R , o

Video Account Kuaishou Douyin Video Account Kuaishou Douyin
Ad Revenue/1000 mins time spent: Ad Rev on Weixin properties has seen . T
P L prop Video Account content distribution by content category (as of June 2022)
sequential decline since 2021

——Douyin -—Kuaishou -—Weixin Game, 4.1% Cosmetics, 3.1%
12.0 Auto, 4.8%

Knowledge, 22.4%
Pet, 5.2%
10.0 /\
8.0 Career, 6.3% A
6.0

Sports, 7.0%
4.0 P : - Fashion, 12.2%
20 %

Travel, 7.1%
0.0

2019 2020 2021 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22 Health, 7.6% Maternity, 11.7%

F&B, 8.0%

Source: Quest Mobile, Company data, Compiled by Goldman Sachs Global Investment Research
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How large can livestreaming be as a shopping format?

4 September 2022

Livestreaming eCommerce has become a buzzword these past few years, frequently used by global internet companies’
management (see Exhibit 9). In China, we are seeing SFV players leverage the tremendous amount of their traffic to quickly
ramp up GMV, while the incumbents are also adding more livestreaming elements while maintaining their traditional formats.
Globally, however, while livestreaming is still in its early days, internet giants are aware of this disruptive shopping format and
testing the water by launching their own livestreaming eCommerce functionality or collaborating with third-party players. We
assess the potential ceiling of livestreaming eCommerce in China from the lens of categories, taking the respective
category'’s characteristics and strengths of the different formats/platforms into consideration.

Where are we now? \We estimate the market size of livestreaming eCommerce at Rmb2.3tn in 2021, representing 15%
share of online goods sales. By categories, we estimate livestreaming penetration of 25%+ for cosmetics, jewelry and
apparel, 10-20% for pharmaceutical and healthcare products, FMCG (excl. cosmetics), while only single digit for electronics
and appliances, fresh food.

What could happen by 2025E?

Base case (livestreaming eCommerce GMV of Rmb6tn, or 25% penetration): \We assume mature categories like
cosmetics, jewelry and apparel continue to grow, as the immersive experience grabs increasingly more of consumers’
attention. For emerging categories like electronics & appliances, with infrastructure development, SFV players should be able
to achieve certain growth. Incrementally, >50% of livestreaming eCommerce GMV comes from cosmetics, jewelry and
apparel, where we believe livestreaming is a more effective shopping format.

Bear case (livestreaming eCommerce GMV of Rmb5tn or 21% penetration): \We assume mature categories like apparel
have already reached a high livestreaming penetration; an as emerging categories like electronics & appliances have a large
ticket size with high fulfillment capability requirements, it is challenging for the livestreaming format to take meaningful
share.

Bull case (livestreaming eCommerce GMV of Rmb7tn or 30% penetration): \We assume online penetration of
livestreaming further increases above our base case, tapping into consumers in lowertier cities and those that were
previously non-eCommerce users. Livestreaming penetration to surpass 20%+ across all categories, with cosmetics and
jewelry reaching ¢.50% by 2025E. We assume livestreaming eCommerce’s success in tapping into high-ticket size items,
e.g. including autos via trusted livestreamers'/brands’ own flagship livestreaming sessions, driving an overall larger market
size of online retail (2021-25E CAGR of 11% vs. the base case of 9%).

See details of players’ market share by category (see Exhibit 38) and each player’s category contribution (see Exhibit 39).
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From the lens of categories

Exhibit 28: Bull/base/bear case for SFV players from the lens of category

From lens of categories

Assumptions

Livestreaming GMV penetration as % of
online

Flow/incremental online GMV breakdown

Livestreaming flow/incremental GMV
breakdown

Mature categories like apparel have already reached a high
livestreaming penetration and emerging categories like
electronics and appliances have a large ticket size with a high
fulfillment capability requirement, in which the livestreaming
format doesn;t have an advantage
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Base case for SFV platforms in eCommerce

Mature categories like apparel will continue to grow, as the
immersive experience increasingly gains more customers;”
attention; for emerging categories like electronics and
appliances, with infrastructure development, SFV platforms can
achieve certain growth
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49% of online GMV flow comes from livestreaming (unit: %)
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Bull case for SFV platforms in eCommerce,

and bear-case for traditional eCommerce players

Livestreaming to continue to push online penetration forward
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Source: Company data, Goldman Sachs Global Investment Research, NBS, Feigua, Sandalwood, Burningdata
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Exhibit 29: Flow GMV by categories for livestreaming eCommerce (bottom) and total online sales (top)
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Source: Company data, Goldman Sachs Global Investment Research, NBS, Feigua, Sandalwood, Burningdata
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Exhibit 30: From the lens of categories: An interactive shopping experience helps boost sales during livestreaming for categories like apparel, jewelry, etc.

Given the vast differences in categories in terms of experience level, margin profile, ASP and returnrate, the penetration difficulty of livestreaming also

varies
We segment the categories by ASP and popularity
.c::s :v-'
. (=2
@
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Homegaoms N .
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) Jowiey g

We note that some categories are a natural fit for the SFV/

livestreaming platform, if they...

* Require high user engagement (Cosmetics, Jewelry,
Apparel): Video and audio act as supplementsto text
and graphs, and livestreamers sometimestry on the
products for consumers

= Arenot highly standardized (Apparel): This makes it
difficult for consumers to do price comparison across
platforms

» Have alowASP: High ASP products are not suitable for
impulse purchases since consumers generally need to
make an informed decision before purchasing

+ Have a good margin profile (Cosmetics, Jewelry,
Apparel): SFV/livestreaming depend heavily on KOLs,
who charge a commission and may require the lowest
price for their livestreaming rooms

User experience
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Source: Company data, Goldman Sachs Global Investment Research, CBNData, Xiaohulu
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Exhibit 31: Livestreaming penetration trajectory and characteristics by category

Avg order value
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appliances: Rmb500-600, Electronics:

Rmb2k
Apparel
N Rmb60-100
Fresh food
Traditional online shopping: Rmb80-150,
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Characteristics

- Characteristics: large ticket size, low frequency, low take
rate

- Logistics: more time sensitive, light parcels for 3C &
small appliances, heavy parcels for large appliances

- Characteristics: small ticket size, low frequency, high
take rate

- Logistics: less time sensitive, light parcels

- Characteristics: small ticket size, high frequency, low
take rate

- Logistics: more time sensitive, heavy parcels, cold-chain
- Characteristics: small ticket size, high frequency, take
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- Logistics: more time sensitive, parcel weight varies
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- Characteristics: high ticket size, low frequency, high take
rate

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, BurningData
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Exhibit 32: From the lens of categories: Electronics & appliances

Despite high online penetration, we believe livestreaming as a format is less effective for electronics & appliances vs. other categories

We expect the overall E&A market to reach Rmb5.3trn by 2025E,
with a revenue CAGR of 3.3% over 2021-25E...

...while we expect online E&A to grow at a 5.7% CAGR, on improved penetration, from 53% in 2021 to
58% in 2025E
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We expect E&A livestreaming penetration to improve, reaching 14%
in 2025E...

... while Taobao loses market share of E&A livestreaming and JD maintains its position in the total
online E&A market

16%

14%

12%

10%

8%

6%

2%

0%

Electronics & appliances livestreaming penetration rate (%)

14%

—

12%

~

9%

e

6%

/

4%

2021 2022E

2023E

2024E

2025E

Electronics & appliances livestreaming market Electronics & appliances total online market
share (%) share (%)
= Douyin m Kuaishou mTaobao mPDD = JD  Tencent  mTaobao = Tmall = JD = PDD = Bytedance m Kuaishou  Vipshop
0% 0% 0% 0% 0%
100% 7 } ; 9 29
90%
80% |
70%
60%
50%
40% 3
30% 23%
21% e
20% 19%
10%
0%
2021 2022E 2023E 2024E 2025E2021 2022E 2023E 2024E 2025

Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, BurningData
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Exhibit 33: From the lens of categories: Apparel

We expect livestreaming penetration for apparel to improve from 27% in 2021 to 38% in 2025E, making it one of the most penetrated categories

We expect the overall apparel market to reach Rmb5.8trn by 2025E,

with a revenue CAGR of 2.7% over 2021-25E...

...while we expect online apparel sales to grow at an6.8% CAGR, on improved penetration from 47% in

2021 to 55% in 2025E
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We expect apparel livestreaming penetration to continue to grow
rapidly, reaching 38% in 2025E...

..with SFV players’ market share to improve to 30%+ in 2025E, from 20%+ in 2021
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Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, Burningdata
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Exhibit 34: From the lens of categories: Fresh food, including agricultural products

Fresh food online penetration to improve from 21% to 30% by 2025E, with eCommerce players’ increasing focus, while livestreaming penetration remains in low teens

We expect the overall fresh food market to reach Rmb5.2trn by
2025E, with a revenue CAGR of 6.0% over 2021-25E...

...while we expect the online fresh food market to reach Rmb1.6trn by 2025E, with online penetration
increasing from 21% in 2021 to 30% in 2025E

Fresh food overall market size and yoy growth (%)
mmFresh food online & offline market size (Rmb bn)
Fresh food online & offline market size yoy growth (%)
8%
6,000 6% 6% 6% 6%
3%
5,500 209
5,000 4914
" 4,636 2%
4,373
4,500 4126 .
4,000
3,500 -12%
3,000 ‘
© 7%
2,500
2,000 -22%
2021 2022E 2023E 2024E 2025E

Fresh food online market size and yoy growth (%) Fresh food online penetration rate (%)
mm Fresh food online market size (Rmb bn)
Fresh food online market size yoy growth (%)
2,000 50%
1,800 45% 40%
1,582
1, : 4
600 40% 143 0%
1,400 1352 as% | | 30% _29%——29%—30%
7%
1,200 14489 30% /
1,000 850 25% 20% 21%
800 ' 20%
I p
600 149 14% 15% 10%
400 10%  10%
200 o 5%
. 0%
- 0% 2021 2022E 2023 2024E  2025E
2021  2022E  2023E  2024E  2025E

We expect fresh food livestreaming penetration to remain at a
relatively low level, growing from 9% in 2021 to 11% in 2025E...

...while Taobao and Tmall lose significant market share in both fresh food livestreaming and total online
market
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Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, Burningdata
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Exhibit 35: From the lens of categories: FMCG (excl. cosmetics)

FMCG excl. cosmetics online penetration to improve from 30% to 41% by 2025E, with eCommerce players’ increasing focus, while livestreaming penetration improves to

We expect the overall FMCG excl. cosmetics market to reach
Rmb7.4trn by 2025E, with a revenue CAGR of 5.0% over 2021-25E

20%

...while we expect the FMCG excl. cosmetics market to reach Rmb3.0trn by 2025E, with online
penetration increasing from 30% in 2021 to 41% in 2025E
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We expect FMCG excl. cosmetics livestreaming penetration to

continue to increase from 11% in 2021 to 20% in 2025E...

...with SFV players’ market share reaching c.38% in 2025E, from c. 24% in 2021
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FMCG excl. cosmetics livestream market share (%)FMCG excl. cosmetics total online market share (%

25% ) )
= Douyin ® Kuaishou mTaobao ®WPDD =JD © Tencent mTaobao  Tmall = JD m PDD m Bytedance m Kuaishou m Vipshop
P 1% 1% 1% 1% 1%
100% 03 03 : .
20% 20% A
/ 24
/‘I 4 80%
15% /1 5%
60%
12%
ne—
10% 40%
28%
25% 24%
5% 20% 5 23%
0%
0% 2021 2022E 2023E 2024E 2025 2021 2022E 2023E 2024E 2025E
2021 2022E 2023E 2024E 2025E

Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, Burningdata
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Exhibit 36: From the lens of categories: Cosmetics

Cosmetics online penetration to largely run its course, while livestreaming penetration improves to 41% by 2025E

We expect the overall cosmetics market to reach Rmb1.7trn by
2025E, with a revenue CAGR of 11.2% over 2021-25E...

..while we expect the cosmetics online market to grow in line with the overall market to Rmb0.8trn
by 2025E, on a stable online penetration rate
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We expect cosmetics livestreaming penetration to continue to
increase from 30% in 2021 to 41% in 2025E...

...with SFV players/ market share reaching c.34% in 2025E, from ¢.20% in 2021
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Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, Burningdata
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Exhibit 37: From the lens of categories: We also observe the evolution of penetration and the landscape

SFV players to gain most share from Tmall; while JD still has a solid user base on high AOV and highly standardized products like consumer electronics

GMV share volume share (right) (%, annual) GMV share (left) and Parcel volume share (right) (%, quarterly)

u Taohao Tmall =JD =PDD VIPS

mKuaishou = Douyin

2021 2022E

- 21%

18%

2023€ 2024€ 2025E 1021 2021 3Q21  4Q21  1Q22 2022 3Q22E 4Q22E qqp1 2021  3Q21  4Q21 1Q22 2022 3Q22E  4Q22E

Market share snapshot of Kuaishou, Douyin, and other incumbents (by category, 2021)

m Electronics & Appliances Apparel m Fresh food = FMCG m FMCG (excl. Cosmetics) m Cosmetics m Pharmaceuticals and healthcare products m Jewelery Others
100% -
o 15% 15%
26% 29% 31% 27% 23% 31%
80% - % 4% 1%
2% 3% 1%
1%
60% -
40% - 6%
24%
20% 4 24% 29% 19% 33% 49%
31%
0% . . . . . LA B
Overall BABA (Taobao & Tmall) Taobao Tmall JD PDD Kuaishou Douyin

Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, BurningData
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Exhibit 38: From the lens of categories: We also observe the evolution of penetration and the landscape (continued)

SFV players to gain most share from Tmall; while JD still has a solid user base on high AOV and highly standardized products like consumer electronics

Douyin joined the competition and gained most share from Tmall; JD’s share dropped slightly... and Apparel is the category where the incumbents have lost the most

Market share of JD, Tmall and Douyin (by category, 2020 vs. 2021)
= Douyin volume share JD volume share = Tmall volume share

100% -+

60% -

40% -

0 33% - 58% 24% 30% )
20% 4 36% 36%
0% 1%
2020 ‘ 2021 2020 2021 2020 ‘ 2021 2020 ‘ 2021 2020 2021
Overall Consumer Electronics and Apparel, Shoes, and Bags Overall Foods and Dietary Cosmetics and Personal Care|
Appliances
Durable goods Non-durable goods
GMV breakdown by categories and forecasts
= Taobao Tmall =JD = PDD = Kuaishou = Douyin VIPS
Electronics & Appliances Apparel Fresh Food Fuce Cosmetics Pharmaceuticals and Jewelr
PP PP (excl. Cosmetics) Healthcare Products y
o
0.9% , 14% 0.0% 3.9 39% 6.2% 209 59%
\h 5.9“’/n \‘
2021
234
%
2%4 % 14.2

w %

5.8%
4.9% 6.7%

- 4.4%

126
%

7.2%

2.

2025E

6.3%

Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, Burningdata
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Exhibit 39: From the lens of categories: We look at traditional eCommerce and livestreaming platforms by categories

GMV breakdown by categories and forecasts

m Electronics & Appliances Apparel mFreshfood ®FMCG (excl. Cosmetics) Cosmetics  mPharmaceuticals and healthcare products = Jewelery Others
Taobao GMV by category Tmall GMV by category JD GMV by category
22.7% 22.6% 21.1% Uz
27.0% 30.9% 27.6% 27.4% 26.4% 25.5% ’
37.4% 42.1% - -
A7 e e e e 4.6% 46%
6.1% . 8.8%
5.7% ——i ! 8.8% 10.4% 12.0%
55% I :
5.8% 10.1% 6.5% 3.5% 4.0%
' 6.5% 6.5%
3.8% 3.0%
31.7% .
28.7% - 21.1% 18.8% 16.9% 15.0%
27.4% 42.9% 41.0%
- 8.0% 18.2% 18.1%
2019 2021 2023E 2025E 2019 2021 2023E 2025E 2019 2021 2023E 2025E
PDD GMV by category Douyin GMV by category Kuaishou GMV by category
10.6% Uk 16.6% 15.5% 16.0% 16.5% (2,08 14.8% 6
27.1% 31.0% 3% bl 2ol o
Ty Lans
0.4% 1% - e 10.4% TR 16.4% 24.2%
8.5% 18.0%
e e o
s 22.1% 25.0% : * 16.4% 17.4%
13.5% . A
18.4% 4.3%
4.5% 3.9% 4.4%
35.5% 31.3% 30.0% 48.8% 48.6% 41.8% 35.0%
32.6%
$7.6% 31.5% 32.6% 31.9%
149% 124% M m
B m = | mm
2019 2021 2023E 2025E 2020 2021 2023E 2025E 2020 2021 2023E 2025E

Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research, Sandalwood, Feigua, BurningData
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From the lens of merchants

Regarding technology service fees, SFV players Kuaishou/Douyin are broadly in-line with Tmall, while lower/higher vs.

JD/PDD.

Exhibit 40: From the lens of merchants: How do merchants view SFV players Douyin and Kuaishou as a new channel vs. incumbent platforms

From a traffic distribution perspective, the SFV players serve as a new channel for merchants and have differenttraffic distribution mechanisms

Douyin tends to be viewed by merchants as a centralized traffic
distribution platform. Once a merchant reaches a certain level, they

can move up the funnel and receive more trafficdistributed by
Douyin from the public domain. Only c.5% of fans are under the
control of the merchant. For the remaining traffic, merchants need to
count on the platform to distribute to them based on the quality and

‘heat’ of their content.

.. while Kuaishou tends to be viewed as having less control over
traffic, and their traffic value is somehow underestimated. The
platform emphasizes more on the private domain and ¢.30% of fans
are under the creators’ control (ie the creator of the content), which
is similar to WeChat.

From the merchants’ cost perspective, the technology service fees on Kuaishou/Douyinvs. Tmall are
similar, while lower/higher than JO/PDD...

.. and traffic has increasingly trended down

4%
2%
0%

12% -
10% A
8%
6% 4

Y | PP

Tech service fees across platforms
- low end by category (as of July 2022)

mTmall wJD =PDD w=Douyin w Kuaishou

6} (.f’ < R &
&v@@@\o @é’f & ‘#e o

12%
10%
8%
6%
4%
2%
0%

m Tmall

Tech service fees across platforms
- high end by category (as of July 2022)

JD mPDD mDouyin mKuaishou

= Traffic is in short supply: The growth in # of
eCommerce livestreaming sessions has
surpassed the growth in traffic of livestreaming
(+53% in 1H22)

- Traffic and stay time are both trending down for
livestreaming: Average stay time per
livestreaming has decreased from 126 seconds in
Jan 2021 to 86s in Jun 2022

eCom fa '
livestreaming A_vg. raffic ;
waffic : per “"“Efﬂ"'g

»
- o ‘;& < o %“P # of eCom ;
6@ » Livestreaming A'-rg. stay time per
Q& ‘ﬁf Ja:n sessions Jn  Ja livestreaming e
2021 02 22 202
Source: compiled by Goldman Sachs Global Investment Research, Company data, QuestMobile
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Exhibit 41: From the lens of KOLs: The ecosystem has been well-established

Kuaishou depends more on top KOLs; but looking ahead, merchants’ self-broadcast expected to surpass KOL livestreaming due to restrictions on top KOLs

# of MCNs has surpassed 22k+ and has been relatively stable

KOL selection depends on the type of goods and the advertising strategy

# of MCNs registered in China

2016 2017 2018 2019 2020

KOL selection for different type of products / strategies

Best seller M _— .
Stellar exposure and high Certa{n profit, hlgh reputation
conversion and high popularity
€.20-30%
LUUEWRIET  High discount, low profit, suitable
for cold start
Middle-low .
ranking KOL c.10%

High quality / scarcity, low price
sensitivity and high profitability

2021

9% of KOLs in terms of # of fans contributed to 25% sales on Douyin;
while only the top 6% of KOLs contributed to 71% sales on Kuaishou

Self-broadcast to surpass KOL livestreaming, and to become mainstream by 2023; Douyin could see a
similar trend

KOL breakdown by # of fans and generated GMV (as of Feb 2022)
mbelow 100k = 100k - 500k 500k - Tmn Tmn-10mn  mabove 10mn
100% 1|
| 250 |
80% - i |
9
60% 61% 65% 7k
40% 65%
9% | 1% 13%
- J -
o | - &% 1%
Douyin ‘ Kuaishou Douyin ‘ Kuaishou
% Number of accounts % Sales volume

KOL livestreaming vs. self-broadcast

contribution to GMV (overall, as of Sept 2021)

50%

m Overall KOL Overall Self-broadcast
100% -
| 33% 31% 32%

80% % 47y
60%
40%
20%
0%

2018 2019 2020 2021E  2022E

2023E

KOL livestreaming vs. self-broadcast contribution
to GMV (Douyin, as of Sept 2021)

m Douyin KOL Douyin self-broadcast
100% -
20%
80% - 43%
52%
62%
60%
40% -
7% 48%
20% - ’ 38%
0% -
2019 2020 2021 2022E

Source: Company data, Tianyancha, Topklout, Quest Mobile (as of Feb 2022), iResearch (as of Sept 2021), Goldman Sachs Global Investment Research
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Exhibit 42: A case study on “Oriental Selection”: What's unique and where is it heading?

Dongfang Zhenxuan, a livestreaming eCommerce platform under Koolearn (1797.HK, Not Covered), was launched in Dec 2021 and went viral in
June 2022. It spent nearly 6 months growingits followers from 0to Tmn, but only less than a week to grow followersto 3.6mn. Its GMV during
the 6.18 shopping festival exceeded Rmb300mn (#2 on Douyin), and has reached Rmb2bn GMV over the past 3 months. Dongfang Zhenxuan
has accumulated 25mn+ followers and c.5mn members, with 4 channels on Douyin.

How did it go viral?

On Jun 10, a short video clip of Yuhui Dong, a former English teacher at New Oriental and a live streaming host at

Dongfang Zhenxuan, hosting a session went popular and his humor and wisdom caught people’s attention. 1= _e
< >

>
What is unique about Dongfang Zhenxuan? ' Iﬁ
- High-quality products with agricultural products as its core merchandise E\ﬁ
>

- Differentiated livestreaming content thatresonate with audience, i.e. production process, geographical/historic
knowledge, Chinese traditional culture « 5
- Relaxing, slower paced livestreaming atmosphere ¢
- Company IP platform backed by the 30-year-old New Oriental brand, with an evolving matrix of livestreaming
hosts and channels
- Different revenue and cost structure vs. MCNs/KOLs

Source: Jiemian, ce.cn, Public Information, compiled by Goldman Sachs Global Investment Research

4 September 2022 49



Goldman Sachs China Internet

The eCommerce landscape by 2025: Presenting our overall base, bull, bear cases for SFV players

We introduce our scenario analysis for livestreaming penetration, including an assessment of SFV players’ shelf-based
eCommerce potential. Besides livestreaming penetration scenarios, the other swings to China’'s eCommerce landscape over
the next few years will depend on SFV players’ success expanding into shelf-based shopping. Here, we assess their different
contribution scenarios, estimating Douyin + Kuaishou could in aggregate command 16%/22 %/33% of eCommerce GMV
share by 2025E (under our bear/base/bull scenarios), vs 12% in 2021, resulting in incremental share loss from traditional
eCommerce players, primarily Alibaba and Vipshop.

Scenarios of SFV players’ shelf-based shopping GMV scale (excluding livestreaming):

®m Base case: Douyin upgraded its eCommerce strategy to universal interest eCommerce (" 23548 75 " in Chinese) in
May 2022, a year after introducing interest eCommerce in Apr 2021. Kuaishou also launched a beta test on shelf
eCommerce in August 2022. We estimate Douyin/Kuaishou shelf-based eCommerce to reach 25%/10% of respective
total GMV, together accounting for 4% vs. BABAs 36% of industry online GMV in 2025E.

m Bear case: \We assume an unsuccessful rollout of Douyin Mall, as people go to certain apps for a specific purpose and
therefore assume Douyin’s shelf-based eCommerce as a % of its GMV to remain flat from 2022E levels at ¢.13%, with
Kuaishou at 5% in 2025E, together accounting for 2% vs. BABAs 38% of industry online GMV in 2025E.

®  Bull case: We assume very successful progress of SFV players entering traditional eCommerce, gaining further market
share from BABA/JD/PDD. We assume 40%/15% of Douyin/Kuaishou's total GMV could come from shelf-based
eCommerce, together accounting for 11% vs. BABAs 30% of industry online GMV in 2025E.

(Note: our definition of shelf-based includes mall, search and SFV)

We believe it is a natural move for SFV players to branch into traditional shelf-based eCommerce. Despite livestreaming
proving to be an effective format for categories/merchandise of low ASP non-standardized, visually appealing, shelf-based
eCommerce addresses, the pain point of a low repurchase rate, penetrating into categories that livestreaming as a format
that is not so effective in, and fulfilling users’ intended shopping needs. We compare SFV players with traditional
eCommerce players across four dimensions: scale, speed, quality and pricing, and believe with the introduction of
shelf-based eCommerce, SFV players could further narrow the gaps with the incumbents in terms of customer experience.
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Exhibit 43: Kuaishou is beta testing shelf eCommerce in August 2022; Douyin recently upgraded its eCommerce strategy from interest eCommerce to universal interest eCommerce

Kuaishou started beta testing shelf eCommerce in August 2022 and moved the entrance to the top of the banner to improve exposure

In the beta tested versions, Kuaishou moved its shelf eCommerce entrance portal to the Level one entrance of its app in the "front page” tab, and to the forefront of the
banner, where users can swipe right immediately after opening the app to enter the eCommerce portal, significantly improving the shelf eCommerce portal's
significance and user visibility within the app. Such a movein traffic exposure is demonstrative of Kuaishou's strategic move into shelf eCommerce

= In May 2022, Douyin introduced the concept of universal
interest eCommerce ("2 1% £HEB " in Chinese), a year
after it first introduced interest eCommerce in Apr 2021

« Allfield interest eCommerce is search, shelf-based
(people find products or “A$%%%" in Chinese) in addition
to SFV and livestreaming content (products find people
or “&53#5 A" in Chinese)

« Search behavior with intention +217% yoy, Douyin Shop
views +279%, Douyin Mall GMV x6 this year

Marketing: Improve traffic & accelerate across formats

= Q

Shop: Repeat views, follow and repurchase

Short-form

People find products

videos

AR

s

Douyin launched Douyin Mall, and a series of other businesses that address users’ diversified needs

Douyin Mall (1 & #3): Shelf eCommerce
#1:Top of Cover page

#2:n "My profile”

"aFyesava
samsrgREEs

» In Aug 2022, Douyin divided its eCommerce operations into: (1) content-based, and (2)
shelf-based

= Douyin believes its SFV and livestreaming businesses, which help cultivate users’
shopping habits, have already matured. Going forward, it will focus more on improving
merchants’ operations, opening the channel between Douyin Mall and Douyin Shops, to
facilitate more transactions and improve repurchase

» Douyin is also actively promoting eCommerce memberships, repurchase coupons, etc
to help merchants gain private traffic

Douyin eCommerce business

Traditional  Good products from  Trending eCommerce Seading Livestreaming Perpheral Beverage & alcobol
o eCommerce _Origas WEAE e 18 ERER ‘R ERAF
»* . R R -£5- .0
2 ways 10 enter the
A ” ] - .
aBEAmtsmNE M $oppng ma - o Mall Mntiao m Box Croissant m m M”
m o om (5w o= = s (3 = ow Senyle Younsan e = < I-hw. n
il CRER HEET et S BEX BREN
Source: Compiled by Goldman Sachs Global Investment Research, Dianshangbao Pro, SHBY, Douyin app
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Exhibit 44: Bull/base/bear case for SFV players’ eCommerce market share

Bull-case for SFV platforms in eCommerce,
and bear-case for traditional eCommerce players

Base-case for SFV platforms in eCommerce

A " SFV platforms' GMV growth quickly decelerates, traditional eCommerce platforms SFV platforms' GMV growth remains robust, traditional eCommerce platforms SFV platforms becomes succussful in shelf eCommerce, traditional eCommerce
SIS (BABA/JD/PDD) are able to sustain a healthy market share of 83% vs. 88% in 2021 (BABA/JD/PDD) lose market share to 77% vs. 88% in 2021 platforms (BABA/JD/PDD) lose more market share, to 67% vs. 88% in 2021
Total onli il MV by 2025E (R
m")‘a ctlinelietailgoodsGMLYZ02s ElR EH from Rmb16tn (2021)—> Rmb22tn from Rmb16tn (2021)—> Rmb22tn from Rmb16tn (2021)—> Rmb24tn
2021-25E online GMV CAGR 21-25E CAGR 9% 21-25E CAGR 9% 21-25E CAGR 11%
Implied onlir il goods i
{:': ,;;S°:e‘,:';:,‘u',l')' gaooe penctration from 31% (2021) —> 36% from 31% (2021) —> 36% from 31% (2021) —> 39%
Kuaishou, 1.2, 5% . Kuaishou, 1.7, 8% i % Taobao,
Douyin Taobao, Douyin, Taobao, Kuaishou, 21, 8% 3.6,15%
2.3, 10 4.1,19% 3.2,14% 9,17% )
;JSU%'L"J Tmall, 3.7,
2025E Gross GMV market share -8, 24% 15%
(Rmb tn) POD, 47, Tmall, 4.4, fma 21%4‘2’
b 20% PDD, 4.4,
JD, 5.4, 24% b JD, 4.8,22% PDD, 4.0, J0, 43,
, 9.4, 24% et 17% 20%

Livestreaming sizing (SFV platforms, Taobao Live, Tencent Video Account and other traditional platforms' livestreaming GMV)

Livestreaming ceiling (Rmb tn) Rmb5tn Rmbétn Rmb7tn

we expect some short-term declines in a few categories over 2023 even possible

Assumptions when China re-opens, then flattens out from 2024 we expect some further penetration in key categories we expect further penetration in all the categories
Livestreaming GMV % total online by 2025E vs. e _ N R
2022E of 19% from 15% (2021) —> 21% from 15% (2021) —> 25% from 15% (2021) —> 30%
Tencent BABA, 0.7, Tencent video, 0.8, 13% BABA, 0.8, 13% Tencent video, 0.8, 10% BABA, 07, 9%
video, 0.8, 3%JD 0.3, 5% 1D, 0.2, 4% el JD, 0.4, 5%
15% ,0.3, 5% , 0.2,
. : PDD, 0.6, 8%
) : Kuaishou, A PDD, 0.5, Kuaishou, 1.6, A PDD, 0.4, 7% B
2025E Livestreaming GMV breakdown (Rmb tn) 11,21% 9% 25% Kuaishou,
1.8,23%

ouyin, 2.0,

37% ouyin, 2.4, 38%

Assessing SFV platforms' shelf eCommerce potentials

2025E SFV platforms' shelf eCommerce market

(Rmb tn) Rmb0.4tn Rmb1.0tn Rmb2.6tn
STt iome e feiommerceShoreie 2% vs. BABA 2025E market share of 38% 4% vs. BABA 2025E market share of 36% 11% vs. BABA 2025E market share of 30%
as of online sales

2022k DouyineRhelGkasedeconmerceasiivy 13% broadly flat from 2022E levels 25% 40%

Douyin GMV

2025E Kuaishou's shelf-based eCommerce as % 5% 10% 15%

of Kuaishou GMV

Note: We calculate Douyin/Bytedance's (both Not Covered) relevant operating metrics (GMV, category mix, etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research
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Exhibit 45: Bull/base/bear case for China SFV players by category

From lens of categories

Assumptions

Livestreaming GMV penetration as % of
online

Flow/incremental online GMV breakdown

Livestreaming flow/incremental GMV
breakdown

Mature categories like apparel have already reached a high
livestreaming penetration and emerging categories like
electronics and appliances have a large ticket size with a high
fulfillment capability requirement, in which the livestreaming
format doesn;t have an advantage

Assessing livestrea

Cosmetics 30%
Jewelry & watches gy 38%
el S8
FMCG excl.cosmetics 18% 2025
m2021

I
Pharma & healthcare gy 15%

10%
Fresh food ey

Electronics & Appliances - 7%

Flow GMV (21-25E) Rmb6.7tn (unit: Rmb tn)

m Electronics & Appliances Apparel

Fresh food ® FMCG excl.cosmetics
Cosmetics. ® Pharmaceuticals and healthcare products
= Jewelry & watches = Others
0 1 2 3 4 5 6 7

Livestreaming flow GMV (21-25E) Rmb2.4tn (unit: Rmb tn)

mElectronics & Appliances Apparel
Fresh food = FMCG excl.cosmetics
Cosmetics = Pharmaceuticals and healthcare products
= Jewelry & watches =0thers
0 1 2 3 4 5 6 7

38% of online GMV flow comes from livestreaming (unit: %)

mElectronics & Appliances
Fresh food
Cosmetics

= Jewelry & watches

55%
1% 0% -&J
— Lo

Apparel
W FMCG excl.cosmetics
= Pharmaceuticals and healthcare products

Base case for SFV platforms in eCommerce

Mature categories like apparel will continue to grow, as the
immersive experience increasingly gains more customers;”
attention; for emerging categories like electronics and
appliances, with infrastructure development, SFV platforms can
achieve certain growth

n by retail categories

Cosmetics 41%
Jewelry & watches gy 42%
el 8%
FMCG excl.cosmetics 20% 2025
2021

I
Pharma & healthcare gy 16%

11%
Fresh food ey

Electronics & Appliances - 14%

Flow GMV (21-25E) Rmb6.7tn (unit: Rmb tn)

mElectronics & Appliances Apparel

Fresh food = FMCG excl.cosmetics
Cosmetics ' Pharmaceuticals and healthcare products
= Jewelry & watches = 0thers
0 1 2 3 4 5 6 7

Livestreaming flow GMV (21-25E) Rmb3.3tn (unit: Rmb tn)

= Electronics & Appliances Apparel

Fresh food m FMCG excl.cosmetics
Cosmetics. ® Pharmaceuticals and healthcare products
m Jewelry & watches mOthers
0 1 2 3 4 5 6 7

49% of online GMV flow comes from livestreaming (unit: %)

mElectronics & Appliances
Fresh food
Cosmetics

= Jewelry & watches

73%
3% 12 - % -r‘

Apparel
mFMCG excl.cosmetics
mPharmaceuticals and healthcare products

Bull case for SFV platforms in eCommerce,

and bear-case for traditional eCommerce players

Livestreaming to continue to push online penetration forward

Cosmetic o
Jewelry & watches S 48%
ol o
FMCG excl.cosmetics gy 26% 2025€
23% m2021
Pharma & healthcare gy
Fresh food - 26%
Electronics & Appliances 1 20%
Flow GMV (21-25E) Rmb8.4tn (unit: Rmb tn)
= Electronics & Appliances Apparel
ood =FMCG
® FMCG excl.cosmetics Cosmetics
= Pharmaceuticals and healthcare products = Jewelry & watches
= Others
0 1 2 3 4 5 6 7 8
Livestreaming flow GMV (21-25E) Rmb4.8tn (unit: Rmb tn)
= Electronics & Appliances Apparel
Fresh food .
= FMCG excl.cosmetics Cosmetics
= Pharmaceuticals and healthcare products = Jewelry & watches
0 1 2 3 4 5 6 7

70% of online GMV flow comes from livestreaming (unit: %)

= Electronics & Appliances
Fresh food
Cosmetics

= Jewelry & watches

95%
70%
0% . i

Apparel
® FMCG excl.cosmetics
mPharmaceuticals and healthcare products

Note: We calculate Douyin/Bytedance's (Both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Company data, Goldman Sachs Global Investment Research
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Exhibit 46: Bull/base/bear case for S

FV players’ eCommerce market share

_ Base case for SFV platforms in eCommerce Bull case for SFV platforms in eCommerce
20% Douyin's market share Douyin's market share 30% Douyin's market share
18% in eCommerce s 16% in eCommerce 1'4% in eCommerce >
16% 4% share gain from 25% 5% share gain 24%
shelf eCommerce . g
14% 12% 20% from shelf eCommerce
12% 10% 10%
i 10 8% & " 8% i 15% 12%
Douyin 8% share gain
6% 9% from 6% 0% share gain f&m
% live-streaming ™ ha
2 eCommerce 5%
- 0% 2% 0% share gain from 0%
0% 0%
2019 2020 2021 2022€ 2023 2024E 2025€ 2019 2020 2021 2020F 2023 2024E  2025E 2019 2020 2021 2022€ 2023€ 2024E 2025€
Douyin GMV (Rmb tn) Rmb2.3tn Rmb3.2tn Rmb5.8tn
Douyin GMV 2021-25E CAGR 18% 28% 48%
% 9% Kuaishou's market share 10% Kuaishou's market share
5% o in eCommerce e 8% 0 in eCommerce — 9%
Kuaishou's market share R .
7% in eCommerce 7% share gain from 8% 1% share gain from
6 5% 6.3, Shelf eCommerce % shelf eCommerce
5% 5% i &% 5% - =
. 6%
Kuaishou % 4% 5% o
4% 3% 5
. %
3% share gain .
from 3%
2% - live-streaming 2% 2%
eCommerce
9% W 1% DD W 1% share gain from
0% 0% live-streaming eCommerce 0%
08 2020 2021 02E 2023E 4 2025 2019 2020 2021 20226 2023E 2024E  2025€ 2019 2020 2021 2026 202E 2024 2025E
Lot i+ ol
SFV GMV & i from shelf (Rmb SFVp GMV & from shelf eC (Rmb SFV GMV & from shelf (Rmb
= Douyin n) Kuaishou bn) bn)
2500 = Douyin Kuaishou = Douyin Kuaishou
’ «————  21-25E CAGR 18%/15% for 7000 7000
2000 Douyin/Kuaishou 256 6000 6000 < 21-25E CAGR 48%/33% for
<« 2125ECAGR 28%026% for 256 Douyin/Kuaishou 58
1,500 m 5000 Douyin/Kuaishou = 5000 =
4,000 4,000
1.000 9%/10% 3000 5% 3000
5% 22-25E CAGR 22-25E CAGR
1,200
500 912 i’ 200 * 17%124% i 3200 10% 2000 * 34%132% > 15%
1,000 1725 1,000 00 2,100
0 g 6s0 912 g 912
o 20226 20258 2021 20226 20256 20228 2025E
Kuaishou GMV (Rmb tn) Rmb 7.2 tn. -28% lower than consensus of 1.7tn mb 1.7 tn. iaher than consensus of 1.7t mb 2.7 tn. iaher than consensus of 1.7t
Kuaishou GMV 2021-25E CAGR 15% 26% 33%
§ 67% Alibaba's market share 67% Alibaba's market share
0% 67% Alibaba's market share 0% in eCommerce 0% in eCommerce
in eCommerce
58%
60% 60% 60%
50%
50% 47% 50% 50%
% 38% 40% 40%
Alibaba share loss from share loss from 0% share loss 30%
30% shelf eCommerce 30%
shelf eCommerce e Conneres
0% 20% 20%
10% hare gai 10% A 2 X e o A share gain 10% 2 & o a4 s o share gain
- 3% 3% 3% 3% 3% 3, sharegain 2% foom live-streamis E from live-streaming
from live-streaming rom live-streaming
0% eCommerce % eCommerce 0% eCommerce
W9 200 2021 206 208E 2024F 2025 19 200 2021 2WE NBWE  NME 2025 w02 20mE 208E 204E205E
Alibaba GMV (Rmb tn) 3.5 1n. -11% lower than consensus of 9.6tn 8.7, -15% lower than consensus of 9.6tn 7.2 n. -24% lower than consensus of 9.6tn |
i B 2% 1% 2%

Note: We calculate Douyin/Bytedance's (Both Not Covered) relevant operating metrics (GMV, category mix etc.) by analyzing the industry and companies that we cover, and then extrapolating them to Douyin/Bytedance

Source: Goldman Sachs Global Investment Research
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Exhibit 47: From the lens of categories: We also observe the evolution of penetration and the landscape

SFV players to gain most share from Tmall; while JD still has a solid user base on high AOV and highly standardized products like consumer electronics

GMV share volume share (right) (%, annual)
B Tagbac

2021 2022E 2023E 2024E

Tmall

=JD

2025E

GMV share (left) and Parcel volume share (right) (%, quarterly)
= Douyin

uPDD VIPS ® Kuaishou

o
O
B3

24%

I
N
=
3

22%

18%

1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22E 4Q22E 1Q21 2Q21 3Q21 4Q21

1Q22 2Q22 3Q22E 4Q22E

Companies’ market positions in categories differ significantly, reflecting difference in innate strengths

Market share snapshot among Kuaishou, Douyin, and other incumbents (by category, 2021)

Overall BABA (Taobao & Tmall)

Taobao

Tmall JD

Kuaishou

m Electronics & Appliances Apparel m Fresh food = FMCG m FMCG (excl. Cosmetics) = Cosmetics m Pharmaceuticals and healthcare products u Jewelery
100% ~
o 15% 15%
26% 29% 31% 27% 23% 31%
80% - 49
2% 3% 3% 1%
’ % 1%
60% -
40% - 6%
24%
20% | 24% 29% 19% 459, 33% 49%
31%
0% -

Douyi

Others

-1%

n

Source: Goldman Sachs Global Investment Research, Company data, NBS, SPB
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What's next after eCommerce goods?

As previously highlighted in our Navigating China Internet: Framing the debates report, we believe the online shift has largely
run its course in China, although agriculture products, supermarket, pharmaceuticals, local services are still relatively
underpenetrated. In particular, we are seeing SFV players such as Kuaishou into jobs/recruitment and Douyin expanding into
local services.

Jobs/recruitment: Kuaishou launched Kwai Recruitment ("4 T." in Chinese) in Jan 2022, adopting a video-based
recruitment process targeting blue-collar workers and college graduates. Unlike traditional recruitment platforms, applicants
are not required to submit their resumes and only need to leave their contact details to complete an application, a better fit
for blue-collar workers. As of 1Q22, Kwai Recruitment MAU had exceeded 100mn, with peak daily volume of resumes
received during Lunar New Year (LNY) of 150k. Participating companies include FOXCONN, Gree Electric, JD Logistics,
Meituan Food Delivery, Cainiao, etc, and job positions range from management and technology to general workers.

Local services: Douyin added an "inter-city” (“[E3” in Chinese) tab at the top of the app, alongside Douyin Mall and
recommendation tabs, implying the strategic priority of this segment within the app. Douyin first entered local services
vertical as early as 2018, and then switched to direct operation in 23 highertier cities and has been running a franchise model
in the other high-tier cities since early 2021, a strategy that is similar to Meituan. In Mar 2022, Douyin launched Douyin Laike,
an app dedicated to merchants offering local services. The number of MAU on Douyin Laike has exceeded Koubei Merchant
to reach 1.0mn in July 2022, and is now 1/3 of Meituan Merchant's scale. According to 36kr, Douyin local services GMV
reportedly reached c.Rmb22bn in 1TH22, surpassing the company’s 2021 full-year target of Rmb20bn. Per the company, the
business is now targeting FY22 GMV of Rmb50bn.

Other verticals: In addition to local services and jobs/recruitment, SFV players continue to explore other verticals, including
gaming, real estate, etc (see Exhibit 50).
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Exhibit 48: In addition to eCommerce, SFV players have also entered verticals such as local services, recruitment, where online penetration still has ample room to improve
Internet vertical TAM house

Entertainment
Indust c Local and Media Enterprise IT TOTAL
Aol SRSmer Restaurant Services Travel Ml Real Estate Recruitment :
(Rmb bn) Retail o hitiant o i spend (China)
. L Game  Subs & VAS Ve
commerce) streaming
2021
Total industry TAM 39,359 4,702 7,040 3,502 1,507 903 35936 204 93,152
Online market size™ 11,069 1,153 958 1,793 516 412 81 159 279 3,853 i2 19,695
% Online penetration 28% 25% 14% 51% 1% 3% 11% 36% 21%
AliCloud, Tencent . . BOSS Zhipin,
: : Tencent, ki % ; Beike, Anjuke, A
= - = Meituan, DiDi  (car Trip com, : Tencent, Tencent, iQ¥i, Bytedance, Cloud, Huawei % 22, 58.com, 51job,
Major players eiEnBEHR | Mot e He re hailing) Tongeheng Fligay Efeoage NetEase TME Kuaishou | Cloud Baidu Clova, ~ ©° ot C;J”;dm' Zhaopin, Wise
HaBIod Kingsoft Cloud AR Talent
2-15% for in-store 7-10% for hotels
% Take rate™ 2-5% 5-6% 15-20% for car 2-5% for air 2-3%
hailing ticketings
2024E
Industry TAM 46,206 5,688 11,098 4,757 1,810 134 37,535 362 108,786
Online market size* 15,001 1,961 1,684 2,694 797 565 116 166 732 4,773 168 27,809
% Online penetration 32% % 15% 57% 91% 55% 13% 46% 26%
Online market size CAGR
(2021.24E) 11% 19% 21% 15% 16% 11% 13% 2% 38% % 18% 12%
*Online Real Estate onfine market size = Beike total GTV, Online Enterprise IT spending online market size = China cloud industry size (public+private)
* China online game market size includes Chinese game publishers’ overseas revenue
Source: QuestMobile, CIC, Gartner, NBS, PwC, Company data, Goldman Sachs Global Investment Research
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Exhibit 49: Local services - Douyin entered the market as early as 2018, and recently partnered with Ele.me, and Kuaishou partnered with Meituan since late 2021, and we see fast-growing
merchant activities (as of July, 2022)

Based on an avg of low-/high-end tech service fees, PDD/Douyin/Kauishou have the lowest

charge for local services (on avg).. ... and local services typically have lower commissions on SFV players

Technology service fee rate for local services (%, latest as published) Technology service fee rate for categories on SFV players (%, latest as published)
= Low end - technology service fee High end - techonology service fee = Low end - technology service fee High end - technology service fee
12% 6%
10% 5%
8% 4% L]
3.0%
6% 3% .
4% 3.0% 2% a ] "
2% ] 1% 0.6%
0.6% .
Ll L] L]
0% - 0%
PDD Douyin Tmall Kuaishou JD Local Fresh food EQA FMCG Pharma &  Cosmetics Apparel Jewelry
Services healthcare

Among local services providers, we compare Douyin Laike app with Meituan Merchant & Koubei Merchant apps

Merchant-user metrics comparison for local services (excl. Meituan & Ele.me) User base and overlapping ratio for local services merchant Apps (as of Jun, 2022)
Local services providers with delivery requirements register on Meituan Food Delivery (3 [4]
AP ZXh) & Ele.me Merchant (i 174 5 5¢iz), and thus we think it makes more sense to Koubei
compare Douyin Laike (7 3k %) with Meituan Merchant (3¢ B17F )5 =) and Koubei Merchant

Merchant (11 fif % H) Meituan Douyin

Metrics Comparison Meituan Merchant Laike
for Local service Meituan Merchant Douyin Laike Koubei Merchant i Merchant
(excl. Food Delivery) ]

Relative MAU size D 17% H 8% Overlap ¢.230k
! Active users Overlapping 35% of Douyin Laike's user base

(k) rate (%)

yoy growth 38% « : . . .

(Ju1 2021 - Jun 2022) N.A. -11% 28% Meituan 2160 19 * Douyin Laike has surpassed Koubei Merchant in terms of
e e . 24871 | Merchant MAU & DAU by a wide margin
9% 9 - » ¢.35% of merchants on Douyin Laike are also on Meituan

wow growth 3% 5.5x for May 2022 -4% -8% Douyin Laike c.680 4% OV y >

(Ju1 2021 - Jun 2022) T—N\ 2.8% for Jun 2022 . . ™ ; Merchant, whose MAU has exceeded 2mn, accounting for
o Koubei 160 169 c.74% of the total merchant base

Note: Red marks for negative yoy/wow growth Merchant c. %

Source: Company data, QuestMobile, compiled by Goldman Sachs Global Investment Research
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Exhibit 50: SFV players have also been testing the water in various verticals, including real estate, gaming, recruitment

ByteDance has entered a number of verticals to exploit the next TAM Ehiion Bt Sk Kstalo vl o1 (b e s 5 5

genres and studios

I ByteDance has a wide product matrix covering corporale collaboration, news app, | | | Some historical actions taken on the gaming industry (selected) |
i automobile, healthcare, MFV, education, online novels... ] i bt % i

1 1
1 1! —_ 1
i Corporate Automobile i i .$, :ﬁLWﬁ} s i

: ; edium/heavy games publisher =

i Goll.la_:::::le;tlun News App Infusn;ntm:::s and  Healthcare MFV E i (MOBA, MMORPG, LG, Rogue, Muyuan (Ein#) E
. . i Sports) I
i h) 75 =] m 0 b1 Sudios * Wushuang GEXR) . Huisheng (EFH): i
: Feishu / Lark Toutiao Dongchedi iaohe Xigua Video : : z ﬂne_!elnFlne Studio (SFS) Medium/heavy g;mes {action :
() (SE%F) (=) (T2 FR) @ | * Oasis (52H) and MMO) :

1 W b i . 1
E _ . i E — Ohayoo: Casu al games publisher Studios ::':nes (F3f4): Light/medium :
: ﬁ'lilll'la Novels A Gaming - E : g Aoli (FNEHEE): Cloud games +  Jiyuan (£255): Medium/heavy E
| m B “ = o o I (aelf-owned) games (SLG) I
i N — P e Pixmain: Indie game publisher +  Kuaiyou (PEi§): Casual games |
- Fangie Douwen Al Ieaming_[iﬁﬁj{ﬁiiﬁ._ﬁlﬁm\ . @ A & b (aelf-owned) i
E Novel  MNovel E:S.I:t;::;nrl\:?d T:rsps killing (%37, FFSEHE) oo i E & C4 Games (ﬁ?ﬁﬁ) Overseas i
| i 2 games (acquired) i
; i | wocurouss Mooton (FEEEHR): Acquired i

Real Estate: ByteDance Xingfuli (2@ %) & Kuaishou Ideal Home (JP385%) Recruitment: Kuaishou's Kwai Recruitment (H33 1)

Developments in real estate brokerage Kwai Recruitment in a snapshot

It

2018: Xingfuli was set up

Launch time: Jan 26, 2022
Format: Video-based recruitment process
Target users: Blue-collar workers and college students

2079: Attempted to leverage

Au 2019: Dougn g acqoned livestreamers for new house

1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
: . :
1 O Xingfuli via Xingyun Chuangji (1t = - il i | IE I
1 .

{2zt E) pmclnslE S R | As ol 1022 i
] o = o - MAU100mn+ ]
i Oct 2021: ByteDance is said to hold Apr 2022: Announced plans to i : © 0 O - Highest ,?umh_er of i
I }' real esta}e brokerage companies establish consumption and real P 5 . g 000 C_‘u’s received in a !
{ | inChongging, Hong Kong, estate business centers ((HEIE | 1 __ - single day during i
! B Guangzhou, Hefei, Beijing, Fuzhou, E S L) P G - v ..o Spring Festival: 150K |}
1 [T ' - ’

L Lanzhou, etc May 2022: Through house i i rew ottt e AT 7 I;tau;chtedl coélege i
I . . i - ——— udent clou I
; Nov 2021: ByteDance planned to purchasing even?s in Cangzhou, i : o e — e et ik, 1
i O spin off Xingfuli to focus on its Srjﬁ]nyanghand T'a”J'”l*_ tra[r;satt]:ted  § = featuring 3BI# jobs i
E b hikias c.40 new houses totaling Rm i i o] p— ave i

Source: Company data, Sina, Sohu, Toutiao, compiled by Goldman Sachs Global Investment Research
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The rise of TikTok: Lessons from China and potential implications

Exhibit 51: What could be next: Overseas

Chinese consumers are more used to online shopping vs. the majority of other TikTok is still in it early days with timespent at only c.46 min per day, vs. 120+ min
countries spent on SFV in China
eCommerce online penetration rate (2021) Average timespent (min) per cay by US Adult users (2022)
41% @_ 23.8
@ I, 0.1
20%
S () e 0.
2% 20% 1% 18% ~
16%  15% qqa J ¢ I, 0.4
12% =
6% ,_ 34.8
_ 45.6
f 45.8
s o - e g B g A T 2 & o
& &V F & & g & F & F
o o g 0 X S W gl 0 10 20 30 a0 50
P
The significantly lower logistics costs in China vs. the US leads to a better online Overseas Internet giants have been testing the water, by either launching its own
shopping experience and therefore higher online penetration (as of 2021) livesireaming features or collaborating with 3" party plaiforms
Express delivery average selling price (USS) : ;
= Facebook is shutting down its live shopping feature on October 1 to shift
20 1719 its focus to Reels, Aug 2022
- = Amazon seems to be working on a TikTok-like vertical video feed for its
shopping app, Aug 2022
1
10 = YouTube just announced a partnership with Shopify. Now, creators can
link to products from their Shopify stores directly in their livestreams on
5 YouTube, Aug 2022
23
c.0.5 = Walmart is delving further into livestreaming and social commerce with
0 CE *
p— = an extended partnership with Talkshoplive, Mar 2022
Fed: @wems  Z0 P P P

Source: Euromonitor, eMarketer, Company data, Sina, Goldman Sachs Global Investment Research
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Exhibit 52: SFV players’ development timeline in overseas

2019 Oct 2020
New function named “Hashtag
challenge plus”; users can enter

Aug 2021 Oct 2021

Shopify merchants with TikTok For Cooperated with Square, Ecwid,
Business accounts can embed PrestaShop; Wix, Shopline, OpenCart,
Shopping Carts and Windows and BASE are in process

1mn+ Shopify merchants can market
on TikTok via “TikTok Ad Pixel” (for

shopping page via the hashtag US merchants)

TikTok
Tron Shopping

Countries: UK, US, Canada, Middle East

Feb & Aug 2021
Entered the UK in Feb; and the Middle

East in Aug (with Shopify)

2021: Tested TikTOk Shop in Indonesia and laun
op Seller University and livestreaming eCommerce

[] [] []
Apr 2021 Nov 2021
Launched in the UK Launched in Can

Feb 2022
Lowered requirements for UK merchants

TikTok
Shop Shop

Launched in Vietnam, Malaysia,
Thailand, Philippines; requiring
merchants to operate a UK Shop; has

Countries: Indonesia, UK, Thailand, Malaysia, Vietnam

reached US$5,000 GMV in the past 30
days on other SEA platforms

Fanno 0 o o
Nov 2021 Mar 2022 Apr 2022
Countries: UK, France, Germany, Italy, Spain Launched and focused on E&A, +¢.300 mid-large sized merchants _p—Project -

Apparel, Cosmetics, and F&B +Requires an invitation to join the platform;

products with low prices and high requirements changed from ‘on GMV and LgporTIedLy
quality order volume’ to ‘# of likes’ Issolve
@ Dmonstudio O ©)
. L Nov 2021 Feb 2022
Covered 100+ countries by the time it was closed Domain registered and formed a c.400 Platform closed, at which time it covered the US, EU, and

group with 100+ from Shein Middle East countries; with millions of users

Sept 2019

Opened the 1st LATAM representative May 2020
AJ_“. .2021 . office in S&o Paulo and shared a user Licensed for the broadcast rights for the Sdo Paulo
Unified Kwai interface with WhatsApp music festival
Middle East, C% Kwai e o °
Kwai LATAM, Sept & Nov 2019 Mha 2(:21 —— f

i i i The sole online broadcast partner for Copa America;
and Snack Focused on LATAM market DAU in Brazil exceeded 3mn in >
N i DAU increased by 20% after the event

Video (SEA) Sept and 7mn in Nov
into a single Aug 2019 May & Jun 2020

1st on Indonesian Google Play (non-game)
Kwai/TikTok banned in India, Snack Video won users

Kwai, changing Began as a funny video sharing

from community in Indonesia
independent o Snack Video

regional teams
to a centralized

Aug 2020

Focused on SEA market 1st on Indonesian Google Play; 1591 Ad elements ol

platforms and used local endorsers

team Jun & Jul 2020
Removed from Google Play and Apple Store in Jun re- Au .2021
% : Services stopped
4 Zynn launched in Jul o o 4
< Jun 2021
Focused on North American market Only 200k MAU remained on the platform, vs. 3mn in
Aug 2020

Source: 36Kr, Sina, Company data, Goldman Sachs Global Investment Research
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Risks outstanding and regulations

Exhibit 61: We notice that teenager protection, tipping, eCommerce/marketing are the regulatory focus

Provisions onthe Management of “
Algorithmic Recommendations in Internet .
Information Services

Provisions becamse effective on Mar 1, 2022, regulating algorithmic recommendation to protect users’ interesis andrighis
In Aug 2022, CAC (Cyberspace Administration of China) published a list of companies, including Douyin, Kuaishou, Meituan, etc, dislosing
their algorithmic recommendation details of the apps

Algorithm

. Propose to explore the establishment of standards for review and judgment of unsuitable content for minors

Is strictly forbidden to use “celebrity children %41 )L #" for profit

Effectively regulate “money rewards %% 47 %" and not to induce minors

Strengthen user identification

Require personal information to be strictly protected

Emphasize that harmful content must be blocked

Strengthen industry supervision

Define the requirements for livestreaming marketing platforms, livestreaming room, and eCommerce platforms in livestreaming
eCommerce

livestreaming marketing platforms - responsible for the access and exit of merchants and livestreamers, verification of product
information, users’ and livestreamers’ account management and services

. The platforms should also conformto the requirements for consumers’ privacy protection, transaction and after-sales services, and other
matters in the protection of consumers’ rights

Opinions on Strengthening the Protection :
Teenager; Content; User of Minorsin the Online Cultural Market

mEe=2 identification

Standards for Management and Services
Aug 2021 eCommerce / Marketing of livestreaming eCommerce platforms

MCN: Guidelines for MCNs . MCNs are not allowed to induce users to tip by self-brushing gifts (4i7 3 4T 3%, a trick for MCN to give gifts to their own livestreamers)
Jul 2021 Tlppin'g e o MCNs are not allowed to hype a livestreamer’s income by reward ranking or exaggerated claims (i fi vif%)
. livestreamers must not induce usersto tip by special treatment, verbal stimulation, or promised rebates
Strengthening the Supervision of . Teenager protection - minors <16 are not allowed to register the livestreaming account; 16-18 needto ask for their guardians’
livestreaming Services permission of registration

PLERONGE, LOMERL Platform supervision - Online gambling and other inappropriate activities are forbidden; and users are not allowed to compete on

wealth show-off

Online platforms and upper stream commodity suppliers should have specified legal responsibilities (55 f 2% £ A 1)L o0{T)
Regulate the scope of marketing of goods or services (HL3 fi fmi i AR 45 5544 T )

Investigate 8 main categories of illegal conduct in livestreaming marketing: eCommerce violations, infringement of consumer rights and
interests, unfair competition, low-quality products, infringement of intellectual property, infringement of food safety, advertising
violations, and price violation

Strengthening the Supervision of

Marketing livestreaming Marketing Activities

. The online show live platforms and livestreaming eCommerce platforms should give priority to social benefits, actively spreading

positive energy (iF. fit: %), i.e. healthy content

Focus on improving the management system, responsibility system, and content security system

Implement the principle of synchronizing management and construction (%% 2 5 25)

livestreaming andlivestreamers should be clearly labeled based on content (music, dance, singing, fitness, orgames)

The platforms should establisha rating system (¥4} #4:%) for the livestreamers and link the rating to the recommendation and

promotion system

. The platforms should implement real-name management for their hosts and users who are keen on rewarding hosts

. The platforms must follow the relevant regulation for online audio-visual program service (#Wr 14 %/ik 45) management

. The platform shall conduct qualification review and real-name management for merchants

. National Copyright Administration ([ % [z £ 5) talked with 15 SFV platforms (Douyin, Kuaishou, Xigua, Huoshan, Meipai, Miaopai, Weishi, Bilibili, Tudou, etc.) to discuss effortsin
combating piracy

Strengthening the Management of
Online Show Live Broadcastand
livestreamers; Platform livestreaming eCommerce platforms

Sept2018 Intellectual property

. 19 video Apps were removed from Android App Store for 30 days from 26, July to 25, August, during which period users cannot download the Apps. Apps include Bilibili, Sofa Video (

Eoncal sipetiiiu b %2 ¥LER), Miaopai, Bobo Video (i i ¥ 41), 56 Video (56¥14), SEE U, Onion Video (i1: 2 ¥1LAH), 2 or 3 minutes (% — 4} #1), Fani Video (&  FLER), etc.

. CAC talked with Kuaishou and Huoshan, requiring the platforms to enhance management of the under-aged account in spreading inappropriate content which violate social values.
The platforms were required to temporarily stopchannel updates for 5 days and forbid teenagers under 18 to be livesteamers

Apr2018 Teenager; Content

Source: Sina, Sohu, compiled by Goldman Sachs Global Investment Research
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Exhibit 62: ...as well as regulations regarding livestreaming/SFV overseas

The US on bans
Date Subject Details

Feb 2019 Data privacy . Tik Tok paid US $5.7mnto the US Federal Trade Commission over Musical.ly's illegal collection of personal information from minors

Late 2019 MEA . The Committee on Foreign Investment in the US begins reviewing TikTok's M&A with Musical.ly

Aug 2020 Bans . The US banned transactions with ByteDance, and urged TikTok to be sold to US buyers

Bans suspended . Trump's orders were suspended
Jun 2021 mig';se d . Previous orders were revoked by Biden and replaced with one that calls for a broader review of foreign-controlled Apps

India on bans
Date Subject Details

Apr 2019 Illegal content . Tamil Madu court asked the Indian federal government to ban TikTok for encouraging pornography - leading to a 2-week temporary ban

Tik Tok and Kwai (Kuaishou's overseas version) banned by the Indian government together with 57 other Chinese Apps (also including Likee, WeChat, QQ, Meity, and elc.), citing

V2020 Bag security concerns. The ban came after the border conflict

n2021 Bans . India's ban onChinese Apps became permanent

The EU on data protection regulations

Date Subject Details
iy . EZJI :egan toscrutinize TikTok's practices after the Netherlands' Data Protection Commission decided to open an investigation into the company's policies to protect children’s
Data trivac . British lawyers claimed that TikTok takes children's personal information, including phone numbers, videos, exact location and biometric data, without sufficient warning,
piacy transparency or the necessary consent required
Data privacy . gz;zhpgra;:;rmectlonAuthonty(nulchDPA}annauncedaEUR?SDk fine on TikTak for violating the privacy of young children namely for the company's alleged lack of
m Data privacy . Ireland investigated TikTok on children’s data handling and personal data transfer
Dala feivac . A Dutch non-profit filed a lawsuit claiming Tik Tok violated European privacy rules by gathering and auctioning sensitive data, and asked an Amsterdam court torequire TikTok to
P y pay EUR6bn in damages

Source: Sina, Sohu, compiled by Goldman Sachs Global Investment Research
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We, Ronald Keung, CFA, Lincoln Kong, CFA, Lynn Li, Steve Qiu and Timothy Zhao, hereby certify that all of the views expressed in this report accurately reflect our personal views about the subject
company or companies and its or their securities. We also certify that no part of our compensation was, is or will be, directly or indirectly, related to the specific recommendations or views expressed in
this report.

Unless otherwise stated, the individuals listed on the cover page of this report are analysts in Goldman Sachs' Global Investment Research division.

GS Factor Profile

The Goldman Sachs Factor Profile provides investment context for a stock by comparing key attributes to the market (i.e. our coverage universe) and its sector peers. The four key attributes depicted are:
Growth, Financial Returns, Multiple (e.g. valuation) and Integrated (a composite of Growth, Financial Returns and Multiple). Growth, Financial Returns and Multiple are calculated by using normalized ranks
for specific metrics for each stock. The normalized ranks for the metrics are then averaged and converted into percentiles for the relevant attribute. The precise calculation of each metric may vary
depending on the fiscal year, industry and region, but the standard approach is as follows:

Growth is based on a stock’s forward-looking sales growth, EBITDA growth and EPS growth (for financial stocks, only EPS and sales growth), with a higher percentile indicating a higher growth company.
Financial Returns is based on a stock's forward-looking ROE, ROCE and CROCI (for financial stocks, only ROE), with a higher percentile indicating a company with higher financial returns. Multiple is
based on a stock’s forward-looking P/E, P/B, price/dividend (P/D), EV/EBITDA, EV/FCF and EV/Debt Adjusted Cash Flow (DACF) (for financial stocks, only P/E, P/B and P/D), with a higher percentile indicating
a stock trading at a higher multiple. The Integrated percentile is calculated as the average of the Growth percentile, Financial Returns percentile and (100% - Multiple percentile).

Financial Returns and Multiple use the Goldman Sachs analyst forecasts at the fiscal yearend at least three quarters in the future. Growth uses inputs for the fiscal year at least seven quarters in the future
compared with the year at least three quarters in the future (on a pershare basis for all metrics).

For a more detailed description of how we calculate the GS Factor Profile, please contact your GS representative.

M&A Rank

Across our global coverage, we examine stocks using an M&A framework, considering both qualitative factors and quantitative factors (which may vary across sectors and regions) to incorporate the
potential that certain companies could be acquired. We then assign a M&A rank as a means of scoring companies under our rated coverage from 1 to 3, with 1 representing high (30%-50%) probability of
the company becoming an acquisition target, 2 representing medium (15%-30%) probability and 3 representing low (0%-15%) probability. For companies ranked 1 or 2, in line with our standard
departmental guidelines we incorporate an M&A component into our target price. M&A rank of 3 is considered immaterial and therefore does not factor into our price target, and may or may not be
discussed in research.

Quantum
Quantum is Goldman Sachs’ proprietary database providing access to detailed financial statement histories, forecasts and ratios. It can be used for in-depth analysis of a single company, or to make
comparisons between companies in different sectors and markets.
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Compendium report: please see disclosures at https://www.gs.com/research/hedge.html. Disclosures applicable to the companies included in this compendium can be found in the latest relevant
published research

4 September 2022 64



Goldman Sachs China Internet

Distribution of ratings/investment banking relationships
Goldman Sachs Investment Research global Equity coverage universe

Rating Distribution Investment Banking Relationships
Buy Hold Sell Buy Hold Sell
Global 50% 35% 15% 65% 58% 45%

As of July 1, 2022, Goldman Sachs Global Investment Research had investment ratings on 3,132 equity securities. Goldman Sachs assigns stocks as Buys and Sells on various regional Investment Lists;
stocks not so assigned are deemed Neutral. Such assignments equate to Buy, Hold and Sell for the purposes of the above disclosure required by the FINRA Rules. See ‘Ratings, Coverage universe and
related definitions’ below. The Investment Banking Relationships chart reflects the percentage of subject companies within each rating category for whom Goldman Sachs has provided investment banking
services within the previous twelve months.

Price target and rating history chart(s)
Compendium report: please see disclosures at https://www.gs.com/research/hedge.html. Disclosures applicable to the companies included in this compendium can be found in the latest relevant
published research

Regulatory disclosures

Disclosures required by United States laws and regulations

See company-specific regulatory disclosures above for any of the following disclosures required as to companies referred to in this report: manager or co-manager in a pending transaction; 1% or other
ownership; compensation for certain services; types of client relationships; managed/co-managed public offerings in prior periods; directorships; for equity securities, market making and/or specialist role.
Goldman Sachs trades or may trade as a principal in debt securities (or in related derivatives) of issuers discussed in this report.

The following are additional required disclosures: Ownership and material conflicts of interest: Goldman Sachs policy prohibits its analysts, professionals reporting to analysts and members of their
households from owning securities of any company in the analyst's area of coverage. Analyst compensation: Analysts are paid in part based on the profitability of Goldman Sachs, which includes
investment banking revenues. Analyst as officer or director: Goldman Sachs policy generally prohibits its analysts, persons reporting to analysts or members of their households from serving as an
officer, director or advisor of any company in the analyst's area of coverage. Non-U.S. Analysts: Non-U.S. analysts may not be associated persons of Goldman Sachs & Co. LLC and therefore may not be
subject to FINRA Rule 2241 or FINRA Rule 2242 restrictions on communications with subject company, public appearances and trading securities held by the analysts.

Distribution of ratings: See the distribution of ratings disclosure above. Price chart: See the price chart, with changes of ratings and price targets in prior periods, above, or, if electronic format or if with
respect to multiple companies which are the subject of this report, on the Goldman Sachs website at https://www.gs.com/research/hedge.html.

Additional disclosures required under the laws and regulations of jurisdictions other than the United States

The following disclosures are those required by the jurisdiction indicated, except to the extent already made above pursuant to United States laws and regulations. Australia: Goldman Sachs Australia Pty
Ltd and its affiliates are not authorised deposit-taking institutions (as that term is defined in the Banking Act 1959 (Cth)) in Australia and do not provide banking services, nor carry on a banking business, in
Australia. This research, and any access to it, is intended only for “wholesale clients” within the meaning of the Australian Corporations Act, unless otherwise agreed by Goldman Sachs. In producing
research reports, members of the Global Investment Research Division of Goldman Sachs Australia may attend site visits and other meetings hosted by the companies and other entities which are the
subject of its research reports. In some instances the costs of such site visits or meetings may be met in part or in whole by the issuers concerned if Goldman Sachs Australia considers it is appropriate
and reasonable in the specific circumstances relating to the site visit or meeting. To the extent that the contents of this document contains any financial product advice, it is general advice only and has
been prepared by Goldman Sachs without taking into account a client’s objectives, financial situation or needs. A client should, before acting on any such advice, consider the appropriateness of the advice
having regard to the client’'s own objectives, financial situation and needs. A copy of certain Goldman Sachs Australia and New Zealand disclosure of interests and a copy of Goldman Sachs’ Australian
Sell-Side Research Independence Policy Statement are available at: https://www.goldmansachs.com/disclosures/australia-new-zealand/index.html. Brazil: Disclosure information in relation to CVM
Resolution n. 20 is available at https://www.gs.com/worldwide/brazil/area/gir/index.html. Where applicable, the Brazil-registered analyst primarily responsible for the content of this research report, as
defined in Article 20 of CVM Resolution n. 20, is the first author named at the beginning of this report, unless indicated otherwise at the end of the text. Canada: This information is being provided to you
for information purposes only and is not, and under no circumstances should be construed as, an advertisement, offering or solicitation by Goldman Sachs & Co. LLC for purchasers of securities in Canada
to trade in any Canadian security. Goldman Sachs & Co. LLC is not registered as a dealer in any jurisdiction in Canada under applicable Canadian securities laws and generally is not permitted to trade in
Canadian securities and may be prohibited from selling certain securities and products in certain jurisdictions in Canada. If you wish to trade in any Canadian securities or other products in Canada please
contact Goldman Sachs Canada Inc., an affiliate of The Goldman Sachs Group Inc., or another registered Canadian dealer. Hong Kong: Further information on the securities of covered companies referred
to in this research may be obtained on request from Goldman Sachs (Asia) L.L.C. India: Further information on the subject company or companies referred to in this research may be obtained from
Goldman Sachs (India) Securities Private Limited, Research Analyst - SEBI Registration Number INHO00001493, 951-A, Rational House, Appasaheb Marathe Marg, Prabhadevi, Mumbai 400 025, India,
Corporate Identity Number U74140MH2006FTC160634, Phone +91 22 6616 9000, Fax +91 22 6616 9001. Goldman Sachs may beneficially own 1% or more of the securities (as such term is defined in
clause 2 (h) the Indian Securities Contracts (Regulation) Act, 1956) of the subject company or companies referred to in this research report. Japan: See below. Korea: This research, and any access to it, is
intended only for “professional investors” within the meaning of the Financial Services and Capital Markets Act, unless otherwise agreed by Goldman Sachs. Further information on the subject company or
companies referred to in this research may be obtained from Goldman Sachs (Asia) L.L.C., Seoul Branch. New Zealand: Goldman Sachs New Zealand Limited and its affiliates are neither “registered
banks” nor “deposit takers” (as defined in the Reserve Bank of New Zealand Act 1989) in New Zealand. This research, and any access to it, is intended for “wholesale clients” (as defined in the Financial
Advisers Act 2008) unless otherwise agreed by Goldman Sachs. A copy of certain Goldman Sachs Australia and New Zealand disclosure of interests is available at:
https://www.goldmansachs.com/disclosures/australia-new-zealand/index.html. Russia: Research reports distributed in the Russian Federation are not advertising as defined in the Russian legislation, but
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are information and analysis not having product promotion as their main purpose and do not provide appraisal within the meaning of the Russian legislation on appraisal activity. Research reports do not
constitute a personalized investment recommendation as defined in Russian laws and regulations, are not addressed to a specific client, and are prepared without analyzing the financial circumstances,
investment profiles or risk profiles of clients. Goldman Sachs assumes no responsibility for any investment decisions that may be taken by a client or any other person based on this research report.
Singapore: Goldman Sachs (Singapore) Pte. (Company Number: 198602165W), which is regulated by the Monetary Authority of Singapore, accepts legal responsibility for this research, and should be
contacted with respect to any matters arising from, or in connection with, this research. Taiwan: This material is for reference only and must not be reprinted without permission. Investors should carefully
consider their own investment risk. Investment results are the responsibility of the individual investor. United Kingdom: Persons who would be categorized as retail clients in the United Kingdom, as such
term is defined in the rules of the Financial Conduct Authority, should read this research in conjunction with prior Goldman Sachs research on the covered companies referred to herein and should refer to
the risk warnings that have been sent to them by Goldman Sachs International. A copy of these risks warnings, and a glossary of certain financial terms used in this report, are available from Goldman
Sachs International on request.

European Union and United Kingdom: Disclosure information in relation to Article 6 (2) of the European Commission Delegated Regulation (EU) (2016/958) supplementing Regulation (EU) No 596/2014 of
the European Parliament and of the Council (including as that Delegated Regulation is implemented into United Kingdom domestic law and regulation following the United Kingdom's departure from the
European Union and the European Economic Area) with regard to regulatory technical standards for the technical arrangements for objective presentation of investment recommendations or other
information recommending or suggesting an investment strategy and for disclosure of particular interests or indications of conflicts of interest is available at
https://www.gs.com/disclosures/europeanpolicy.html which states the European Policy for Managing Conflicts of Interest in Connection with Investment Research.

Japan: Goldman Sachs Japan Co., Ltd. is a Financial Instrument Dealer registered with the Kanto Financial Bureau under registration number Kinsho 69, and a member of Japan Securities Dealers
Association, Financial Futures Association of Japan and Type Il Financial Instruments Firms Association. Sales and purchase of equities are subject to commission pre-determined with clients plus
consumption tax. See company-specific disclosures as to any applicable disclosures required by Japanese stock exchanges, the Japanese Securities Dealers Association or the Japanese Securities Finance
Company.

Ratings, coverage universe and related definitions

Buy (B), Neutral (N), Sell (S) Analysts recommend stocks as Buys or Sells for inclusion on various regional Investment Lists. Being assigned a Buy or Sell on an Investment List is determined by a stock’s
total return potential relative to its coverage universe. Any stock not assigned as a Buy or a Sell on an Investment List with an active rating (i.e., a stock that is not Rating Suspended, Not Rated, Coverage
Suspended or Not Covered), is deemed Neutral. Each region’s Investment Review Committee manages Regional Conviction lists, which represent investment recommendations focused on the size of the
total return potential and/or the likelihood of the realization of the return across their respective areas of coverage. The addition or removal of stocks from such Conviction lists do not represent a change in
the analysts’ investment rating for such stocks.

Total return potential represents the upside or downside differential between the current share price and the price target, including all paid or anticipated dividends, expected during the time horizon
associated with the price target. Price targets are required for all covered stocks. The total return potential, price target and associated time horizon are stated in each report adding or reiterating an
Investment List membership.

Coverage Universe: A list of all stocks in each coverage universe is available by primary analyst, stock and coverage universe at https://www.gs.com/research/hedge.html.

Not Rated (NR). The investment rating, target price and earnings estimates (where relevant) have been suspended pursuant to Goldman Sachs policy when Goldman Sachs is acting in an advisory
capacity in a merger or in a strategic transaction involving this company, when there are legal, regulatory or policy constraints due to Goldman Sachs’ involvement in a transaction, and in certain other
circumstances. Rating Suspended (RS). Goldman Sachs Research has suspended the investment rating and price target for this stock, because there is not a sufficient fundamental basis for determining
an investment rating or target price. The previous investment rating and target price, if any, are no longer in effect for this stock and should not be relied upon. Coverage Suspended (CS). Goldman Sachs
has suspended coverage of this company. Not Covered (NC). Goldman Sachs does not cover this company. Not Available or Not Applicable (NA). The information is not available for display or is not
applicable. Not Meaningful (NM). The information is not meaningful and is therefore excluded.

Global product; distributing entities

The Global Investment Research Division of Goldman Sachs produces and distributes research products for clients of Goldman Sachs on a global basis. Analysts based in Goldman Sachs offices around the
world produce research on industries and companies, and research on macroeconomics, currencies, commodities and portfolio strategy. This research is disseminated in Australia by Goldman Sachs
Australia Pty Ltd (ABN 21 006 797 897); in Brazil by Goldman Sachs do Brasil Corretora de Titulos e Valores Mobilidrios S.A.; Public Communication Channel Goldman Sachs Brazil: 0800 727 5764 and / or
contatogoldmanbrasil@gs.com. Available Weekdays (except holidays), from 9am to 6pm. Canal de Comunicacdo com o Publico Goldman Sachs Brasil: 0800 727 5764 e/ou contatogoldmanbrasil@gs.com.
Horario de funcionamento: segunda-feira & sexta-feira (exceto feriados), das 9h as 18h; in Canada by Goldman Sachs & Co. LLC; in Hong Kong by Goldman Sachs (Asia) L.L.C.; in India by Goldman Sachs
(India) Securities Private Ltd.; in Japan by Goldman Sachs Japan Co., Ltd.; in the Republic of Korea by Goldman Sachs (Asia) L.L.C., Seoul Branch; in New Zealand by Goldman Sachs New Zealand Limited;
in Russia by OO0 Goldman Sachs; in Singapore by Goldman Sachs (Singapore) Pte. (Company Number: 198602165W); and in the United States of America by Goldman Sachs & Co. LLC. Goldman Sachs
International has approved this research in connection with its distribution in the United Kingdom.

Effective from the date of the United Kingdom's departure from the European Union and the European Economic Area (" Brexit Day”) the following information with respect to distributing entities will apply:

Goldman Sachs International (“GSI"”), authorised by the Prudential Regulation Authority (“PRA") and regulated by the Financial Conduct Authority (“FCA”) and the PRA, has approved this research in
connection with its distribution in the United Kingdom.

European Economic Area: GSI, authorised by the PRA and regulated by the FCA and the PRA, disseminates research in the following jurisdictions within the European Economic Area: the Grand Duchy of
Luxembourg, Italy, the Kingdom of Belgium, the Kingdom of Denmark, the Kingdom of Norway, the Republic of Finland, the Republic of Cyprus and the Republic of Ireland; GS -Succursale de Paris (Paris
branch) which, from Brexit Day, will be authorised by the French Autorité de contréle prudentiel et de resolution ("ACPR") and regulated by the Autorité de contréle prudentiel et de resolution and the
Autorité des marches financiers ("AMF") disseminates research in France; GSI - Sucursal en Espafna (Madrid branch) authorized in Spain by the Comision Nacional del Mercado de Valores disseminates
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research in the Kingdom of Spain; GSI - Sweden Bankfilial (Stockholm branch) is authorized by the SFSA as a “third country branch” in accordance with Chapter 4, Section 4 of the Swedish Securities and
Market Act (Sw. lag (2007:528) om vardepappersmarknaden) disseminates research in the Kingdom of Sweden; Goldman Sachs Bank Europe SE (“GSBE") is a credit institution incorporated in Germany
and, within the Single Supervisory Mechanism, subject to direct prudential supervision by the European Central Bank and in other respects supervised by German Federal Financial Supervisory Authority
(Bundesanstalt fur Finanzdienstleistungsaufsicht, BaFin) and Deutsche Bundesbank and disseminates research in the Federal Republic of Germany and those jurisdictions within the European Economic
Area where GSl is not authorised to disseminate research and additionally, GSBE, Copenhagen Branch filial af GSBE, Tyskland, supervised by the Danish Financial Authority disseminates research in the
Kingdom of Denmark; GSBE - Sucursal en Espana (Madrid branch) subject (to a limited extent) to local supervision by the Bank of Spain disseminates research in the Kingdom of Spain; GSBE - Succursale
Italia (Milan branch) to the relevant applicable extent, subject to local supervision by the Bank of Italy (Banca d'ltalia) and the Italian Companies and Exchange Commission (Commissione Nazionale per le
Societa e la Borsa “Consob”) disseminates research in Italy; GSBE - Succursale de Paris (Paris branch), supervised by the AMF and by the ACPR disseminates research in France; and GSBE - Sweden
Bankfilial (Stockholm branch), to a limited extent, subject to local supervision by the Swedish Financial Supervisory Authority (Finansinpektionen) disseminates research in the Kingdom of Sweden.

General disclosures

This research is for our clients only. Other than disclosures relating to Goldman Sachs, this research is based on current public information that we consider reliable, but we do not represent it is accurate or
complete, and it should not be relied on as such. The information, opinions, estimates and forecasts contained herein are as of the date hereof and are subject to change without prior notification. We seek
to update our research as appropriate, but various regulations may prevent us from doing so. Other than certain industry reports published on a periodic basis, the large majority of reports are published at
irregular intervals as appropriate in the analyst's judgment.

Goldman Sachs conducts a global full-service, integrated investment banking, investment management, and brokerage business. We have investment banking and other business relationships with a
substantial percentage of the companies covered by our Global Investment Research Division. Goldman Sachs & Co. LLC, the United States broker dealer, is a member of SIPC (https://www.sipc.org).

Our salespeople, traders, and other professionals may provide oral or written market commentary or trading strategies to our clients and principal trading desks that reflect opinions that are contrary to the
opinions expressed in this research. Our asset management area, principal trading desks and investing businesses may make investment decisions that are inconsistent with the recommendations or
views expressed in this research.

The analysts named in this report may have from time to time discussed with our clients, including Goldman Sachs salespersons and traders, or may discuss in this report, trading strategies that reference
catalysts or events that may have a nearterm impact on the market price of the equity securities discussed in this report, which impact may be directionally counter to the analyst's published price target
expectations for such stocks. Any such trading strategies are distinct from and do not affect the analyst's fundamental equity rating for such stocks, which rating reflects a stock’s return potential relative to
its coverage universe as described herein.

We and our affiliates, officers, directors, and employees, excluding equity and credit analysts, will from time to time have long or short positions in, act as principal in, and buy or sell, the securities or
derivatives, if any, referred to in this research.

The views attributed to third party presenters at Goldman Sachs arranged conferences, including individuals from other parts of Goldman Sachs, do not necessarily reflect those of Global Investment
Research and are not an official view of Goldman Sachs.

Any third party referenced herein, including any salespeople, traders and other professionals or members of their household, may have positions in the products mentioned that are inconsistent with the
views expressed by analysts named in this report.

This research is not an offer to sell or the solicitation of an offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal. It does not constitute a personal recommendation
or take into account the particular investment objectives, financial situations, or needs of individual clients. Clients should consider whether any advice or recommendation in this research is suitable for
their particular circumstances and, if appropriate, seek professional advice, including tax advice. The price and value of investments referred to in this research and the income from them may fluctuate.
Past performance is not a guide to future performance, future returns are not guaranteed, and a loss of original capital may occur. Fluctuations in exchange rates could have adverse effects on the value or
price of, or income derived from, certain investments.

Certain transactions, including those involving futures, options, and other derivatives, give rise to substantial risk and are not suitable for all investors. Investors should review current options and futures
disclosure documents which are available from Goldman Sachs sales representatives or at https://www.theocc.com/about/publications/characterrisks.jsp and
https://www.fiadocumentation.org/fia/regulatory-disclosures _1/fia-uniform-futures-and-options-on-futures-risk-disclosures-booklet-pdf-version-2018. Transaction costs may be significant in option strategies
calling for multiple purchase and sales of options such as spreads. Supporting documentation will be supplied upon request.

Differing Levels of Service provided by Global Investment Research: The level and types of services provided to you by the Global Investment Research division of GS may vary as compared to that
provided to internal and other external clients of GS, depending on various factors including your individual preferences as to the frequency and manner of receiving communication, your risk profile and
investment focus and perspective (e.g., marketwide, sector specific, long term, short term), the size and scope of your overall client relationship with GS, and legal and regulatory constraints. As an
example, certain clients may request to receive notifications when research on specific securities is published, and certain clients may request that specific data underlying analysts' fundamental analysis
available on our internal client websites be delivered to them electronically through data feeds or otherwise. No change to an analyst’s fundamental research views (e.g., ratings, price targets, or material
changes to earnings estimates for equity securities), will be communicated to any client prior to inclusion of such information in a research report broadly disseminated through electronic publication to our
internal client websites or through other means, as necessary, to all clients who are entitled to receive such reports.

All research reports are disseminated and available to all clients simultaneously through electronic publication to our internal client websites. Not all research content is redistributed to our clients or
available to third-party aggregators, nor is Goldman Sachs responsible for the redistribution of our research by third party aggregators. For research, models or other data related to one or more securities,
markets or asset classes (including related services) that may be available to you, please contact your GS representative or go to https://research.gs.com.

Disclosure information is also available at https://www.gs.com/research/hedge.html or from Research Compliance, 200 West Street, New York, NY 10282.
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