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Weibo Corporation (NASDAQ: WB) —
H1 2025 Performance Review

Financial Performance in H1 2025

Revenue and Earnings: Weibo’s financial results in early 2025 show stable top-line
performance with improving profitability. In Q1 2025, the company reported net
revenues of $396.9 million, essentially flat year-on-year (up ~1% in constant
currency). This marks a stabilization after a slight decline in the prior year’s first
quarter (Q1 2024 revenue was $395.5M, —4% YoY). Sequentially, revenue in QI is
down from the seasonal holiday-boosted Q4 2024 level of $456.8M, as expected
given typical advertising seasonality. Weibo’s full-year 2024 revenue was $1.76
billion, roughly flat versus 2023. The chart below illustrates Weibo’s quarterly
revenue trend, highlighting the overall plateau in sales over the past two years with

Q1 2025 roughly in line with the prior year’s run-rate.
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Quarterly net revenues for Weibo, Q1 2023 — Q1 2025. Weibo’s revenue has
remained in the ~$400-460M range per quarter, with Q1 2025 flat YoY(constant
currency +1%). A seasonal peak is visible in Q4 each year due to higher advertising

spend.

Importantly, operating profitability has improved despite top-line stagnation. In QI
2025, Weibo achieved a 33% non-GAAP operating margin, with operating income
of $129.5M. Cost efficiencies and expense control helped boost margins compared to
a year ago. Net income (non-GAAP) attributable to Weibo was $119.5 million in Q1,
up 12% YoY. On a per-share basis, EPS for Q1 2025 was $0.45, which beat analyst
consensus of $0.38 and was higher than $0.41 in the same quarter last year.
Management noted that improved operating efficiency and higher interest income
contributed to the earnings growth. For context, Weibo’s Q4 2024 GAAP net income
was an anomaly (only $8.9M due to one-time factors), but on an adjusted basis the
company has remained consistently profitable. Weibo also continues to generate
healthy cash flow, with Q1 2025 operating cash flow of $113.2M and a strong cash

buffer of ~$2.08B in cash and short-term investments on hand.

YoY vs QoQ Comparison: Year-on-year, Weibo’s H1 2025 financial performance is
relatively steady. Revenues are roughly flat compared to H1 2024 (which had slight
declines in early 2024), indicating that the company has maintained its sales level
despite macroeconomic and competitive pressures. Advertising revenue in Q1 was
$339.1M (flat YoY) and value-added services $57.7M (+2% YoY), showing stable
core advertising business. Profitability metrics improved YoY as discussed (net
income +12% YoY in Q1). On a quarter-on-quarter basis, Q1 2025 saw the typical
seasonal drop in advertising revenue from Q4’s highs, but notably Weibo’s Q1 2025
non-GAAP net income was higher than Q4 2024’s (which was $106.6M), reflecting

margin improvements even on lower sequential revenue. Management has guided that
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Q2 2025 is expected to show a similar pattern of stable revenue year-on-year. In other
words, Weibo anticipates flat to low-single-digit YoY revenue change in Q2 as well,
with strength in certain ad categories offsetting weaknesses in others (discussed more
below). Overall, the first half of 2025 is shaping up to be one of steady revenues and

gradually improving operating profits for Weibo.

User Metrics and Engagement Trends

Monthly Active Users (MAUs) and Daily Active Users (DAUs): Weibo’s user base
has reached an all-time high, albeit growing at a very slow pace. In March 2025,
MAUs stood at 591 million and DAUs at 261 million. This represents a modest
increase of about +3 million MAUs and +6 million DAUs year-on-year
(approximately +0.5% YoY for MAUs). In other words, user growth is essentially flat,
indicating that Weibo has largely saturated its addressable audience in China. The
DAU/MAU ratio remains healthy around 44% (261/591), suggesting that nearly half
of monthly users use Weibo daily — a sign of steady engagement from the active user
cohort. Management has described engagement as strong among the core user base,
with the platform focusing on retaining “high-quality users” rather than aggressively
expanding user counts. Notably, Weibo’s user strategy in 2024 was adjusted to
prioritize quality and engagement over pure volume, which likely contributed to the

plateau in total MAUES.

Usage Patterns: The time spent and activity on Weibo reflect its role as a quick
information and social feed. Users spend an average of about 30—45 minutes per day
on Weibo, using the platform to stay updated on news, trending discussions, and
celebrity content. This engagement level is solid, though significantly lower than the

time spent on video-centric platforms (Douyin users, for example, average ~88
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minutes/day). Weibo’s content is centered on public posts (“weibos”), trending
hashtags, and interaction with influencers (KOLs), which drives users to check the

app frequently for real-time updates.

Demographic Insights: Weibo’s user demographics skew toward a younger
audience in urban areas. A majority of Weibo users are between 18-30 years old.
(In fact, around 56% of users are male and 44% female, and roughly two-thirds of
users are under 31.) The platform is especially popular in China’s tier-1 and tier-2
cities, although it has been gradually gaining traction in lower-tier cities as well.
Weibo’s open social format — where any user can follow and comment on any other
user’s posts — makes it a hub for nationwide conversations, trending news, and pop
culture, which appeals broadly across demographics. That said, short-video
platforms have captured much of Gen-Z’s attention, so Weibo’s most active user
groups tend to include slightly older millennials, white-collar professionals, media
and entertainment fans, and those who use it as a news source. The gender split on
Weibo is fairly even (roughly 50/50), unlike some niche networks (e.g. Xiaohongshu

skews heavily female).

Engagement Trends: Engagement on Weibo remains solid among active users,
evidenced by the stable DAU/MAU ratio and the platform’s role as a go-to source for
real-time updates. Weibo’s management highlighted that user engagement got a boost
from product improvements such as an Al-enhanced search function (“DeepSeek™),
which has attracted over 30 million MAUSs to use Weibo’s search feature. Features
like trending topic lists, live interactions during big events, and celebrity Q&As
continue to drive spikes in engagement. However, Weibo faces intense competition
for user time from the short-video craze — an issue explored in the next section. The
company’s focus on high-quality content and verticals (like sports, entertainment,
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local city feeds, etc.) is aimed at keeping users engaged within the Weibo ecosystem

rather than drifting entirely to newer platforms.

Competitive Landscape: Weibo vs. China’s

Social/Content Platforms

Weibo operates in a highly competitive Chinese social media landscape, facing
formidable rivals in user attention and advertising. Major platforms include Douyin
(TikTok’s Chinese version), Kuaishou, Xiaohongshu (RED), and Bilibili. Each
offers distinct content formats and monetization models, and understanding their

trajectories provides context for Weibo’s position.

MAé(J)% of Major Chinese Social/Content Platforms (millions)
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Monthly active users (MAUs) of major Chinese social/content platforms. Short-video
apps Douyin and Kuaishou have surpassed Weibo in scale, with ~730M and ~600M
MAUs respectively, versus Weibo’s ~591M. Xiaohongshu (“RED”) and Bilibili have
smaller niches (260M and 330M MAUs) but highly engaged communities.
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User Base and Growth:/n terms of sheer user scale, Weibo (~591M MAUSs) now
significantly trails Douyin, which boasts over 730 million MAUs in China. Douyin
has experienced explosive growth over the past five years, riding the wave of
short-form video’s popularity — it continues to grow, though the pace is naturally
slowing as it nears saturation of China’s internet population. Kuaishou, another
short-video platform, has a comparable user base to Weibo at around 600 million
MAUsand is particularly strong in China’s lower-tier cities and rural areas.
Kuaishou’s user growth has also been robust, fueled by its community-oriented video
sharing and live streaming ecosystem. By contrast, Weibo’s user growth has
plateaued (low single-digit YoY increases) as the platform is more mature and has
faced competitive substitution for casual entertainment use. Weibo’s net add of +3M
MAUSs YoY pales next to the tens of millions of new users that short-video apps were

adding annually in recent years.

That said, Weibo remains one of the largest social platforms in China — its S91M
MAUs exceed the user counts of niche networks like Xiaohongshu (RED) (260M
MAUs) and Bilibili (330M MAUSs). Xiaohongshu and Bilibili cater to specialized
audiences (Xiaohongshu to young women interested in lifestyle and shopping, Bilibili
to younger Gen-Z users and enthusiasts of anime/gaming/youth culture). Those
platforms are growing from smaller bases (for example, Bilibili’s MAUs are up ~20%
YoY to 330M), but they remain niche compared to Weibo’s broad reach. Weibo’s
advantage is its ubiquity: it’s used across different demographics for news, public
discourse, and following influencers, whereas a platform like Bilibili is almost

entirely youth-centric.

Content Strategy Differences: Each platform has a distinct content format and user

proposition:
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Weibo is often called China’s Twitter, though it blends elements of Twitter and
Facebook. Its content is dominated by short text posts (up to 140 Chinese
characters) often accompanied by images or video links, and a focus on trending
hashtags and public conversations. Weibo excels in real-time news
dissemination, celebrity and influencer posts, and as a public square for
discussion. Users follow accounts of interest (celebrities, brands, media outlets,
etc.) and interact via comments and reposts. Weibo has been incorporating more
rich media over time (short videos, live streams via partners, etc.), but its core
remains text-and-image microblogs. Content discovery on Weibo is partially
algorithmic (e.g. in the Discover tab) but still heavily driven by trending topics

and social follow relationships.

Douyin (TikTok China) is a pure short-video platform driven by a powerful
content recommendation algorithm. Douyin’s content strategy is to show an
endless feed of algorithm-selected videos (15 seconds to a few minutes long)
tailored to user preferences. This highly addictive format has made Douyin the
dominant entertainment app. Douyin’s content spans dancing, comedy skits,
cooking, travel, product recommendations, live streams — an all-encompassing
visual ecosystem. Around 80% of Douyin’s users are under 35, and it’s
particularly popular for its viral challenges and influencer commerce. Douyin’s
parent ByteDance continuously refines the algorithm to maximize user time spent
(88 minutes/day on average). In short, Douyin offers fast-paced, full-screen
video content versus Weibo’s static feed — a fundamentally different user

experience.

Kuaishou is also a short-video platform, but with a more community-driven
approach. Content on Kuaishou often features personal vlogs, everyday life clips,
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and a strong live-streaming culture where creators interact closely with fans.
Kuaishou is known for resonating in lower-tier cities; its content and user base
skew slightly more rural and older than Douyin (a large portion of Kuaishou users
are 25-45 years old). While Douyin is very algorithm-centric, Kuaishou
emphasizes social connections (followers and friends), creating a somewhat more
intimate community feel. Both Douyin and Kuaishou have made deep forays into

e-commerce via short-video product showcases and live shopping.

Xiaohongshu (RED) is often described as a blend of Instagram and Pinterest with
a dash of Yelp. Its content centers on user-generated product reviews, shopping
tips, travel and lifestyle posts, primarily image and text, with increasing short
video content as well. The platform’s user base is ~70% women aged 18-35, and
the content skews toward beauty, fashion, food, and travel — often with an
aspirational, glossy feel. Xiaohongshu’s strategy is to foster authentic
recommendations; users share posts about products or experiences, and others
save them to “wish lists.” This gives it strong influence in driving purchase
decisions (many users discover new brands or items on RED). It’s less about
real-time news or broad social discussion, and more about discovery of products

and trends in a community of trust.

Bilibili started as a niche video site for animation and gaming, and still has that
DNA. Its content strategy is to build communities around video creators and
topics (anime, gaming, tech, vlogs, educational content, etc.). Bilibili offers longer
videos and series, and features like “bullet chats™ (user comments that fly across
the screen during video playback) that create a communal viewing experience.
Over 86% of Bilibili’s users are under 35 — it’s the platform of China’s Gen Z.
Bilibili is expanding into live streaming and licensed content (e.g. esports
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broadcasts, documentaries) to increase engagement. Its strategy revolves around
deepening engagement rather than maximizing breadth — time spent per user is

high, though its MAU is smaller than Weibo’s.

Monetization and Advertising: Each platform has leveraged its format to monetize

differently:

Weibo primarily monetizes through advertising — promoted posts in the feed,
search and trending topic ads, and partnerships with influencers (brands pay KOLs
on Weibo for sponsored content, of which Weibo often gets a cut or sees
increased ad spend). In Q1 2025, advertising & marketing made up ~$339M of its
$397M revenue (85%+). The remainder comes from value-added services (e.g.
Weibo VIP memberships, live streaming tipping, and minor gaming or
e-commerce integrations). Weibo’s ad business benefits from its status as a public
forum — advertisers often use Weibo for brand campaigns, trending hashtag
sponsorships, and social buzz marketing (for example, movie studios promoting a
new film via trending topics). However, ad revenue growth has been challenged
lately — it was flat YoY in Q1 — due to competition and a broader shift of ad
budgets into short video and e-commerce platforms. Weibo’s cost-per-ad
impression has faced pressure as user time shifts elsewhere, though the platform

still commands a unique audience for newsy or celebrity-centric campaigns.

Douyin has become a massive ad business and more. Its revenue comes from
in-feed video ads (brands create short ads that appear between user videos), splash
ads (on app open), and increasingly e-commerce commissions. Douyin
seamlessly integrates shopping: influencers and brands can sell products via

videos and live streams, with ByteDance taking a cut. This “content-driven
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commerce” is a huge differentiator — in 2022 Douyin’s e-commerce GMV (gross
merchandise volume) was in the hundreds of billions of RMB. Douyin’s ad
revenue grew sharply and by 2024 had likely overtaken incumbents; ByteDance’s
China ad revenues (mostly from Douyin) were estimated around $30B+ annually,
dwarfing Weibo’s ~$1.7B. In essence, Douyin offers advertisers high engagement
video formats and direct sales conversion opportunities — very attractive to
consumer brands. The challenge for Weibo is that many advertisers, especially in
fashion, beauty, and FMCG, now prioritize Douyin/Kuaishou for their big
campaigns, using their rich formats and influencers to drive sales, whereas Weibo

might be used more for brand messaging and PR-type outreach.

Kuaishou monetizes via ads, live streaming, and e-commerce as well. It
generates substantial revenue from virtual gifting in live streams (fans buying
virtual items for streamers, with Kuaishou splitting the revenue). Advertising on
Kuaishou is also significant — typically short video ads and sponsor integrations
similar to Douyin. As of Q1 2024, Kuaishou’s total revenue was growing ~17%
YoY (to RMB 29.4B for the quarter), indicating strong advertiser demand. Brands
targeting consumers in lower-tier cities often choose Kuaishou as a key channel,
as its user base is more representative of those regions. Kuaishou’s
content-community approach means influencers (KOLs/KOCs) have tight-knit
follower groups, which can be lucrative for social commerce and repeat

purchases.

Xiaohongshu (RED) monetizes mainly through native advertising and
content-commerce. Given its focus on product discovery, brands work with
Xiaohongshu influencers to place sponsored content (e.g. a makeup brand
sponsoring top users to review a new lipstick). Xiaohongshu also has an

10
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integrated shopping feature — users can click on product links in posts to buy
items (often fulfilled via Alibaba or JD.com partnerships). While smaller in
revenue than the giants, RED’s value to luxury and beauty brands is high due to
its affluent, trend-conscious user base. Advertising on RED grew as the platform

became a key touchpoint for Chinese millennials’ purchase decisions.

Bilibili has a diversified but still developing monetization. It earns revenue from
ads (though historically it was cautious with ads to not alienate users), premium
memberships (users pay for ad-free viewing and exclusive content), live
streaming (with virtual gifting like Kuaishou), and mobile games (Bilibili
operates or invests in games, and gaming used to contribute a significant chunk of
revenue). Bilibili’s community often has higher ad tolerance for relevant ads (e.g.
gaming hardware on gaming videos) but the platform is still on a path to
profitability and has been investing heavily in growth. Its monetization per user
lags far behind Douyin’s; nonetheless, its highly engaged niche is attractive for

certain advertisers (anime, gaming, education, etc.).

Competitive Positioning: Despite the differences, these platforms are all competing

for overlapping advertising budgets and user attention. Weibo’s key strength is its

role as a public social media and news platform. It remains the primary place where

Chinese netizens follow official announcements, entertainment gossip, and societal

discussions in real time (for example, trending topics on Weibo often drive news

headlines). This gives Weibo a niche that short-video apps don’t directly fulfill —

public discourse and information sharing, especially via text. For instance,

government agencies, media outlets, and celebrities maintain Weibo accounts to make

official posts and interact with the public, something not as prevalent on Douyin or

Kuaishou which are more entertainment-focused. Weibo leverages this by offering ad
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opportunities around trending topics and events (e.g. sponsored hashtags during the

Olympics or a popular TV show premiere).

However, competitive challenges are significant. Short-video platforms have
siphoned off a lot of casual content consumption. An everyday user might spend an
hour on Douyin for entertainment and only a few minutes on Weibo for news,
whereas five years ago they might have spent much more time scrolling Weibo’s feed.
Advertisers have followed the eyeballs, leading to flat ad revenue for Weibo even as
China’s overall digital ad market grows — implying lost market share. Weibo’s
management and industry observers have questioned whether Weibo will be “crushed”
by Douyin and Kuaishou; so far the answer is no — Weibo’s revenue and profit have
remained stable, not collapsing. The platform has a entrenched position and loyal user
base for its specific use cases. Weibo is unlikely to re-attain high growth, but it

appears to be sustaining its niche alongside the short-video giants.

Management Commentary and Strategic Initiatives

Weibo’s management has provided insight into strategy and outlook during recent
earnings calls. Key takeaways from the H1 2025 management commentary

include:

Advertising Trends and Sector Performance: The advertising environment for
Weibo in early 2025 is mixed, with growth in some sectors offset by weakness in
others. Management noted that advertising related to seasonal events like Chinese
New Year (Spring Festival) showed double-digit growth year-on-year, helped
by a notable increase in the number of advertisers participating in holiday
campaigns. Categories such as e-commerce, automotive, and consumer

electronics have been areas of strength, especially heading into Q2 2025 where
12
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government subsidies in autos and handsets are spurring marketing spend. On the
other hand, certain sectors are dragging on ad growth: the online gaming sector
saw a significant YoY decline in ad spend on Weibo, as major game companies
(e.g. Tencent, NetEase) reduced budgets amid fewer new game launches. The
beauty and personal care segment also experienced a narrow decline, and the
smartphone handset sector’s ads dipped in QI due to some product launch
cycles shifting (though this may recover in Q2 with new phone releases). Overall,
total advertising revenue was flat in Q1 — a sign that gains in certain verticals (like
retail and FMCG around the holiday, and travel post-COVID reopening) balanced
out the declines in others. For Q2, CEO Gaofei Wang indicated that Weibo
expects ad demand to remain similar to Q1’s pattern, with anticipated strength
in automotive, 3C electronics, and healthcare, while gaming is likely to
remain soft. This guidance suggests another quarter of roughly flat revenue YoY,

which the company is planning around.

Product Strategy and Roadmap: Management emphasized a strategic focus on
reinforcing Weibo’s core differentiators — particularly content and community in
key verticals — and integrating Al technology to enhance user experience. CEO
Gaofei Wang highlighted that in 2024 Weibo “further optimized [its] content
ecosystem through reinforcement of [its] core areas of strength, investment
into vertical content, and construction of [an] Al-empowered content
ecosystem.” In practice, this means Weibo is doubling down on popular content
categories (like entertainment, sports, finance, and local news) by engaging
creators and curating high-quality posts in those domains. For example, Weibo
has invested in features for vertical communities (such as topic channels or fan
clubs for pop idols) to deepen user engagement in those areas. On the product
roadmap, a major initiative has been the integration of AI in search and

recommendation. Weibo implemented a new Al-powered search engine called

13
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“DeepSeek”, which vastly improved the relevance of search results on the
platform. As a result, search MAUs surpassed 30 million, and user engagement
via search increased significantly. This is important because many users come to
Weibo to find the latest on trending stories — a good search function keeps them
within Weibo rather than going to Baidu or elsewhere. The CEO noted, however,
that Weibo does not plan to spin off search as an independent product; rather, it is
a feature to bolster Weibo’s overall competitive edge in aggregating news and

content.

Weibo is also focusing on new advertising products and formats.
Management mentioned efforts to capitalize on content-based marketing
opportunities, such as branded content around hot topics and events. They are
working on better performance ad offerings as well — meaning improving the
targeting and ROI of ads so that advertisers see stronger click-through and
conversion. An interesting point from the call: Weibo’s use of Al in
advertising (for ad placement and targeting) has started to show results, with
click-through rates improving about 10% due to Al optimizations. However,
Wang admitted the overall impact on ad revenue from these Al enhancements
is still limited — only single-digit percentage uplifts so far. Nonetheless, Weibo
plans to continue investing in Al-driven ad tech (for example, using machine
learning to better match ads with user interests and to create more engaging ad

units).

On the product innovation front, Weibo is somewhat constrained by its
identity — it can’t fully pivot to video like Douyin without losing its unique
proposition. But it has introduced more short videos and live streams in the
feed, often via cooperation with partners (e.g. Sina Sports live streams events

14
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on Weibo). The company is also leveraging its partnership with Alibaba (an
investor in Weibo) to integrate more e-commerce features subtly, such as
shopping links in posts for celebrity-endorsed products. These are incremental
improvements aimed at boosting user time spent and diversifying revenue (e.g.

a small commission from referred sales).

Al Strategy: Apart from the aforementioned Al in search and ads, Weibo’s
management has spoken about Al in content moderation and feed personalization.
As the discussion of generative Al grows in China (with many tech companies
launching Al chatbot projects in 2023-2024), Weibo will likely use Al to help
moderate content (critical in China’s regulated environment) and possibly to
auto-generate some content summaries or assist creators. While Weibo hasn’t
announced a flagship generative Al product (unlike Baidu’s Ernie bot or
Alibaba’s Tongyi models), it is certainly applying Al under the hood. The
emphasis from management is that Al is being used to enhance user experience
rather than as a standalone product — e.g., making sure users see relevant
trending topics, improving the recommendation of accounts to follow, filtering
spam/bot accounts, etc. These efforts are meant to strengthen Weibo’s core
platform so it can retain its existing users by providing a better, more personalized

feed amid fierce competition.

Management Tone and Outlook: The overall tone from Weibo’s leadership is
cautiously optimistic. They note that Weibo has maintained stable revenue and a
solid profit margin even in a challenging ad market. The company’s operating
efficiency has improved — for instance, expenses were well-controlled in 2024,
and a one-time dividend was paid out (more on that shortly) indicating confidence
in cash flows. Weibo’s CEO did acknowledge the competitive pressure from
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Douyin/Kuaishou but pointed out that Weibo’s user community and social
graph are unique assets that continue to generate value. The strategy is to
leverage Weibo’s strengths — public social discussions, media presence, and
influencer communities — while borrowing certain successful tactics (like
short video integration and Al recommendations) to stay relevant. Weibo
does not expect a return to double-digit growth in the immediate future, but
management is focused on sustaining its current user base and monetization, and

finding pockets of growth in new content verticals or ad products.

In summary, Weibo’s management is steering the company as a stable,
cash-generative business that still plays an important (if somewhat reduced) role in
China’s social media ecosystem. Key initiatives around Al and content focus are
aimed at shoring up engagement and advertiser ROI, which they hope will allow

Weibo to hold its ground against larger rivals.

Stock Performance and Valuation

Stock Price Performance: Weibo’s stock has underperformed significantly in recent
years, but has shown some stabilization in 2023-2025. At the end of May 2025, WB
shares trade around $9-10, which is roughly +10% year-to-date (the stock began
2025 in the low $8s and has risen after the Q1 earnings beat). This modest uptick in
HI1 2025 reflects investor relief at Weibo’s steady results and perhaps improved
sentiment toward Chinese tech stocks as a whole. However, zooming out, Weibo’s
longer-term stock trend is decidedly negative. The stock is down about —63% over
the last five years. In fact, Weibo hit an all-time high above $100 per share in 2018

during the peak of China’s tech boom, and has since steadily declined to single digits
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— a stark drop of ~90% from the peak. The chart below illustrates this trajectory,

showing year-end prices from 2020 through mid-2025 for context.
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Weibo ADR stock price trend, 2020 to 2025 (year-end prices, with May 2025 as the
latest data point). The share price has fallen from ~$31 at 2020’s end to around $9 in
2025 amid slowing growth and competitive pressures. Despite a small rebound in
20232025, Weibo'’s stock remains far below its 2018 highs (over $100), reflecting

investors’ tempered expectations.

The prolonged slump in Weibo’s market value is tied to concerns about its growth
prospects in the face of competition and past regulatory headwinds in China’s internet
sector. Over 2021-2022, Chinese tech stocks were hurt by regulatory crackdowns and
a slowing economy; Weibo was no exception, and its declining user growth plus a
revenue dip in 2022 (-19% YoY amid COVID and ad weakness) exacerbated the
stock’s decline. By end of 2022, WB was in the mid-teens, and it dropped further to

the high-single-digits in 2023 as overall ad spend remained soft. The current stock
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price in the ~$9 range implies that investors are valuing Weibo as a low-growth, but

cash-generating, entity.

Valuation Multiples: Weibo’s stock now trades at very low valuation multiples
relative to historical levels and to global social media peers. At $9—10 per share,
Weibo’s market capitalization is about $2.2-2.3 billion. With trailing twelve-month
net income roughly $370M (for full-year 2024) and expected ~$300M+ in 2025, the
price-to-earnings (P/E) ratio is in the mid single-digits. Indeed, as of May 23, 2025,
Weibo’s trailing P/E was about 5.8 — an exceedingly low figure that signals a heavily
discounted stock. This low P/E partly reflects one-off boosts to earnings (2024’s net
profit was higher due to cost cuts and some non-operating income), but even on a
forward basis the P/E is under 7x. By comparison, many U.S. and Chinese social
media stocks trade at much higher multiples (when profitable) because they have
growth; Weibo’s multiple indicates the market is pricing in very little growth or even

potential declines in the future.

Weibo’s price-to-sales (P/S) ratio is also low at around 1.2-1.3x trailing revenue.
With annual sales of ~$1.75B and a $2.3B market cap, the P/S ~1.3x is a fraction of
the multiples seen for faster-growing peers (for instance, Kuaishou trades closer to
~2x sales and isn’t consistently profitable; Bilibili trades at ~3—4x sales despite losses,
reflecting growth hopes). Weibo’s cheap valuation suggests that investors are
skeptical about its ability to reignite growth. The stock is valued more like a “cash
cow” — a stable, slow or no-growth business that can return cash to shareholders —

rather than a growth stock.
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In fact, Weibo has started to act like a cash-return play. The company initiated an
annual dividend in 2023 and continued it in 2024 and 2025. In April 2025, Weibo
paid a $0.80 per share dividend, equivalent to an 8.7% yield at the current stock
price. This is a very high yield, underscoring both the stock’s depressed price and
management’s confidence in its cash flows. The dividend policy (annual payout of
around $200M in total) is sustainable given Weibo’s ~$300M+ yearly free cash flow,
and it provides some support to the stock — income-focused investors may find value
in a near-9% yielding tech stock. However, such a high yield also indicates the market
is not assigning much growth value to Weibo; it’s treating it almost like a declining
utility. Weibo’s balance sheet is strong (over $2B in cash, minimal debt), so it can
afford dividends and buybacks (the company has done buybacks in the past when the
stock was higher). Still, for capital appreciation, investors likely need to see evidence

of renewed growth or a strategy that can unlock higher earnings.

Investor Sentiment: Sentiment around Weibo stock is cautiously neutral to bearish.
Many investors recognize Weibo’s franchise value — it’s effectively the default
public social network in China, which is hard to completely replace — and the fact
that it’s profitable and very inexpensive by fundamentals. This has led some
value-oriented funds to hold Weibo as a potential turnaround or privatization
candidate. Notably, Alibaba and Sina (Weibo’s parent) had in the past contemplated
taking Weibo private when the valuation was higher; now at these low prices, there is
always speculation that a major shareholder or consortium could buy out remaining
shares on the cheap. However, absent corporate actions, mainstream investor interest
in Weibo is limited due to the lack of growth. Analysts’ price targets reflect modest
expectations: the 12-month consensus target is around $9.75 (close to the current
price) with a high target of $12, suggesting limited upside envisioned by the few

analysts still covering the name.

19



BROAD

Investment & Securities LLC

Recent earnings have helped sentiment slightly — for example, the Q1 2025 beat (EPS
$0.45 vs $0.38 est) led to a jump in the stock price and some relief that Weibo’s ad
business is not deteriorating further. But the stock remains, in market parlance, a
“show me story.” Investors will need to see either a return to revenue growth (even
low single digits) or a clear strategic pivot that could unlock new monetization
(perhaps deeper e-commerce integration or a successful video feature) to reward

Weibo with a higher valuation multiple.

Another overhang on sentiment is the competitive risk — if Douyin or others
encroach further on Weibo’s territory (for instance, if Douyin were to integrate more
news content and social features, or if regulatory changes hurt Weibo more than
peers), Weibo could see erosion of its user engagement. So far, Weibo has proven
resilient in its niche, but the market likely prices in a scenario where Weibo could
slowly decline if it fails to keep younger users or if advertisers migrate budgets en
masse to other platforms. The relatively low P/E of ~6 also might imply concerns

about earnings possibly shrinking in the future if ad pricing weakens.

On the positive side, Weibo’s low valuation and high dividend yield provide a margin
of safety. The company’s return on equity is around 11% and it has remained solidly
profitable through the cycles, which is more than can be said for some high-flying
peers that burn cash. If China’s economy improves and advertising growth resumes
industry-wide, Weibo could benefit from a rising tide and surprise to the upside given
its lean cost base. Additionally, any strategic actions (e.g. a buyout by Alibaba or
another investor) could quickly re-rate the stock closer to peers. These factors keep

some contrarians interested.
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Conclusion — Investment Outlook: Weibo in H1 2025 can be characterized as a
stable but slow-growth company that is managing to hold its financial ground in a
challenging competitive landscape. The first half of 2025 saw essentially flat revenues
but improving margins, healthy user engagement within a flat user base, and
management taking steps to enhance the platform’s appeal via Al and content tweaks.
Weibo is leveraging its entrenched position as the go-to public social platform for
news and trending topics in China, even as short-video rivals dominate the overall
social media zeitgeist. For investors, Weibo represents a value play — it trades at low
earnings multiples and offers a high dividend yield, reflecting low market
expectations. Upside potential would hinge on the company re-accelerating growth
(even modestly) or unlocking new monetization streams, which, given the competitive
pressures, will be challenging but not impossible (for instance, better monetization of
its trending topics or a successful push into social commerce could move the needle).
In the meantime, investors are paid to wait via dividends. The stock’s performance in
the first half of 2025 — a slight gain — mirrors the company’s solid-if-unspectacular
results. Going forward, the key areas to watch will be whether Weibo can reignite
advertising growth (perhaps via Al-driven improvements or capturing spend from
recovering sectors), and whether user engagement can be maintained or grown
through product innovation. If Weibo can demonstrate resilience and even
low-single-digit growth in a revival of China’s ad market, there is room for a re-rating
of the stock from its currently depressed valuation. Absent that, Weibo is likely to
remain a value/dividend story — a stable, profitable social media company content to

slowly milk its niche in the Chinese internet landscape.

21



	Weibo Corporation (NASDAQ: WB) – H1 2025 Performan
	Financial Performance in H1 2025
	User Metrics and Engagement Trends
	Competitive Landscape: Weibo vs. China’s Social/Co
	Management Commentary and Strategic Initiatives
	Stock Performance and Valuation


