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NetEase Cloud Music Inc. First Half 2026 Earnings Conference Call 

7:00 PM Hong Kong Time, August 20, 2026 

Hello everyone, and welcome to our first half 2026 earnings conference call. 

We began 2026 by further strengthening our core online music business, focusing on exceptional user experiences, 

our distinctive content ecosystem and vibrant community engagement – all to support healthy, steady growth. We 

continued to diversify our content offerings, improve personalised recommendations, innovate audio-visual features, 

enhance the platform's visual design and emotional appeal and boost community engagement, while enriching our 

membership benefits. As a result, our platform continues to be widely recognised by music enthusiasts, and user 

engagement and platform loyalty continue to improve. This, in turn, reinforces NetEase Cloud Music’s distinctive 

community ecosystem and the perception of our brand, underscoring the platform's inherent value and long-term 

sustainable growth potential. 

During the first half of the year, improvements to user experience, combined with strong brand perception, drove 

higher user engagement on the platform and thus a larger daily active user base. Our DAU/MAU ratio remained 

above 30%, increasing both year-over-year and sequentially. The daily music listening time on our mobile app 

continued to climb, and the penetration rate of both community consumption and interaction also grew meaningfully. 

In particular, our growing membership base delivered higher retention and renewal rates year-over-year and 

sequentially, another sign of users’ deepening sense of belonging and loyalty to the platform. We remain focused on 

serving young music lovers by offering distinctive original content, unique aesthetics and emotional experiences that 

drive strong word-of-mouth. We are also pursuing cross-device and multi-scenario strategies such as collaborating 

with multiple NetEase games, and strengthening our brand presence on campuses to keep attracting and engaging 

younger audiences. 

Within our content ecosystem, we have built a diverse and differentiated music library by expanding licensed 

music content and supporting original music. Since early 2026, we have successfully renewed partnerships with 

major record labels, such as Universal and Warner. We also continued to bring in content from Korean music labels, 

expanded our library of Chinese copyrights, added original OSTs and variety-show content, and grew our catalogue 

in signature genres. For example, original artist Gareth.T (汤令⼭)’s new song “Glass (《玻璃》)” achieved 

industry-leading play counts on NetEase Cloud Music, reflecting our users’ discerning taste for our signature genres. 

At the same time, we have deepened our collaboration with copyright holders to optimise content distribution and 

create mutual value. Multiple artist-focused campaigns, spanning both online and offline, have also drawn 

enthusiastic engagement and recognition from fans. We remain committed to promoting original Chinese music, 

with recent in-house releases such as "12.31" earning widespread acclaim. We are also actively expanding the 

ecosystem and collaboration models for original music creators to produce a growing body of premium musical 

works. 
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From a product perspective, we prioritise user needs, pushing for continuous innovation in how people discover 

and enjoy music, while driving community engagement. Since early 2026, the NetEase Cloud Music App has been 

refining its new homepage framework. We further upgraded Climber, our self-developed AI-powered generative 

recommendation model, and rolled out new features, like “AI-inspired Playlists (AI灵感歌单),” to match a broader 

range of music discovery and consumption preferences. On the audio-visual front, we introduced several new player 

interfaces to increase user adoption, including the "Diamond" Player style （“钻石”播放器样式）, and also added 

an MV playback entry on the vinyl player page to deliver superior music enjoyment. Within the community, we 

enriched interactive scenarios by upgrading the “Listen Together (⼀起听)” feature, launching voice comments and 

optimising the text-and-image community ecosystem, so as to encourages deeper user engagement and interaction. 

We also remained focused on our music-centric monetisation capabilities. In the first half of 2026, our 

membership subscription revenue continued to grow steadily, driven by growth in our subscriber base. During the 

period, we refined our membership-exclusive benefits built around content, features and dress-up privileges, as well 

as artist-related benefits, including “External Speaker Playback Effects (外放⾳效),” “AI Emotion Tuner (AI情绪

调⾳师),” “AI Pet Players (AI宠物播放器),” “AIGC Personal Profile Background (AIGC个⼈主⻚背景),” IP-

themed customisation and blind-box gameplay, “Lyric Stamps (歌词邮票),” and more. Beyond high-quality content, 

we deliver distinctive emotional experiences and innovative engagement to our users. These efforts have not only 

strengthened users' willingness to pay for premium experiences but have also steadily improved membership 

retention, demonstrating the long-term commercial value of the NetEase Cloud Music platform and our users.  

Looking ahead, NetEase Cloud Music remains committed to its vision of sustainable, long-term development, and to 

strengthening the platform's intrinsic value. We will continue to prioritise the user experience as we build a 

differentiated content ecosystem and deliver unparalleled music experiences that consistently cultivate and nurture a 

high-quality, loyal user base. We place a strong emphasis on engaging and connecting with the younger generation. 

Through initiatives such as youth-oriented content creation, brand communications and cross-device integration, we 

aim to ignite their passion for music while nurturing their musical tastes and consumption habits. We believe these 

forward-looking, systematic strategies will further deepen the value of the connection between the NetEase Cloud 

Music platform and music enthusiasts and provide sustainable, stable momentum for the Company’s long-term, 

healthy development. 

With that overview, I'll now walk you through our content ecosystem, product innovation, brand building and 

commercialisation efforts in more detail. 

Starting with our differentiated content ecosystem. 

1. Looking first at our relationships with copyright holders, we maintained a disciplined and collaborative 

approach, deepening these partnerships in ways that create mutual value.  
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1) Since early 2026, we have continued to strengthen our licensed music catalogue by renewing our 

strategic partnerships with major record labels such as Universal, Warner and CJ ENM. We also added 

extensive Chinese content from partners like Forward Music, as well as popular K-Pop titles from DSP 

Media, among others. As a result, our library now features a wider selection of hit tracks from artists 

including Faye Wong (王菲), YOUNG POSSE, Lee Hyori and the emerging K-Pop group LNGSHOT. 

We have also actively expanded our OST offering by incorporating TVB’s Hong Kong drama 

soundtracks and introducing tracks from popular variety shows. 

 

2) Meanwhile, we continued to expand our music library with high-quality content in our signature 

genres, such as hip-hop and Western music. This includes adding new tracks from hip-hop artists such 

as BENZO (李⼤奔), Melo, Boss Shady (谢帝), and emerging artists including Echo, Chun (春) and 

BroFA. Notably, we held successful offline promotional events for BENZO’s new album “MODEL” 

and introduced artist IP-themed virtual decoration outfits, underscoring the platform’s strong standing 

among hip-hop fans. At the same time, we continue to deepen collaborations with popular Western artists, 

partnering closely with overseas musicians like Madilyn Bailey, DEMXNTIA and Emma Stevens, 

helping their standout tracks gain impressive traction on our platform. 

 

3) Turning to content distribution and commercialisation, we deepened our cooperation with music 

labels to create shared value. 

 
• Artist Gareth.T （汤令⼭）'s new song “Glass (《玻璃》)” surpassed 100 million cumulative plays 

on NetEase Cloud Music, an industry-leading result that reflects our users' strong appetite in genres 

popular with younger audiences, such as R&B. 

 

• For Western artists, we collaborated with Bruno Mars on an exclusive badge campaign tied to album 

listening, supported by offline fan events, which drove strong engagement and generated over 15 

million plays. We also ran a comprehensive online campaign around Kanye West’s album launch, 

achieving nearly 20 million total plays. 

 

4) We work closely with labels and artists to deliver artist-centric campaigns across both online and 

offline channels and effectively engage younger audiences. During the first half of 2026, we planned 

and executed a series of integrated online and offline events centred around the Mayday anniversary, 

Hua Chenyu’s birthday, Chris Lee’s concert tour, and BENZO’s new album release. We also introduced 

a ticketing partnership for MAMAMOO's 12th-anniversary tour, creating a distinctive purchasing 

experience that encouraged conversions to SVIP memberships. Additionally, we rolled out the 

innovative “Lyric Stamps (歌词邮票)” feature, introducing 16 themed sets across different contexts, and 
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also enhanced the “Listen Together with Artists （艺⼈⼀起听）” function, further strengthening the 

ways artists and fans connect and deepening their relationships. 

 

2. Beyond licensed content, we continued to strengthen our distinctive independent artist ecosystem. By the end 

of June 2026, more than 1.25 million independent artists had contributed over 7.3 million tracks to our platform, 

reflecting the creativity and vitality of our community. 

  

1) In terms of music creation, we remained committed to helping creators unlock their full potential.  

• Through deeper integration with NetEase Games IPs, we are connecting our original music ecosystem 

with gaming ecosystems. By combining artists’ creativity with resources from players and our 

promotional reach, we co-created several high-exposure, high-streaming hits, including the World Cup-

themed song “For the Next Goal (《为下⼀球》)” created by Wang Yitai (王以太), in collaboration 

with the mobile game eFootball (《实况⾜球》). We also launched the interactive live-streaming event 

featuring rapper Pharaoh paired with the game “Warcraft《魔兽》.”  
 

2) Meanwhile, we continue to invest in discovering and promoting artists and actively broadening their 

commercial reach. 

 

• We launched the new NetEase Cloud Music Original Music Campus Tour, kicking off in April at 

Nanjing Agricultural University, followed by a graduation season event in June at Guizhou Normal 

University. This gives original musicians and their works a direct path to reach student audiences on 

campus. 
 

• We also collaborate with brands and IPs to expand musicians' commercial exposure. 
 

- We partnered with the “HOPICO Music Awards,” propelling multiple musicians onto numerous 

collaborative stages. 

- Through the JD.com Special Collaboration Series, we co-created three cross-city, genre-diverse 

concerts featuring original artists like Jude Chiu (裘德) and Vanessa（⾦玟岐）. 

- We also provided custom or licensed songs for games including “Fantasy Westward Journey 

(《梦幻⻄游⼿游》),” “Identity V (《第五⼈格》)” and “Naraka: Bladepoint (《永劫⽆间》).” 

 

3) In addition, we are deepening our platform's original musician ecosystem. 

 

• The inaugural “Indie Original Music Awards(硬地原创⾳乐奖)” announced its winners, establishing 

itself as China's most influential honour for original Chinese music. 
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• The NetEase Musician 2026 "Honorary Milestone" officially announced its honourees, giving creators 

meaningful recognition for their artistic journeys and encouraging deeper engagement as they grow 

alongside our community. 

 
• We are delighted to see that Jude Chiu（裘德）, an original musician we partner with, recently 

received seven Golden Melody Award (⾦曲奖) nominations and won the Best Arranger award. 

 

3. We continued to develop and promote our differentiated in-house music, focusing on producing distinctive, 

high-quality original music content to enrich our content matrix. In the first half of 2026, our multiple in-house 

studios successfully produced and popularised numerous hit songs that gained traction both within our 

community and on external platforms, such as "12.31". 

 

4. In addition to music, we expanded our audio offerings to better serve our users’ diverse interests and listening 

needs. In the first half of 2026, we achieved a steady increase in average long-form audio listening time per user. 

 

1) First, our podcast offerings, which focus on music-themed audio content and cultural podcast IPs, 

introduced over 10 new podcast programs in the first half of 2026. We partnered with Shan Jixiang (单

霁翔) for his debut personal podcast, “100 Events in the Century of the Palace Museum (《故宫博物

院百年百事》).” We have also collaborated with musicians Li Runqi (李润祺) and Si Nan (司南), as 

well as well-known KOKIA, to produce music-themed podcasts. Additionally, we welcomed hosts Chen 

Xiaonan (陈晓楠) and Li Sisi (李思思), and author Liu Tong (刘同) to lead various podcast series. 

Furthermore, we launched a dedicated video podcast segment titled “Live Dialogues (对话现场),” 

featuring 13 high-quality video programs from labels such as “Midnightalks (⼤内密谈)” and Story FM. 

 

2) We also continue to expand our audiobook offerings. We added top-tier IP titles such as “Soul 

Land(《⽃罗⼤陆》 )” and “Yuan Shi Fa Ze (《元始法则》)” alongside bestsellers like Mo Yan’s new 

novel “ People! !（《⼈呐》）,” and the children’s story “Mao Ping An Ni Xi Chuan Qi (《猫平安逆

袭传奇》).” Our in-house audiobooks like “Ling Jing Xing Zhe (《灵境⾏者》)” also became new hits 

on our platform. In terms of content cooperation, we have established stable partnerships with major 

domestic copyright organisations, including Tomato Novel and COL Group, supporting the continued 

development of our high-quality audiobook offerings. 

 

Now, let us move to product innovation and community development. 
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Since the beginning of 2026, we have continued to deliver product innovations and feature upgrades, including a 

series of AI-powered experiences, effectively strengthening user stickiness and community engagement while 

enhancing the platform's overall value. More recently, we announced the full integration of DeepSeek-V4, further 

improving the experience across music listening and discovery, community interaction, creator services and a range 

of personalised use cases. 

 

1. First, we are committed to delivering the best possible music discovery and audio-visual experience. We 

continued to advance personalised recommendations and innovative features to make music discovery and 

listening more intuitive, personalised and engaging. 

 

1) We remain focused on delivering a more personalised and intuitive music discovery experience. First, 

we refined the new homepage layout within the NetEase Cloud Music App. The updated “Heartbeat page 

(⼼动⻚) ” now displays the reason behind each song recommendation, such as "new songs from artists 

you follow" or "genres you frequently listen to," helping users better understand the personalised 

suggestions. Second, we launched a generative AI search feature with seamless playback continuation, 

which shortens user pathways and improves content distribution efficiency. Third, powered by AI, we 

continued upgrading our self-developed generative recommendation model, Climber, and introduced 

innovative features. For example, AI-inspired Playlists (AI灵感歌单) allow users to quickly generate 

custom algorithmic playlists using both natural language prompts and a variety of high-quality templates, 

making it easier to discover music that matches diverse, individual tastes. 

 

2) We also continued to enhance the music consumption experience with innovative features designed to 

address a wider range of audio and visual preferences. First, we launched several new player interfaces to 

drive consumption, including the customisable "Diamond" Player style (“钻⽯”播放器样式), which has 

been highly praised and widely adopted. Second, we promoted the “Full-Screen Cover (全屏封⾯)” player 

on the Heartbeat page and added an MV playback entry on the vinyl player page, delivering a more 

immersive music-centric audio-visual experience. And third, we launched a series of AI-powered 

functions that create personalised emotional experiences unique to NetEase Cloud Music, such as “AI 

Emotion Tuner (AI情绪调⾳师),” which enhanced the user experience and drove conversion to paid 

memberships. 

 

2. Next, we focused on strengthening our distinctive and evolving music-centred community. During the first 

half of 2026, we continuously enriched a diverse range of interactive scenarios, significantly increasing both 

community consumption and interaction penetration rates on the platform. First, we upgraded the “Listen 

Together (⼀起听) ” function by introducing co-listening with virtual avatars and enhancing multi-user co-

listening features, further strengthening the unique experience of listening together and sharing music. Second, 
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we launched voice comments, adding consumption and interaction value to the comment section. Third, we 

continued refining the music-inspired image- and text-based community ecosystem, inspiring users to create, 

share and interact more actively, driving deeper engagement across the platform. 

 

Next, I'd like to review our progress in expanding music consumption scenarios and strengthening the NetEase 

Cloud Music brand. 

 

1. We remain committed to building a cross-device, all-scenario music consumption ecosystem, making NetEase 

Cloud Music an integral part of daily life, particularly for younger audiences. 

 

1) In the first half of 2026, we continued to expand and refine the unified IoT cross-device experience. In 

vehicles, we have expanded our coverage to include brands such as Chery, XPeng Robotaxi and FAW 

Jiefang. On smart TVs, we introduced the "Spring Festival Lucky Journey" immersive experience and 

optimised the homepage layout and remote-control interface. On smartwatches, we added new player 

designs and watch faces. For PCs, we improved the desktop distribution and recommendation experience, 

launching features like AI Tuning Master （AI调⾳⼤师）. 

 

2) In terms of game collaborations, we focused on core gaming scenarios within NetEase's gaming ecosystem 

to refine integration. These efforts extended NetEase Cloud Music’s brand into new touchpoints, created 

cross-scenario music experiences while strengthening brand awareness among more young users. Since 

early 2026, we have expanded music features across a variety of gameplay experiences, giving players 

more ways to access the music player in various game titles and in-game scenarios, such as the public map 

+ "Listen Together" mode in Identity V (《第五⼈格》), exclusive badges and PC music desktops in 

Minecraft （《我的世界》）, and innovative integrations in Sky （《光·遇》）such as collaborative 

headphones. Through these tailored collaborations, NetEase Cloud Music continues to strengthen its 

emotional connections and brand perception among younger users. 

 

2. In terms of brand-building efforts, building on NetEase Cloud Music’s unique music ecosystem, we have 

steadily expanded our reach and strengthened brand recognition.  

 

1) We foster word-of-mouth growth by crafting distinctive experiences that reinforce NetEase Cloud 

Music's emotional resonance with users. A recent example is our 13th-anniversary campaign, themed 

“Reconnecting with Yourself Through Music (在音乐里，和自己反复重逢).” The campaign featured 

platform-wide activities such as “Conversations Across Parallel Timelines,” “Fan Archives” and “13th 

Anniversary Fans Listening Together.” Together, these initiatives formed a cohesive content journey, from 

personal reflection to shared connection, strengthening the perception of NetEase Cloud Music as a warm, 

human-centred community. 
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2) Moreover, we continue to strengthen our influence among young users, particularly students. For example, 

we introduced the "Spark Program," a new student engagement initiative, and deepened our presence on 

campuses and student communities through both offline and online activities. These include the "Original 

Music Campus Tour," "Graduation Season Music Review Ice Cup," "College Entrance Exam Support 

Station," and the "Friendship Four-Layer Impression Interactive Test." These efforts consistently reinforce 

NetEase Cloud Music's core positioning as a music platform deeply favoured by young users. 

 

Finally, let’s look at our progress in commercialisation. We continued to build a high-stickiness music 

community of young users, who have demonstrated a strong willingness to pay. 

 

In the first half of 2026, healthy growth in both the scale and quality of our subscription-based members underscored 

the value of our platform and engaged user base. We continually enriched our premium content library and enhanced 

music distribution, while progressively improving audio quality and exploring innovative features and gameplay. By 

delivering distinctive music experiences and emotional connections, we strengthened members’ perceived value, 

effectively converting more listeners into loyal subscribers and further improving membership retention and renewal 

rates. In particular, we prioritised deepening our engagement with young music enthusiasts to cultivate lasting 

consumption habits. 

 

At the beginning of the year, we began rolling out a wide range of member-exclusive benefits spanning music 

functionality, customisation options and artist-related benefits. 

 

1. For music-focused features: 1) we continuously optimised users’ audio experience and expanded coverage 

across multiple devices, increasing feature penetration and extending premium audio experiences; 2) our 

innovative features also meaningfully lifted both the listening experience and paid conversions. Specifically, our 

innovative “AI Emotion Tuner & Emotional Player (AI 情绪调⾳师&情绪播放器)” leverages song tags, 

melodies, lyrics and other data combined with AI analysis to help users "see" the emotional essence of music, 

creating a unique and emotionally resonant audio-visual experience. In addition, the “External Speaker Playback 

Effects (外放⾳效)” feature supports multiple modes such as bathroom and bedtime listening, enabling high-

fidelity sound even when playing through external speakers. 

 

2. Regarding customisation features: 1) we drive paid conversions and consumption through broad IP 

collaborations and innovative features and gameplay. We launched a series of IP-themed players and skins, and 

introduced decoration blind boxes and decoration collection card gameplay, as well as the “Decoration Collection 

Hall (装扮收藏馆)”. These initiatives allow users to accumulate decoration assets and supports users’ interest in 

collecting, effectively increasing the frequency of decoration spending; 2) our new AI-powered customisation 

experiences have received excellent feedback, especially among younger audiences, further enhancing their 
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willingness to pay for unique experiences. A few examples are our AI Pet Player (AI 宠物播放器), where users 

upload pet photos, and AI generates personalised pet avatars, triggering specific interactive animations during 

actions like saving or switching songs. Our AIGC Personal Profile Background (AIGC 个⼈主⻚背景) generates 

customised profile background images based on their preferred music genres. 

 

3. At the same time, leveraging the NetEase Cloud Music ecosystem, we explored artist-related benefits, 

including the popular Lyric Stamps (歌词邮票) feature and artist IP decoration sets. Our newly launched Lyric 

Stamps (歌词邮票), in particular, reinforce NetEase Cloud’s distinct identity and “heartfelt” approach to 

commerce. By merging "dedication and payment," we achieve a win-win outcome, in both user word-of-mouth 

and platform commercial value. 

 

Overall, our commercialisation strategy remains firmly user-centric, with high-quality content and product 

experiences serving as the core driver, while continuing to cultivate the platform's intrinsic value to pursue a healthy, 

sustainable growth path. We believe this will continue to lay a solid foundation for achieving long-term monetisation 

and steadily unlocking greater platform value over time. 


