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In six charts 

Exhibit 1: Our key thesis in six charts 

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 

Source: Company data, Goldman Sachs Global Investment Research
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PM summary 

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. 

Already China’s largest advertising venue: Douyin (Private), China’s largest SFV platform with DAU/MAU double then

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.

SFV players have proven their success in driving proliferation of livestreaming shopping: We believe SFVn

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 reachn

21%/25%/30% by 2025E, implying GMV of Rmb5tn/6tn/7tn for livestreaming shopping by 2025E, from c. 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. We 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 (“全域兴趣电商” 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?

By category, apparel, cosmetics, food & beverages are typically the top three categories for livestream eCommerce, duen

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 c.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 Douyinn

upgrading its eCommerce strategy to universal interest eCommerce (“全域兴趣电商” 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: We 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?

The competition on time spent between Douyin, Kuaishou and Tencent remains intense, and we expect then

competitive landscape to remain intense with Douyin/Kuaishou/Tencent Video Account taking 50%/30%/20% of
timespent share by 2025E.

On Tencent Video Account, we see it is achieving critical mass with time spent equivalent to 80% of WeChat Moments’n

level, with c.500mn DAU (vs. >600mn/>300mn for Douyin/Kuaishou) and c.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 expect Tencent Video to grow and capture Rmb800bn in online sales in the livestreaming format byn

2025E, accounting for c.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. BABA’s 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.

n 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.

n 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.

n 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 r emains in the early stage. We will continue to monitor for further updates in the livestream eCommerce

space.
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Key risks to our sector view 
Faster-/slower-than-expected retail sales growth in China.n

Slower-than-expected online/livestreaming penetration once Covid normalizes and people resume daily offline activitiesn

with no control measures.

Emergence of other disruptive shopping formats, such as VR (Virtual Reality)/AR (Augmented Reality) shopping.n
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Exhibit 3: SFV vs. traditional eCommerce: From the lens of shoppers 

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? 
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… and we expect Kuaishou & Douyin together to capture 
c.22% market share by 2025E with high growth

Categories are quite different in terms of user engagement/experience level, 
margin profile, ASP, and return rate; penetration difficulty varies across 
categories

Implication on Category Penetration: We also observed difference in penetration and landscape of SFV players by different categories

User experience Gross margin ASP Return rate
High 50%+ Relatively low High
High 50%+ Relatively low Relatively low

Medium 15%+ Low Relatively low
Relatively high 20%+ Relatively high Relatively high

Book & videos Relatively low 20%+ Relatively low Relatively high
Automobile Relatively low 15%+ High Relatively low

Home decors Relatively low 30%+ High Relatively low
Local services Low 10%+ Medium Medium

Apparel
Cosmetics
Fresh food
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Others

Compared with 2021, we expect Kuaishou & Douyin to gain significant share and volume by 
2025, esp. in Apparel, Cosmetics, Pharma and Jewelry
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Pharm. & 
HealthcareJewelry

2021

2025E
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Douyin has already outgrown Kuaishou by a 
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Taobao 4% 0%

Tmall 8% 1%

JD 16% 10%

PDD 37% 16%

VIPS 2% -5%

Kuaishou 26%

Douyin 28%

Total 16% 9%

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
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We expect Electronics & Appliances to see high growth (4yr CAGR c.44%) and penetration increase (from c.4% to 
c.13%)
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Source: Feigua, Sandalwood Advisors, BurningData, Goldman Sachs Global Investment Research

4 September 2022  <<

Goldman Sachs China Internet



Exhibit 6: SFV has well penetrated into the China Internet users and is well suited for eCommerce 

SFV has well penetrated into China Internet users 

User base for various type of online channels

… and livestreaming eCom reached c.60% of total viewersA quick glance at the China Internet tells us that China Internet users have already surpassed 1bn, with SFV 
and livestreaming winning users
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Exhibit 7: Our bull, bear and base case for SFV platforms and traditional eCommerce players in China 

Bear case for SFV platforms in eCommerce, 
i.e. bull-case for traditional eCommerce players

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) from Rmb16tn (2021)—> Rmb22tn from Rmb16tn (2021)—> Rmb22tn from Rmb16tn (2021)—> Rmb24tn

21-25E CAGR 9% 21-25E CAGR 9% 21-25E CAGR 11%
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Exhibit 8: Where is the potential ceiling and what are the challenges? 
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MAU trend illustration among TikTok and global peers 
(mn) Jun 2020: TikTok, together with other 58 Chinese Apps, banned by the Indian 

government

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

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

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

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

Nov 2020: Executive Orders from former president Donald Trump to sell to 
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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)
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Exhibit 9: How do the China & US Internet giants think about interest/livestreaming eCommerce? 

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

Livestreaming user base has reached c.700mn in 2021 according to CNNIC, vs. c.900mn SFV users. 60% ofn

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.

Impulsive shoppers: we note that livestreaming can create immersive environment to stimulate more impulsiven

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.

Livestreaming + SFV are complementary: livestreaming is better for instant conversion, while SFV is better for longern

promotion and better repurchase in our view. In 2021, we note that for the top 3 categories on SFV platforms,
c.5%/10%/1% of sales for Apparel/Cosmetics/Jewelry are sold through short-form videos, per our estimate.

User cohort: By gender, 56% of SFV viewers are female as of Feb 2022. On Douyin, 65% female viewers contributen

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

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 
China Internet users to further improve, from 91% 

in 2021 to 98% in 2025…

…From a time spent/DAU (hours) perspective, we expect 
China internet users to spend 7.2 hours per day in 2025E, 

with the increment coming from SFV

…We expect continued timespent % market share to 
move towards the SFV format, away from social 

media/LFV/music/games in 2025E

From an absolute engagement perspective (bn 
mins), SFV to remain the largest format in 2025E, a 

trend since 2020

SFV to remain as the 2nd most penetrated verticals on 
DAU (mn) in 2025E, similar to 2021

We expect the SFV players and Bilibili to remain as 
the strongest timespent % growers in 2021-25E
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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 

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

# of SFV and MFV/LFV mix on Douyin (for 2021)

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

# of eCom and non-eCom livestreaming mix on Douyin 
(for 2021)
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Livestreaming as a % of video-marketing sales (livestreaming + SFV, as of Dec 2021)
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Accessories
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plants
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… and we notice that livestreaming typically has a 
better conversion

SFV vs. Livestreaming: Ad expense vs. Target GMV

SFV Ad expense

Livestreaming
Ad expense

SFV target GMV 
contribution

Livestreaming
Target GMV contribution

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

c.8% c.9% c.11% c.13%

0%

20%

40%

60%

80%

100%

1Q21 2Q21 3Q21 4Q21

Short Video (<1 mins) Mid/Long Video (>2 mins)

1Q21 2Q21 3Q21 4Q21

# of eCommerce livestreaming sessions
# of non eCommerce livestreaming sessions

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 

We observe strong merchant activities across eCommerce and local services (per QuestMobile)

SFV players’ user engagement remain at a high level
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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 background who may think of using SFV as a time waste 
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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 
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Livestreaming platforms penetrate better into females, lower-tier cities, younger people, and those marginal consumers for traditional eCommerce platforms

Livestreaming viewers by city tier (Douyin & Kuaishou, as of Feb 2022)

City Tier: On Douyin and Kuaishou, 40%+ livestreaming viewers come from Tier 2&3 
cities; while c.20% from New Tier 1 & Tier 1 cities

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

Livestream eCom consumers by years of traditional 
eCom shopping (as of Aug 2021)

“Marginal consumers” on traditional eCom platforms are 
more likely to transfer to livestream eCom

Age: 50%+ buyers on livestreaming platforms are the young (21~30), with Douyin having the largest portion of 
users below 20; and top picks for the young include Electronics & Appliances, FMCG, Cosmetics, etc. products

Livestream eCommerce consumers by age groups and top sales within each group (as of Jun 2021)
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Case study of the top 2 SFV players Douyin & Kuaishou 

Douyin, China’s largest SFV player (in terms of MAUs), 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. 

User engagement: Douyin leads the industry with DAU of >600mn as of May 2022, according to the company, with an

c.62% DAU/MAU ratio and timespent of 100+min (as per QuestMobile), implying sticky user base.

eCommerce: Douyin first launched in-video shopping cart in early 2018 and subsequently launched Douyin Xiaodian inn

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” (“人
找货” in Chinese) to complement its more matured “products find people” (“货找人” 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.  

User engagement: Kuaishou had average DAU of 347mn in 2Q22, according to the company, with a c.51% DAU/MAUn

ratio (per QuestMobile), behind PDD/Douyin of 60%+, and daily timespent of 100+min.

eCommerce: Kuaishou launched its Kuaishou Xiaodian in mid-2018 and introduced the concept of “Trust-basedn

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%

Shu Miao, CEO at Xiaoxiandun (小仙炖), an edible bird’s-
nest brand
commented that SFV has become a major entertainment 

medium, and hence a significant way for Xiaoxiandun to 
communicate with consumers.

Xiaofeng Huang, CEO of Yatsen Holding Limited (YSG, Not 
Covered) believes that as the traffic benefits from social 
media platforms’ gradual decay, the rise of Short Form 
Video platforms such as Douyin, Kuaishou fundamentally 
changed the channels for consumer brands to reach their 
customers.

Haizhen Ma, founder of Chinese cosmetics brand Duola 
Duoshang commented that livestreaming eCommerce 
channels have been increasingly bringing new business 
opportunities and creating higher business value for legacy 
Chinese cosmetics brands like Duola Duoshang

Kai Kang, Strategy Director at Shandong Fengxiang Co., Ltd 
(9977.HK, Not Covered) believes that there are a growing 
number of young consumers and Shandong Fengxiang will 
continue online marketing on SFV.

Advertising revenue growth trajectory across internet platforms
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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 

Infrastructure

RMB 8bn GMV during 8.11-18 promotion (抖音
奇妙好物节)

Consumer: first grand promotion

Allowed in-video shopping cart links to products 
on Taobao

Function: in-video shopping cart

Introduced in-app stores with links to Taobao

Function: show window (商品橱窗)

2018H1

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

Community: rules setup

2019H2

2020H1

2020H2

2021

2022H1

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

Organization: new eCommerce BU

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

Function: mini-program (抖音小店)

2019H1

• “interest eCommerce” concept
• Qianchuan (巨量千川) Ad platform
• Beta test shelf eCommerce

1st 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 (动销达人)
• 20k+ MCN and service providers
• 9mn+ livestreaming / month
• 200mn+ SFV / month

2nd Ecosystem Conference

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

Merchant: Compass (抖音罗盘)

Ecosystem
Disabled links to external platforms from 
livestreams (only allowed in SFV)

Ecosystem: no external links

Integrated supplemental online payment 
method (license acquired from Wuhan 
HeZhong Yibao)

Payment: Douyin pay (抖音支付)

May 2016 Sept 2013 June 2018 Dec 2018 Jan 2019 Jan 2020 Apr 2020

Livestreaming shopping 
cart → Douyin Xiaodian

(抖音小店)

Kuaishou Xiaodian
(快手小店)

Douyin and Kuaishou key data at a glance

# of eCommerce videos 
80mn+ in 1H22

+460% yoy

# of eCommerce 
livestreaming sessions 

50mn+ in 1H22
+198% yoy

# of SKUs 100mn+
+109% yoy in 1H22

1H22 GMV +150% yoy
Volume +142% yoy

# of Douyin Xiaodian 1mn+ 
+114% yoy in 1H22

# of brands 300k+
+20% yoy in 1H22

# KOL promotes goods 3mn+
+141% yoy in 1H22

Aug 2022

Beta-test shelf 
eCommerce
(快手商城快手商城)

128min timespent per DAU as 
of 1Q22, and the most sticky 

mega app in China

598mn MAU as of 1Q22, 
penetrated 62%/49% users in 

high/lower tier cities

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

monthly shoppers
80% of MAU watch live 

streaming

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 

Scale ("多多" in Chinese) Speed ("快快" in Chinese) Quality ("好好" in Chinese) Pricing ("省省" in Chinese)

Key 
statistics

We observe SFV players gaining incremental 
shares in merchant DAUs

We checked 149 top selling brands on Tmall under 
16 categories and 85% of which are officially 
available on Douyin and Kuaishou. 

Flash sale and value-for-money products are 
still the top reasons consumers purchase 
through livestreaming channels

What are 
the SFV 
players 
doing

Take rates on SFV players are similar to Tmall, we 
believe brands/merchants are willing to list on 
multiple platforms

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

(1) "Yinzunda" (音尊达 in Chinese) in early 2022.

(2) "Jisuda" (极速达 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.

-Qualified merchants on Douyin offer "Purchase
without worries" (安心购安心购 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 
(信任电商 in Chinese) to ensure merchandise 
quality and sustainable development

- 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 ROI and 
profitability for merchants, enabling them to 
offer more discount

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

GS 
comments

- Some brands are not yet willing to list on SFV 
players, as they try to maintain their pricing system 
and margins

- 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

- 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

- 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

56.2 58.2 57.1

2019 2020 2021

National avg processing 
time (hrs)

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

Taobao Qianniu -3% 19% 3% -5% -5% 4%

JM Workstation 6% 5% 6% 5% 4% 4%

PDD Merchant 30% 28% 23% 17% 17% 14%

Douyin Merchant 42% 29% 45% 60% 61% 56%

Kwai Shop Merchant 14% 11% 15% 19% 21% 21%

Taobao Deals Merchant 11% 8% 8% 5% 2% 1%

Flash sale 45%
Livestreamers' expertise 41%
Fans of livestreamers 33%
Value-for-money products 29%
Fun and interactive 27%
Trustworthy livestreamer 18%
Favored brands 10%
Others 1%

Category Tmall JD PDD Douyin Kuaishou
Electronics & Appliances 2-5% 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 3-5% 5-10% 0.6-2.5% 3-4% 3-4%
Jewelery 5% 5-10% 2.5-5% 5% 3-5%
Others 2-5% 2-10% 0.6-1.0% 2-5% 2-5%

174 
228 

321 

2019 2020 2021

National daily 
parcel (mn)

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

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 

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

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 c.500mn DAU (vs. >600mn/>300mn for Douyin/Kuaishou) and c.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 c.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 c.50%/c.60% of 
Douyin’s level, driven by: 

Rationalization of competition on user as both platforms are at the later-cycle of the penetration curve. In Kuaishou’sn

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.

Despite steadily increasing user overlap among Kuaishou and Douyin (from 58% in Dec-18 to 64% in June-22), we seen

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 separaten

adoption curve to SFV and may continue to lengthen timespent for the format. Longer-term, 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.

eCPM: Tencent video account’s contract ad ECPM is now a premium to the 2 short-form video (SFV) incumbents, andn

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 Comments

User engagement
We expect Kuaishou‘s user engagement gap with Douyin to maintain at a 
stable level.

Timespent distribution of overlapping users
Kuaishou attracts more timespent from its exclusive users, but lags when it 
comes to overlapping users.

User demographic 
While Kuaishou has more users in lower-tier cities, average user value 
measured by cellphone price (Kuaishou 5% lower than Douyin) suggest the 
difference is insignificant.

    
Content categories
Despite highly overlapping user cohort, the two SFV players remain 
differentiated by excelling in different content verticals.

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%).

E-commerce merchants
Both SFV players' merchants continue to gain share in the e-commerce 
industry, from conventional e-commerce platforms.

Comparison between Kuaishou & Douyin

72%

63%
61%

63% 63% 64% 64%

55%

60%

65%

70%

75%

0

10,000

20,000

30,000

40,000

2019 2020 2021 2022E 2023E 2024E 2025E

Timespent (bn min)
Kuaishou Douyin Ratio

69% 67%
56%

52% 51% 50% 50%
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DAU (mn)
Kuaishou Douyin Ratio

Fashion 

Game
Relationship

Comedy
Lifestyle/
Culture

Entertainment

Cuisine
Maternity

Anime Auto Sports

News/Knowledge/
Science

Travel Pet

Home
Renovation Health Career

0%
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Average phone price (Rmb) 
Kuaishou Douyin

38%

53%

9%

Kuaishou - 2021

18%

65%

17%

Douyin - 2021

Live Streaming Online Marketing

Other

User overlap

User demographic

Content category

Merchant 
market share

Revenue mix

User engagement

5% 8%
12%

15%
18%

18%

24%
25%

18%
17%

23% 17%

0%
10%
20%
30%
40%
50%
60%
70%
80%
90%

100%

Kuaishou Industry

Tier 5 & below

Tier 4

Tier 3

Tier 2

Semi tier 1

Tier 1

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 

•Video Account beta test
•Launch interactive functions such 
as “like”, “repost”, “mention friends”

Beta Test & Build Functions

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

•WeCom supports users bind Video Account and 
adding WeCom friends via Video Account interface

Pool traffic from Mini-
program & WeCom

•Launch merchants incentive plan
•Launch merchandise sharing
•WeChat platform actively maintain 
wholesome content, require various 
certification

Attract Merchant 
livestream

Regulate content

•Link Official Accounts and Moments’ 
advertisements to Video Accounts

•Livestreaming support merchandise sale across 
platforms

Pool Official Account Traffic and Fully Upgrade

•Launch paid livestreaming
•Launch link push function, allow creators 
advertise WeCom profiles and WeChat 
ads

Improve Monetization and Incentivize Creators

•Beta test livestreaming function
•Launch “livestreams your friends are 
watching” and “share” function

•Support embedding store links to 
livestreams

Building
Live-Streaming

Product Development Creator MonetizationConnect Ecosystem

BABA, 7,835 , 50%

JD, 3,297 , 21%

PDD, 2,441 , 16%

Douyin, 1,200 , 8%

Kuaishou, 680 , 4%Vipshop, 191 , 1%
Tencent BABA JD PDD Douyin Kuaishou Vipshop

2021 eCommerce Market Share by GMV (Rmb bn)

Tencent, 800 , 3%

BABA, 8,101 , 35%

JD, 4,820 , 21%

PDD, 4,360 , 19%

Douyin, 3,200 , 14%

Kuaishou, 1,725 , 7%
Vipshop, 154 , 1%

Tencent BABA JD PDD Douyin Kuaishou Vipshop

2025E eCommerce Market Share by GMV (Rmb bn)

1H2020 2H2020 1H2021 2H2021 1Q2022 2Q2022

Tencent video account development history at a glance

Market share (%) - SFV 2017 2018 2019 2020 2021 2022E 2023E 2024E 2025E
Douyin (inc. Lite/Huoshan) 22% 59% 54% 55% 52% 52% 51% 51% 50%
Kuaishou (inc. Lite) 78% 38% 39% 34% 32% 32% 33% 32% 32%
Tencent Video account 0% 0% 0% 7% 15% 15% 15% 16% 17%
Others 0% 2% 6% 4% 2% 1% 1% 1% 1%

SFV platforms time spent market share development 

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

Video Account content distribution by content category (as of June 2022)
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Video account DAU % penetration

0.0

2.0
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6.0
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10.0
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2019 2020 2021 1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22

Douyin Kuaishou Weixin
Knowledge, 22.4%

Fashion, 12.2%

Maternity, 11.7%
F&B, 8.0%

Health, 7.6%

Travel, 7.1%

Sports, 7.0%

Career, 6.3%

Pet, 5.2%

Auto, 4.8%
Game, 4.1% Cosmetics, 3.1%

DAU: Video Account DAU has surpassed 500mn by end-21, ahead of Kuaishou and 
behind Douyin

Video Account penetration has reached 60% of total DAU of Weixin

Time spent per DAU: Video Account time spent are 19/35mins as of Dec 20/21, 
behind Douyin, Kuaishou ...yet total engagement growth of Video Account is 229% yoy

Ad Revenue/1000 mins time spent: Ad Rev on Weixin properties has seen 
sequential decline since 2021

DAU: Video Account DAU has surpassed 500mn by end-21, ahead of Kuaishou and 
behind Douyin Video Account penetration has reached 60% of total DAU of Weixin

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? 

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 lower-tier cities and those that were 
previously non-eCommerce users. Livestreaming penetration to surpass 20%+ across all categories, with cosmetics and 
jewelry reaching c.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
Bear case for SFV platforms in eCommerce, 

i.e. bull-case for traditional eCommerce players
Base case for SFV platforms in eCommerce

Bull case for SFV platforms in eCommerce, 

and bear-case for traditional eCommerce players

Assumptions

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  

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

Livestreaming to continue to push online penetration forward

Livestreaming GMV penetration as % of 

online

Flow/incremental online GMV breakdown

Livestreaming flow/incremental GMV 

breakdown

Assessing livestreaming penetration by retail categories

1.0 1.3 0.9 0.6 1.1 0.4 0.3 0.8

0 1 2 3 4 5 6 7

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

Electronics & Appliances Apparel

Fresh food FMCG excl.cosmetics

Cosmetics Pharmaceuticals and healthcare products

Jewelry & watches Others

0.5 0.9 0.10.3 0.6 0.10.2 0.6
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Livestreaming flow GMV (21-25E) Rmb3.3tn (unit: Rmb tn)

Electronics & Appliances Apparel

Fresh food FMCG excl.cosmetics

Cosmetics Pharmaceuticals and healthcare products

Jewelry & watches Others

43%
73%

12% 49% 53%
17%

69%

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

Electronics & Appliances Apparel

Fresh food FMCG excl.cosmetics

Cosmetics Pharmaceuticals and healthcare products

Jewelry & watches
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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) 

Rmb bn

Cosmetics

572 

Rmb bn

1,060 

Cosmetics

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. 

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 Avg take rate Livestreaming penetration Characteristics

Electronics & 
Appliances

Large appliances: Rmb2-2.5k, small 
appliances: Rmb500-600, Electronics: 

Rmb2k

2-3.5%, 
5-8% for accessories

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

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

Apparel

Rmb60-100 5-8%

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

- Logistics: less time sensitive, light parcels

Fresh food

Traditional online shopping: Rmb80-150, 
On-demand: Rmb60-80, Community 

group purchase: Rmbc.10
2-3%

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

- Logistics: more time sensitive, heavy parcels, cold-chain

FMCG (excl. 
Cosmetics)

Traditional online shopping: Rmb80-150, 
On-demand: Rmb60-80, Community 

group purchase: Rmbc.10
2-8%

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

- Logistics: more time sensitive, parcel weight varies

Cosmetics

Rmb50-100 4-6% - Characteristics: small ticket size, low frequency, high 
take rate

Pharma & 
healthcare

Local on-demand: Rmbc.50, traditional 
online shopping: Rmb100-200 5-10% - Characteristics: small ticket size, mid frequency, high 

take rate

Jewelry & 
watches

Rmb500-2000 5-10% - Characteristics: high ticket size, low frequency, high take 
rate

53% 53% 54% 55% 58%

4% 6% 9% 12% 14%

2021 2022E 2023E 2024E 2025E

Online penetration (as % of total goods)

Livestreaming penetration (as % of total online goods)

47% 49% 51%
53% 55%

26% 32% 35% 37% 38%

2021 2022E 2023E 2024E 2025E
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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

…while we expect online E&A to grow at a 5.7% CAGR, on improved penetration, from 53% in 2021 to 
58% in 2025E

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

Electronics & appliances livestreaming penetration rate (%) Electronics & appliances total online market 
share (%) 

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

We expect E&A livestreaming penetration to improve, reaching 14% 
in 2025E…

Electronics & appliances livestreaming market 
share (%)
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yoy growth (%) Electronics & Appliances online penetration rate (%)
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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

…while we expect online apparel sales to grow at an6.8% CAGR, on improved penetration from 47% in 
2021 to 55% in 2025E

We expect the overall apparel market to reach Rmb5.8trn by 2025E, 
with a revenue CAGR of 2.7% over 2021-25E…

Apparel livestreaming penetration rate (%) Apparel total online market share (%)

..with SFV players’ market share to improve to 30%+ in 2025E, from 20%+ in 2021We expect apparel livestreaming penetration to continue to grow 
rapidly, reaching 38% in 2025E…
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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

…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

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

Fresh food livestreaming penetration rate (%) Fresh food total online market share (%)

…while Taobao and Tmall lose significant market share in both fresh food livestreaming and total online 
market

We expect fresh food livestreaming penetration to remain at a 
relatively low level, growing from 9% in 2021 to 11% in 2025E…
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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 
20%

FMCG excl. cosmetics live stream penetration rate (%) FMCG excl. cosmetics total online market share (%) FMCG excl. cosmetics livestream market share (%)

FMCG excl. cosmetics overall market size and yoy growth (%) FMCG excl. cosmetics online market size and 
yoy growth (%)

FMCG excl. cosmetics online penetration rate (%)
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…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

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

…with SFV players’ market share reaching c.38% in 2025E, from c. 24% in 2021
We expect FMCG excl. cosmetics livestreaming penetration to 
continue to increase from 11% in 2021 to 20% in 2025E…
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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 

…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

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

Cosmetics livestreaming penetration rate (%) Cosmetics total online market share (%) 

…with SFV players/ market share reaching c.34% in 2025E, from c.20% in 2021We expect cosmetics livestreaming penetration to continue to 
increase from 30% in 2021 to 41% in 2025E…
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Exhibit 37: From the lens of categories: We also observe the evolution of penetration and the landscape 
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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

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

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 

GMV breakdown by categories and forecasts
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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

Taobao GMV by category Tmall GMV by category JD GMV by category

PDD GMV by category Douyin GMV by category Kuaishou GMV by category

12.5% 13.5% 11.7% 7.7%

31.7% 28.7%
28.1%

27.4%

1.4% 1.3%
2.1%

3.0%

15.4% 14.4%
12.1%

9.8%

6.1%
5.7%

5.5%
5.8%

4.7%
4.5%

3.8%
4.6%

27.0% 30.9% 37.4% 42.1%

2019 2021 2023E 2025E

18.0% 18.2% 18.1% 18.0%

21.1% 18.8% 16.9% 15.0%

2.7% 3.8% 3.9% 4.0%

16.0% 16.0% 16.5% 17.0%

8.8% 8.8% 10.4% 12.0%

2.4% 1.8% 1.7% 1.5%

27.6% 27.4% 26.4% 25.5%

2019 2021 2023E 2025E

44.6% 44.7% 42.9% 41.0%

10.1% 6.5% 6.5% 6.5%

2.5%
3.0% 3.5% 4.0%

11.9% 12.8% 14.6% 16.4%

4.0% 4.6% 4.6% 4.6%
2.1% 3.3% 4.7% 6.7%1.7% 2.2% 2.2% 2.2%

22.7% 22.6% 21.1% 18.7%

2019 2021 2023E 2025E

14.9% 12.4% 13.7% 15.0%

35.5%
32.6%

31.3% 30.0%

13.5%
18.4%

22.1% 25.0%
9.5%

9.5%

8.2% 7.0%
8.4%

8.5%

9.8% 11.0%

2.4% 3.1%

3.1%
3.1%

27.1% 31.0%

10.6% 7.7%

2019 2021 2023E 2025E

3.9% 4.1% 3.4% 3.8%

37.6%
31.5% 32.6% 31.9%

4.3%
4.5% 3.9% 4.4%

11.2%
12.0% 9.0% 10.2%

24.2%
22.3%

16.4% 17.4%

3.5%
4.2%

4.1%
4.8%

2.8%
6.5%

5.6%
6.0%

12.6% 14.8%
25.0% 21.6%

2020 2021 2023E 2025E

4.1% 3.5% 7.8% 12.0%

48.8% 48.6% 41.8% 35.0%

2.9% 2.7% 2.7% 2.7%

8.3% 10.0%
8.1% 8.0%

10.4% 13.0%
16.4% 18.0%

8.1% 5.4% 6.0% 6.5%

16.6% 15.5% 16.0% 16.5%

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 

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 

2015 2016 2017 2018 2019 2020 2021

160 420
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21,000+

22,000+

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

KOL selection for different type of products / strategies

KOL selection depends on the type of goods and the advertising strategy# of MCNs has surpassed 22k+ and has been relatively stable

KOL breakdown by # of fans and generated GMV (as of Feb 2022) KOL livestreaming vs. self-broadcast contribution 
to GMV (Douyin, as of Sept 2021)

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

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
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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? 

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

Base case: Douyin upgraded its eCommerce strategy to universal interest eCommerce (“全域兴趣电商” in Chinese) inn

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. BABA’s 36% of industry online GMV in 2025E.

Bear case: We assume an unsuccessful rollout of Douyin Mall, as people go to certain apps for a specific purpose andn

therefore assume Douyin’s shelf-based eCommerce as a % of its GMV to remain flat from 2022E levels at c.13%, with
Kuaishou at 5% in 2025E, together accounting for 2% vs. BABA’s 38% of industry online GMV in 2025E.

Bull case: We assume very successful progress of SFV players entering traditional eCommerce, gaining further marketn

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. BABA’s 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. 

4 September 2022  50

Goldman Sachs China Internet



Exhibit 43: Kuaishou is beta testing shelf eCommerce in August 2022; Douyin recently upgraded its eCommerce strategy from interest eCommerce to universal interest eCommerce 

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 

Bear-case for SFV platforms in eCommerce, 
i.e. bull-case for traditional eCommerce players

Base-case for SFV platforms in eCommerce
Bull-case for SFV platforms in eCommerce, 

and bear-case for traditional eCommerce players

Assumptions
SFV platforms' GMV growth quickly decelerates, traditional eCommerce platforms 
(BABA/JD/PDD) are able to sustain a healthy market share of 83% vs. 88% in 2021

SFV platforms' GMV growth remains robust, traditional eCommerce platforms 
(BABA/JD/PDD) lose market share to 77% vs. 88% in 2021

SFV platforms becomes succussful in shelf eCommerce, traditional eCommerce 
platforms (BABA/JD/PDD) lose more market share, to 67% vs. 88% in 2021

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

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 online retail goods penetration
(on NBS definition)

from 31% (2021) —> 36% from 31% (2021) —> 36% from 31% (2021) —> 39%

2025E Gross GMV market share
(Rmb tn)

Livestreaming ceiling (Rmb tn) Rmb5tn Rmb6tn Rmb7tn

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

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. 
2022E of 19%

from 15% (2021) —> 21% from 15% (2021) —> 25% from 15% (2021) —> 30%

2025E Livestreaming GMV breakdown (Rmb tn)

2025E SFV platforms' shelf eCommerce market 
(Rmb tn)

Rmb0.4tn Rmb1.0tn Rmb2.6tn

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

2% vs. BABA 2025E market share of 38% 4% vs. BABA 2025E market share of 36% 11% vs. BABA 2025E market share of 30%

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

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

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

5% 10% 15%

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

Assessing SFV platforms' shelf eCommerce potentials

Taobao, 
4.1, 19%

Tmall, 4.4, 
20%

JD, 5.4, 24%

PDD, 4.7, 
21%

Douyin, 
2.3, 10%

Kuaishou, 1.2, 5%
Taobao, 
3.9, 17%

Tmall, 4.2, 
19%

JD, 4.8, 22%

PDD, 4.4, 
19%

Douyin, 
3.2, 14%

Kuaishou, 1.7, 8% Taobao, 
3.6, 15%

Tmall, 3.7, 
15%

JD, 4.8, 
20%

PDD, 4.0, 
17%

Douyin, 
5.8, 24%

Kuaishou, 2.1, 9%

BABA, 0.7, 
13%

JD, 0.3, 5%

PDD, 0.5, 
9%

Douyin, 2.0, 
37%

Kuaishou, 
1.1, 21%

Tencent 
video, 0.8, 

15%

BABA, 0.7, 9%
JD, 0.4, 5%

PDD, 0.6, 8%

Douyin, 3.5, 45%

Kuaishou, 
1.8, 23%

Tencent video, 0.8, 10%BABA, 0.8, 13%
JD, 0.2, 4%

PDD, 0.4, 7%

Douyin, 2.4, 38%

Kuaishou, 1.6, 
25%

Tencent video, 0.8, 13%

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
Bear case for SFV platforms in eCommerce, 

i.e. bull-case for traditional eCommerce players
Base case for SFV platforms in eCommerce

Bull case for SFV platforms in eCommerce, 

and bear-case for traditional eCommerce players

Assumptions

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  

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

Livestreaming to continue to push online penetration forward

Livestreaming GMV penetration as % of 

online

Flow/incremental online GMV breakdown

Livestreaming flow/incremental GMV 

breakdown

Assessing livestreaming penetration by retail categories
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0 1 2 3 4 5 6 7

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

Electronics & Appliances Apparel

Fresh food FMCG excl.cosmetics

Cosmetics Pharmaceuticals and healthcare products

Jewelry & watches Others
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15%
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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
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Exhibit 46: Bull/base/bear case for SFV players’ eCommerce market share 

Bear case for SFV platforms in eCommerce Base case for SFV platforms in eCommerce Bull case for SFV platforms in eCommerce

Douyin

Douyin GMV (Rmb tn) Rmb2.3tn Rmb3.2tn Rmb5.8tn
Douyin GMV 2021-25E CAGR 18% 28% 48%

Kuaishou

Kuaishou GMV (Rmb tn) Rmb 1.2 tn, -28% lower than consensus of 1.7tn Rmb 1.7 tn, 4% higher than consensus of 1.7tn Rmb 2.1 tn, 27% higher than consensus of 1.7tn
Kuaishou GMV 2021-25E CAGR 15% 26% 33%

Alibaba

Alibaba GMV (Rmb tn) 8.5 tn, -11% lower than consensus of 9.6tn 8.1 tn, -15% lower than consensus of 9.6tn 7.2 tn, -24% lower than consensus of 9.6tn
Alibaba GMV 2021-25E CAGR 2% 1% -2%
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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: 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 
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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 
under-penetrated. 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 (“快招工” 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” (“同城” 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 higher-tier 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 1H22, 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 

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) 

Relative MAU size 74% 17% 8%

yoy growth

(Jul 2021 - Jun 2022)
N.A.

wow growth

(Jul 2021 - Jun 2022)

5.5x for May 2022

2.8x for Jun 2022

Metrics Comparison 

for Local service 

(excl. Food Delivery)

Meituan Merchant Douyin Laike Koubei Merchant

Note: Red marks for negative yoy/wow growth

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

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

charge for local services (on avg)…

0.6%

3.0%

0%

2%

4%

6%

8%

10%

12%

PDD Douyin Tmall Kuaishou JD

Low end - technology service fee High end - techonology service fee

0.6%

3.0%

0%

1%

2%

3%

4%

5%

6%

Local

Services

Fresh food E&A FMCG Pharma &

healthcare

Cosmetics Apparel Jewelry

Low end - technology service fee High end - technology service fee

… 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)

Merchant-user metrics comparison for local services (excl. Meituan & Ele.me)

Local services providers with delivery requirements register on Meituan Food Delivery (美团

外卖商家版) & Ele.me Merchant (饿了么商家版), and thus we think it makes more sense to 

compare Douyin Laike (抖音来客) with Meituan Merchant (美团开店宝) and Koubei 

Merchant (口碑掌柜)

User base and overlapping ratio for local services merchant Apps (as of Jun, 2022)

Meituan 

Merchant Douyin

Laike

Koubei

Merchant

Active users 

(k)

Overlapping 

rate (%)

Meituan 

Merchant
c.2,160 1%

Douyin Laike c.680 4%

Koubei 

Merchant
c.160 16%

Meituan 

Merchant

Douyin

Laike

Overlap c.230k

35% of Douyin Laike’s user base

• Douyin Laike has surpassed Koubei Merchant in terms of 

MAU & DAU by a wide margin

• c.35% of merchants on Douyin Laike are also on Meituan 

Merchant, whose MAU has exceeded 2mn, accounting for 

c.74% of the total merchant base

38%
91%

-11%
-28%

9%
3% -4% -8%

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 

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 

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

TikTok 
Shopping

TikTok 
Shop

Fanno

Dmonstudio

Kwai

Snack Video

Zynn

Countries: UK, US, Canada, Middle East

Countries: Indonesia, UK, Thailand, Malaysia, Vietnam

Countries: UK, France, Germany, Italy, Spain

Focused on SEA market

Focused on LATAM market

Focused on North American market

Covered 100+ countries by the time it was closed

2019
New function named “Hashtag 
challenge plus”; users can enter 
shopping page via the hashtag

Oct 2020
1mn+ Shopify merchants can market 
on TikTok via “TikTok Ad Pixel” (for 
US merchants)

Feb & Aug 2021
Entered the UK in Feb; and the Middle 
East in Aug (with Shopify)

Aug 2021
Shopify merchants with TikTok For 
Business accounts can embed 
Shopping Carts and Windows

Oct 2021
Cooperated with Square, Ecwid, 
PrestaShop; Wix, Shopline, OpenCart, 
and BASE are in process

Feb 2021: Tested TikTOk Shop in Indonesia and launched 
Shop Seller University and livestreaming eCommerce

Apr 2021
Launched in the UK

Nov 2021
Launched in Canada

Feb 2022
Lowered requirements for UK merchants

Apr 2022
Launched in Vietnam, Malaysia, 
Thailand, Philippines; requiring 
merchants to operate a UK Shop; has 
reached US$5,000 GMV in the past 30 
days on other SEA platforms

Nov 2021
Launched and focused on E&A, 
Apparel, Cosmetics, and F&B 
products with low prices and high 
quality

Mar 2022
•c.300 mid-large sized merchants
•Requires an invitation to join the platform; 
requirements changed from ‘on GMV and 
order volume’ to ‘# of likes’

Nov 2021
Domain registered and formed a c.400 
group with 100+ from Shein

Feb 2022
Platform closed, at which time it covered the US, EU, and 
Middle East countries; with millions of users

Aug 2021
Unified Kwai 
Middle East, 
Kwai LATAM, 
and Snack 
Video (SEA) 
into a single 
Kwai, changing 
from 
independent 
regional teams 
to a centralized 
team

Sept 2019
Opened the 1st LATAM representative 
office in São Paulo and shared a user 
interface with WhatsApp

Sept & Nov 2019
DAU in Brazil exceeded 3mn in 
Sept and 7mn in Nov

May 2020
Licensed for the broadcast rights for the São Paulo 
music festival

May 2021
The sole online broadcast partner for Copa America; 
DAU increased by 20% after the event

Aug 2019
Began as a funny video sharing 
community in Indonesia

May & Jun 2020
1st on Indonesian Google Play (non-game)
Kwai/TikTok banned in India, Snack Video won users

Aug 2020
1st on Indonesian Google Play; 1591 Ad elements on 5 Ad 
platforms and used local endorsers

Nov 2020
Snack Video banned in India

Jun & Jul 2020
Removed from Google Play and Apple Store in Jun re-
launched in Jul

Jun 2021
Only 200k MAU remained on the platform, vs. 3mn in 
Aug 2020

Aug 2021
Services stopped

Apr 2022
Project team 
reportedly 
dissolved

Source: 36Kr, Sina, Company data, Goldman Sachs Global Investment Research
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Risks outstanding and regulations 
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Exhibit 61: We notice that teenager protection, tipping, eCommerce/marketing are the regulatory focus 

Source: Sina, Sohu, compiled by Goldman Sachs Global Investment Research



Exhibit 62: ...as well as regulations regarding livestreaming/SFV overseas 

Source: Sina, Sohu, compiled by Goldman Sachs Global Investment Research
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