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Abstract

In recent years, with the popularization of mobile Internet and smart phones, short video platforms
have risen rapidly and become an important part of the new media field. As a leading short video
social platform in China, Kuaishou’s business model analysis is of great significance for understand-
ing content production and consumption in the current media environment. The purpose of this
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article is to explore the differences in the business models of Kuaishou short video platforms under
traditional technology and new information technology, and analyze the reasons why they stand
out from the fierce competition of major short videos. Firstly, through literature review and data
analysis, the development background of the short video industry and the rise of the Kuaishou plat-
form were sorted out. Secondly, the defects of Kuaishou’s business model under traditional tech-
nology are analyzed in detail. Thirdly, the business model structure of Kuaishou under the new in-
formation technology was discussed. Finally, this article explores the challenges and future devel-
opment trends of Kuaishou’s existing business model.
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Figure 1. From March 2021 to March 2022, the average monthly usage time of short videos
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Figure 2. The four stages of development of the Kuaishou platform
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Figure 3. Top 5 types of active user penetration rate of Kuaishou users in April 2022
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Figure 4. E-commerce alliance participants
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Figure 5. Kuaishou’s online marketing service revenue in the fourth phase of 2021~2022
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Figure 6. Kuaishou’s revenue from the four phases of live broadcast business in 2021~2022
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Figure 7. GMV of Kuaishou’s e-commerce business in the fourth phase of 2021~2022
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