
 

 

October 10, 2024 1 Global Vison, China Focus 

Gelonghui Research 
INITIATION OF COVERAGE 

    

 

 

 

 

 

 

 

 

 

 

 

 

           
 
 
 
 
   
 

 

 

 

 

 

 

 

INITIATION OF COVERAGE REPORT 

 

Alibaba Group Holding Limited 

Winter is Over: Alibaba Turns the Page 

SUMMARY 

 We are ini(a(ng coverage of Alibaba Group Holding Limited (BABA). Alibaba 
is a leading internet company in China, founded in Hangzhou in 1999 with 
the mission of "To make it easy to do business anywhere in the world". 
Improving compe((on landscape for China's e-commerce industry, core 
customers (88VIP) and brand new full-site promo(on (adver(sing tool) drive 
the recovery of Alibaba. With internet traffic from WeChat, Taobao and 
Tmall could penetrate further into lower-(er ci(es in China (a significant 
por(on of Wechat users in China does not overlap with Taobao and Tmall). 
Moreover, entering HK Stock Connect in September 10 may aUract up to 
US$30 Billion into the stock from Southbound inclusion.  
 
 
 
 
 
Largest global E-commerce company. In terms of GMV, Alibaba is the largest 
e-commerce company in the world. It was founded in Hangzhou in 1999 
with the mission of “To make it easy to do business anywhere in the world”, 
with around 9.3 Million MAU and US$1.1 Trillion GMV in 2023. Recently, the 
company remains confident of achieving double-digit external cloud revenue 
growth in FY2H25, driven by strong AI compu(ng demand. Alibaba 
completed dual primary lis(ng on Aug 28, 2024, and effec(vely entered HK 
Stock Connect in September 10. Referencing China internet mega-cap peers’ 
Southbound ownership as percentage of free-float market capitaliza(on at 
10%-15% (compared to Tencent, Meituan, and Xiaomi), the poten(al net 
buying may reach up to US$30 Billion into Alibaba from Southbound 
inclusion. For shareholder’s return, the company remains fully commiUed to 
ongoing buybacks/dividends and sees a broadened investor base with the 
recent Southbound inclusion. 
 
Significant policy shiC. In late September, on the background of China's 
incremental policy and overseas interest rate cut cycle, there were posi(ve 
effects on Chinese Asset. It turned out to be a strong rebound on Chinese 
Asset. When policies switched to strongly pro-growth and compe((on 
landscape of China's e-commerce industry improved, the market share of 
Alibaba tends to stabilize in the near future. Under current circumstances, 
the e-commerce industry in China is expected to have a revalua(on. 
 
The market compeEEon paFern of China's e-commerce industry has 
improved, and the growth rate of Douyin e-commerce has slowed down. In 
1Q24, the overall GMV growth rate of Douyin e-commerce was 58%. The 
rapid slowdown in 2Q24 reached about 28%, and the growth rate fell further 
by 25% in June. At present, there is a high-single-digit difference in the 
growth rate of CMR and GMV in Alibaba, and the growth rate of CMR and 
GMV will be narrowed in the future. The upcoming Double 11 Shopping 
Fes(val is a good (me to promote adver(sing products, which is expected to 
drive Taobao and Tmall Group's profit margin and year-on-year growth rate. 
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KEY DATA 

Exchange: NYSE, HKEX 
Ticker: BABA, HK:9988 
Current Price: $107.89 
52-Week Range: $66.07-$117.82 
Average Volume (3M): 2,319,071 
Shares Outstanding (MM): 2,395 
Market Capitaliza(on ($MM): $258,394 
Fiscal Year-End: March 
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In US$M FY23A FY24A FY25E FY26E
Ending in March-23 March-24 March-25 March-26

Revenue 123,875    134,211    143,229    154,072    
Gross Profit 45,488       50,601       54,133       58,548       
EBIT 14,310       16,164       17,301       22,186       
Net Income-Non GAAP 20,088       22,457       21,940       24,715       
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  OrganizaEonal structure: Reshape Alibaba’s prioriEes, clarify the two 
strategic direcEons of user-first and AI-focused, and enable young 
management. In 4Q23, aser the adjustment on the company’s 
management, it reshaped priori(es at the level of Alibaba Group: (1) Sort 
out the strategic priori(es, make it clear that e-commerce and cloud are the 
core businesses of Alibaba, and the two strategic direc(ons are user-first 
and focus on ar(ficial intelligence, stop the spin-off and lis(ng of AIDC, 
Cainiao, Cloud Intelligence and other sub-groups, concentra(ng all resources 
on core business; (2) Personnel adjustment: The young management team 
will fully replace the current management team in next a few years, and 
"fully enable the young talents that has been trained at the grassroots level 
and emerged". 
 
88VIPs build the foundaEon for Alibaba’s recovery. In 2Q24, there are 
about 42 Million 88VIPs on the Taobao plauorm (providing free unlimited 
return and exchange services). This part of the customer group is Alibaba's 
core customer group, accoun(ng for 40% of GMV in the long run. It is crucial 
to maintain the repurchasing ac(vi(es of the core customer base. From 
2020 to 2024, DAU will grow by about 15% every year. 
 
Full-site promoEon will drive CMR (Customer Management Revenue) 
growth in following quarters. “Full-site promo(on” is new adver(sing tools 
(currently 40% of the internet traffic on the plauorm is not paid). By 
guaranteeing a certain ROI to merchants, the company can correspondingly 
ensure the growth of its own GMV. By Alibaba's LMA model, “full-site 
promo(on” shiss the focus of merchants from "business-oriented" to 
"product-oriented". It effec(vely helps small and medium-sized enterprises 
to reduce labor costs and aUract small and medium-sized enterprises to 
seUle in. It u(lizes a more accurate investment mechanism to reduce costs 
and improve the ROI for the merchant. “Full-site promo(on” no longer 
dis(nguishes between paid traffic and organic traffic, and simple opera(on 
processes aUract small and medium-sized enterprises. At this stage, about 
30% of its merchants use “full-site promo(on”. The goal is to let more than 
50% of merchants on the plauorm use the “full-site promo(on” tool before 
Double 11 Shopping Fes(val. It means that if Alibaba can achieve its target, 
the GMV market growth is highly certain. Because the effect from “full-site 
promo(on” tool is more visible, the overall GMV is rela(vely under control. 
 
Embracing WeChat Ecosystem. On September 4, it was reported that 
Alibaba's Taobao and Tmall is working to fully integrate Tencent's WeChat 
Pay. (1) By integra(ng with WeChat Pay, Taobao and Tmall could penetrate 
further into lower-(er ci(es, helping the company to stabilize its market 
share. It is es(mated that there are several hundreds of millions of WeChat 
Pay users who are not Alipay users (mostly in lower-(er ci(es). (2) It also 
enhances Taobao and Tmall's user experience by offering more payment 
flexibility. However, it may harm Alipay's online payment market share 
poten(ally (direct impact on the listed company is limited via its 33% 
shareholding in Ant). 
 
ACer compleEng the regulatory cycle and the industry cycle, Alibaba is 
expected to step into a recovery phase. For e-Commerce companies, 
investors osen use EV/EBITDA mul(ples for valua(on. Here we select three 
groups of companies with similar business/financial profile for peer analysis. 
Alibaba’s stock is currently trading at US$107.89 per ADS, US$258,394 
Million in market cap. Consensus es(mates 2024 and 2025 EBITDA are 
es(mated to be $27,544 Million and $29,981 Million, respec(vely, which 
translate into 9x and 8x of EV/EBITDA in 2024 and 2025, while the peer 
group is trading at 22x and 18x. See our Valua(on sec(on for more details. 
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Alibaba Group (BABA.N) is a leading internet company in China, founded in Hangzhou in 1999 with the mission of “To make it easy to 
do business anywhere in the world”, with around US$1.1 Trillion GMV and 9.3 Million MAU in 2023. The company remains confident 
of achieving double-digit external cloud revenue growth in FY2H25, driven by strong AI computing demand. For shareholder return 
policies, the company remains fully committed to ongoing buybacks/dividends and sees a broadened investor base with the recent 
Southbound inclusion. 
 
Figure 1: Alibaba’s Product Matrix. 

 
Source: GLH Research; Company filings. 
 
Figure 2: Taobao’s and Tmall’s GMV in FY2013 – FY2024. 

 
Source: GLH Research; Company filings. 
 
The first target is GMV by adjusting the traffic distribution mechanism. The platform GMV can be decomposed into two factors: 
annual active consumer (AAC) and average revenue per user (ARPU). (The numerical relationship is GMV=AAC x ARPU). There are two 
major logics for internet traffic allocation: one focuses on attracting users to make transactions at low prices and pushing up the 
order volume; the other uses GMV as the core indicator, with more diverse evaluation angles, in addition to the unit price, it will also 
integrate other user indicators. During the implementation of Taobao and Tmall's low-price strategy, the platform adopted the first  
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logic, and thus increasing the number of Taobao and Tmall transaction buyers and order volume, partially offset by the decrease in 
the average order value. However, the platform adjusted to the second logic in June 24, looking for high GMV as the first goal. After 
Taobao returns to GMV to allocate weights on core traffic, it will no longer simply pursue the order volume, but pay more attention 
to the brand, service and customers’ impression accumulated by Taobao and Tmall for a long time, further balance low price and 
quality, and do a good job in customer service. 

 
Figure 3: Taobao and Tmall Group’s ACC and ARPU Breakdown in FY2013 – FY2024. 

 
Source: GLH Research; Company filings. 

 

Management 

Jack Yun MA, Former Chairman. From 1999 through May 2013, Jack served as chairman and chief execu(ve officer. He is also the 
founder of the Zhejiang-based Jack Ma Founda(on. In May 2019, he was renamed as a Sustainable Development Goals (SDGs) 
advocate by the United Na(ons. 
 
Joseph C. TSAI, Chairman. From 1995 to 1999, Mr. TSAI was a private equity investor based in Hong Kong with Investor AB, the main 
investment vehicle of Sweden’s Wallenberg family. Prior to that, he was general counsel of Rosecliff, Inc., a management buyout firm 

based in New York. From 1990 to 1993, Joe was an associate aUorney in the tax group of Sullivan & Cromwell LLP, a New York-based 
interna(onal law firm. Joe is qualified to prac(ce law in the State of New York. 
 
Eddie Yongming WU, CEO of Alibaba Group, CEO of Taobao and Tmall Group, and CEO of Cloud Intelligence Group. From September 
2014 to September 2019, Mr. Wu was a special assistant to Alibaba Group’s chairman. In August 2015, Mr. Wu founded Vision Plus 

Capital, a venture capital firm focused on inves(ng in the areas of advanced technologies, enterprise services and digital healthcare. 
 
Toby Hong XU, CFO. Before joining Alibaba Group, Mr. XU was a partner at PricewaterhouseCoopers for 11 years, where he joined in 
1996. He is a member of the Chinese Ins(tute of Cer(fied Public Accountants. 
 
Jane Fang JIANG, Chief People Officer. Mr. JIANG joined the company in 1999 as a member of the founding team. Over the years, Mr. 
JIANG has held a number of senior management roles in different departments within the company, at different (mes leading China 
TrustPass product planning, business analysis, global opera(ons, website opera(ons and marke(ng for Alibaba.com, as well as credit 
system development. 
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Fan JIANG, co-chairman and CEO of Alibaba InternaEonal Digital Commerce Group. Previously, Mr. JIANG founded and served as the 
chief execu(ve officer of Umeng, a provider of mobile app analy(cs solu(ons for developers which we acquired. Before founding 
Umeng in 2010, he worked in product development at Google China. 
 
Lin WAN, CEO of Cainiao Smart LogisEcs. Prior to joining Cainiao, Mr. WAN was a senior execu(ve at Amazon’s global logis(cs 

division. Lin holds a Ph.D. in opera(onal research from The University of Texas in Aus(n. 
 
Luyuan FAN, CEO of Digital Media and Entertainment Group. Mr. FAN joined Alipay in 2007 where he served in a number of senior 
management posi(ons, including the president of Alipay and the president of Ant Group’s wealth management business. 

 

Share Ownership 

As of May 20, 2024, Alibaba’s directors and execu(ve officers as a group was the largest shareholders, holding 1.8% of stake. The 
second largest shareholder, PRIMECAP Management Company, held 176 Million shares. Sanders Capital, LLC/ Dodge & Cox/ Fidelity 
Interna(onal held 148/145/85 Million shares respec(vely, corresponding to 0.8%/0.8%/0.4% of stake. 
 
Figure 4: Top 10 Shareholders of Alibaba with Ordinary Shares Holding and Percentage of Ownership. 

 
Source: GLH Research; Company filings. 
 
SoCBank has almost zero stake in Alibaba. According to the announcement of Alibaba and SosBank, the first reduc(on occurred in 
June 2016, when SosBank sold part of its stake in Alibaba to raise funds, resul(ng in a reduc(on in its stake from 32% to 29.2%. Later, 
SosBank reduced its holdings several (mes from 2019 to 2021, mainly in the form of forward contracts, holding about 23.9% of its 
shares by the end of FY2022. In August of the same year, SosBank announced the early delivery of a forward contract involving 242 
million shares of Alibaba, and its shareholding plummeted to 14.6% aser the reduc(on. By May 2024, SosBank announced that it had 
almost sold out its stake in Alibaba, and Alibaba's share of SosBank's net asset value had fallen to "almost zero." Because some 
holdings of SosBank have not yet been physically seUled, SosBank s(ll shows up on Alibaba’s 20-F report.  
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Figure 5: SoCBank Has Almost Zero Alibaba’s Holding. 

 
Source: GLH Research; Company filings. 

 

 

The market compeEEon paFern of China's e-commerce industry has improved. Assuming the market shares of PDD and JD.com 
remain stable, the slowing down of Douyin and Kuaishou may lead to a rebound of Alibaba’s market share. In 1Q24, the overall GMV 
growth rate of Douyin e-commerce was 58%. The rapid slowdown in 2Q24 reached about 28%, and the growth rate fell further by 
25% in June. At present, there is a high-single-digit difference in the growth rate of CMR and GMV in Alibaba, and the growth rate of 
CMR and GMV will be narrowed in the future. The upcoming Double 11 Shopping Fes(val is a good (me to promote adver(sing 
products, which is expected to drive Taobao and Tmall Group's profit margin and year-on-year growth rate. 

Figure 6: China E-Commerce Market Share in Term of GMV. 

 
Source: GLH Research; Company filings. 

 

Significant policy shiC. On September 24, People's Bank of China Governor announced a new monetary easing policy mix at a joint 
press conference with the State Administra(on for Market Regula(on and the China Securi(es Regulatory Commission, with a 
simultaneous cut in the policy rate and reserve ra(o, a rela(vely large rate cut, and unusual guidance for further policy easing, 
including policy rate cuts, real estate policy easing, and new monetary policy tools for stock ownership. The expansionary monetary 
policy may support the real economy. On September 26, during the mee(ng held by the Poli(cal Bureau of the Communist Party of 
China Central CommiUee, it is emphasized that "effec(vely implement the stock policy and strengthen the introduc(on of 
incremental policies", "It is necessary to intensify the counter-cyclical adjustment of fiscal and monetary policies", "it is necessary to  
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issue and use ultra-long-term special treasury bonds and local government special bonds", "it is necessary to reduce the deposit 
reserve ra(o and implement a strong interest rate cut", "it is necessary to promote the real estate market to stop falling and stabilize", 
"vigorously guide medium and long-term funds to enter the market", "it is necessary to combine the promo(on of consump(on and 
the people's well-being", "it is necessary to increase the efforts to aUract and stabilize capital investment". When policies switched to 
strongly pro-growth and compe((on landscape of China's e-commerce industry improved, the market share of Alibaba tends to 
stabilize. Under current circumstances, the e-commerce industry in China is expected to have a revalua(on. 

 

 

Alibaba’s revenue is mainly composed by six parts: Taobao and Tmall Group, Cloud Intelligence Group, Alibaba Interna(onal Digital 
Commerce Group (AIDC), Cainiao Smart Logis(cs Network, Local Services Group, and Digital Media and Entertainment Group. In 
terms of revenue in FY2024, Taobao and Tmall Group is the largest part, making up 46% of revenue. Cloud Intelligence Group and 
AIDC made up 11% and 11% of revenue respec(vely.  
 
Figure 7: Alibaba’s Revenue Breakdown in FY2024. 

 
Source: GLH Research; Company filings. 

 
Figure 8: Alibaba’s Adjusted EBITAs for Different Business Segments in FY2022 – FY2024. 

 
Source: GLH Research; Company filings. 
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(1) Revenue from China commerce retail business in FY2024 was US$59,109 Million, increasing by 5% year on year. Customer 
management revenue was US$43,361 Million, increasing by 4% year on year, primarily due to healthy growth in online GMV. 
Revenue from China commerce wholesale business in fiscal year 2024 was US$2,921 Million, increasing by 15% year on year, 
primarily due to an increase in revenue from value-added services provided to paying members. 
 
(2) Revenue from Cloud Intelligence Group was US$15,169 Million in FY2024, increasing by 3% year on year, mainly driven by 
Alibaba-consolidated businesses. Overall revenue excluding Alibaba-consolidated subsidiaries decreased slightly year-on-year as the 
company’s transition away from low-margin project-based revenues. Management expects that strong revenue growth in public 
cloud and AI-related products will offset the impact of the roll-off of project-based revenues. 
 
(3) Revenue from International commerce retail business in FY2024 was US$11,646 Million increasing by 60% year on year, primarily 
due to solid combined order growth of AIDC’s retail businesses, revenue contribution from AliExpress’ Choice as well as 
improvements in monetization. The international businesses generate revenue in local currencies while the reporting currency was 
denominated in RMB, so AIDC’s revenue is affected by exchange rate fluctuations. Revenue from international commerce wholesale 
business in FY2024 was US$2,987 Million, increasing by 7% year on year, primarily due to an increase in revenue generated by cross-
border related value-added services. 
 
(4) Revenue from Cainiao Smart Logistics Network Limited was US$14,120 Million in FY2024, increasing by 28% year on year, 
primarily contributed by the increase in revenue from cross-border fulfillment services. 
 
(5) Revenue from Local Services Group was US$8,528 Million in FY2024, increasing by 19% year on year, primarily due to the order 
growth of Ele.me and Amap. 
 
(6) Revenue from Digital Media and Entertainment Group was US$3,015 Million in FY2024, increasing by 15% year on year, primarily 
driven by the strong revenue growth of offline entertainment businesses of Alibaba Pictures. 
 
88VIP  
Under the market condition of turning to existing market competition, E-commerce users require constant improvement on 
experience and service, and Membership business has become an important way to strengthen the "user-centric" strategy. It is 
important to serve the core customers well, during the existing market competition. Alibaba strives to increase its investment in 
88VIP, expand the rights and interests of 88VIP, and focus on serving high-quality customers (high consumption, high repurchase rate 
and high purchasing power). At the same time, the membership benefits continue to be iteratively upgraded, emphasizing the 
"exclusive" experience of consumers, and promoting the rapid growth of member users. Through 88VIP, Taobao can attract users 
with high purchasing power, improving Taobao's GMV and profits. 88VIP contributed about US$2,850 Billion GMV in 2023. 
 
Taobao cultivates the loyalty of high-quality customers through 88VIP and locks in those high-spending customers. In terms of high 
awareness, Alibaba divides ordinary members and super members according to the naughty value of 1000 points, giving consumers a 
high degree of paid membership awareness. In terms of high value, there are many internet application ecosystems, comprehensive 
layouts for different applications, including food delivery, travel, music, video, and e-commerce, and etc. It solves the pain points of 
tedious registration and recharge of users, and brings service perception to members covering the different dimensions of life. It 
further accumulates high-quality loyal users, extending the usage time. Eventually, it enhances user competitiveness, and achieves 
long-term stable growth. In October 2023, Taobao added shopping cards and all-round cards to build a diversified membership 
product system to meet the core needs of different groups of people. In April 2024, Alibaba's 88VIP membership rights upgraded 
again, and the e-commerce rights and interests expanded to 1,000 selected brands with 95% off all stores, and unlimited return 
shipping services were introduced, driving the number of Taobao members to exceed 42 million in 24Q2. 
 
Full-Site Promotion 
Full-site promotion is a new advertising tool launched by Taobao and Tmall Group in 2024. It will help lower the threshold for 
merchants, increase the paid penetration rate of small and medium-sized merchants, improve the accuracy and effectiveness of  
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advertising, and thus improve the overall monetization rate of the platform. The necessity of "Full-Site Promotion" is that the 
competition among e-commerce platforms has shifted to pay more attention to product quality and SKU richness. From an in-depth 
perspective, it is expected to revitalize the side-wide traffic through the new traffic allocation mechanism. It may attract small and 
medium-sized businesses to settle in, and further improve the take rate. Due to attracting a large number of small and medium-sized 
merchants to pursue GMV growth, the take rate of Taobao and Tmall Group has been under pressure. "Full-Site Promotion" can 
identify customer characteristics and traffic distribution reach rules more accurately, through Alibaba's LMA model. Full-site 
promotion emphasizes simple process and high production. It will help factories and brand stores with supply chain advantages to 
find target group for categorization and sales. It can generate personalized creative content to effectively improve ROI to achieve 
following three goals: (1) It changes the focus of merchants from "heavy operation" to "heavy goods". (2) It effectively helps small 
and medium-sized businesses reduce labor costs and attract small and medium-sized businesses to settle in. (3) With a more accurate 
investment mechanism, it may reduce costs, increase efficiency, and thus improve the take rate. 
 
Figure 9: Take Rate Comparison for Alibaba, PDD and JD.com in 2016 – 2023. 

 
Source: GLH Research; Company filings. 

 
Compared with traditional promotion tools: (1) "Full-Site Promotion" can make higher use of the traffic distribution mechanism and 
break through the boundary between paid and organic traffic pools, thereby improving the ROI efficiency of merchants. In the past, 
advertising products were limited by paid traffic pools, and the distribution path of natural traffic was difficult to determine and 
unstable. "Full-Site Promotion" no longer distinguishes between paid and organic traffic. Merchants can leverage organic traffic 
through paid traffic, thereby improving traffic utilization efficiency. (2) "Full-Site Promotion" occupies the core resource position, 
which can utilize internet traffic across different Alibaba’s platforms. "Full-Site Promotion" occupies core resource slots such as 
search results page, Home - Guess You Like, Purchase/After - Guess You Like, etc., to realize the site-wide traffic. (3) The operation 
process of "Full-Site Promotion" is simple, which is suitable for small and medium-sized businesses to get started with operation. 
"Full-Site Promotion" only needs to complete the three steps of "selecting products, setting budgets, and setting site-wide ROI goals" 
to achieve intelligent promotion of site-wide traffic and obtain deterministic growth.  
 
Alibaba Has Completed a Three-year Rectification 
In April 2021, the State Administra(on for Market Regula(on imposed administra(ve penal(es on Alibaba for its "either-or" 
monopolis(c behavior in China's domes(c online retail plauorm service market, and carried out a three-year self-inspec(on and 
rec(fica(on. On August 30 2024, the State Administra(on for Market Regula(on (SAMR) issued an announcement announcing that 
Alibaba Group had completed a three-year rec(fica(on and achieved good results. Aser three years of rec(fica(on, Alibaba has not 
only corrected its own misconduct, but also set an example for other plauorm companies. It prompts the en(re internet plauorm  
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economy to pay more aUen(on to compliance opera(ons. Alibaba responded: "This is a new star(ng point for development. In the 
future, we will con(nue to be based on innova(on, adhere to compliance management, increase investment in science and 
technology, promote the healthy development of the internet plauorm economy, and create more value for the society.” 
 
New Organizational Structure 
Reshape Alibaba’s priori(es, clarify the two strategic direc(ons of user-first and AI-focused, and enable young management. In 
September 2023, Joseph TSAI and Eddie WU succeeded Daniel Zhang, and in December 2023 Eddie WU replaced Trudy Dai as Taobao 
and Tmall Group CEO. Eddie WU reshape priori(es at the level of Alibaba Group: (1) Sort out the strategic priori(es, make it clear that  
e-commerce and cloud are the core businesses of Alibaba, and the two strategic direc(ons are user-first and focus on ar(ficial 
intelligence, stop the spin-off and lis(ng of AIDC, Cainiao, Cloud Intelligence and other sub-groups, concentra(ng all resources on core 
business; (2) Personnel adjustment: The company will con(nue to deepen its organiza(onal reform, use more flexible and open 
governance mechanisms, and con(nuously strengthen the independent decision-making system for each business. It has also set 
clear requirements and goals for the youngiza(on of its management team, aiming to have 80s and 90s become the mainstay of 
management within the next four years, update its business management team, and create more young Alibaba people as the core 
forces of the company. 
 
Taobao Integrates into Tencent's Ecosystem 
On September 4, Alibaba's Taobao and Tmall is working to fully support Tencent's WeChat Pay. Because Chinese internet giants have 
been "blocking" each other for over a decade, the news of the top ecosystems of Alibaba and Tencent gezng connected is a key step 
towards the "interconnec(on" of the internet industry. It served as a landmark event signifying the "demoli(on" of walls. Taobao 
officially announced that it plans to add WeChat Payment and gradually open them up to all merchants on the Taobao and Tmall 
plauorms, marking a milestone in the progress of tearing down walls between internet giants. (1) By integra(ng with WeChat Pay, 
Taobao and Tmall could penetrate further into lower-(er ci(es, helping the company to stabilize its market share. It is es(mated that 
there are several hundreds of millions of WeChat Pay users who are not Alipay users (mostly in lower-(er ci(es). (2) It also enhances 
Taobao and Tmall's user experience by offering more payment flexibility. However, it may harm Alipay's online payment market share 
poten(ally (direct impact on the listed company is limited via its 33% shareholding in Ant). 
 
Dual Primary Listing On HKEX 
On August 28, Alibaba completed its dual primary lis(ng in HKEX, becoming a dual-primary listed company on the Hong Kong Stock 
Exchange and the New York Stock Exchange. It broadened financing channels for internet plauorm economy, enabled the company to 
aUract interna(onal and domes(c investors, boosted the company's valua(on and global influence, and injected strong impetus into 
the development of the industry. The dual primary lis(ng in HKEX enhances the company's posi(on in the capital markets, increasing 
the liquidity and market value of the company's shares. It also enhances its compe((veness in the interna(onal capital markets. On 
September 10, Alibaba was officially included in the HK Stock Connect, allowing domes(c investors in China Mainland to purchase 
Alibaba's shares and benefit from the economic dividends of China. Referencing China internet mega-cap peers’ Southbound 
ownership as percentage of free-float market capitaliza(on at 10%-15% (compared to Tencent, Meituan, Xiaomi), the poten(al net 
buying may reach up to US$30 Billion into Alibaba from Southbound inclusion.  
 

 
 

In FY1Q25, revenue was US$34,685 Million, increasing by 4% year-over-year. Adjusted EBITA decreased by 1% year-over-year to 
US$6,422 Million. Net income was US$3,426 Million, decreasing by 27% year-over-year, primarily due to a decrease in income from 
opera(ons and the increase in impairment of investments, partly offset by the mark-to-market changes from equity investments. 
Non-GAAP net income was US$5,803 Million, decreasing by 9% year on year. 
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Figure 10: Alibaba’s Financials 2022 – 2026. 

 
Source: GLH Research; Company filings. 
 

Aser comple(ng the regulatory cycle and the industry cycle, Alibaba is expected to step into a recovery phase. For e-Commerce 
companies, investors osen use EV/EBITDA mul(ples for valua(on. Here we select three groups of companies with similar 
business/financial profile for peer analysis. Alibaba’s stock is currently trading at US$107.89 per ADS, US$258,394 Million in market 
cap. Consensus es(mates 2024 and 2025 EBITDAs are es(mated to be $27,544 Million and $29,981 Million, respec(vely, which 
translate into 9x and 8x of EV/EBITDA in 2024 and 2025, while the peer group is trading at 22x and 18x. 
 
Figure 11: Peer valuaEon analysis. 

 
 
Source: GLH Research; Company filings; Capital IQ. 

 

 

 

 

 

 

 

Company Ticker EV 2023A 2024E 2025E 2023A 2024E 2025E Category
Amazon.com Inc AMZN.O 1,986,500 85,515 136,657 158,765 23.2x 14.5x 12.5x U.S. E-Commerce Companies
eBay Inc EBAY.O 35,857 2,485 3,224 3,385 14.4x 11.1x 10.6x U.S.  E-Commerce Companies
Shopify Inc SHOP.K 102,703 330 1,367 1,858 - 75.1x 55.3x U.S.  E-Commerce Companies
Meta Platforms Inc META.O 1,479,814 61,381 95,634 111,506 24.1x 15.5x 13.3x U.S.  Internet Companies
Alphabet Inc GOOGL.O 1,927,193 100,172 146,885 168,685 19.2x 13.1x 11.4x U.S.  Internet Companies
Microsoft Corp MSFT.O 3,125,317 129,433 147,338 170,765 24.1x 21.2x 18.3x U.S.  Internet Companies
PDD Holdings Inc. PDD.O 153,573 8,389 17,411 21,735 18.3x 8.8x 7.1x Asia E-Commerce Companies
JD.Com Inc JD.O 54,434 5,246 6,885 7,615 10.4x 7.9x 7.1x Asia E-Commerce Companies
Sea Ltd SE.N 53,714 784 1,834 2,425 68.6x 29.3x 22.1x Asia E-Commerce Companies

Median 21.2x 14.5x 12.5x
Mean 25.3x 21.8x 17.5x

Alibaba Group Holding Ltd BABA.N 234,967         25,375            27,544            29,981            9.3x 8.5x 7.8x

Notes:
1. Data as of 10/09/2024.
2. EVs and EBITDAs are  in US$ Million.
3.  EBITDAs are in calendar year and estimates are provided by analyst consensus on Capital IQ.

EBITDA EV/EBITDA



 

October 10, 2024     Global Vision, China Focus 12 

                    
 

 

Risks on industry compeEEon landscape. Due to the size and scale of Alibaba, the businesses may not con(nue to grow as quickly. 
On the industry, there are rapid market change, introduc(on of new business models, and the new and well-funded industry entrants. 
It may affect Alibaba’s market share nega(vely. 
 
Risks on RegulaEons. Regula(ons may impose significant regulatory approval and review requirements. It could make it more difficult 
for the company to pursue growth through acquisi(ons and subject to fines or other administra(ve penal(es. 
 
Risk on profitability. The company is currently concentra(ng resources on the development of its core business, and has a large AI 
investment, if the business con(nues to increase investment and the investment business performs poorly, it may have an impact on 
profitability. 
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Gelonghui Research ("GLH") is a professional publisher of investment research reports on public companies and, to a lesser extent, 
private firms ("the Companies"). GLH provides investor-focused content and digital distribu(on strategies designed to help companies 
communicate with investors.  

GLH is not a FINRA registered broker/dealer or investment adviser and does not provide investment banking services. This report is 
not disseminated in connec(on with any distribu(on of securi(es and is not an offer to sell or the solicita(on of an offer to buy any 
security. GLH operates as an exempt investment adviser under the so called "publishers' exemp(on" from the defini(on of investment 
adviser under Sec(on 202(a)(11) of the Investment Advisers Act of 1940. GLH does not provide investment ra(ngs/recommenda(ons 
or price targets on the companies it reports on. Readers are advised that the research reports are published and provided solely for 
informa(onal purposes and should not be construed as an offer to sell or the solicita(on of an offer to buy securi(es or the rendering 
of investment advice. The informa(on provided in this report should not be construed in any manner whatsoever as personalized 
advice. All users and readers of GLH's reports are cau(oned to consult their own independent financial, tax and legal advisors prior to 
purchasing or selling securi(es. 

Statements included in this report may cons(tute forward-looking statements within the meaning of the Private Securi(es Li(ga(on 
Reform Act of 1995. Any statements that express or involve discussions with respect to predic(ons, expecta(ons, beliefs, plans, 
projec(ons, objec(ves, goals, assump(ons or future events or performance are not statements of historical fact and may be “forward 
looking statements”. Such statements are based on expecta(ons, es(mates and projec(ons at the (me the statements are made and 
involve many risks and uncertain(es such as compe((ve factors, technological development, market demand and the company’s 
ability to obtain new contracts and accurately es(mate net revenues due to variability in size, scope and dura(on of projects, and 
internal issues, which could cause actual results or events to differ materially from those presently an(cipated. 

The analyst who is principally responsible for the content of this report has represented that neither he/she nor members of his/her 
household have personal or business-related rela(onships to the subject company other than providing digital content and any 
ancillary services that GLH may offer. Unless otherwise indicated, GLH intends to provide con(nuing coverage of the covered 
companies. GLH will no(fy its readers through website pos(ngs or other appropriate means if GLH determines to terminate coverage 
of any of the companies covered. 

GLH is being compensated for its research by the company which is the subject of this report. GLH may receive up to US$200,000 in 
total within a year for research and poten(ally other services from a given client and is required to have at least a 1-year 
commitment. None of the earned fees are con(ngent on, and GLH's client agreements are not cancellable for the content of its 
reports. GLH does not accept any compensa(on in the form of warrants or stock op(ons or other equity instruments that could 
increase in value based on posi(ve coverage in its reports. GLH or an affiliate may seek to receive compensa(on for non-research 
services to covered companies, such as charges for presen(ng at sponsored investor conferences, distribu(ng press releases, advising 
on investor rela(ons and broader corporate communica(ons and public rela(ons strategies as well as performing certain other 
related services ("Ancillary Services"). The companies that GLH covers in our research are not required to purchase or use Ancillary 
Services that GLH or an affiliate might offer to clients. 

The manner of GLH's poten(al research compensa(on and Ancillary Services to covered companies raise actual and perceived 
conflicts of interest. GLH is commiUed to manage those conflicts to protect its reputa(on and the objec(vity of employees/analysts 
by adhering to strictly-wriUen compliance guidelines. The views and analyses included in our research reports are based on current 
public informa(on that we consider to be reliable, but no representa(on or warranty, expressed or implied, is made as to their 
accuracy, completeness, (meliness, or correctness. Neither we nor our analysts, directors, officers, employees, representa(ves, 
independent contractors, agents or affiliate shall be liable for any omissions, errors or inaccuracies, regardless of cause, foreseeability 
or the lack of (meliness of, or any delay or interrup(ons in the transmission of our reports to content users. This lack of liability 
extends to direct, indirect, incidental, exemplary, compensatory, puni(ve, special or consequen(al damages, costs, expenses, legal 
fees, losses, lost income, lost profit or opportunity costs. All investment informa(on contained herein should be independently 
verified by the reader or user of this report. For addi(onal informa(on, all readers of this report are encouraged to visit GLH's website 
hUps://www.gelonghui.com.  
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