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Digital China

CHINA IS ALREADY A GLOBAL FORCE IN DIGITAL TECHNOLOGIES IT LAGS BEHIND THE UNITED STATES

ON THE DIGITIZATION OF ITS INDUSTRY,

BUT IS CATCHING UP QUICKLY
Top three

of global in the world for venture
unicorns' capital irvestment in
emerging technologies®
THREE DIGITAL FORCES CAN SHIFT (OR CREATE)
10-45% OF INDUSTRY REVENUE POOLS BY 2030
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DISINTERMEDIATION DISAGGREGATION DEMATERIALIZATION
Using digital to cut out Breaking up large items Tuning the physical into the virtual
the middle man (cars, properties) and (3-D printing, virtual reality)
repackaging as services

THE POTENTIAL IMPACT OF THE THREE FORCES
IN FOUR KEY SECTORS IS LARGE

CONSUMER AND RETAIL AUTOMOTIVE AND MOBILITY HEALTH CARE FREIGHT AND LOGISTICS

13-34% 10-30% 12-45% 23-33%

GOVERNMENT CAN: BUSINESS PRIORITIES INCLUDE:
= Be a major investor in, and consumer of, Adopt bold strategies

digital tachnologies Use China's digital ecosystem
= Promote healthy and dynamic compeStion Maximize value from China's
= Manage labor markets transition massive data pool

during digital disruption Build an agile organization
®= Reach global consensus on digital govemanca Digtize operaSons

h Engage with policy and regulation

MCKINSEY GLOBAL INSTITUTE
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* BasioBas CTOMMOCTb LIMPPOBOWV 3KOHOMKKK (2022 1.): 50,2 TpaH toaHen, 41,5%
HaLroHanbHOro BBI, yto coctaBnset npumepHo 7 7% obulero pocrta BBIT.
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10 000 MacwTabbl MHTEpPHET-NoJIb30BaTes1Ien U NPOHMKHOBEHNE
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cTouHMK: HalmoHanbHoe B1opo CTaTUCTUKN.



Pa3zBuTtmne e-koMmmepLmnm Ea:pn Maclutab TpaH3aKLUI Ha
PO3HUUYHOM OHJIaH-PbIHKE

« B 2022 roay Knutam ocraBanca i Kuras

NnepBbiM B MUPE €- ” 13.79
KOMMepLnW. 1309

12 11.76
10.32
« Obwas rogoBaa CTOUMOCTb ., 034
TPaH3aKuMn e-KoMMepLmn
6osbwe, yem B CLUA, AnoHun, ° 718
[epmaHnmn, BeamkobputaHum s 5.33 ‘

n Kopee BmecTe B3ATbIX. 3.83 I

2.82
5 1.89
* Yuycno BnagenbueB OHIANH- 2 I I
6u3Heca BbIpOCaO € 7,9 MAH 0
(2008 r.) no 87,5 maH (2022 r.). 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
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HaLl,I/IOHaII bHaA NOJINTUKA

2014: E-kommepLma B CenbCKON MECTHOCTU AN COAEeNCTBMA SKOHOMUYECKOMY
DA3BUTUIO CEJIbCKUX PAaNOHOB, COKPaLLEHMA MacLITaboB HMULWETbI B CE/IbCKUX

DaMOHaX u COKpaWweHNA HEPaAaBEHCTBA MEXAY CENbCKNMU N TOPOACKNMMHA

DaNoOHaMW.

2014: AKTBHOE npoaBuKeHne akumn «/IHTepHeT +»

2015: «<bopbba ¢ 6€4HOCTLIO C MOMOLLbIO €-KOMMEPLNnN».

2016: «<Heckonbko MHeHUN 06 yraybneHnm pedpopmMbl CUCTEMB

KOMMepPUYeCcKoro n ToproBoro o6opoTta 1 YCKOPEHUN pa3BUTUA e-KOMMEPLUN.

2017: «<UeHTpanbHbiM gokyMmeHT N2 1» NnOCBATUA Lenbin pasgen YCKOPEHUIO

Pa3BUTNA e-KOMMEPLUUN B CENLCKON MECTHOCTM.



HauuoHanbHaa noautuka (NpoaosnKkeHune)

2017 «3akoH 0 e-KOMMepLUn»

2018: lNnaH yeHTpanbHOro NpasuTtenbCTBa Mo PasBUTUIO e-KOMMePLUN
B C€/IbCKOWN MECTHOCTMW.

2019: Noapep>xka MHHOBALMOHHOIO Pa3BUTUA NaATOOPM e-
KOMMepLUKN, NOOLLpeHNe pa3BUTNA e-KOMMEPLMN B CENbCKOU
MECTHOCTW.

2020: Copencreme NHTerpaumnm oHaanH-obpasoBaHUa 1 e-KOMMEPLUN.

2021: MNMoapep>kka KOMMNAEKCHOrO pasBuUTUA B OHAAUH 1 opdaanH

NPOCTPaHCTBE N COAENCTBUE Pa3BUTUIO LMPOBOro notpebaeHuns.



NMpaBuTenbcTBam Ha
 YPOBHEe OKpyros

pekomMmeHAyeTCcA
pa3pabaTbiBaTb
KOHKPETHble CTpaTermm
ANA COAEUNCTBUNA Pa3BUTUIO
MeCTHOU e-KOMMeEpPLUMN.

Cy6bHaunoHanbHble/
MeCTHbIe NOJINTUKWN

NMoantuka
BapbMpyeTcAa B Pa3HbIX
MecTax

“
-,

YeTKnn akUeHT Ha
Pa3BUTNE e-KOMMeEpPLU
B C€/1IbCKON MECTHOCTWU

Cosmecmmocn:‘c

CYLLLEeCTBYHOLLMMN
YCAOBUAMM



« Cyb6bHauuoHasbHaA/MeCcTHaA NoIMTUKA: OKPYT Yn, NPOBUHLUNA YKaL35H

* [OpHbIN, BeAHbIN CENLCKUN OKPYT

« TpaHchopmauma bnrarogapa e-kommepumnm: 2018 GMV 11,6 mapg roaHen

Taobaovillages

E-commerce develops rapidly in China

Co3aaHune ueneson opraHmsaumnm
Habop wrtaTtHOro nepcoHana

OkasaHue noagepXkm wn  ycayr
cTapTanam;

[lonynapusaymnsa naeu e-
KOMMepLuun

[TpoagBUXKeHne 4eMnoHoB

OnpeaeneHne NpoeKToB



BoiBoAabl gna crpadH LLAP2C




UndppacTtpykrypa

CTabunibHbIV K
HeL0pOoron AocCTyn
B MHTEPHET,
yA00OHasA gocTaBka
NOCBHINIOK U
NIOTUCTUYELKMe
yCAyrm -@-
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BbiBOAbI AN NOINTUKM

LinppoBsbie
PVHaHCDbI

Linpposbie
crnocobbl onaaTbl;

umnodposoe
KpeauTOoBaHMeE U
CTpaxoBaHue;
KPEeAUTHbLIN PENTUHT

L O

banaHcupoBka
Leneun

PocT n puckn,
MHHOBAL MU U
CTabunbHOCTD
paclnpeHme n
KOHKYpPEeHLWA ...

PaboTta B
CUHEeprum

CoueTaHue
OpraHMyeckoro
POCTa HA HN30BOM
YPOBHE U
noajep>xuBaroLlemn
rocyapCTBeHHON
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