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Abstract

The paper studies the role of online marketplaces in the development of international export
business and international economic relations. The online marketplaces have become the
cornerstone of the modern digital economy due to the development of global processes in the
world economy and digitalisation in all spheres of human life; all these have set new trends and
features of international economic relations. The study of this topic will allow to better
understanding the nature of online marketplaces, international processes related to selling goods
and services with the help of online marketplaces, as well as tools for developing international
trade and export business. This paper explores what online marketplaces are and what types of
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online marketplaces exist in the world. The authors also present practical examples of Russian
online marketplaces’ successful casesin the context of economic development dynamics and trade
digitalisation, as well as current trends and challenges in the field of electronic commerce; the
opportunities and risks of further development of national online marketplaces and their role in
international export business. Concluding the study, the authors examine options for using
artificial intelligence in electronic commerce.
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Introduction

When we talk about the theoretical characteristics of online marketplaces functioning, it is
necessary to say that the sphere of electronic commerce has appeared not so long ago, that is why the
systematic study of online marketplaces and their impact on the economy requires a longer study.
Moreover, in the context of the technologies’ rapid development it is necessary to consider that the
conceptual and categorical framework is constantly updated, and unfortunately neither in national
regulatory documents nor in international ones, there is no definition of online marketplaces.

The main objective of the research is to assess the accumulated practical experience of Internet
trading through online marketplaces in Russia and to identify the perspectives for the international trade
development using electronic commerce.

Research objectives

— to estimate the sales volume through online marketplaces;

— to present the geography of Russia’s trade and economic interactions in the world market;

— to define the perspectives for development of electronic commerce in Russia and partner
countries.

Research methods and methodology

The research object is the development of electronic commerce and trade digitalisation, the subject
is online marketplaces as an electronic trade tool.

The main hypothesis is the role of online marketplaces as an electronic commerce instrument and
their influence on the global economy.

The methodological basis of the research is the method of content analysis for the activities of
domestic and foreign online marketplaces’ evaluation, system approach, method of data collection,
comparative analysis and synthesis, statistical and economic method, grouping method and graphical
method.

During the study, the publications of the following Russian authors were studied: Alferova A.A.,
Lukina O.V., Kurochkina A.A., Nazarov P.V., Nanieva L.V., Bekmurzaeva ZH., Yurasov A.V.,
Kosnikov S. N., Korolev D. A., Chiwi E. N.,Razumova D. Y., Maltiseva Yu. A., Kotlyarevskaya 1. V.,
Baginskaya V. A., Litvinov E. A, Savinov Yu. A., Taranovskaya E. V. [19], Popenkova D. K., Yuan

Geomarketing As an Entry Tool into International Markets ...



550 Economics: Yesterday, Today and Tomorrow. 2024, Vol. 14, Is. 9A

V., Kovalev M., Bilich A. O., Matkovskaya J. S. and others. The evidence base was provided by
regulatory documents and electronic resources.

Research results and discussion

The analysis of the experience of online marketplaces’ use has shown that electronic commerce,
where marketplaces are one of the tools, has a global impact on international trade through the use of
online trading platforms.

Russia’s Economic Development Minister, Maxim Reshetnikov, said that export through online
marketplaces ensures the realisation of two national goals — the development of non-resource non-
energy exports and the development of medium and small-sized business.

If we talk about the first goal, it is true that there is the problem of Russia’s dependence on raw
materials that lasts for decades, and energy resources represent more than half, and in some sectors the
majority of Russian exports. According to Veronika Nikishina, Director General of the Russian Export
Center, in a couple of decades the strategic sector for the Russian economy development will be
Russia's positions in the markets of non-resource non-energy goods. That can be explained by the rapid
transformation of the fuel sector and the transition to «green protectionism» by the EU and USA by the
beginning of 2030 that will lead to a fundamental restructuring of world trade. Western countries are
expected to restrict the use of fossil fuels, and to impose tariffs and fees on goods made using non-
environmental technologies — with this trend, risks are also increasing and that cannot be ignored, as
even the largest buyers of raw materials — India and China —export Russian oil to the EU and US
markets. Thus, the share of non-resource non-energy goods in the structure of total exports is gradually
increasing from 32%, according to 2022, to 35%, according to the results of the three quarters of 2023
(Nikishina, 2024). It is interesting to note that the diversification course was marked in 2018, when the
meeting of the Presidium of the Presidential Council for Strategic Development and National Projects
approved the passport of the national project «International cooperation and exporty, one of the key
objectives of which was to increase exports of non-energy goods [Passport of the national project
«International Cooperation and Export» (in Russian), www |, as we can see, serious progress has been
made during its implementation. In addition, V.V. Putin instructed the Russian Government together
with the Russian Export Center to continue supporting non-resource exports after 2024 as part of the
development of the Strategy for the Development of Foreign Economic Activity of the Russian
Federation until 2030, where it was proposed to think over the improvement of measures and tools to
support non-resource non-energy exports. Russian Export Center initiatives include the platform «My
exporty mentioned above and the program «Made in Russia», which is now actively promoted by
Wildberries and Ozon according to statistics, sales of domestic goods within the framework of the
action soared by 132%. Thus, the most popular categories of Russian goods, demanded in the markets,
were products for gardening (+278), electronics and household appliances (+247), sports shoes (239%),
jewelry (215%), products for newborns (199%).

When we review the export activities of Wildberries, it is clear that they are very important. For
example, within the framework ofthe national project «International cooperation and export» there was
a competition «Exporter of the year», where Wildberries won the nomination «Trader of the year»
among large business enterprises, and the company owner, Tatiana Bakalchuk, won the first place as
the best woman exporter [Moscow companies won in four nominations of the prize ‘Exporter of the
Year’, www... (in Russian)]. In addition, the online marketplace is the largest online retailer in the
Eurasian Economic Union, contributing to the growth of member states’ sales — it showed an increase
of 4.5 times in the first quarter of 2022, compared to last year. Unfortunately, the company does not
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publish export trends to open sources, so we will look at the latest tadvicer.ru data, they report that in
2020 sales of Wildberries sellers increased by 95% year on year and exceeded 23 billion rubles and for
January-October 2021, a 43% growth was recorded to 24.7 billion rubles. The high revenue growth in
2020 is due to the pandemic restrictions, which stopped the work of offline shops and moved traffic to
online sites, but despite this, the ruble indicators continue to grow in 2021, when some of the restrictions
are lifted. For example, in Table 1, let’s analyse the volume ofrevenues and commercial expenses for
2019-2022 to assess the possible growth of exports.

Table 1 — Revenue and business expenses for 2019-2022

Data 2019 2020 2021 2022 Growth Rate, %
Revenue (million rubles) 116 946 169 773 224 940 317 212 2,7
Commercial Expenses (rubles) | 34 929 56 479 91 442 158 699 45

Considering these data, we can say that both the company’s revenue and the commercial expenses
grew annually, with a special growth spurt in both indicators in 2022. The growth of the latter indicates
that the company has increased expenses on the marketing component, production and logistics, which
may indicate an increase in sales volume, expansion of sales markets, including abroad. In general, if
a company sees an increase in revenue and a simultaneous increase in commercial expenses, it may
indicate that it is successfully developing and expanding its activities.

According to 2020 data, Wildberries exported to 14 countries around the world, some of which are
shown in Figure 1.

Slovakia; 5%
Israel; 7%

. Ukraine; 7%
< Armenia; 14%

Poland; 15%

Republicof Belarus;
19%

Kazakhstan;17%

Kyrgyzstan; 16%

Figure 1 — Wildberries product exports by countries for 2020 (%6).

According to the data in Figure 1, it can be said that Wildberries exported goods mainly to Belarus,
Kazakhstan and Kyrgyzstan, and relatively small exports to other countries including Germany, France,
Spain and Italy, are due to the fact that the company has entered their market recently. In general, the
company continues to develop and seek new markets for its products, but there are methods that would
stimulate the development of the company, respectively increase the share of exports through these
channels.

The main point of growth for any retailer is the use of the most recent technologies, including
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digital advertising. According to Retail TouchPoints survey, professionals say that technology had
become the top area in which retailers are investing, with 61 per cent of respondents increasing their
budgets for new technology and 52 per cent increasing their budgets for mobile technology. Whereas
retail IT directors were once tasked with minimising costs, the amount of money invested in technology
is now responsible for business results. And the leader in growth of spending is software, where
analytics, digital marketing, mobile apps, Al and electronic commerce platforms are prioritized.

Al; 5%

Internet of Things; 15%

H . 0,
Blockchain; 20% Bigdata; 55%

VR/AR; 20%

OCR; 20%

Chatbots;50%

Robotisation; 40%

Figure 2 — Percentage of respondents who have adopted technology in the retail sector

According to the data in Figure 2, retailers use big data analytics the most to personalise customer
communication, with chatbots and robotisation the next most popular, indicating a desire to automate
their activities. Nowadays, the role of Al artificial intelligence in company automation is growing — it
is a fairly new and fast-growing tool that online marketplaces are implementing to perform routine
tasks: efficiently processing a huge layer of information about users, products, creating cards and
infographics, responding to customer feedback, and much more. It is predicted that Al artificial
intelligence will become an indispensable tool for sellers in the near future.

Ksenia Mogileva, an electronic commerce expert, notes that national online marketplaces do not
use advertising tools effectively enough, as evidenced by statistics: Amazon’s share of advertising
revenue in 2021 was 7 per cent, while Ozon’s was 2 per cent; online advertising spending in the same
year did not exceed $4.3 billion, which is 50 times less than the market leaders — the US and China. In
order to start using adwvertising tools productively, it is necessary to engage as many audience
interaction channels as possible. Opinion leaders and bloggers with significantly large audiences can
be involved here, fuelling the move to the marketplace and incentivising to make a purchase. Nanieva
L.V. and Bekmurzaeva Z.Kh. recognise such an advertising tool as effective [Nanieva, Bekmurzaeva,
2020]. In addition, omnichannel marketing has become a new form of evolution in marketing activities
and SME (Small and medium-sized enterprises) development. So, the analysis of the European and
American market B2C showed the growth of efficiency of trade organisations in 200-400 percent in
comparison with the use of other types of marketing [Lukina, Kurochkina, Nazarov, 2021], which will
increase economic performance and increase the recognition of marketplaces abroad. For example,
Wildberries is present on YouTube, has its official pages in social networks VK, Odnoklassniki, where
it places favourable offers.

Nikitina A.A., Demidova T.K., Mukhametgareeva N.M., Yusupova Z.A.



Regional and sectoral economy 553

The next measure that will increase the economic impact of online marketplaces is logistics. Dmitry
Khrushchalev, Deputy Director for Development of Delovye Linii Group of Companies, notes that
delivery to online marketplaces is the most promising market niche, as it is being actively expanded in
order to minimise the delivery time to the final recipient. Compared to the previous year, the volume
of traffic increased by 150 percent due to the expansion of the transport geography. However, delivery
to other countries is considerably more difficult due to customs procedures, which takes a littl more
time, but it is still carried out in the shortest possible time through partner carriers. A.A. Alferova
believes that the economic effect of reducing delivery times may entail:

— GDP growth and strengthening of foreign economic activity;

— growth of tax revenues to the budget resulting from accelerated turnover of funds;

— improvement of competitiveness of the country’s transport system, realisation of its transit

potential [Alferova, 2016].

Therefore, speeding up the delivery of goods to the customer contributes not only to increasing the
number of customers, but also to economic growth in general.

In addition to logistics, a critical factor in the competition of online marketplaces is the proximity
of giveaway outlets to the customer. Inthis regard, geomarketing is a strategic tool for the development
of outlet networks. Various geomarketing metrics and techniques allow us to approach the issue of
building a competent distribution network on a scientific basis, to reduce the risks of opening
unprofitable outlets, to take into account many factors when analysing potential locations for giveaway
outlets, including: demographics, competition data, mobility indicators, delivery infrastructure,
forecasting the demand for national goods in foreign markets, and much more. For example, according
to Table 2, geomarketing addresses the following objectives.

Table 2 — Geomarketing analysis of the territory and objectives to be addressed

Tasks to be performed Implementation tools
Selection of states and

Analytical data gathering

cities for further
expansion
Planning of wholesale and | Geodata development: collection and processing of demographic data,
retail trade via | competitor analysis, legislative barriers;
marketplaces Geodata modelling, creation of spatial models;
Global analysis of region attractiveness factors.
Analysis of the core | Analysis of demand for the range of products in the area of interest;

market and search for
partners

Analysis of advertising campaigns;

Forecast of attendance, revenue, break-even point;

Adaptation of the assortment to the preferences of the population of the region
(country).

Analysis of the legal and
regulatory framework of
the region (country)

Requirements for product standardisation and certification;
Availability of national quality standards;
Customs regulation;

Non-tariff methods of national market regulation;
Transport infrastructure and logistics;
Examination of the legislation of neighbouring states in the transit of goods.

*Source: developed by the authors

Based on the data in Table 2, it can be concluded that geomarketing significantly solves the whole
range of problems that arise when an online marketplace enters the international market.

In this way, electronic commerce is not just growing but is setting new trends in trade relations
through its competitive advantages over traditional trade. We have come to the conclusion that online
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marketplaces to some extent solve the problem of Russia’s raw material dependence, being a reliable
channel for the export of non-resource non-energy goods, which today represents a priority direction
of the strategy for the development of foreign economic activity. Moreover, the example of Wildberries
proves the significant role of online trading platform in export activities. It is revealed that there is a
significant economic effect on the operation and expansion of online marketplaces’ sales markets by
using the latest technology in online marketplace activities.

Conclusion

In general, tracing the evolution of online marketplaces aswe see them nowadays, we can ascertain
that they kept pace with the development of electronic commerce. At the same time, there is a trend
where, with each new stage of development, online platforms have taken on more and more
functionality and obligations to interact with consumers and sellers, which, in principle, increases their
value for the subjects of such relations. This success of online marketplaces cannot have a seamless
impact on the economic space.

Firstly, online marketplaces are involved in labour market changes related to job creation, they
offer low commissions for sellers, which entails a flow of small and medium-sized enterprises to these
platforms. In turn, the emergence of new players in the market results in the development of new
business models, as low costs allow entrepreneurs to test their ideas and create innovations.

Secondly, online marketplaces are peculiar engines of economic globalisation: sellers, thanks to
online marketing platforms, are able to export their products without excessive costs, and buyers can
independently order goods from other countries, which contributes to the development of international
business.

Thirdly, the scale of online marketplaces’ activities necessitates the development of regulatory and
legal acts governing cross-border activities of online platforms and activities within a given country.
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AHHOTaAIUA

JlaHHas cTaThs MOCBSILEHA UCCIEA0BAHUIO POJIM MAPKETILIEWCOB B PA3BUTHU MEXIYHAPOIHOMN
OKCIIOPTHOM  JEATENBHOCTH W MEXAYHAPOIHBIX OJKOHOMHYECKMX OTHOLIeHWH. Passutne
7002 3aI[MOHHBIX IIPOIIECCOB B MUPOBOI SKOHOMHKE U I (pOBHU3aLHs BCceX cep uenoBedeckon
KU3ZHEICATEIPHOCTH 3aJajld HOBBIE TEHAECHLUMHM W YEpPThl MEXIYHAPOJHBIX 3KOHOMMYECKUX
OTHOINGHUHU, TAE€ MAapKETIJICHChl CTalId KpaeyrojbHBIM KaMHEM COBPEMEHHOH 1udpoBoii
skoHOMMKU. HccnenoBanue AaHHOM NpoOJIEMAaTHKH IMO3BOJNIMT JIydllle IOHSTH CYIIHOCTb
MapKeTIUIEUCOB, MEXIyHapOJHBIE IIPOLIECCHI, CBS3aHHBIC C IPOJAKEH TOBApOB U YCIYI 4Yepe3
MapKETIUICMChl, a TaKKE WHCTPYMEHTHlI Pa3sBUTHUS MEKIYHApOJHOH TOPIOBIM U SKCIIOPTHOIO
O6usHeca. B naHHOH cTaTbe aBTOPBI PAacCMOTpENM, YTO TAKOE MAapKeTIUICHChl M KaKue BUBI
MapKeIIeicoB CYIIECTBYIOT Ha MHMPOBOM IPOCTpaHCTBe. Kpome TOro, aBTOpbl NpeacTaBWIM
IIPAKTUYECKUE IIPUMEPBI YCIEIHbIX KECHCOB POCCUMCKUX MAPKETIICHCOB B KOHTEKCTE NUHAMUKA
SKOHOMHUYECKOTO Pa3BUTHUS M LU(PPOBHU3AIMU TOPIOBJIM, a TAKKE TEKyllM€ TPEH]Ibl U BHI30BHI B
cdepe PIEKTPOHHON KOMMEPIIMH; BOSMOXKHOCTH U PUCKU JATbHENIIETO Pa3BUTHS OTEUECTBEHHBIX
MapKeTIUIEMCOB M HMX POJb B MEXIYHApOJHOM DKCHOPTHOM JEATEIbHOCTU. B 3aBepmeHun
HCCIICJOBAHUS aBTOPBI PACCMOTPEIN BAPUAHTHI MCIIOIB30BAHMS MCKYCCTBEHHOTO MHTEJUIEKTA B
3JIEKTPOHHOM TOPIOBJIE.

J1si UUTUPOBAHUS B HAYYHBIX HCCJIeIOBAHUAX
Huxutuna A.A., lemugosa T.K., MyxamerrapeeBa H.M., FOcynoBa 3.A. I'eomapkeTUHT Kak
MHCTPYMEHT BBIXOJIa OTCYESCTBEHHBIX MAPKETILICHCOB HA MEXIYHAPOIHBIH PHIHOK // DKOHOMHMKA
BUepa, cerous, 3aBTpa. 2024. Tom 14. Ne 9A. C. 548-558.

Nikitina A.A., Demidova T.K., Mukhametgareeva N.M., Yusupova Z.A.



Regional and sectoral economy 557

KiaroueBble ciioBa
[udpoBuzanusi TOPTrOBIM, DJIIEKTPOHHAs  KOMMEpIIUs, OKCIOPTHAas  JIeATENbHOCTD,
MapKeTIJIEHChI, MEPCIIEKTUBBI Pa3BUTHU S, IKOHOMUYECKU N d(PEeKT, MCKYCCTBEHHBIN MHTEIIEKT.

bubauorpapus

1. Alferova A.A. Ekonomicheskoe obosnovanie effektivnosti uskoreniya dostavki gruzov [Economic substantiation ofthe
effectiveness of accelerating cargo delivery]. In: TDR, 2016, 1, P. 133.

2. Ekonomicheskie pokazateli OOO «Vaildberriz» [Economic indicators of LLC «Wildberries»]. In: SBIS — ecosystem for
business: accounting, management and communications. Available at:
https://sbis.ru/contragents/7721546864/997750001 (Accessed 23 February 2024).

3. Finansovayai buhgalterskaya otchetnost OOO «Vajldberriz» [Financial and accounting statements of Wildberrys LLC].
In: Tinkoff. Available at: https://www.tinkoff.ru/business/contractor/legal/1067746062449/financial-statements/
(Accessed 23 February 2024).

4. Finansovye pokazateli Wildberries [Financial indicators of Wildberries]. In: TAdviser — portal of choice of technologies
and suppliers. Available at: https:https://www.tadviser.ru/indexphp/Cratess:®@unancoBbie_nokazareian_Wildberries
(Accessed 23 February 2024).

5. Kak marketpleisy podstegnuli razvitie logistiki [How marketplaces have fuelled logistics development]. In: RBC
Companies. Awvailable at: https://companies.rbc.ru/news/iERUXW YmOs/kak-marketplejsyi-podstegnuli-razvitie-
logistiki/ https://companies.rbc.ru/news/iIERUXW YmOs/kak-marketple jsyi-podstegnuli-razvitie-logistiki/ (Accessed 23
February 2024).

6. Lukina O.V., Kurochkina A.A., Nazarov P.V. Omnikanalnyj marketing kak instrument razvitiya malogo i srednego
biznesa v industrii torgovli [Omnichannel marketing as a toolfor the development of small and medium-sized businesses
in the trade industry]. In: Uchenye zapiski Mezhdunarodnogo bankovskogo instituta [Academic notes of International
Banking Institute], 2021, 1 (35), P. 80.

7. Marketpleisy — puti razvitiya i novye tekhnologii [Marketplaces — development paths and newtechnologies]. In: Hightech
+. Available at: https://hightech.plus/2022/08/16/marketpleisi--puti-razv itiya-i-novie-tehnologii (Accessed 23 February
2024).

8. Moskovskie kompanii pobedili v chetyrekh nominaciyah premii «Eksporter goda» [Moscow companies won in four
nominations of the prize ‘Exporter of the Year’]. In: National Projects of Russia. Available
at:https://HanmonansHBIETPOEKTHLP h/news/moskovskie-kompanii-pobedili-v-chetyrekh-nominatsiyakh-pre mii-
eksporter-goda (Accessed 23 February 2024).

9. Nanieva L.V., Bekmurzaeva Z.H. Blogging kak novyj mekhanizm reklamy i prodvizheniya tovara [Blogging as a new
mechanism of advertising and promotion of goods]. In: Russian Economic Bulletin, 2020, 3 (2), P. 94.

10. Nikishina V.O. Rossiya pereoriyentirovala eksport syr'ya i nesyryevoy produktsii nizkikh peredelov [Russia has
reoriented exports of raw materials and non-resource low-value-added products]. In: Russian Export Center. Available
at: https://www.exportcenter.ru/press_center/veronika-nikishina-rossiya-pereorientirovala-eksport-syrya-i-nesyrevoy-
produktsii-nizkikh-peredelov/ (Accessed 23 February 2024).

11. Pasport nacionalnogo proekta «Mezhdunarodnaya kooperaciya i eksport» [Passport of the national project
«International Cooperation and Export»]. In: Government of Russia. Available at:
http://government.ru/info/35564/(Accessed 23 February 2024).

12. Perechen' poruchenij po itogam rasshirennogo zasedaniya Prezidiuma Gossoveta (utv. Prezidentom RF 4 iyunya 2023
g. Ne Pr- 1118GS, p.6b) [List of instructions on the results ofthe extended meeting of the Presidium of the State Council
(approved by the President of the Russian Federation on 4 June 2023, Ne Pr- 1118GS, p.6b)]. In: President of Russia.
Available at://www.kremlin.ru/acts/assignments/orders/71297 / (Accessed 23 February 2024).

13. Predprinimateli stran EAES narastili prodazhi cherez Wildberries v | kvartale v 4,5 raza [Entrepreneurs of the Eurasian
Economic Union countries increased sales through Wildberries in the first quarter by 4.5 times]. In: TASS. Available
at:https://tass.ru/ekonomika/14407895 (Accessed 23 February 2024).

14. Prodazhi otechestvennyh brendov na Wildberries vyrosli na 132% [Sales of domestic brands on Wildberries increased
by 132%. In: National brand Made in Russia. Available at: https://madeinrussia.ru/ru/news/9525 (Accessed 23 February
2024).

15. Riteil v cifrah: tekhnologii, byudzhety i prognozy do 2024 goda [Retail in figures: technologies, budgets and forecasts
to 2024]. In:Journal VK cloud. Available at: https://cloud.vk.com/blog/ritejl-v-cifrah-tehnologii-bjudzhety-i-prognozy -
do-2024-goda (Accessed 23 February 2024).

16. Yurasov A.V. Fundamentals of e-commerce: atextbook for students ofhigher educational institutions studying in the
specialty "Applied Informatics” and other specialties / A.V. Yurasov. — Moscow: Hotline-Telecom, 2008. — 480 p.

17. The history of e-commerce in Russia and abroad / S. N. Kosnikov, D. A. Korolev, E. N. Chivvi, D. Y. Razumova //
Natural sciences and humanities research. — 2022. — Ne 44(6). — Pp. 144-147.

Geomarketing As an Entry Tool into International Markets ...


https://companies.rbc.ru/news/iERuXWYm0s/kak-marketplejsyi-podstegnuli-razvitie-logistiki/
https://hightech.plus/2022/08/16/marketpleisi--puti-razvitiya-i-novie-tehnologii

558 Economics: Yesterday, Today and Tomorrow. 2024, Vol. 14, Is. 9A

18.

19.

20.

21.

22.

Maltseva, Yu. A. Communication tools of marketing in the Internet space/ Yu. A. Maltseva, I. V. Kotlyarevskaya, V.
A. Baginskaya ; Ministry of Science and Higher Education of the Russian Federation, Ural Federal University named
after the first President of Russia B. N. Yeltsin. — Yekaterinburg : Ural Federal University named after the first President
of Russia B.N. Yeltsin, 2019. — 73 p.— ISBN 978-5-7996-2942-7.

Litvinov, E. A. The current state and prospects of international trade on marketplaces / E. A. Litvinov, Yu. A. Savinov,
E. V. Taranovskaya// Russian Foreign Economic Bulletin. —2021. — No. 5. — pp. 67-79. — DOI 10.24412/2072-804 2-
2021-5-67-79.

Popenkova, D. K. Transformation of the role of marketplaces / D. K. Popenkova // Problems of economics and legal
practice. - 2023. — Vol. 19, No. 2. — pp. 284-291.

Yuan, V. Features and main stages ofthe formation of the digital economy of China / V. Yuan, M. Kovalev // Science
and Innovation. — 2020. — Ne 8(210). — Pp. 39-43.

Bilich, A. O. The phenomenon of the village of Taobao: how interesting is this experience for Russia? / A. O. Bilich,
Ya. S. Matkovskaya // Spring Days of Science : Collection of reports of the international conference of students and
young scientists, Yekaterinburg, April 20-22, 2023. — Yekaterinburg: LLC Publishing House "Azhur",2023. —Pp. 247-
249.

Nikitina A.A., Demidova T.K., Mukhametgareeva N.M., Yusupova Z.A.



