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@ Preface of Cross-border E-commerce English,1*Edition

Cross-border e-commerce,as a hot topic in the modern business arena,is rapidly and
significantly altering the global commercial landscape at an unprecedented speed and scale.
According to the "China Cross-border E-commerce Annual Report" released by the General
Administration Of Customs. P. R. China,in 2022, the scale of China’s cross-border e-com-
merce import and export surpassed 2 trillion yuan for the first time,a YoY growth of 7.
1%. This data indicates that the cross-border e-commerce industry has become the engine
of China’s foreign trade development,displaying various new trends such as "breaking new
records in import and export scale,increasing diversification of trading partners,further rise
in the proportion of consumer goods, and a noticeable head effect in the development of
business models".

As the fastest-growing, most potential, and most impactful new form of international
trade, cross-border e-commerce has been a new highlight in China’s foreign economic and
trade cooperation in recent years,and it is a driving force for international trade develop-
ment. Statistics show that there are now over 100,000 cross-border e-commerce entities in
China,with about 7,800 of them having import and export volumes exceeding 100 million
yuan. According to the World Trade Organization’ s forecast, global cross-border e-com-
merce will continue to grow at a rate of 27% by 2026 ,injecting new dynamics into global e-
conomic and trade development. Cross-border e-commerce is becoming a vital way for enter-
prises to expand their market and competitiveness. It requires a growing number of high-
quality and versatile talents in the field of cross-border e-commerce.

In this field full of opportunities and challenges, mastering English has become a fun-
damental skill. Whether in negotiating cooperation with foreign clients, understanding mar-
ket dynamics, or sharing experiences with international counterparts, proficient English
communication skills are crucial. With the rapid growth of the industry,this English profi-
ciency will become a key factor for students to secure employment smoothly and succeed in
the field of international trade and cross-border e-commerce. It is imperative to cultivate
professionals with proficiency in cross-border e-commerce English.

Therefore, this textbook responds to the rapid development of China’s cross-border e-
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commerce industry, the active promotion of domestic policies and the demand for profes-
sionals with cross-border e-commerce English ability. The features of this textbook can be
summarized as follows:

1. Outcome-Based Education(OBE) + Action-oriented Teaching(AOT): Adhering to
the teaching philosophy of OBE,each task will start with learning objectives,clarify expec-
ted teaching outcomes,and improve learning effectiveness to keep students more focused on
their goals. The beginning will introduce specific scenarios, propose discussion questions,
and guide students’ thinking. The "Set the Task" section will lead the entire chapter,em-
phasizing action-orientation, designing various learning activities and tasks to enhance
student engagement,allowing students to master professional skills and knowledge in the
practice of actual work tasks,and develop good attitudes and values.

2. Case Studies and Practical Scenarios: The textbook introduces the latest industry
and enterprise cases from actual business and the corresponding simulated scenarios to ena-
ble students to have a comprehensive understanding of the application of cross-border e-
commerce English in different business fields,helping students better understand the appli-
cation of theoretical knowledge in practical work. Analyze related knowledge comprehen-
sively according to the unit theme,expand students’ knowledge breadth,and provide corre-
sponding language comprehension and application exercises. This will help students trans-
form what they have learned into practical operational abilities.

3. Practical Vocabulary, Phrases, Dialogues, and Role Plays: The textbook provides
core vocabulary, practical phrases,and sentence patterns to help students establish basic vo-
cabulary and expression abilities in cross-border e-commerce English, allowing them to
grasp professional terms and ways of expression. Additionally,the textbook offers practical
dialogues and role plays to help students practice real English communication skills, con-
tributing to improving students’ communication abilities with clients and partners in actual
work.

4. Workplace Skills + Implicit Ideological and Political Education: The textbook in-
cludes a section on practical workplace skills, providing students with practical skills and
advice needed to succeed in the field of cross-border e-commerce. It incorporates patriotic,
professional, honest, friendly, and environmentally-friendly factors into the section on
workplace skills. These elements, presented in forms that students find enjoyable and easy
to accept, will permeate deep into their hearts, influencing the formation of their world-
views,outlooks on life, values,and overall qualities.

5. Bilingual Balance: The textbook emphasizes a balance between English and Chi-
nese. In the actual work, professionals in cross-border e-commerce need to communicate flu-
ently in a bilingual environment. Therefore,we will ensure that students can not only com-
municate professionally in English but also understand and respond to communication chal-
lenges in the Chinese environment.

We firmly believe that through this learning approach, students will not only master



English application skills in the field of cross-border e-commerce but will also stand out in
practical work. Whether you are a student currently studying a cross-border e-commerce-re-
lated major or a practitioner in the cross-border e-commerce industry, this textbook will
provide valuable guidance and assistance.

The textbook is co-edited by Yang Lixia (Hainan College of Economics and Business) ,
Wang Yingxi (Shandong Foreign Trade Vocational College) ,Cao Luyi (Hainan College of
Economics and Business) , Su Xiaona (Shandong Foreign Trade Vocational College) ,]Ji Xia-
ona (Shandong Foreign Trade Vocational College) , Ma Ning (Hainan College of Economics
and Business) ,and You Yifan (Hainan College of Economics and Business). Other contrib-
utors to the writing include Chen Yi., Shi Wei, Pan Zejia, among others. The outline and
content of this textbook were developed through discussions among the writing teachers
and enterprise experts according to the actual work requirements. We referred to a large
number of the latest literature and materials during the writing process and received strong
support from the college leadership, experts, and teachers. We express our heartfelt grati-
tude for this support.

The cross-border e-commerce industry is thriving, and the knowledge and skills in-
volved are constantly evolving. Relevant platforms and policies are also constantly adjus-
ting. Despite the editors’ efforts to ensure accuracy,given the rapidly changing dynamics of
the industry and the limited expertise of the editors, there may inevitably be omissions.
Therefore, we sincerely invite experts, scholars, colleagues,and esteemed readers to gener-

ously offer their advice and corrections to improve this textbook.

Editors
October 2023
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Unit 1 Introduction to Cross-border E-commerce

5 15 L S5 A

Task A Main Models of Cross-Border E-Commerce

5 B HL i 55 11 T AR

Learning Objectives = >] H#¥p

In this task,you are expected to:
AL SRR
<> Understand the operation models of cross-border e-commerce.
TR B SR TR 55 s E R
<> Learn the characteristics of different operating models.
) ARz B AR R A
<> Master practical phrases, expressions, and sentence related to cross-border e-

commerce operation models.

YRGB TR 55 s B SR A S T I L ST AR SR L

Li Ming is a college student majoring in cross-border e-commerce. He plans to use his
spare time to open his own online store to sell agricultural products from his hometown
through a cross-border e-commerce platform. Through his research,he found that different
cross-border e-commerce platforms focus on different operating models,and how to choose
the suitable cross-border e-commerce platform has become a challenge for him.

ARk B b E B 5 R 5 L R AR A TR M A i TR Y K
Bl R 6 I E O RS B8 K S AR i o i R I A BEAS [R] 0 5 B R F- B 0 R
TAS A iz B A AT e 50 5 F O A B 55 F R 45 0 1 A T T £ X R

= 001 —
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Discussion 5} i

Do you know what types of operation models cross-border e-commerce has,and what

are the characteristics of different operation models?

PRIETS T 7t 25 353 v 1o #8 A WOR Ll a2 B A5 5 A [ ) o o6 A8 R A IO 6 45 i e 2

Set the Task {E55 TR

Based on Li Ming’ s current situation, could you please determine which type of

operation models his upcoming cross-border e-commerce business belongs to?

ARG 2 B AT A1 20 o 37 40 DTt DR DA S 11 5 05 P 8 S S TR — iz o R

Prepare for the Task {F55UHERT

I . Case Study %5 >)

The Rapid Development of Cross-border E-commerce Injects

New Momentum Into Foreign Trade

China’ s cross-border e-commerce has developed rapidly, with the import and export
scale of cross-border e-commerce increasing tenfold in five years,reaching 2. 1 trillion yuan
in 2022 and a year-on-year increase of 16% in the first half of 2023. At the 2023 China

International Service Trade Fair (CIFTIS), participants stated that the cross-border e-
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commerce market has broad prospects,and with policy support and exploration by relevant
enterprises. it is expected to maintain a good growth trend and inject new momentum into
foreign trade.

At the forum during the China International Trade Fair, Xiao Lu, Deputy Director of
the Foreign Trade Department of the Ministry of Commerce, stated that the import and
export scale of cross-border e-commerce has increased tenfold in five years,reaching 2. 11
trillion yuan in 2022. Currently, the trend of integrating trade in goods and services, trade
and industry, and online and offline integration is becoming increasingly apparent. The
development of cross-border e-commerce is driving the digitization of the entire trade
process and various links.

Jiang Xiaojuan,President of the China Society of Industrial Economics and Professor at
the University of the Chinese Academy of Social Sciences,stated that China’s international
e-commerce has developed rapidly. In 2022, the scale of cross-border e-commerce imports
and exports exceeded 2 trillion yuan for the first time, accounting for 4. 9% of the total
import and export value of goods trade in China. In the first half of 2023, the total import
and export volume of cross-border e-commerce in China reached 1. 1 trillion yuan,a year-on-
year increase of 16 %.

The "Digital Trade Development and Cooperation Report 2023" released during the
China International Trade Fair shows that in 2022, China’s B2C e-commerce transaction
volume accounted for 37. 2% of the global total,ranking first in the world.

The development prospects of cross-border e-commerce are broad. At the 2023 China
E-commerce Conference during the China International Trade Fair, participants stated that
the expected development data from 2022 to 2026 shows that the global retail e-commerce
growth rate will be twice that of the global retail growth rate. At the same time, the
proportion of cross-border e-commerce in retail e-commerce is constantly increasing.
(September 7,2023 11:23,Source: Economic Reference News)

So,what is cross-border e-commerce? What are the operating modes of cross-border e-

commerce? With these questions,let us enter the study of this task.

I 1. The concept of cross-border e-commerce
_u

Cross Border E-Commerce, abbreviated as cross-border e-commerce, refers to
international commercial activities where trading entities belonging to different customs
territories engage in commodity transactions, information exchange, and service provision
through e-commerce platforms. It fully utilizes internet technology to connect goods,
services,and payment processes,eliminating time and space constraints,and achieving global
trade activities.

Cross border e-commerce is different from traditional international trade. Traditional
international trade usually needs to be conducted through intermediate links such as

importers and exporters,agents or trading companies,involving a series of procedures such

== 003
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as logistics, warehousing and customs declaration. Cross border e-commerce digitizes the
traditional process of contract negotiation, contract formation,and contract performance in
import and export trade, and delivers goods and completes transactions through cross-
border logistics and remote warehousing.

In addition,cross-border e-commerce also has the following characteristics:

(1) Large market scale: Cross border e-commerce can push goods and services to the
global market, breaking through regional restrictions, expanding sales channels, and
enabling enterprises to reach a broader consumer group.

(2) Low cost and high efficiency: Compared to traditional international trade, cross-
border e-commerce has relatively low operating costs and does not require the
establishment of physical stores or large-scale teams. At the same time, the high efficiency
of the Internet makes the transaction process faster, and order processing and payment
settlement more convenient.

(3) HTHI1Personalized customization; Cross border e-commerce platforms typically provide
personalized product recommendations and customized services, which can accurately recommend
products based on consumer needs and preferences, providing a better shopping experience.

(4) Improvement in logistics and payment: The development of cross-border e-
commerce has led to innovation and progress in the field of logistics and payment. In terms
of logistics, the optimization of international express delivery, warehousing, and customs
links has made cross-border logistics more convenient and efficient. In terms of payment,
cross-border e-commerce platforms usually provide multiple payment methods to solve the

problem of international payments.

I 2. The operational model of cross-border e-commerce

Based on different standards, cross-border e-commerce can be divided into the
following categories:

Table 1 A-1 Classification of Cross border E-commerce

Classification criteria Type Characteristics

B2B cross-border e-commerce is an e-commerce
activity that involves the exchange of goods,services,
and information between enterprises through the
internet. In the transaction scale of China’s cross-
I B2B cross-border e~ | border e-commerce market, the B2B cross-border e-
Classification by ]
) ) commerce ( Business-to- | commerce market accounts for over 80% of the total
trading entity . .
Business) transaction scale. In the cross-border e-commerce
market, the enterprise level market has always been
dominant, represented by global Alibaba International

Station,  Global Resource Network,  China

Manufacturing Network, etc.
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Bk

Classification criteria Type Characteristics

Business to Customer ( B2C) cross-border e-
commerce is an e-commerce activity carried out by
enterprises for individuals, providing online product
purchases, online medical consultations, and other
services for individuals. Due to the fact that
B2C cross-border e-commerce | consumers can directly purchase goods from
(Business-to-Customer) enterprises, there are fewer intermediate links, usually
Classification by with lower prices but higher logistics costs. The
trading entity market size of China’s B2C cross-border e-commerce
is  constantly expanding, with representative
enterprises including Global AliExpress, Amazon,

Lanting Jishi, Milan. com, Dalong. com, etc.

C2C  cross-border e-commerce refers to the
C2C cross-border e-commerce | implementation of individual to individual e-commerce
(Customer-to-Customer) activities through third-party trading platforms,

representing businesses such as eBay.

The information service platform mainly provides
online marketing platforms for domestic and foreign
member merchants, transmitting information on goods
Information or services provided by suppliers, buyers, and other
service platform merchants, and facilitating the completion of
transactions between both parties. Representative
enterprises include Alibaba International Station,

Global Resources Network, Made in China Network, etc.

The online trading platform not only provides
information display of enterprises, goods, services,
etc. » but also enables the entire shopping chain
process of search. consultation, comparison, placing
Classification by . . orders, payment, delivery, evaluation, etc. to be
. Online trading platform . )
service type completed online through the platform. The online
trading platform model is gradually becoming the
mainstream model of cross-border e-commerce, with
representative enterprises including Dhgate, Global

AliExpress, Milan. com,and Dalong. com.

The comprehensive foreign trade service platform can
provide enterprises with a series of services such as
customs clearance, logistics, tax refunds, insurance,
Foreign trade comprehensive | and financing, helping them complete the customs
service platform clearance and circulation process of goods import or
export. It can also help enterprises accelerate their
capital turnover through financing, tax refunds. and

other means, represented by Alibaba One Pass.
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Classification criteria

Type

Characteristics

Classified by
platform

operation method

Self operated platform

In the self operated platform model, the platform
integrates supplier resources, purchases products at
lower purchase prices, and then sells products at
higher prices. Self operated platforms mainly earn
profits by earning price differences for goods,
represented by companies such as Lanting Jishi,

Milan. com,and Dalong. com.

Third-party open platform

The third-party open platform establishes a shopping
mall online and integrates logistics, payment, remote
operation and other service resources to attract
merchants to settle in and provide cross-border e-
commerce transaction services. At the same time, the
platform mainly earns profits by collecting merchant
commissions and value-added service commissions,
represented by companies such as Global AliExpress,
Dhgate, Global Resources Network, Alibaba

International Station,etc.

Foreign trade e-commerce
proxy operation service

provider model

In this model, service providers do not directly
participate in any e-commerce buying and selling
process, but instead provide different service modules
for small and medium-sized enterprises engaged in

cross-border foreign trade e-commerce, such as
market research module "," marketing business
platform construction module"," overseas marketing
solution module ", etc. These enterprises, as e-
commerce service providers, help foreign trade
enterprises build independent e-commerce website
platforms and provide comprehensive e-commerce
solutions, enabling them to directly sell their products
to overseas retailers or consumers. Service providers
can provide one-stop e-commerce solutions and help
foreign trade enterprises establish personalized e-
commerce platforms. They mainly earn profits by
earning service fees paid by enterprises, representing

their determination to innovate.
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B sl B IR B9 I A I o 4
TELR AL 5V & AR T il IR 55 %8 1 15 B
RGEALGE S AL LR R KSR LT
2 R 52 6 4 2K L5V 6 $i1¢@ﬂnﬁl¥m%éﬁﬁ%%%ﬂ“ﬁ Eéﬂai
Gy V- 6 8 IE BT R B B H R R L AR
Al A SR | A TR S oK 22 R R R
SMRERG M55 7 & T BLo Aol 32 b5 5 . il L iR
Bl ARBS SRR S — RIS B B Al 5 R
SR MRS FB P BCE 058 5% R P, 38 AT DL Ol T
IBBLAEH B Al R A L RS AR
]
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=05 TPRCE Gl i 2 E R I IF B AR X
L AR 55 BT W 51 R A B O AR 5T
B=Ir PGB R EC o Wi 55 . [, S & O RAWCHCRY 2 I 4 A
B MRS e 1E o TR R T B AR A 2Bk
R S O R PR ER BT IR R U [ R 4

RV EEE

WIS T AR L MR 55 42 0 3 A B 2 5 4% ol v 7 3K
ST RIS S DA S 35T A B R R A o A ol £ i
TR B A 5 S B, = T g R SRR e R R 55 R
BB A BB A 7 SR A X g
S5 R T A B g5 BT | oMk DR R R A5 B B 0 B A1 B A ol A B ST A LR
M P 3 P 65 0 I PR A 42 T o7 B v T AR e D 8 M 4R
ST i 6 45 2 B AN 2 1 R B 2 . RSS HR AR AR
i 41 A3k — ity X vl AR R 5 58 T B AR B Ak
A HL R 65 o G 32 T I IR Al ST Y IR 55 9k
AL ARSI A SR RE.

&

Please conduct industry research through online channels, collect more information
about cross-border e-commerce operation models,and answer the following questions.

1. Briefly explain the difference between cross-border e-commerce and domestic e-
commerce,

2. What new cross-border e-commerce operation models have emerged in the market in
recent years,and what are the representative enterprises?

3. What do you think are the main development trends of cross-border e-commerce in

the future?

&>

T I ) 2% U T HEAT AT b 9E WE L Wi B T 2 AT 0% B B R R 0 S B £ L R RS LR
[

L HERABRETEHENEANEAER 4.

2ANETH EHATHEHANEREHEEEX KDL AH LY
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Core Vocabularies #%CidiC

[ 'krois borrder | adj. involving activity across a border between two
countries {5 i [ 5% 11

1. Currency-conversion costs remain one of the biggest obstacles to
cross-border trade.

BT T 5845 A AT 2 5 45 5 Ty 1) e R B 22—

2. China will encourage cross-border e-commerce and other new

business forms and models to grow even quicker to foster new drivers

offoreign trade.

H K 4 2l 5 35 FL TR A T M A I PR K g L B A BB B RE
[ir'’kpmars | n. commerce conducted electronically (as on the internet)
HL 7 55

1. But 15 years later, Alibaba has developed into the world’s largest e-

commerce company.
515 47 )5, Ff BB 2 8 2 o 0N A BR B K B L R 95 Wl

2. Consumers can buy various ready-to-cook dishes via grocery apps

and e-commerce platforms.

T 2T DL i AR e W ) 0 P 001 LA I o R P 5 T 3K 4% 2 R
[ 'praspekt | n. an idea of what might or will happen in the future Ff
5 R I

1. The prospects for the immediate future are good.

JELI0) A RIS AR OUL

2. The new job is not a promotion as such,but it has good prospects.

FHAE X — BT Y BR 55 38R b FOIE M 3R B R ad A SE 4 A i &
[ 'entoripraiz | n. a company or business 2 &) ; )l & J&

1. Good financial accounts are vital to the success of any enterprise.

%75 1 W0 55 T XA 2 ) £ R S AR e A L EE

2. Many enterprises will be forced to close

AR 22 Z2 4 i ¥ pi3E {3 1
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[Ilntl'grelfn] n. the act or process of combining two or more things so

that they work together # & ; —{K 1k

1. The aim is to promote closer economic integration.

H 2 i — 2 e 25— k1L .

2. It adopted the method of integration of theoretical analysis with

practice.

AR Sy TR ER 435 R FH B8 43 B S B R AR 45 S Y O ik AT
E1B%3

[ 'kastoemz] n. money collected under a tariff (¥ [T ECHL I 09) W
57

1. The customs officers searched through our luggage.

WRE A T RATMT 2.

2. Customs officials foiled an attempt to smuggle paintings out of the
country.

TG 6 G BHLARR 1 — Uk A BT AL AR B B A B A

[idekla'rerfn] n. an official or formal statement, especially about the
plans of a government or an organization; & 5 ; = B ()

1. So far we have had ringing strong declarations, but only limited
action.

HAT, BATE & &£ T —LF Jppm W] H R A RT3 .

2. On the customs declaration, the sender labeled the freight as
agricultural machinery

TEHR KB b, BT AN B B2 9151 g R B

['plaetforrm | n. a raised horizontal surface ‘& ;i &

1. A viewing platform gave stunning views over the valley.

ML B m S B % S AU WL

2. She walked up to the platform without faltering.
gL E E TG

[1bi: ta 'bi'] o (BB e i £lE e (o (eSS o hshmess? Gl i
PRLRE ) R4 1D 2 7 % 2 I 55

1. American analysts have been somewhat cautious in estimating the

size of the B2B market.

SR ] A D A A 2% ) X 2 Bl 55 i 5 0N N g S TR AR
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B2C

Cc2C

facilitate

consultation

012 ==

2. B2B commerce, for example, didn’t move mainly online by 2005 as
many had predicted in 2000, nor even by 2016, but that doesn’t mean

it won’t do so over the next few decades.

40, 3] 2005 48, B2B 1 55 #4520 & R IF AR ANTHE 2000 48 F0I Y AR
R EEPAEL LR ET] 2016 FUEA HXIFABKREELEARR
JILHFENA XL RE.

[/bi: ta 'siz] n. B2C is an abbreviation for ‘business to consumer. (]
s ) R 19D 2 /6 & Pl 55

1. 19% of B2C e-commerce companies now have a market
capitalization not much higher than the amount of cash on their
balance sheets.

19201 B2C WL 55 2> w) BUAE i T (8 Lo O 98 7 1 i 4% 1 i) B4
N2

2. The above two research results constitute a B2C e-commerce
platform.

FIRPIABEFE R AL T — > B2C BRI TR 5P 5

[isiz to 'siz] n. C2C is an abbreviation for * consumer to consumer’. (|
FH R R AT 189D A A2 Pl 55

1. However,research on C2C e-commerce is behind its development.
B2 % C2C 28 W W ) 0T 5% A0 I8 3 7 )5 T HOR SRR 3

2. Trust plays an important role in C2C e-commerce system

development and implementation process.

BFETECCCH FRF RGN IT KM LB, 23 + 70 =W
EH .

[ fa'silitert | vt. to make an action or a process possible or easier; fi ik ;
fufi {5 ) 5 i fel

1. The new airport will facilitate the development of tourism

B HIL SR AR T i 28 oM P K

2. Above all, it” s the emotions one experiences in teaching that
facilitate learning.

A — D NTEZC PRI B A 2 2 12

[kamsl'terfn] n. the act of discussing sth with sb or with a group of

people before making a decision about it. % ] ; i



mainstream

comprehensive

integrates

commission
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1. The decision was taken after close consultation with local residents.
T HR S S 7E 5 2 R RAT AR R A

2. There have been extensive consultations between the two

countries.
W Z [ AT T T 2 e
[ 'mernstriim | n. the ideas and opinions that are thought to be normal

because they are shared by most people; i ; £ AR ; R BEA

1. The show hopes to attract a mainstream audience.

16 M A B RE A8 W | 3 AR

2. Once more people are wired, the potential to change the mainstream
media will be enormous.

— B2 ARE bR, 4 s 3 i A i 0 B R

[ ikaimpri'hensiv ]| adj. including all, or almost all, the items, details,

facts,information,etc. sthat may be concerned %5 HJ; B A H

1. By comprehensive urban design to create a top quality urban
environment,

T 25 B IR T B R B R A A Sl i BRI
2. There is still no existing systematic and comprehensive verbs
research model.
BEXS Bl i) BB 58 2B 4 1 R B RS LR B S
['mtigrert ] v. make into a whole or make part of a whole. # & ; (fifi) &
I B — 1k
1. He didn’t integrate successfully into the Italian way of life

At 82 A IR b Rk A 31 T ROR 14 2R 9 D7 K

2.1t is essential to integrate children into the community and find a
role for them.

i £ 5 Rl A DXOF S ABATT 4R 234 i fa dE

[ko'mifn] n. a fee for services rendered based on a percentage of an
amount received or collected or agreed to be paid (as distinguished

from a salary). ffl 4

1. You get a 10% commission on everything you sell.

PRAT AR B H A 0 7 o AR A 10 6 B 48

2. He earned £ 2 000 in commission last month.

ftb AN H T 2000 Be88 10 4
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I . Practical Dialogue 52 H %} %

Li Ming: Hello Professor Jin! T am Li Ming from my freshman year. I heard that you
are a teacher of cross-border e-commerce practice courses. I am very interested in cross-
border e-commerce and would like to start a business through cross-border e-commerce
platforms during my university years. Can I ask you some related questions?

Professor Jin: Hello, i Ming! Nice to hear that you are interested in cross-border e-
commerce. I will do my best to help you. May I ask what specific knowledge do you have
about cross-border e-commerce?

Li Ming: In my previous courses, I learned that cross-border e-commerce refers to
selling goods from one country to another through the internet. But I am not very familiar
with the specific operation process and market selection. Can you give me some guidance?

Professor Jin: Of course. The preparation steps for cross-border e-commerce are as
follows:first,you need to determine the products you want to sell; then,choose a suitable
e-commerce platform; third, determine the sales region; fourth, register a company, and
open a bank account; last,prepare logistics and warehousing.

Li Ming:So how should I choose the products I want to sell?

Professor Jin: Choosing a product is very important. You can consider some products
with unique features and competitive advantages,which can attract more consumers. At the
same time,you also need to study the demand and trends of the target market to identify
potential profit margins.

Li Ming: Do you have any recommended best-selling products? Can you recommend
some to me?

Professor Jin: For cross-border e-commerce, what is the most profitable to sell and the
recommendation of best-selling products need to be determined based on the target market
and consumer demand. Here are some possible hot selling product recommendations: pet
products, sports equipment, electronic products, clothing and accessories. You can conduct
research on the target market based on the categories I recommend and select the products
that are most suitable for the target market and consumers.

Li Ming: Thank you for your guidance, Professor Jin! I will study these contents
carefully and strive to practice them. If I encounter problems during the entrepreneurial
process,can I ask you?

Professor Jin: Of course. I am happy to help you solve the problem. It is normal to
encounter difficulties during the entrepreneurial process,and it is important to maintain an
attitude of learning and innovation. Wishing you success on the path of cross-border e-

commerce entrepreneurship!
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M. Accumulation H X H 2

. Useful Phrases and Expressions SLFfEiE & J B KX
1. cross-border e-commerce 5 35 H R
2. regional restrictions [X dak FIR il
3. personalized customization AR E il
1.Caphalturnover %%1Kﬁ%$§%§
5. freshman year KEp—AEL
6. operation process PR AR
7. market selection iE7pu%ss
8. unique features A )RR A
9. competitive advantages LA
10. target market Hrti %
11. profit margins ) 2
12. best-selling products 5 W 8 1 7 i
13. consumer demand TH 3% & 75 5K
14. sports equipment B8 A
15. electronic products BT 7= i

. Useful Sentences SEFHA B

1. 1 would like to cancel my order.
FAPOH AT
2. Please contact customer service at [ phone number] to cancel your order.
T (RS ] R E P IR S U A TT
3. We have shipped your package and tracking information will be emailed to you

once it is available.
TATE &Rk be T EN A — HABEAE B AT TR i i 7 R & 1k a fs
4, I am experiencing a problem with my order.
FE I B 7 — L8 5T BURH OC Ay )
5. Please provide us with more information about the issue you are experiencing and

we will do our best to assist you.
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T AR 2 56 T B A (R AG £F S L FRATTH 38 T e SRR ALY Bl

6. What are the duties and taxes for my country?
F [ A IR L G Aol AR A 2% 7
7.  Please refer to the information on our website for duties and taxes regulations in

your country.

THAA BT _EA S E R B MBI E 115 R

8. I am unable to find the answer to my question on your website’s help center.
T TIC 1 A 1 D) sl P A By s R B 3R ) R B R
9. Please feel free to contact our customer service team at [ email address ] or [ phone

number | for assistance.

RN [l Rk ] B s S g ] R FRATT 0 & I 55 A A SR A B .
10.  Typically,it takes 7-10 business days for your order to be delivered.

A OLT AT AT B 7-10 AN IAE H A REIR I .

@ Fulfill the Task 52 ik fE55

1. Find the words with the meanings below and write them on the lines. The first letters
are given,

MR & AR LR B R G P REE D .

(1) ¢ the act of discussing sth with sb or with a group of people before

making a decision about it.
(2) p a raised horizontal surface

(3) m the ideas and opinions that are thought to be normal because they are

shared by most people
(4) ¢ involving activity across a border between two countries

(5) ¢ a fee for services rendered based on a percentage of an amount received

or collected or agreed to be paid (as distinguished from a salary)

6) f to make an action or a process possible or easier

(7) p an idea of what might or will happen in the future

(8) i make into a whole or make part of a whole

(9) e a company or business

(10) ¢ including all, or almost all, the items, details, facts, information, etc. ,

that may be concerned
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2. With Alibaba’s entry into the international market and the continuous growth of
domestic e-commerce,China’s cross-border e-commerce is expanding into a wider market, B2B
and B2C are both the most important models of cross-border e-commerce,and B2B needs to be
more patient in establishing partnerships and have a more solid R&D full process service
capability; B2C, on the other hand, places greater emphasis on rapid market response and
more flexible supply chain management. Properly used, both are powerful tools for expanding
international markets. However, with the integration of various factors, which model has more
development prospects in cross-border trade,B2B or B2C?

Wt oy L L N B T 3 5 A B PN L T AR S W G 3R B SR L R IEAE TR TR
(RT3 . 1 B2B 1 B2C HR k125 45 v 7 e B A, B2B A X AR SC R A O
TR TINFLSE BB R A T AR IR 55 e 7 5 T B2C ) T v A T 3 By AR R 14 4k
FEE I Az A E AR T 40 [ B T g B A (H R B & T R RS R T
H.B2B R B2C BIF— e 5B LA K i i 7

3. Write a career plan for cross-border e-commerce.

B — 0y 5 355 FL g HPIL B A5

@ Career Tips FHizH715

As a foreign trade novice, hastily entering the cross-border e-commerce market and
starting a business without sufficient preparation is undoubtedly difficult to achieve ideal
results and will also undermine one’ s confidence. What aspects should we improve
ourselves in order to help us walk more steadily and fly higher on the cross-border e-
commerce track.

We need to understand: What preparations are needed to enter the cross-border e-
commerce industry?

Market research: Understand the culture, regulations, consumption habits, and other
information of the target market,as well as the situation of major competitors, and grasp
the opportunities and risks to enter the market.

Search for suitable products: Look for products with sales potential in foreign
markets,and consider matching with domestic market demand and consumer preferences. It
is possible to understand which imported products are more popular in the domestic
market, which can help choose profitable products.

Prepare the supply chain;establish contact with foreign suppliers and determine if it is
necessary to {ind experienced agents and intermediaries to assist in selling imported goods.
Ensure smooth supply chain, timely arrival of goods,and meet consumer needs.

Understand tariff and legal issues: Understand the tariff and import regulations of each
country. Clearly understand the standards and regulations required for imported goods,and
conduct physical inspection,identification,filing,and declaration before entry.

Building an e-commerce platform: You need to establish your own or find a

=n 017
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professional cross-border e-commerce platform, as well as a payment system. Ensure that
the platform meets regulations and rules related to international transactions,as well as the
expectations of international consumers.

Drive marketing: Establish advertising and other strategies to promote and promote
your product. This includes participating in exhibitions, advertising, recruiting internet
celebrities, SEO, SNS marketing, and other means to attract consumers’ attention and
engage in diversified sales by providing high-quality products and services.

Control costs: Select appropriate channels to control costs for business development.
The initial expenses need to be strictly controlled, involving expenses related to overseas
warehouses, logistics, taxes, promotion,and other aspects.

1"!57@ ASHN SN SR PR B B T IX AR B T AR WO T R HE A I DL R AT R

SEARMEASCHE FRAR B RS B AT A SRR O FRATIIZ IR LE J5 1 4T B R TE,
Tfﬁﬁsﬁﬁ?ﬂl]fﬂ%f‘%fﬁ_ SFEE FETR R R E A

FRATTTTZE T it - I 5 H R AT T A IR v A A

TSGR : 1A B AR T3 00 SCHk 2 B T 2 IS4 R DA S R SE e 0 T 00, 3
18 Fr 22 E AT 35 B BIL 2 AR

TG R N E ST b SR B T D R O 25 IR P T g G SR A
T 9 F A O VE M o 7T LA A ) P T 3 EOIR A 10 R  BE 2 0H 3R] LS B R R R
TP

YA T B < N7 5 A B R A IR R L R E i A T R B A 2 5 i AR R A A
ok O By W B E 1T 4% . DR AR B E 0 . ORAIE BT ) B I B 3k 6 R T 2R R oK

TSGR AN A ) R s 1A R A I SR SR BRI e o VE BT AR IE 1 B
MR BRE AR L AR A I DEAT SE A A U A S A A

HBAEBETE HEELH K - ZL MBS & U R%E. kT &
T 2 5 PR A 5 A I R ELE S DL SR PR 2 3 R S0 R

WS E B L) A E AL AR B AR . RS SRS T kAT S
RIZL  SEO . SNS & 84 22 F T Be o i 2ok B2 43 155 5T 5 19 77 b R 55 W 5 1 2 3 1 0 8 ) O
(FEIN AR CK

T A < BB A IR I O Ml 55 A R A o I A O S T ] RS
O VW B T A A T Y B

Task B Introduction to Platforms

BEREEEE A

@ Learning Objectives % >] H ¥R

In this task,you are expected to:
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WAL S5 Rk

<> familiarize yourself with mainstream cross-border e-commerce B2B and B2C
platforms.
TR ERA BB B2B 5 B2C .

<> understand the characteristics of various cross-border e-commerce platforms.
TRAA BT AR

<> familiar with the rules of various cross-border e-commerce platforms.
ABANEFLRE TSR,

<> gain the basic operations of various cross-border e-commerce platforms.

EARS A FOL R B AR

o) :
(5) st

In March 2020, Xiaoming established the " Xiaoming Classmate" clothing brand
company with a registered capital of 300000 yuan, specializing in the sales of children’s
clothing brands. The company integrates online sales, order processing, and commercial
cooperation, undertaking clothing processing, OEM&ODM orders, mainly producing
sweaters, targeting children aged 4-6. At present, the company conducts both offline sales
and online direct sales, with offline sales mainly focused on OEM and wholesale sales. In
terms of domestic business, the company not only has its own e-commerce platform, but
also opens stores on the Alibaba 1688 platform for wholesale business, and operates and
sells products on JD and Taobao for retail business. In terms of foreign trade,the company
also has its own factory,mainly engaged in OEM production with brand partners. In recent
years, with the increase in labor costs and raw material costs, the company’s profits in
OEM processing have become increasingly low. Therefore,the company started on the path
of creating its own brand,launching 10000 self created organic T-shirts for the first time in
January 2021,and selling them out through online and offline sales within a week.

At present,cross-border e-commerce is developing rapidly. As the general manager of
the company, Xiaoming urgently wants to choose a suitable cross-border e-commerce
platform to promote the company’s organic T-shirts.

2020 4F 3 H o /NE L /NG [R) 27 IR it A B TR AR D AR T 30 Tt BT
A R . XA AR EEE TT O TR RT B A AE T A R IR i T 0 R
TLL K OEM&ODM T8, FZRIE = AR 32 HARxt 40 4~6 $ 1 JL3E. HAT, %A A
() Bsf EAT 2T B A0 26 B L A A U AN A A 8 O . eSO 55 T LIRS
R A R TP B T EL AT X Al 55 7 B BLEL B 1688 - 5 IR x5 ok 55 1
FAR G ELEMBE . TEANA I LA AR B O ML) 25 5 S YRR i
PG RRAE 7 o AR BB N7 AR DA R S R A Y 48 s 32 2w e A0 T b ) ) 97 R
B . P2 A RO IGE A B Z 8% 7R 2021 4F 1 A B A Q& AL T 1
P AE— R NE T 2 E LT U -
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FIHT 5 55 v B R R N E R A R B AL A DI - A s R T A
A A A HL T AL

Discussion 512

How should Xiaoming make a decision when facing numerous cross-border e-commerce

platforms?

THT X AR 22 185 858 WU R P 65 o /22 VAT A P 3 2

At present,cross-border e-commerce platforms are mainly divided into B2B platforms
and B2C platforms. B2B platforms include Alibaba International Station, Dhgate, etc. B2C
platforms include Amazon,eBay, AliExpress, Wish,LLazada,etc. Please discuss and compare
the strengths and weaknesses of each platform.

Hal, B 5 i F & £ B2B ¥ 5 Ml B2C - & . B2B - & 4 B B B [ Bl L 200
M4, B2C E 54 W Db . eBay ., £ BR #3238 . Wish, Lazada 55, EifiE LENFEFEEEHK
g

Prepare for the Task {F55UERS

[ . Case Study ZE155: )

Introduction to Typical Cross border E-commerce Platforms

In 2014,China’s cross-border online retail transaction volume was 449, 2 billion yuan,
with approximately 5000 platforms and enterprises engaged in cross-border e-commerce. By
2020, the import and export volume of cross-border e-commerce reached 1. 98 trillion yuan,
with over 30000 related enterprises engaged in cross-border e-commerce, and the
registration volume is still increasing year by year. Cross border e-commerce platforms with
relatively active performance each have their own characteristics and advantages and
disadvantages. Enterprises make strategic decisions and competitive strategies based on
their own conditions and the characteristics of their business products, which is the first

step to win the market.

I | . Introduction to typical B2B platforms

1. Alibaba International Station

(1) Introduction to Alibaba International Station
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Alibaba International Station was established in 1999 and is the first business module
of the Alibaba Group. It has now become the world’ s leading digital trade and export
platform. Alibaba International Station supports 16 languages, has over 5900 product
categories,covers over 200 countries and regions,and has over 400000 daily inquiries and
orders, covering over 40 different industries. It is committed to making all small and
medium-sized enterprises multinational corporations. Alibaba International Station aims to
create fairer,greener,and more sustainable trade rules for sellers, providing a simpler, more
trustworthy, and secure trading platform. It always takes innovative technology as its core,
efficiently links the entire business chain, and uses digital capabilities to benefit a large
number of small and medium-sized foreign trade enterprises, accelerating the digital
transformation and upgrading of the global trade industry.

(2)Functions of Alibaba International Station

Alibaba International Station provides mature and comprehensive cross-border trade
solutions for sellers,and the specific service items are shown in Table 1B-1.

Table 1 B-1 Specific Service Items of Alibaba International Station

Cross Border Store Opening

Business Opportunity Acquisition Accurate Promotion

Scenario Marketing

Credit Guarantee Services

Foreign Trade Comprehensive Service Platform

International Logistics

Transaction Performance
International Express Delivery

Financial Service

Payment Settlement

Customer Communication

Business Management -
Data Stewardship

(3)Registration process for Alibaba International Station

The registration process for Alibaba International Station is mainly divided into four
steps.

Step 1: Fill in the information. Fill in enterprise information online and become a
member of Alibaba International Station.

Step 2: Contract payment. Select the optimal cooperation plan and complete the
contract signing and payment.

Step 3: Field certification. Third party organizations conduct on-site certification of
enterprises (usually around 30 days).

Step 4: Store Opening and product Launching. Launch products, open stores, and

embark on a global journey of AliExpress.
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2. Dhgate

(1) Introduction to Dhgate

Dhgate was founded in 2004 and is a leading global online foreign trade trading
platform. It not only provides B2B online transactions for small and medium-sized
enterprises, but also provides procurement services for numerous small and medium-sized
buyers overseas. At present, Dhgate has over 2. 3 million cumulative registered suppliers,
with an average annual online product quantity of over 25 million and a cumulative
registered buyer base of over 36. 4 million, covering 223 countries and regions worldwide. It
has over 100 logistics routes and more than 10 overseas warehouses, 71 currency payment
capabilities,and global business offices in North America,lLatin America, Europe,and other
places.

(2) Advantages of Dhgate

Dhgate has established competitive advantages that are difficult to replicate in four
dimensions: brand advantage, technological advantage, user advantage, and operational
advantage. The specific advantages are shown in Table 2-2.

Advantages of Dhgate 2]

7 i 28 $ AR 58 FH P 4 48 32
N i:.: =} N
I 20 ERPIIRRIRAL o ke s 3640 7 LK S
100 2 441 4 B RS " 1000 2 iz AR
10 % AEHIE T AN R 230 J5 i iy RS o
WA BRE A BIAER | % 223 AER MM
AT BrEAL R Rz |7 (MEPS

(3) Registration and transaction process of Dhgate

Dhgate completed the entire process from registration to transaction through six
steps: registration, payment, authentication, product, order, and payment, as shown in
Figure 2-2.

—— - sl
o= : E.I' & ¢

iR 2k AIE i L] e
5%, RETR | RS T | AR BN A%TR, B SEHhe, e #aEe, e
SRS BRIk SHSHINE | | ERASHIR || R, SERE B ZHRA

Registration and transaction process of Dhgate ]

(4)Commission rules of Dhgate

On the product upload page., sellers can directly fill in the "estimated revenue" (the
estimated revenue needs to be deducted from the payment fee) when publishing the
product,without calculating the commission rate. After filling in the expected revenue, the

platform will automatically calculate and display the purchase price including commission to
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buyers,making it easier for sellers to understand the profit of each product.

(D When the amount of a single order is less than $ 300, the platform commission rate
is adjusted to 12. 5% ~19.5% (the commission rate of Chinese brand mobile platforms is
adjusted to 5.5%).

@ When the amount of a single order is greater than or equal to $ 300 and less than
$ 1000, the platform commission rate is adjusted to 4. 0% to 6.0%.

® When the amount of a single order is greater than or equal to $ 1000, the platform

commission rate is adjusted to 0.5% to 1. 5%.

I Il . Introduction to Two Typical B2C Platforms .

1. AliExpress

(D) Introduction to Global AliExpress

Global AliExpress,abbreviated as AliExpress,is a cross-border e-commerce platform
under the Alibaba Group that covers the world. Since its establishment in 2010, after more
than 10 years of rapid development, AliExpress has developed into one of China’s largest
cross-border export B2C platforms, covering more than 230 countries and regions
worldwide, with 18 language websites and over 150 million overseas buyers. It is one of the
most active cross-border e-commerce platforms in the world.

AliExpress targets a wide range of customer groups, but mainly targets emerging
markets, with customers from Russia and Brazil being the main customers of the platform.
As a platform under the Alibaba Group, the initial AliExpress and Taobao shared a large
number of users and continued to follow Taobao’s low-priced marketing strategy. Most of
the products used the logistics method of small packages by surface mail, resulting in low
product profits and poor customer experience. After several years of continuous
improvement, AliExpress has continuously improved and improved its standards for
investment promotion and customer assessment,and its service level has been continuously
improving. In 2015,it introduced the strategy of converting individual sellers to enterprise
sellers,and all sellers must be enterprises and have their own brand. One of the reasons
why AliExpress can attract a large number of sellers in the short term is that it is easy to
operate and has simple rules, which is very suitable for novice cross-border e-commerce
sellers. It also provides many online training courses, with video assistance for almost all
questions,creating an entry point for novice cross-border sellers.

(2)Requirements and store opening steps for AliExpress platform entry

1) The entry requirements for the AliExpress platform.

(D To register and open a store,it is required to be an individual business or enterprise.

@]In terms of trademarks,it is required to own or represent a brand for operation.

® Registered stores need to pay a certain amount of deposit according to the

corresponding category.
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2) The steps for opening a store on the AliExpress platform.

(DEnter the registration page of AliExpress official website and follow the registration
process to gradually complete account registration and authentication.

(@ Submit the necessary materials for entering the platform.

(@ Pay the corresponding deposit to the platform.

@ According to the platform requirements, improve the relevant information of the
store.

(3)Characteristics of AliExpress Business

AliExpress business has the following characteristics.

D AliExpress platform is a cross-border e-commerce platform launched by Alibaba
Group,leveraging the resource advantages of other platforms. The entire operation page is
simple and tidy,suitable for beginner sellers to get started.

@ The transaction process of AliExpress platform is simple, and the orders of both
buyers and sellers are completed online from generation, shipment, receipt, payment, and
other processes.

@ The operation mode for both buyers and sellers on the AliExpress platform is very
simple.

@ The product categories on the AliExpress platform are diverse, with a strong price
competitive advantage,and a strong market competitive advantage compared to traditional
international trade business.

® The AliExpress platform is suitable for entry-level sellers, and its product
characteristics meet the needs of buyers in emerging markets. The product has a high cost-
effectiveness and a supply chain advantage.

(4)Operation mode of AliExpress platform

The following will elaborate on the operation mode of AliExpress platform from four
aspects:information flow,logistics,capital flow,and profitability.

(DAliExpress Information Flow Operation Mode

AliExpress provides convenient communication tools for both parties involved in
transactions and has developed the " Trade Message" software to ensure efficient
information transmission between the two parties.

@ AliExpress logistics operation mode

The AliExpress platform supports various logistics solutions such as the four major
commercial express delivery services, postal express delivery services, postal registration
services,dedicated logistics services,and postal parcels. Sellers can also use the worry free
logistics services or online logistics services provided by the AliExpress platform to ship
overseas. In addition, the AliExpress platform has also opened overseas warehouse services
for countries such as the United States, the United Kingdom, Germany, Spain, France,
Italy, Russia, Australia, Indonesia, etc.

@ AliExpress Capital Flow Operation Mode
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AliExpress has developed Alibaba International Alipay, which currently supports
multiple payment methods, including credit card, wire transfer, Moneybookers and debit
card.

@ AliExpress profit operation mode

According to the regulations of AliExpress platform,a certain amount of deposit must
be paid according to the category; After the order transaction is completed,a transaction
fee will be charged in a certain proportion based on the total transaction amount of the
seller’s order (including product amount and shipping cost) , which is the sales commission
of the product. The commission fee standards for various purposes of AliExpress are
different, with most categories charged at 8% of the total transaction amount and some
categories charged at 5%. In addition to collecting store deposits and product sales
commissions, marketing promotion fees and other expenses (such as store management,
platform penalties,etc. ) will also be charged.

2. Amazon

(1) Introduction to Amazon Platform

Amazon,located in Seattle, Washington, USA, was one of the earliest companies to
start operating e-commerce. Amazon was founded in 1995 and initially only operated online
book sales. Now it has expanded to a wide range of other products and has become one of
the most diverse online retailers in the world. Amazon provides 27 language support and
has over 300 million active buyers worldwide, covering over 200 countries and regions. It
has 185 global operations centers and covers an area of 17 million square meters.

At present, Amazon has 17 overseas sites (including the US, Canada, Mexico, UK,
France, Germany, Italy, Spain, Netherlands, Sweden, Japan, Singapore, Australia, India,
UAE,Saudi Arabia, and Poland) open to Chinese sellers, attracting a large number of
Chinese sellers to settle in.

(2)Characteristics of Amazon Platform

(D Amazon values products over stores. Amazon has always been a heavy product
store,with only one detail page for each product on the Amazon platform. Compared to
other platforms, Amazon’s search results are clear and clear, with each product appearing
only once. If multiple sellers sell the same product,the quotes from different sellers will be
displayed on the seller list of the product, and buyers do not need to search in a large
number of duplicate product lists.

@Fulfillment by Amazon (FBA). FBA is an important service for Amazon’s global
store opening. Sellers only need to ship their products to their local Amazon operations
center, and Amazon will provide product picking, packaging, delivery., and return and
exchange services. Sellers who join FBA can increase product exposure and directly reach
Amazon’s Prime users. Sellers only need to focus on how to improve product quality and
build a brand, with Amazon providing fast and convenient logistics services. The Amazon

platform also provides FBA sellers with a service to answer buyer order questions in local
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language, providing strong support for sellers.

@ The Amazon platform commonly uses email communication and does not require 24-
hour online customer service personnel. It only requires 24-hour responses,saving time and
labor costs.

@ The no source mode does not require hoarding, and sellers only need to collect
product information from major domestic e-commerce platforms. After filtering and
optimization, they can upload it to Amazon stores with one click. When there are overseas
buyers,the seller purchases from the corresponding platform and then ships the purchased
products to the overseas buyers through Amazon Fulfillment by Merchant (FBM). There is
no need for funds for hoarding, warehouses for storing products, professional packaging and
shipping personnel,etc. , which reduces the initial cost of funds.

®A computer can only log in to the same account,communicate quickly with buyers,
and there are basically no major security issues.

(3) The Profit Model of Amazon Platform

Compared to platforms such as AliExpress and Dhgate, Amazon platform has higher
requirements for the qualifications of sellers who settle in,and their income comes from the
sales revenue of self operated products,store rent, platform service fees,etc. ; If the seller
uses Amazon Logistics (FBA), the platform will also charge additional logistics and
warehousing fees. The specific charging items and standards for Amazon are as follows.

1) Monthly Store Rental Fee: The monthly store rental fee varies among different
sites,such as the North American store rental fee of $39. 99 and the European store rental
fee of £ 25.

2)FBA fees:If FBA is used for shipping,FBA fees need to be paid,including picking,
packaging, shipping,distribution,return and exchange fees.

3)Storage fee: Amazon charges a monthly or long-term storage fee for goods stored in
the warehouse, usually from the 7th to 15th of each month,charging the previous month’s
monthly storage fee. Monthly storage fees vary depending on product size and different
months of the year.

4)Commission: A core fee on Amazon, mainly charged to all third-party sellers selling
on Amazon. The commission is actually the fee paid by the seller for listing product
permissions on the Amazon platform and obtaining a certain amount of traffic and
exposure. The commission rate varies depending on the product category.

5) Promotion fee: Amazon mainly provides three types of paid advertising on its
website,namely product promotion,brand promotion,and display type promotion.

6) Promotion fee:If the seller chooses to participate in promotional activities such as
Prime day,LLD (Lighting Deal, LD), BD (Best Deal, BD), TD (Deal of the Day), Cyber
Monday,Back to School Season,etc. ,in addition to meeting the corresponding declaration
and discount requirements,they also need to pay the corresponding fee to the platform. For

example, Prime day promotions charge $500,and LD promotions charge $ 150.
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3. eBay

(D Introduction to eBay Platform

The eBay platform was established in September 1995 and is an online auction and
shopping website that provides global consumers with online buying and selling products.
The eBay platform covers 38 countries and regions worldwide, with 380 million overseas
buyers, 157 million active buyers,and over 800 million products published by individuals or
businesses. Products that do not violate the law or are not on eBay’s prohibited sales list
can be published for sale on the eBay platform.

(2)Characteristics of eBay Platform

(DSellers can sell products on the platform through two modes: auction and buy it
now. Among them, the auction mode is the biggest feature of the eBay platform. Sellers
usually start the auction by setting the starting price and online time of the product,and
then based on the bidding amount when offline, the highest bidder wins.

@ Second-hand commodity transactions account for a significant proportion. 80% of
products on eBay are new,but in terms of sales rate,second-hand products actually perform
better than new products. On a global scale, the sales rate of second-hand products on eBay
exceeds 50% ,while the sales rate of new products is only around 33%.

(3) The operating mode of the eBay platform

(DeBay Information Flow Operation Mode: In the " Customer Service Management"
page of eBay’s order management system, select eBay Customer Service Management to
enter the "eBay Internal Message" interface, where sellers can easily manage buyers’ emails
and communicate with them.

@The logistics operation mode of eBay is as follows.

Overseas warehouse mode: When using the overseas warehouse mode for shipment, the
seller needs to deliver the goods to the overseas warehouse for storage in advance,and then
deliver the goods to the buyer through the overseas warehouse.

Self delivery mode:including four logistics methods:international commercial express,
international EMS express, international dedicated express, and international small
package.

eBay Send mode:eBay Send is a new international order shipping method provided by
eBay to sellers in the United States. Currently,eBay only allows specific sellers to use this
service,

@eBay’s cash flow operation mode:PayPal is a recommended payment tool by eBay,
with over 157 million active users worldwide and services in 193 countries and regions
worldwide, supporting payment transactions in a total of 26 currencies. PayPal allows
Chinese sellers to receive and make payments without having to set up an account overseas.

@ The profit operation model of eBay is as follows.

Publication fee: When sellers publish product information on eBay,eBay will charge a

certain percentage of the publication fee.
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Transaction fee: After the product is sold,the seller needs to pay a small proportion of
the transaction fee,and the basic fee incurred on the eBay exchange is the publication fee
plus a commission fee.

Function fee:In terms of eBay publishing, sellers can pay to upgrade some features,
such as pre publishing,bold subtitles and title fonts,secondary classification, etc.

Monthly rental fee: Sellers who open eBay stores also need to pay an additional
monthly rental fee for the corresponding store. The monthly rental fee varies depending on
the selected store level.

4. Wish

(1) Introduction to Wish Platform

The Wish platform was founded in 2011 and is an emerging mobile B2C cross-border e-
commerce platform. The Wish platform has an average of over 1 million active buyers per
day,over 90000 new buyers per day,and over 90% of buyers come from mobile devices. The
products sold on its app are high-quality and affordable, including non branded clothing,
jewelry,mobile phones, shower heads, etc. Most of the products are shipped directly from
China. The Wish platform excels in deep mining of buyer data, using data algorithms for
recommendations,and closely combining buyer characteristics for precise marketing.

Unlike traditional shopping websites, Wish platform initially placed great emphasis on
the shopping experience of smartphones, providing buyers with visual enjoyment through
product images. Meanwhile, the significant discounts on the Wish platform have stimulated
buyers’ purchasing desire. As a newcomer to e-commerce, Wish platform has no experience
in designing PC based shopping platforms,which allows Wish to freely explore the mobile
market.

(2)Features of the Wish platform

(DPush personalized product information for different buyers.

The Wish platform focuses on the shopping experience of buyers, with more
entertainment and buyer stickiness. The products presented to buyers are what buyers pay
attention to and like. Each buyer sees different product information, and the same buyer
also sees different product information at different times.

@ Without relying on other shopping websites, it can directly achieve closed-loop
product transactions.

On the Wish platform, buyers can purchase directly on the website after browsing their
favorite product images. The Wish platform has downplayed category browsing and search,
removed promotions, and focused on related recommendations. The Wish platform will
track the browsing trajectory and usage habits of buyers at any time to understand their
preferences and recommend relevant products to them.

5. Lazada

(1)Lazada Introduction

Lazada was founded in 2012 and headquartered in Singapore. It is a major online
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shopping platform in Southeast Asia, covering countries such as Indonesia, Malaysia, the
Philippines, Singapore, Thailand, and Vietnam. It has over 30 warehousing centers in
Southeast Asia. In April 2016, Alibaba Group acquired control of Lazada,which became the
flagship e-commerce platform of Alibaba Group in Southeast Asia.

Lazada mainly engages in 3C electronics, household goods, toys, fashion clothing,
sports equipment and other products. Compared to platforms such as Amazon and
AliExpress,its logistics costs are lower and the operation is simpler.

(2)Characteristics of Lazada

(DStrictly regulate the behavior of inbound sellers and have a comprehensive seller
training system. The lLazada platform provides sufficient training measures for sellers,
ensuring the rights of buyers and high-quality sellers. At the same time,it provides services
and support for the incubation and growth of sellers in terms of growth paths, tool
authorization, training guidance, and service support. For example, it provides professional
seller tools to provide sellers with sufficient independent business and marketing space.

@Provide a relatively complete guarantee system for sellers who settle in. The product
orders received by the settled sellers are all orders that have undergone strict testing by the
platform,and these orders can be shipped directly. When the seller ships,if the buyer has
already completed the payment on the lLazada platform, it can effectively reduce the
financial risk faced by the seller.

@ The payment method is relatively timely and flexible. LLazada provides sellers with
two cross-border payment methods: Payoneer and WorldFirst. Among them, the advantage
of using Payoneer account payment is that it can quickly and low-cost transfer funds from
Payoneer account to the seller’s bank card account, which is usually completed within 1-3
working days. Moreover, the more funds are transferred, the lower the handling fee,up to
2% of the transferred funds. The advantage of using World First payment is the ability to
quickly open international payment accounts including USD, EUR, GBP, JPY, RMB, and
CAD,and provide high-quality customer service.

@ With just one account, products can be released in 6 countries, perfectly balancing
operational efficiency and localized deep operations.

®Emphasize brand support and encourage cross-border e-commerce entrepreneurs to
build best-selling brands from scratch.

(3) Lazada’s operational model

(DlLazada Information Flow Operation Mode: Both parties need to use tools within
Lazada’s website for communication,such as Chat and FAQ.

@Lazada Logistics Operation Mode: Adopting Lazada Global Shipping (LGS), sellers
can directly ship their goods daily,greatly reducing delivery time. The Lazada platform can
also use seller self shipping.

(®Lazada’s cash flow operation model:Payoneer and WorldFirst payments are used.

@Lazada’s profit operation model:Lazada’s store opening fees are mainly divided into
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two parts:one is the fixed fees charged by the platform,and the other is logistics and other
expenses. The cost can be expressed in the formula: Lazada cost = order commission +
value-added tax +accounting processing fee + shipping and other expenses.

Order commission: The Lazada platform charges a commission of 1% to 4% across all
sites,without an annual fee.

e Value added tax: The Lazada platform mainly targets Southeast Asian countries,
with different value-added tax rates for each country. Malaysia’s value-added tax rate is
6% , Singapore’ s value-added tax rate is 7%, Thailand’ s value-added tax rate is 7%,
Indonesia’s value-added tax rate is 10% , Philippines’ value-added tax rate is 12% . and
Vietnam’s value-added tax rate is 10%.

Accounting processing fee: A fixed fee of 2% of the total amount of each order is
charged.

Freight and other expenses: The platform has launched an LGS global delivery
solution, which can also be shipped by sellers themselves. Therefore, when calculating the

shipping cost,it depends on the seller’s chosen shipping method.
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EE 7 RS WO iR 4 B IR 55 2 A s A0 2R S A T B iR (FBAD L F & 6 %
FRAN OB i S AN Ak 2 . I Dk FAR R B 0 H AR HEAN R .

CIO T Bl 3 FH 2l P < A Tl o ) i 13 L 9% T A [ 47 B I S5 i 1) 0 4l AHL 21 2 39.
99 J&TT . WU 3 Y 1 4l A AH 2% T 25 Db .

(2)FBA B¢ W 2R FBA A%, 5 2506 FBA 28l A4 Bk L 2 L A 08 VL% IR
Hbi 2

(3D 0 i B < 0. T 30 X A7 HCTE A A 1 B W W IR 2 s it 9 A 0 i 2 — IR AE 51>
A7 215 HIR B A H s H BG4 9% IR il RO F1— 48 tpOR [R) H 4 1 57

CA A 4« W B b 1 — T A% 0 B T 32 ST X0 B A A2 T By b B 89 85 19 28 = 07 32 KW
A 4 52 B 32 A Sy b V- & 51 7 i A AR LA SR A — 5 14 T i B D' SR S A Y
eI . AR A AR 7 i 2 1 AN [R] T AN [

(S HE)™ B« 0 Shsth ol P 2 B AL 3 P2 g A5 B ) 5, BRI b ) L R ) R O Y
T

(6) 42 45 1 3 3 . W R 32 K %% B 0 Prime day OF 5 i#h 43 5 H) LD (Lighting Deal,
LD) .BD(Best Deal,BD).TD(Deal of the Day) .4 EH — IR ZEELHES . B E A
e ENE 8 FR AR A5 PRI S0 B SR b 3 5 B - 6 SO AL B AT B4, Prime day 2 5 U
B 500 T, LD 28 Y 150 36T,
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(=)eBay

1. eBay ‘-5 41

eBay -5 AL T 1995 48 9 J 2 — R AR BR IR AR RSS2 7 i 4k B Am sz K W M
ui. eBay Vb s T 2Rk 38 NE G P 3. 8 ALBEAN LK (1. 57 ALIE BRE K LA
K 8 AL AT A NBRT R B 077 dh . HBEREE RO A 77 il BN FE eBay 25 1F IRUE 3 B0
Z N S FR T LALE eBay F & & RE .,

2. eBay V- & 4 5

(D SEZ] LU PR XA & B8 &7 i — R L. ) —foE— . K4
FHERIE eBay VB W RRFFE . 325 — M i 35 7 1 RS DL IR 42 i 8] I 46 0 52
SR 5 ML T 2RI 1Y 58 0 A 0 i AR

(D= FRMsCH B R E. eBay | 8020 WY R S ARS8 it (HAL S B R . —F /i
b (R R FEAR TR . fERERVEE N . eBay | Fri S i8S B R M1t 5020, 8 dh B
A 33% kA,

3. eBay V- & 1i8 B

(DeBay {5 BB fER A AE eBay MITHRE ARG T & IRE M jUm L $% eBay
A HL, BRI AT HE A eBay 3l AT 7 ST » 32 576 M 5T AR A5 SR AN S KR s R, 53K
RAEATI I

(2) eBay ¥piftis fEREINT .

A2l R g AN Uk 17 T 232 AR AR 58 Wk I A O AR A BE S i 2o
AN RE BT ik IR LK T

B &R A4 B Rl B L [ Br EMS M | = bR 2 ek = PR/ 4 Fh R

eBay Send #:\ : eBay Send J& eBay [n] 3¢ [ 32 42 it i) — Mg 9 B PriT Sk 18 070, H
Hil s eBay H A V/F e 1Y 32 5 8 IR 55 .

(3)eBay % & i is fERL I : PayPal j& eBay i #57 09 Ao 3 L H 78 4 Bk 30 [ N 90 A 8 i
L 57 AZIE BRI P IR 55 il S 423K 193 AN E KA X, Je 304 26 Fpog {328 5 . PayPal 1]
DAk e [ 32 58 T 207 358 A B 7 T 3t BB HEA T ISR R

(1) eBay BB ERAAT .

T2 S25AE eBay b PPE ™ S5 BB eBay 23O — & Lol 19 T8 2%

BAE B < 7 A S DUG S S ST S AN/ N LG A8 ) LSS B L TE eBay |38 5 T 7 A 1 AR
B o TIE 2% 0 B sE 9%

VIRE 2% - 7€ eBay KA J5 T8 » 32 58 AT LAAT 9% X — 26 3y e #E 47 TH 90, G 1 1) L @ R % A
AR NINHL . Ry 2%

A% I eBay JE8H1SZ 5, B 7 38 T5 8 A0 AT AH L 04 15 4 7 FL 2% A48 T 35 )1 4l 2%
AATE S AR 2R AN A

(P9 ) Wish

1. Wish ‘L 654N 43

Wish -5 Q140 T 2011 48, &R 2% 3h B2C M 5. Wish & H B3% BRE K
Hid 100 TN, HE B L8 9 1A #Bid 90 % ML 5ok A ahim . H App L8 8 17 i
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Py A B B 35 JE i MRS VBRSO MR ISk A L RV 0 B R R . Wish o
B HELC O SE B AT IR A A R T B ST R AT HE TR B A K KRR AR AT RS e
B,

AL G0y Wt AN [R) . Wish S5 — IFda g+ 20 13 558 B8 T L 60 N 1K 56 o 3 7 ot [
P45 KRB =32 . [, Wish - & 5 KBS 4n il 7SR K sL ik, fE R — A
BT Wish P H 2% A PC Y& kit &5, X 15 Wish G848 1 b T+ #1 7% 3l v
M.

2. Wish *F- 5 i 5

CDEFXAS R 3K HE AP 7 i 15 B .

Wish - & 7 5 K 500 W W) (R 50 LA T8 22 119 108 O ORI SE X R vk » 52 B 45 3K 1 7 i
R F R BRI . B— K ZEHF B G5 B A 1 6 — 38 KAEA 5] i [8] & 2 Y
P fE B AR

(2) ANAR B 7 JHC Al 0 4y 0 32l 74 B sl RE L 4 52 B PR B 18 7 i 22 5

15 Wish P& b, KT WY 3 50 7™ it I J5 7T DL el 2 B 35 . Wish oF
BIRAL T RN AR, o T AR, T T ORIRE SR . Wish - & 2 Fifl I B 3K 2 )
BB DA S A T 2T A DL S R0 O i R T HERE AR DG R 4G SK AR

(F)Lazada

1. Lazada /4

Lazada J§{57. T 2012 48, SRR BB, 02 AR B 0 3t DX R B T W °F- 5 5 Ml 555 1
Bl BN R JE VO 0 E R VO 0 AR T BN L 28 [ R B R A 1 5K 7E AR b X B0 30 24
BfigH L, 2016 4F 4 7, Ff B AL FIBUAS Lazada A9 #5 BEAN . Lazada 52 F B A Ff BE B B2 46
VAT 2 e I A P B 5

Lazada FEZE 3C 5F KB A JOuE 0 i AR 32 30 #8884 55 7= & A0 EL IF 5 38 |
SEIE SR B HW I AR SR 45 S R A

2. Lazada 1945 /&5,

(DR IEATE LK AT R A BB ML EITGIMERR . Lazada VR ZFRM TR
i A VI » DR UE 1 3K R0 R il RS2 KRR . [ A K A L T R R A 15 I 4R 5
FIIR 55 S5 25 J7 T A 32 R 094k B iR AR AR 45 5 S e, il BRI SE K TR
SR AR FE 43 ST I 2 RE B A ]

(2) M ABESZ AR 78 5 1 R AR R . A GRS A5 B 7= T AR 2O B gt ™
MR J5 T B X BB T BN B R AT . SERAE R BT R SE K O A A Lazada V- & |58
SIS s T DA 200 e AT 552 5 T i 749 T < IR

(33 A I S S vh R 3% . Lazada Sy 32 52 i fit 79 Fb 85 458 3 A J5 2 Payoneer il
WorldFirst, -, ffi f Payoneer I F* 3¢ A (1 £ #5402 it 52 B P38 AR B4 H oK Payoneer ik
PG R B LKW RAT Rk — e 1~3 DR H S, T A B i ot 2, T4k
D e B R4 200 . ] World First SO O 02 R 48 P 3 38 £456 58 7T (K
JCNHEBE L H T R LA e AE N Y ] BRSO P FE 4R A0 5T 2% P IR 55 .

(DR =D SHRETE 6 A B R AT ™ it 56 56 VM 1 3z 8 RO FA Mo Ak i IR 2

I

i@_
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(5) FE AL i W SCHR » S Dl s 5 P R DML DA O 31 T F T 368 W B o L

3. Lazada Wiz & 5

(1) Lazada {5 &yt iz VE 185 X 28 &) W5 B 28 Uik » # 75 % ff ] Lazada sl N 89 T H, 40
Chat FAQ %,

(2)Lazada ¥ B ER 2 . % A Lazada £ BR#Y) i (Lazada Global Shipping, LGS), 325
PRV R H BT R KM B T IRIEBI R, Lazada “FE Wl ISR K B LR

(3)Lazada &4 iz fER L . % ] Payoneer, WorldFirst 37 £},

(4)Lazada 8 FliZ AE R : Lazada JF 5 2% ] 32 250 R PR 4 - — &1 & 1 Wi B iy 2%
L =2 S Hofh 2 . g 0] AT A 3Rk < Lazada 2% Fl = 7T 54/ 4 (commission) +
RO B+ K 55 Ab # 2 + 3B B S 2R

o T4 s Lazada V& 4l OB 120 ~4 20 90 4 A 4 9%

o MYMEFL : Lazada - & 32 B4 X5 4 g 0 5 B~ [ 58 A0 19 (BB BE 284 it AN () E5 R 7
WG E BB Ty 6 00 BB i B EBLBL A 700 & = W B BLBL %y 706, BN EE Je v
I (BB 1000 GRAR MBI EBLBL A 1200 B i BEBL R 1024,

o MG Ab B B [ E SO SE T B A B B 200 .

o B BHATEA] PG HEL LGS RIRICk TR WA L2 K Afrizk. Ktk 781t
S35 B A I AR R 32 58 K B I e U A [R) T ZE

&

Please browse and research the cross-border e-commerce platforms mentioned above to
learn more about how to operate each platform and answer the following questions.

1. Please summarize the entry conditions for each platform in a table format.

2. Please learn the registration steps for each platform.

3. Briefly explain the strengths and weaknesses of each platform.

&

T D0 YE S IR AT L SO B A 5 BT R 65 TR E 250 T AR s B AT B AR L O 1l
PATF [

LFRAAXBHRAELEENTFEMNELBEI2AEM 4.

2. FAEANTFEWEMS R,

SHERMAFENGEHEF5HH.

. Core Vocabularies #%:0:iaiC
multinational [ imalti'neefnal] adj. existing in or involving many countries % [E [ ; ¥
EAS]H]
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trustworthy

promotion

e. g.

logistics

launch

038 ==

BIZEB B EIE

1. In the mass production era multinational firms tended to centralize

their operations

TE R AR 77 B AR, B B R AEAE SEAT SRR RS .

2. It takes brains to run a multinational corporation.

T ] 2 m) A SR

[ 'trastwardi] adj. that you can rely on to be good.honest, sincere, etc.
F 7515 M8 1 5 AT 52 1Y

1. We believe we’ll be your most trustworthy business partner.

AR FRATT A W) 23 LA AR B (BLAS A ML A 5 A AR PE

2. I believe you are not only trustworthy but also competitive in price.
FARME VRAITAAL AT &8, M MM ARG 525 1 .

[pra'moufn | n. act of raising in rank or position i) s & F}; % I}

1. As soon as the news of her promotion spread, her colleagues were

happy for her.
It TR S — 1% T[] S R el v % .

2. She’ll have to work hard to get a promotion.
W Wb 75 %% 1R A C LSRG THT L2 .

[1a'dsistiks | n. handling an operation that involves providing labor and

materials be supplied as needed ¥ ; J #h; 4H 41 T AE

1. The skills and logistics of getting such a big show on the road pose
enormous practical problems.

3o 0 R Y () K L TG R S R B S W AR T I B R A S bR
Im)

2. Smooth logistics and transport services should meet the needs for
shopping ,recreation,and entertainment of people who stay where they
work during the holiday.

BRI S 5 38 R 55 07 3 AT 5 6 A2 R b 2ok AR B AR 1 8 ) AR TR L 1R O
[lomtf] vt. to start an activity,especially an organized one; to make a
product available to the public for the first time &4} ; JF#h MW ZE ., K2,
(HYO b, BA7

1. The new model will be launched in July.
BRLS P a E L AR
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2. The product was launched amid much fanfare worldwide.

TXAS 77 il A S o A A
replicate [ 'replikert | v. reproduce or make an exact copy of & il ; B 3k & i
e. g. 1. It is also easy to replicate,as the next subsection explains.

ST — AN AU BT AR RE B ik AT DL S i A

2. Applications create these partitions for storing and replicating data.
i R 1) 3 2 4 [X ) oF fidh 7 0 2 o B

authentication [on0ent1'kerfn] n. validating the authenticity of something or someone
IIE ; 28 5%F

e. g. 1. The security mode is set to Basic Authentication.
W 22 A O HEAS B iy B E .

2. And further down the road is biometric authentication, which could

0

be encrypted with,say,a fingerprint.
T ORIE WAL, AT A48 8055 0% .
deducted [di'dakt] vt. to take away money,points,etc. from a total amount (M

BT R L 2R

e. g. 1. The cost of your uniform will be deducted from your wages.

1 Ji 2 K AR 1 %% g

2. Ten points will be deducted for a wrong answer.
H
— 8+
novice ['na:vis] n. a person who is new and has little experience in a skill,job
or situation 3 T ;¥ &
e. g. 1. As a novice writer, this is something I’m interested in.

VE B0 B AR X AR

2. The period of the novice teachers is the start stage of their
development.
BT SO B A S R A 2 1B AP AR s T B0R R AT O A Y

warehouse [ 'werhaus | n. a storehouse for goods and merchandise 4% ; %8 0

e. g. 1. The building is currently being used as a warehouse.

X T H ARG

2. Matters were made worse by a fire in the warehouse.

WPER KRG H S N,
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fulfillment

o o
e. g.

algorithm

stickiness

e. g.

headquartered

BIZEB B EIE

[ful'frilment | n. JE 1T ; 7852 ; i f& 5%

1. You must value your relationships because they give your
fulfillment.

PRR6 ZE FAR B N PR 5 2R IR B LR R 96 SR

2. Checking off each item provides a great sense of fulfillment.

AU — WU 55 0 15 58 i SR U5 H0 A L BE 4 S5 — iR B A il R
['eelgoiridomz ] n. a series of mathematical steps. especially in a
computer program,which will give you the answer to a particular kind
of problem or question. ¥ ;B 2 F

1. Many robots are equipped with high-tech sensors and complex learning

algorithms to avoid injuring humans as they work side by side.
VEZ LA N o B A5 IR RN B 2 1 % ) 5035, Ll et B 81 5
HOIFR TAER A,

2." An ultimate face recognition algorithm should perform with
billions of people in a dataset," the researchers wrote.

— LA N R ) BA 1 32 AT AR 0 B AR B L LN
U ETWNZEES]
[ 'stikines ] n. the property of sticking to a surface ¥4 ; 1%
1. The short-term stickiness is formed during the first time experience

process.

JE SRS PR BT R0 U TH B AR g i A v

2. A good product recommendation system not only can greatly save
user time of searching and selecting the needed products,but also can
effectively increase the user stickiness for a trade.

U B0 77 i MEXE FR 50— 7 T BEAR DR Y 29 Y 48 3R S Pk vk 7 i ) IS 1D
— 75 T REAT R IR 2 B PR A

[ 'hedkwoirtord | adj. If an organization is headquartered in a particular
place,that is where its main offices are. B\ £F 3
1. News Corporation was headquartered in Sydney.

I 4R AT R S BRI TE R JE

2. The company is headquartered in Chicago.
25 A SR B Z N E
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I . Practical Dialogue 52 H %} %

Professor Jin: Hello, Li Ming. Last time I heard you plan to start a cross-border e-
commerce business,have you been progressing smoothly lately? Do you have any questions
that 1 can help with?

Li Ming: Yes,professor. I hope to learn more about cross-border e-commerce and how
to successfully start a business through a platform.

Professor Jin; Firstly,you need to choose a cross-border e-commerce platform that is
suitable for you. Do you know what are the most popular cross-border e-commerce
platforms in the world?

Li Ming: I know of Amazon, eBay, AliExpress, and some emerging e-commerce
platforms such as Shopee and lLazada.

Professor Jin: Yes,these platforms all have their own characteristics and advantages.
You need to choose the most suitable platform for you based on product positioning,target
market,and operational capabilities. For example,if you plan to sell high-value products,
Amazon may be a better choice because it has a wider user base and strict control over
product quality.

Li Ming: So how should I choose the suitable platform?

Professor Jin: You can consider these aspects, firstly, understanding the user groups
and shopping habits of each platform can help you better understand the needs of the target
market. Secondly,consider your product type and characteristics,as well as the market you
want to enter,and choose a platform that can meet these needs. In addition,it is important
to consider the platform’s entry requirements and operational rules to ensure that you have
sufficient resources and capabilities to successfully operate on the platform.

Li Ming: I understand. Choosing the right platform is very important. So, after
selecting a platform,how should I carry out specific operations?

Professor Jin: Creating and operating a store on a platform requires some knowledge
and skills. Firstly, you need to understand the platform’s operational rules and marketing
strategies to ensure that your store can successfully attract and retain customers. In
addition, you need to know how to optimize product lists and detail pages to increase
product exposure and conversion rates. Meanwhile, logistics and payment are also important
factors that you need to consider. You need to choose reliable logistics partners to ensure
fast and safe delivery services, while providing multiple payment methods for the
convenience of customers.

Li Ming: It sounds like it requires a lot of knowledge and skills. So how should I learn
and improve them?

Professor Jin: There are many ways. Firstly, you can understand the platform’ s

operations and operational rules by reading the platform’s help documents and tutorials.

= 041
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Secondly,you can participate in training courses and seminars organized by the platform to
gain more knowledge and experience sharing. In addition, you can also join relevant

communities and forums, exchange, and share experiences with other sellers, and seek

BB ERE

professional guidance and advice.

work hard to learn and practice, hoping to achieve success in the cross-border e-commerce

Li Ming: Thank you, Professor Jin. Your suggestion has been very helpful to me. I will

field.

Il. Accumulation H 7 H &

.

042

12

Useful Phrases and Expressions LA EIERIIBRIA

. second-hand commodity
. overseas warehouse

. international commercial express
. international dedicated express
5. international small package

. platform selection

. target market

. product positioning

. logistics management

. payment method

. data analysis

. product selection strategy

13.

marketing promotion

4. product classification

. product filtering

. product page

. shopping cart

. order management

. logistics tracking

. delivery confirmation

. review system

. inventory management

. laws and regulations

— T
BN
FE] o g ol PR 3ok
] P & 2 Pl ik
=]V
-5 1R
H bR %
T il 5
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e i R
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P
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24. tariff and taxes FBLFBLUL

25. foreign exchange and exchange rate AN AR

26. consumer protection ERAE =R il

27. search engine optimization (SEQ) HWRI|ZE 1L (SEO)
28. social media marketing A SN

Useful Sentences SEFH G &Y

What are the key factors to consider when choosing a cross-border e-commerce

platform?
VeI 5 L O B I T S TR R SCHE R R A A

What are the common payment methods in cross-border e-commerce?

5 S5 L BT R DL ) S A T A R

How do I know if my product is suitable for cross-border e-commerce?
g S B ) 7 i R O S S 5 R R 7

What are the cross-border e-commerce development trends in the future?

AR K it 85 v T 1) 2 R A T

What are the common problems encountered in cross-border e-commerce?
15 358 P TR AL Y [ R A R

What are some of the legal and regulatory requirements for operating a cross-

border e-commerce business?
SE BRI 5 T 5 TR R AR R A W 2

How do I choose a reliable cross-border e-commerce platform?

n ] 32 % AT 5E 1) 5 B L R - 7 7

What are the advantages and disadvantages of each platform?
A5 AT WIS G B 7

How do I register and set up an account on a cross-border e-commerce platform?

U7 B B R & LM S K 7

How do I upload products onto a cross-border e-commerce platform?

T E S B R & b AL e 2

What are the key factors to consider when choosing a cross-border e-commerce

platform?

T 5 5 L P 15 I Y O R R RO AT A
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What are the common payment methods in cross-border e-commerce?
5 S5 VL BT R R DL ) S A T A R
7.  How do I know if my product is suitable for cross-border e-commerce?
Qe A T ) 7 A e A AR B L Y
What are the cross-border e-commerce development trends in the future?

R R i85 85 v 1T 1) A JEE A T

8. What are the common problems encountered in cross-border e-commerce?
P 5 LR AL 1% i) A R L

What are some of the legal and regulatory requirements for operating a cross-

border e-commerce business?
20 5 5T FL R L 55 T TR O R R A TR e
9. How do I choose a reliable cross-border e-commerce platform?

n ] 32 % AT 5 1) 25 5 P R - 7 7

What are the advantages and disadvantages of each platform?
B A1 6 A WP I ik 57

10.  How do I register and set up an account on a cross-border e-commerce platform?
W 7E 8 BE B F & B If g sr ik e

How do I upload products onto a cross-border e-commerce platform?

T E S B P & b AL e 2

@ Fulfill the Task 52 il fF55

1. Find the words with the meanings below and write them on the lines, The first letters

are given.
MESNEHELZ LEAR(BFEBELRE),
(1 p act of raising in rank or position
(2) t that you can rely on to be good,honest,sincere,etc.
(3) s the property of sticking to a surface
4) w a storehouse for goods and merchandise
(5) m existing in or involving many countries
(6) r reproduce or make an exact copy of
(7 1 handling an operation that involves providing labor and materials be

supplied as needed

(8 n a person who is new and has little experience in a skill,job or situation
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(9) a a series of mathematical steps,especially in a computer program, which

will give you the answer to a particular kind of problem or question.
(10> 1 to start an activity,especially an organized one;

2. Please write an English product description for the following products:

A smartphone with 256GB of storage space,dual cameras, 6. 2-inch screen,and 4500mAh
battery.

BAATFEFRE— MR =miR:

—HAEREFIN,BH 256GB WiFME=H, KK L,6. 2 Z~T B FHF 4500mAh )
it

3. As a seller,how can you register and open a store on a suitable cross-border e-commerce
platform based on the current situation of the enterprise and product characteristics? Please
choose a cross-border e-commerce platform and try presenting it in English.

EAZR SN LHARN~RBFTEEESENBERBT LA, WAETES LEMRFT
JER? BF-— 1T EBREEFFEFAHZHARTHITER.

@ Career Tips FR17$715

The development trend and prospects of the cross-border e-commerce industry are very
broad, and the future sustainability is strong. According to statistics, the global cross-
border e-commerce market has exceeded $ 2 trillion and is constantly expanding. In this
vast market, university graduates majoring in cross-border e-commerce will have vast
employment opportunities. The cross-border e-commerce industry involves a wide range of
fields, including trade, logistics, finance, marketing, data analysis, and other fields.
Therefore, graduates can choose a career direction suitable for themselves based on their
interests and professional background. If they have certain ideas and courage,they can plan
their career and future early, and also choose cross-border e-commerce entrepreneurship.
However, for beginners who have just started cross-border e-commerce, choosing the
appropriate one among numerous cross-border e-commerce platforms should consider
numerous factors:

1. Platform reputation: The reputation of the platform can be evaluated by viewing
user reviews,media reports,and user discussions in relevant forums.

2. Platform scale: Larger platforms typically have a wider customer base, more sales
channels,and higher credibility.

3. Platform rules: The depth of familiarity with the rules largely determines whether
the platform can operate well.

4. Product Type: Different cross-border e-commerce platforms are more suitable for
different types of products.

5. Platform fees: Novice should understand and compare these fees and choose a
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relatively reasonable platform.

6. Payment and logistics: Payment and logistics are one of the core services of cross-
border e-commerce platforms. Novice should choose a platform that supports multiple
payment methods and reasonable logistics costs to improve transaction success rate and
user satisfaction.

5 35 W R AT Y e A BRI B 20 T R AROR T R B . PR ST R RS L R
K C 2 2 TTACETT I HIREARWY K. 7EX PRI 14 . 85 5 i iy Lk Y R
PN AT R HL 2y o 85 5T R AT BT 9 R U AR T2 AR R S W)
Ui~ T 3 8 B B 20 T SR 2 A A PR ROl AR T DA B O R SR ARl R
PG G A OB 7 1 G R A — 5 AR AR L AR R Dy B O Sl R A T
A DA RS B R QD . N3 B RRE T D0 S 5 A5 E A B TR UL 7E AR 2 B 5 L R
B RESENIR— I ROEEIERZ H K

LoFGAEZ AT DGR & AT & 0 P PR AR T LKA 5C 18 3 o 19 7 e ok
fliF- 6 R

2P B MEL BRI Gl HA H T Z & PR CE 288 R U &R
B

3.7 5 B AL Y TR AR R AR e 1 n] Ll B XA .

477 AL A TR) Y 1 BT P T F £ EE A A ) 2R R A

5.7 B B BT ROZ N X L B AT 1A LL A IR IR ERAR N S B B .

6. SIS FIW UL - AT AR S B B R B RO IR S 2 — . B TR SRR 2 R
SCAS 5 R B U 2 T 7 & o USR5 22 5 iU R R P il B

@ References 3 it

(1] ArHE ™l ot 5 B

(2] BEBTHLEY : BEIE RAF S 9055 (BORAR 55 2 BOAEE X808 Rk - A RGHR L s A
A PR 7]

(3] BEBTHLFY : BEIE RAR 59055 (BUORAR 55 2 MO X0 E08 Rk - A RHR L s A
A PR 7]

ill2
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Unit 2 Product Listing
P mitls

Task A Product Selection

32 fif

Learning Objectives = >] H#¥p

In this task,you are expected to

AL SRR

<> familiarize yourself with the essential vocabulary associated with product selection.
A5 B WA O R AZ O IR .

<> acquire useful phrases,expressions,and sentences pertinent to product selection.
AR 5 R OG0 S T A L ) AR Ik KR L

<> learn about how to effectively make product selection.

57 WA A R T

A college student from the United States, William Pitt, planned to start his own online
store through a cross-border e-commerce platform. However, he faced difficulties in
selecting products to sell and felt overwhelmed by the vast array of options available in the
market. To address this, he consulted relevant resources and had discussions with
professors specializing in e-commerce at his university.

— G R E KA B« BORHTRE S S SR SR TR K A C B ME . SR,
b A R AR B 7 A A T S T T S R IR A R BN OAE TR T L Ml AR B A R
BERE I 5 2R TR 55 Rl B BRI R e e R
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Product Selection !

What factors do you think should be considered when selecting products for cross-

border e-commerce online shop?

PRI T AT 155 55 HL T 32 o I 10 32 2% R AR A R 3R 7

@ Set the Task TS5 EK

If you were the business manager of a cross-border e-commerce platform,what feasible

product selection suggestions would you propose for William Pitt?

R AR S e 155 5 L T 5 R A R 2R B AT DA B+ B R R R IR LU AT A A 7

P

f@r

@? Prepare for the Task {F55UES

[ . Case Study ZE15%5:>)

Making Product Selection for an Online Shop

The digital age has changed the way businesses operate,offering opportunities to reach
customers globally through online platforms. When opening an online shop, choosing the
right products is a critical decision that can greatly impact its success. Here are some key

considerations and strategies for effective product selection for an online shop.
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Understanding Target Customers

Before making product selection, it is crucial to thoroughly understand the target
customers. Conduct market research to identify their needs, preferences, and purchasing
behavior. Analyze demographics, psychographics, and market trends to gain insights into
what products would resonate with potential customers. By aligning product selection with
customer demands, an online shop can cater to their specific needs, establishing a

competitive edge.
Market Analysis and Competitor Research

Performing a comprehensive market analysis is essential in identifying gaps,trends,and
opportunities. Examine the competitive landscape by conducting thorough competitor
research. Evaluate the range of products offered by competitors, pricing strategies,customer
reviews,and overall market saturation. This analysis will help determine which products are

in demand, understand customer expectations,and identify potential niches.
Product Dif ferentiation and Uniqueness

To stand out in the competitive online market,an online shop must offer products that
are unique or different. Look for products that offer innovative features,superior quality,or
a unique selling proposition. Consider sourcing products from reliable suppliers or explore
the possibility of creating custom-made or branded products. By offering something distinct,

an online shop can attract customers who seek novelty and value-added offerings.
Profitability and Scalability

While passion and interest are important, it is equally crucial to evaluate the
profitability and scalability of the chosen products. Consider the profit margins, production
costs,shipping logistics,and potential for growth. Explore products with long-term viability
and the potential for expanding the product line. Balancing profitability and customer

demand ensures a sustainable business model and facilitates future growth.
Testing and Feedback

Before committing to a large inventory, consider testing the market with a smaller
selection of products. Use analytic tools and customer feedback mechanisms to gauge the
reception and demand for the products. Analyze sales data,customer reviews,and feedback
to refine the product selection further, ensuring the online shop stays responsive to
customer needs and market dynamics.

In the fast-paced world of online commerce, making informed product selections is vital
for the success of an online shop. By understanding the target audience, conducting

thorough market analysis, differentiating products, considering profitability, and gathering
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feedback,entrepreneurs can enhance the chances of building a thriving online business that

caters to customer needs while ensuring sustainable growth.
FH 3% I ik 4 a] 32k

Bor AR AL 1 ol oz B 19 77 2 il 1 AR 2P 65 5 Aol T DL 4 Bk TR oY 4% il 31 %
P TETTUETEZR R I I o 288 2 38 19 7 i g — 1> 28 50 J A DR SR 6 K A R 4 52 W) 7 s )
NEA . LUN 2 TF RS I BT A7 R0 il 08 % 19 5 B 75 18 TR 2K A SR

TIRERZA

TETFUG 7 i B Z 0T IR A T i FAR 2 A B R 2. JEAT T 3 A OF . DA E Al AT B0 5
SRR RO AT o 0 A N GETE 2 0 B R S8 4 s DA 46 T A 25 70 00 A 47 il JR&
DL PR AT A R 7 R P SRR DC IS L 9 P YRR E R S T R

a5 A S 5 0 F 5

PEAT WA 0 M0 T e 25 i B S PL& E e H B @ AT R B ST e X T
WSS A 58 4 %0 T2 BEAY )™ a0 8 [ L8 1 SRS 3 P PR AR T S I A . SO B T
i 5 MR L7 i B T S oK TR UM R E W E R A S T 8

7 i 2 AR T

T AETE AR AN 2 LT S rp BRI L 00 B o 25T B B R B BOA 25 SR . SR
HABUHTRE A 0Tk B RE 32 A0 7 b o 5 RS DRI 5 Y Ak R R Ak SR T 7 ik s B 22 B
3 T it R o 3 R A A TR A 5 A T AT LR 5 SR A R Y
IR

BAGEHMAY R

PR AR TR (ELF 7 5 7 0 6L B 0 PO R P P S . 9% 1
ORI 7 A JE ST RE Ty IRA K 7 B R B R TR
P R 0 2P0 I P TR A O B B9 T 5 R R G
CETS

I3 A0 15

TE R A [ 5% 2 if 25 IR e A A (97 i e AT T S . A 23 T 2 A & B L Al
A7 i (4 T S 1 52 BE AN SR . o B B R L T PO RSB R — 2 58 3 T i SR
Bl O D00 5 X8 8 0 ) SRR T 37 1) 8 2 R SURK

TEPRTT 2 (9 2 L Ry b o Bl DT B0 7 il B P X T R R ) B G T H
PR32 AR HEAT AT B T3 03 B - BRAR 25 S Al 2B IR LM RE L iR S i B RS B AT

B 3L BEORYZR bl 55 - T 2 % 7 oK [ It T R e I
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. Core Vocabularies #%:0:iaiC
demographics [dems'greefiks] n. A 48324, A H &880l . At
e. g. 1. Today’ s demographics show that the middle-class is disappearing

and now the richest 1% of the population has amassed more wealth
than the bottom 90 %.

A RN DG Bon B ROEETN R R E AW 10 A0
P AR B0 W & S TRJE 90 A,

2. The selling point is so clear that it appeals to our key

demographics.
LS A AN T B L BEMR S I FRATT Y E SR R
psychographics [ satkou' greefiks ] n. the study and grouping of people according to their

attitudes and tastes, esp for market research {['% #f ‘[) () a‘i . IIL‘ IIHE/”fE f [

25

e. g. 1. Psychographics is the study and classification of people according to
their attitudes,aspirations,and other psychological criteria.
O IR 27 MR8 AT 00 25 3 i B R HE At FH A 6 AATT AT 1 F
FERGr K.

2. Knowing your market in depth and knowing your customer base

(demographics and psychographics) is the foundation of your

business.
WA T AR T 3 5 0% S8 CH e 808 fn s 28 e AT 2 1ok &
A T LA

resonate ['rezonert | v. ~ (with sb/sth) to remind sb of sth; to be similar to
what sb thinks or believes {#i ;=42 BR AR ; 5| 42 0 5 Fp--- - 1O AE 5 (BRI

SO
e. g. 1. These issues resonated with the voters.
XL R G | TR g

2. This brand, unlike many others, has managed to resonate the

0

culture.
T2 RS ) A L B RS 5 2 SO A 3k
cater to ['kerto(r) ] 1 & 75 22 5 i &
e. g. 1. They only publish novels which cater to the mass-market.

AT R 5 R AR T 37 B /i
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comp rehensive

saturation

niche

innovative

BIZEB B EIE

2. Pepsi, an American snack-food firm, opened its first Quaker Oats
manufacturing plant on the mainland in October, and has launched
oat-based dairy drinks to cater to local tastes.

AR CEREMFRMIDTE AT R XS T 5 — AR 1
AR T B T A Y Y T BR AR R T DL GHE S Dy B ) A

P 1
Kan o

[ kompri'hensiv ] adj. including all, or almost all, the items, details,
facts,information,etc. sthat may be concerned ¥ 1 ; A A 1Y ; TERAY
1. It is not comprehensive to treat Economics as a hard science or soft
science or nonscience,

B2 bR 22 T 2 A — T TR R B — T T 3ORE 2 SR AR R R R R A 4
[T

2. Two very clear and comprehensive product handbooks are
available.

A T Fofr 3 AT o T PN TR 7 o TR

[seetfa'rerfn | n. the state or process that happens when no more of sth
can be accepted or added because there is already too much of it or too
many of them 11 ; 1 IR 2

1. Demand for the product has reached saturation point.

X 33X — 7 i B e oK 2 3k B AR RN A

2. The company’s sales are now close to saturation in many western
countries.

XENA > G B2 ERCBIEmEM,

[ni: [] n. an opportunity to sell a particular product to a particular
group of people (= 5B L, T 7 %8 fof

1. They spotted a niche in the market,with no serious competition.

eI RB T i B — A 3e S A A R AL .

2. The company identified a profitable niche market for handmade,
eco-friendly products, which allowed them to gain a competitive edge
and attract a dedicated customer base.

W EIE T — A A ] A BT 8 & i T T AR B B OR 7
AR AT ST G b SR AL RS T S SR R

['moavertiv | adj. introducing or using new ideas, ways of doing sth,

ete. BIHT I - 5 10



custom-made

distinct

profitability

e. g.

scalability

e. g.

viability
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1. Our shop on Aliexpress owns a stylish and innovative range of

jewellery.

FOATHE S0 - 5 14 3 B A — R 5 I B2 R HE BT BRI BR

2. We became the most livingly company in the area of discharge tube,
depending on our special technology,the most innovative products and
driving development.

FATUAS AR 0 A 72 BRI BABHT J1 0977 i DA B i 2 09 & J 4k s
AR 7 AR R B R Al

[ kastom'meid] adj. designed and made for a particular person(Ch4E A)
BT ARy S 1T 4 FY

1. These chairs are custom-made for the sport.

X B SR O X IS By i E A .

2. The luxury brand specializes in offering custom-made products,

providing a personalized and exclusive shopping experience.

XA AL R ) SR B 7 i S AR A AR R 1 T ) AR
Ldi'stmkt] adj. ~ (from sth) clearly different or of a different kind 7
SRS B S A DX B9

1. Every city wants to have this landmark that gives that a sense of

distinct culture.

B T AR AL AT 3 e R M T L R ) SCAR IR 2

2. Silk is distinct from rayon in every respect.

TE A& 5 T 22 B\ 3 22 AR A TR

[profita'bilet: | n. F5F] CIRIE) - 2 F] Cis 8D

1. Low levels of profitability mean there is a lack of incentive to

undertake new investment.

i FAR R sk Z BB RIEh 1

2. A product manager is responsible for product profitability.
7 il 28 BN 7 B AR BB 5T

[skerlo'orlrtr] n. AT 4" J§& 14 , AT 2 ) &

1. The scalability is the big thing about seaweed farming.
AR A TR A P B — R R

2. Quality, cost or scalability reasons tank those ideas.

AR A FIRE 77 R AR A 7 45 R A L i e RE L R R T
[vao'bilotr | n. % J7. Al f5 4 . AL 7R RE )
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facilitate

inventory

c. g.

dynamics

e
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1. The economic viability of the project is being carefully evaluated by
the team of financial analysts to determine if it aligns with the
company’s long-term goals and financial capabilities.

Wt 55 53 A A BN AE R AT A0 VP Al i 0 B 19 & 55 nl AT 1 DL E B &
A R B bR A 55 5 ) AHAE

"/

58

2. Before launching a new business venture, it is crucial to conduct a
thorough market analysis to assess the viability of the proposed
product or service.

T A B BT A0 R TR =2 1 i AT RS B T 37 0 i LA TAG BT 4 2 Y
7 e B IR 55 1 T AT

[ fo'silttert | v. to make an action or a process possible or easier £ 7 , {i£
fif , fuli {5 7]

1. The new trade agreement should facilitate more rapid economic
growth.

B 5 Ty O L 2 2 IR & T K

2. We will raise the access thresholds to these industries,facilitate the
gradual recession of the resource-based low-end industries, and
outmode the backward industries and capacities.

FRATTH B2 v P v AT A o £ 2 B IR AR i 7 02 2D R L Y IR TR IS
M FI7 S5 AT RETT

['inventri] n. all the goods in a shop(J J& ) £ JEAE

1. The inventory will be disposed of over the next twelve weeks.
TEARR )+ A B R AT G AL B

2. With consumers still cautious,retailers’ results may largely reflect
recent efforts at inventory management and cost containment.

HI T 2% B MROOR PR R B AR 285 A AL B 7E AR RRE E b R RE SO 1
S P A BRI A 22 1) 5 T e A 55

[ dar'nseemiks | n. the way in which people or things behave and react to
each other in a particular situation 7%

1. The dynamics of international trade have influenced our business
decisions.

[ Br 52 5 19 sh 2552 W) 1 FR AT R 45 IR GE o

2. The financial crisis and recession have changed the dynamics of the

world economy and investable universe.

SR LA 2 U IR BUE T S 2 5 B0 3h A ] LB BT R U
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1. Read the case and discuss the following questions.

e 122 52 51 I 118 LA [ A

How many strategies are mentioned in the passage and what are they?

To attract customers who are finding something new,what can we do?

What are the considerations when evaluating the profitability and scalability of the

chosen products?

How can we avoid a blindly large inventory?

are given,

@y
(2)
(3
(4)
(5
(6)
YD)
(8)
(9

(10)

@y

(2)

(3

4)

(5)

MR & CAER L B CE PR E A ).

d the way in which people or things behave and react

f to make an action or a process possible or easier

i all the goods in a shop

p the ability of making money

r to be similar to what sb thinks or believes

c including all or almost all

n an opportunity to sell products to a particular group of people

s the state when no more can be added because there is too much of it
d clearly different or of a different kind

i introducing or using new ideas

3. Complete the sentences with the correct form of the words or phrases in the box.

P 5 HE e B3] B T B DR B B XS8R 5

distinct comprehensive niche innovative facilitate
resonate custom-made saturation cater to inventory
The company’s marketing campaign with its target audience,leading to

increased brand awareness and customer engagement.

The company maintains a vast of products to meet customer demands
and ensure product availability at all times.

The company provides training programs for its employees, covering
various aspects of sales.

The company’ s approach to product design and development has

garnered positive reviews from customers.

Due to the market in the smartphone industry, companies are now
focusing on offering innovative features and functionalities to stand out from the

competition.

»

2. Find the words with the meanings below and write them on the lines. The first letters
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(6) The streamlined checkout process quick and seamless transactions,

enhancing the overall shopping experience for customers.

(7)  The company’ s branding and packaging set it apart from its

competitors, making it easily recognizable in the market.

(8)  Our product line is designed to the unique needs and preferences of our

diverse customer base.

(9) The company identified a profitable market for eco-friendly products,

allowing them to capitalize on the growing demand for sustainable alternatives.

(10) Our services enable customers to personalize their orders according to

their specific preferences.

I . Practical Dialogue 5Z H] X} iif

Discussing Product Selection

A student (S) who plans to open a T-shirt shop online is asking a Professor (P)

specializing in e-commerce for some suggestions.

Make the Right Product Selection

S:  Hi,Professor! I’m planning to open an online T-shirt shop,but I’m unsure about

how to make the right product selection. Can you give me some suggestions?

P: Of course! Choosing the right products is crucial for the success of your online T-
shirt shop. First, consider your target customers. What are their preferences and
interests? Understanding their needs will help you select the products that appeal

to them.
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That makes sense. But how do I stand out in a saturated market?

P. To differentiate your shop, focus on unique designs, quality materials, or special
features. Consider collaborating with local artists or designers to create exclusive
designs. Also, pay attention to trends and customer feedback to stay relevant.

Offering customizable options can also set you apart from competitors.
S: How can I test the market before committing to a large inventory?

P:. Start with a smaller inventory or use print-on-demand services to test the market.
Monitor sales data,customer feedback,and social media engagement to confirm the
demand for specific designs or styles. This allows you to adjust your product

selection based on real-time feedback.

S:  Thank you,Professor! These suggestions are really helpful.

You’re welcome! Good luck with your online T-shirt shop.
F 18 0] 2
— R RIAE R E T3 T AL ol 1E 7 1] — 7 FL T 1 55 %Ml B 204 TR — 2e i,
AR WELHER) BATRIIF LA T MR K L (H AN B E AT 2 AT I R 7 A R
TRREZS T — b i 7
B MR BEAXTRAY T MR UL . 5, B AR AR K & ]
10 O 4 RSB A A7 T R P R R R A RE T XA T S T B A
AR AP EURAE S ALY T 3 rh A A ORI Ry I W 7
. ERSARAE A H RSO IR AR B Y SE R . RS M 2R
FEBOTINGAE AT MR B oAb RIE AT @AM & P bt AR 15 5 iR
HE o FEARAE ST A0 T v BRI A L 3T LA O B A AT ] IR 55 .
P TEREE T Z AT Bz AT K 3 e 7
A NBUNOEA It s e T o M P B RO L B A A S AR
2y LT i % PO R BT BOXUAR B R ORI R T AR 3f8 S IS 05 9 A T
FA e W X BEEE AR .
Az AR PR T NG A R %R
1. Read the dialogue and try to answer the following questions.

P 2 X 3 22 3 1] 25 DA R

a. How many factors are mentioned in the dialogue when we consider selecting
products?
b.  To make our shop different from others,what should we focus on?

=n 057
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2. Role-Play

473 T

Suppose you want to open a shop on one of the cross-border e-commerce platforms and
you have some questions regarding the product selection. Role-play a dialogue with your
classmate who plays as a professor in the related field. Use the dialogue above as an

example and come up with your own questions and responses.

. Accumulation HFX H 2

. Useful Phrases and Expressions SLAEIER JREIX
16. target customer H 5% 5
17. customer preference % P aF
18. customer demand K PSR
19. market analysis 55 #r
20. market research 117 37 4 BF
21. unique selling point TR SE S
22. trend analysis FER- i
23. niche market H T 7
24. product differentiation 721k
25. market saturation 7 5 1
26. profit margin Fil ¥ 2
27. shipping logistics 1z Wy i
28. growth potential R
29. customizable product CIRAN i Daar
30. product testing 7 it P
31. customer feedback PR
32. sales data 8 B dis
33. market trend i 3 %
34. competitive advantage T AL
35. real-time feedback S
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. Useful Sentences SEFHA B

1. Itis essential to consider the cultural preferences and local regulations of the target

market when selecting products.
T ity INF 06 250 2% 1 H AR T 3 16 SO B AN AS 1 7 R

2. Thorough market research is crucial to identify high-demand products in the cross-

border e-commerce field.
e 5 35 V1 1 55 40U R T A 4TI 37 O R T E o e SR i Y O B
3. We can evaluate the competitiveness of products by analyzing pricing, quality,and

customer reviews.
FATT AT LA 5 A3 A R A LA AR SR R VA S s A T .
4. When you are selecting products for online shops, take shipping and customs into

considerations,such as import restrictions and duties.
TE R P 5 32 it IF 5 2% o i A T S T %) R 3R A e R A AT G

5. Seek products with international appeal and unique selling points in cross-border e-

commerce markets.

T 85 58 L1 7 55 T v SR EAT [ PR IR S MR S AR

6.  Analyze market trends and emerging consumer preferences to stay ahead of the
competition.
53 BT T 3 R RN 3 243 9% 38 w4t » LAAE T 3 55 4 b QR 4 S S b

7.  Prioritize products with clear branding and unique selling points to stand out in the

global market.
SRR A BRI 7 v AT 5 S0 S R B EA B o R LN R S SR
8.  Utilize data analytics and insights from cross-border e-commerce platforms to

make informed decisions about product selection and potential expansion into new

markets.
FIFH 85 55 ¥ F 15 55 7 65 W50 43 B R 8 ), 6] 7 el s R AN AE T S Bk A B A
R

@ Fulfill the Task 52 JR{E 55

Please finish the task based on the information given in scenario at the beginning.

T AR T Sk 15 5T 20 15 L SE IR 55
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Online Shopping &

How to Conduct a Comprehensive Market Analysis?

Market analysis involves gathering and evaluating relevant data to gain insights into
the target market, customer behavior, competitors, and industry trends. Let” s explore the

key steps and benefits of conducting market analysis before opening an online shop.

Market Analysis [+
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Identifying the target market is fundamental.

Analyze demographics, such as age, gender, location, and income, to understand the

potential customer base. This data helps in tailoring products and marketing strategies.
Understanding customer behavior is vital.

Conduct surveys,interviews,or utilize data analysis tools to grasp their buying habits,
preferences, and pain points. This knowledge helps in crafting products and services that

align with customer expectations.
Market research also involves analyzing competitors.

Identify direct and indirect competitors, their product offerings, pricing strategies,and
customer reviews. This analysis helps in identifying gaps in the market and opportunities

for product differentiation.
Conducting a SWOT analysis is beneficial,

By identifying internal strengths, weaknesses, opportunities, and threats, businesses
can capitalize on their advantages and address areas for improvement, which allows

entrepreneurs to adapt their strategies accordingly.
Market analysis should not be a one-time event,

It is an ongoing process that enables businesses to stay attuned to changing market

dynamics,customer preferences,and emerging opportunities.

. Glossary iaiC&E

1. tailor ['terla(r) ] v. 1Tl

2. utilize ['ju:telaz] v. ffi [, 8

3. preference [ 'prefrons | n. {i {F, = it

4. craft Lkra:ft ] v. ¥ .0 il 4E

5. align with ST

6. entrepreneur [ pntropro'na:(r) | n. AL #H ., Mk &
LUROE: & e i iR b i

T 3 73 W 9 B MSCER R PPAl AR S K0 - ATR A T H AR T 3 % P AT O 5 4 X T ATl
EaHe . AEBATRIETTAETT B W JE Z BT #E 4T 11 3 70 A7 (19 5C S8 40 SR AN A AL
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€ B #r it b 2 2

SrAT N B GETE A Rl QAR P Lt B RO LT R TR AR R AR . X 8
A B TR R B R

BREFITHZEXREE,

A U R ORI o0 A T E R B4R T B 3K S 4 AU R X R TR A B T
IT3& 15 % P VR AR AT 17 i FUIR 55

G5 IE R 53 ¥ 5 # X F .

U FL R AN BE 09 5 5 0 = 1 A AT A 7™ dh (36 0L L5 A SRS R 7 PR o X AR B A
B K B 7 v B R AL i 22 AR Pl 2

#1T SWOT 73 ¥ th H# 8 .

Aol 3 73 B B L 25 B L2 FRRBE o T LA TS O3 A I I 58 3 e B Y T
AT A Ml 5 RE 65 A 3t 8] 2275 SR
TG WA — 55 KB R .

X LAY R Aol B TE AN WAL AL T S 3 2 VBT i B OB 4 PL 2

~

Task B Product Information

P B

Learning Objectives ¢ >] H#x

In this task,you are expected to

AT S5 Rk

<> familiarize yourself with essential vocabulary related to product information.
5 7 s B MO .

<> gain practical phrases,expressions and sentences connected to product information.
FEAR 577 AR RO G 2 T A L R RS S m A

<> develop the skills to effectively respond to customers’ inquiries about product

information.

S A R A R ST A S R R R £ 1

You are an exporter specializing in varieties of office chairs and run a store on Alibaba.
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com. Several kinds of them are deeply loved by customers and have become store hits.
Today,a customer from the UK writes an email asking you the information about them on
Alibaba. com.

ot — R LT TR &R I AR A W DR, b B B E el BisE — KR, HhA

Z IR TR 2 I 35 7 RO TR WK . A K, — R0k B S [ /Y % 7 Jd A 3k oA A 1] R 3 )
ﬁ%j]/l-\ﬁ /JFE: Fl'fl:hu\o

Discussion 5} £

Please consider how to explain the quality,attributes, specification, material and other

information of these office chairs.

TR U A 4 X Se I R B SR L R AR TR R AR R R

Set the Task {F55E K

Assume you are the customer service representative of this store,how to introduce the

information of these office chairs to your customer?

A AR 2% 15 1 8 M AR S e 1) 2 77 A 23X S I 0 B i AR R

Prepare for the Task {F55UERT

[ . Case Study ZE155: )

Office Chair

At our store,we understand the importance of a comfortable and supportive chair for
those long hours at work. That’s why we offer a wide selection of premium office chairs
that provide the utmost comfort and durability.

Our chairs are designed with ergonomics in mind, ensuring that you can sit for
extended periods without experiencing any discomfort or pain. The seats and backrests are
padded with high-density foam to provide superior support, while the adjustable features
allow you to customize the chair to your liking.

We know that every office is different,which is why we offer a variety of chair styles
to fit your needs. Whether you prefer a sleek and modern look or a more traditional design,
we have the perfect chair for you. And with a range of colors and finishes to choose from,
you can customize your chair to match your office decor.

But it”s not just about comfort and style-our chairs are also built to last. We use only

the highest quality materials,from the sturdy frames to the smooth-rolling wheels. You can
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Office Chair ¥’

rest assured that your investment in our chairs will pay off in the long run, as they are
designed to withstand years of daily use.

Don’ t settle for a subpar office chair that leaves you feeling uncomfortable and
unproductive, Upgrade to one of our premium chairs and experience the difference in your
workday. Visit our store today to browse our selection and find the perfect chair for your

office.
VYN i

FRATIE AR TE IR 00 b PR IE 5 7 B — AT A 45 1 A . B AR Al A
22 Tt =X 8 i I o e A SR B R hy SRR A 0 K 1 5 B R

AT Wk FAEB T 5055 2% 18R TR 2 0 DR S K A B R 23 SR B AN 3 sl o A
T3 FAE 25 400K FH 4 BE M TR B 70, SO # B S8E T LUAR I @ © B0 B 1 R R T R R A
I

% R B I A FE 0 IR EB A AR TR F ATt B 31 T 2 Bh KUK (1 e T SRR R .
T TS WO i B 1 A A 2 D A% S8 (9 1T L AR REAE B3 A I AP f . AN FRATIE St
2Tl 22 R 10 B0 60 R L 28 L 85T LRI T 3 ) 2B A AR 3T T 85 & TR R

A TR F AR ALET 18 S0 o 115 HL 28 A . IR 1 4 3 22 W e, FRATT R A 3
TR R R . Gt BT FRATT A T T RIS DK R e Ttk — R S [ AR AT DO W 3K 4
Xof 4 R A

REFLH R RS BT T . R AT 8 R R E SR T TAERCR . Pk LA
F14 55 S AN A 5 BN ) S 00 AR B I . 338 S B 1) TR AT 000 0 Al 0 7 A L 4R 3R
i IR A A I
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Core Vocabularies #%/i3iC

[si'lek/n] n. a collection of things from which sth can be chosen AJ {it
Ve ) W)
1. The showroom has a wide selection of kitchens.

JEIT LA Z 7o R 1R Jif sl 3t e 4%

2. Amazon will further improve new selection solutions, upgrade big
data analytical tools for sellers, and help them comprehensively

improve their cross-border e-commerce skills.

V. S b K 1 — 25 RO B B R TR T SR R SE R T ROR B o3 A T 5
BB 07 4 T i v 15 5 P T 55 HRE

['prizmism] adj. having or reflecting superior quality or value fJ Jfi [} ;
= £ Y

1. Sales are growing for premium wines,but at a bare 2% a year.

R TG 2 G 1 e e AE Rk AR AE ALK 200

2. At the premium end of the market, business is booming.

e i T 37l 55 B

['atmoust | adj. the greatest possible degree % BF 19 ; 5 A1 5 B s 19

1. This is a matter of the utmost importance.

B H B A [ L

2. It is of the utmost importance to answer the phone in a professional

manner,

PL— T RN A 1) 285 B2 0 5 24 W 3 45 I R AR Y

[ djuarabilati | n. permanence by virtue of the power to resist stress or
force fi A1

1. Airlines recommend hard-sided cases for durability.

L 5 2 ) HERE e TR S A PR HE 2 AT

2. This product is characterized by its fine workmanship and
durability.

AN b R R R L2, 2 AT .

[dis'kamfat ] n. an uncomfortable feeling in some part of the body A&~

P AN AT IR
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pad

superior

D o
e. g.

adjustable

customize

O
e. g.

sleek

BIZEB B EIE

1. You will experience some minor discomfort during the treatment.

BT PR TR

2.John’s presence caused her considerable discomfort.

LY TITE T fuf b B Ay Tl I

[ peed | v. ~sth (with sth) to put a layer of soft material in or on sth
in order to protect it,make it thicker or change its shape % --- 3 %f 4,
AR 7

1. All the sharp corners were padded with foam.

B iR f R b T IR R,

2. You’ Il have to pad out the chair with some more cloth before

recovering it.
FEE bR Z A RAUE e A e T RBSE T
[su:'proria(r) ] adj. of high quality or performance ¥ & 2% ), F 2%y

1. This model is technically superior to its competitors.

TAKT&*J:% T'ﬁZE%Eﬁfznno

2. A few years ago it was virtually impossible to find superior quality

coffee in local shops.

JUAFFIT7E 24 b 7 5 B L SEAS 2408 S5 ufi v

[o'dzastabl] adj. capable of being changed so as to match or fit A 4%
[ 7] 7 Y

1. The height of the bicycle seat is adjustable.

XA B AT 4 A R I e B R AR

2. Adjustable settings allow you to customize the function to fit your

needs.

A BEE TE AT DU BB A T R JR B Th fE .

[ 'kastomaiz | v. make according to requirements 1] il , 77
1. You could customize your own clothes.

AR OA 2 R AR

2. Users can customize the background color of the window.

M PR LLE E X A E R EE.

[sli:k] adj. having a smooth,gleaming surface #MNE ¥t i HE 2 19 - 185 B
%1

1. The new car has very sleek lines.

BB R AR AR



withstand

e. g.

upgrade

browse

e. g.

Unit 2 Product Listing 7= 34

2. The appearance of fashion:sleek design,easy to grip and carry.
ST i R BB B T8 KAl .
[ wid'steend | v. resist or confront with resistance &2 {E; K%

1. The materials used have to be able to withstand high temperatures.
SIS FH B A R 20 2051 B 68 T 1= T

2. They are manufactured and packed to withstand changeable climatic

conditions.

P i S H A, 2 RE I N 2 A8 Y AR AR A

[ap'greid] v. provides better performance than an earlier version did
[ con oo 2%, £ =

1. Medical facilities are being reorganized and upgraded.

TEAE R BT B EAT A AT

2. You can upgrade from self-catering accommodation to a hotel.
AT LUK B B £ THEO T

[bravz] v. shop around; not necessarily buying ({F i3 )5 B Fi i & &
1. You are welcome to come in and browse.

W O I AR FEE A o

2. Do a bit of your own research via google and browse the reviews on

amazon before you buy.

FA A Lo R A W S R AE . Bk ) B A IR

1. Read the case and discuss the following questions.

] 152 56 91 - e AT [l

a. Can you customize your own chair with the colors and finishes you choose in the

shop?

b.  Why are the chairs built to last?

c. Please list some selling points of the chairs in the shop.

2. Find the words with the meanings below and write them on the lines. The first letters

are given.

MR B AR 2R BRI CE P BE T4 D .

(D

(2) d
(3) s
(4) s
(%) ¢

having or reflecting superior quality or value

permanence by virtue of the power to resist stress or force
a collection of things from which sth can be chosen

of high quality or performance

make according to requirements

=n 067
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(6)
YD)
(8)
(9
(10

u provides better performance than an earlier version did
w resist or confront with resistance

b shop around; not necessarily buying

a capable of being changed so as to match or fit

S having a smooth,gleaming surface

3. Complete the sentences with the correct form of the words or phrases in the box,

5 HE Hh B 3] s T 9 1 R 358 R

bestseller superior sleek customize selection premium upgrade

exquisite workmanship purely natural attractive design

D
(2)

(3

(4
(5)

(6)
P

(8)
9
(10

We provide both standard and training schemes.
Our products exhibit superlative quality, ,and outstanding features.
The Chamber of Commerce promoted a image of metropolitan Shanghai

as a good place to live.
Its products are seen as to many models produced by its American rival.

The handmade bag was crafted with ,evident in its neat stitching and
beautiful design.

The company’s are its biotechnology drugs.

The skincare company prides itself on using ingredients in all of
its products

The shop offers a wide of glasses frames to choose from.

The group’s core business is quality alcoholic beverages.

The hotel has recently been refurbished and

[ . Practical Dialogue =2 H X i%

More Information about Office Chairs

A customer(C) from China wants to purchase an office chair from a store on Alibaba.

However,he is a little bit concerned about the quality and materials of the product,so he

consults salesman(S) about this.

C:

068 ==

Hi,I’m interested in purchasing one of your office chairs,but I’m a bit concerned
about the quality and materials used in its construction. Can you provide me with

some more information?



@
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Office Chair on Alibaba Platform L]

Absolutely, we pride ourselves on offering high-quality office chairs that are both
comfortable and durable. Our chairs are designed with ergonomics in mind, to
ensure that you can sit for extended periods without experiencing any discomfort

or pain.

That sounds great,but what about the materials used? I’ m looking for something

that’s built to last.

We use only the highest quality materials in our chairs,from the sturdy frames to
the smooth-rolling wheels. The seats and backrests are padded with high-density
foam to provide superior support, while the adjustable features allow you to

customize the chair to your liking.
Okay,that does sound promising. Can you tell me more about the warranty?

Of course. We offer a comprehensive warranty on all office chairs, which covers
any defects or issues with the materials or construction. If you have any problems

with your chair,just let us know and we’ll be happy to help you out.

Alright,I think I”’m ready to make a purchase. Which chair do you recommend for

someone who spends long hours at a desk?

== 069
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T

HF

M-
AN

(9 ®

E- IR
H R

IR

HR -

AR
M

BIEBEEIE

I would recommend our premium ergonomic chair. It” s designed to provide
maximum comfort and support, with adjustable armrests and a tilting backrest.
And with our warranty,you can be sure that you’re making a wise investment in

your health and productivity.
Great, 1’1l take one of those. Thanks for your help.

You’re welcome. We’ 1l make sure your new chair is delivered to you as soon as

possible.

AT TR B 9 — A 24 AR R XY SR 3 A7 2 41 4
SRR T £ 0

48 TR ATVAR S S R G TR A0 M 7 B 38 S . 3R
FRE T 1 TR TR LA (R A 0 At 2B S SRR
ERSRAR A S BERLE 4R Y TS — 45007

AT AE 06 e o L P e 0 b WA 8110 A 24 - R 30
o MR RTS8 [E FLA
e T BLRRE F 200 T T

W0 R S B 25 P DR A 56 R 10 T £ 42

A TR AT A0 RG0S sl 4§00 T 0 £ 7 B s ok
LA 0 S 47 A o VIR TR AT 5 8 0 S B
ITRIS ENSET T S ST ST UE S PIPNTINS e = 4 0 [ E
i F

T BB R T R . 20 % 1T 00T T LA R K 10 618
AT AT 5 R 09T . B A RIS . T BL R A
R HERTARBOR 19— VW 3L

KIFT RE T W

RE . NIRRT IRk BT

1. Read the dialogue and try to answer the following questions.

e 13 % 3 I 22 4 1] 25 DA TR

b.

What is the issue the customer is facing with?

Why is the ergonomic chair suitable for someone who works for a long time?

2. Role-Play
oy i

Suppose you work in customer service department for an online clothing store. A

customer from Britain has interest in a hoodie from your store, but she is worrying about its

material, quality, specification and so on. Use the previous dialogue as a guide and handle

the situation professionally.
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M. Accumulation H X H 2

Useful Phrases and Expressions LA EIERIIBRIA

1. genuine silk H

2. purely natural ali KR

3. pollution-free Joim g

4. purely hand-made ali F T

5. bestseller W 5 i

6. defective products FR IR

7. artificial leather A

8. raw material with superior quality A 5 D )
9. environmentally friendly materials BNy
10. exquisite workmanship TZHKE
11. advanced technology AR Je ik
12. attractive design bR E YU
13. durable in use 22 A H
14. quality standard Jo A A
15. quality certification S A E
16. chemical additives A 22 35 )
17. must-have fashion item i 17 5 25 BAL

Useful Sentences SE A Y

We aim to provide quality at reasonable prices.
FATW R B o itk G 3,
The quality of our product has obtained favorable comments from customers at

home and abroad.
FEATI 7 it o 2 A2 B [ N AN B 0 4
Our price is a little bit higher, but the quality of our products is better.

IR D i > (LB AT 977 i PR AR

The quality of our goods is superior to that of other similar products.

FRATT A 7= b it B AR [R] 2677 i o i S A

=x 071
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5. These products are of high quality and able to compete internationally.
XL ARG AEE PR T A AR T .

6.  The teapot is made of china and earthenware.

2 A ek P R o B 7 Y

7.  Some of the finest drinking glasses are made from lead crystal.
S A P T A D o J5 3 e A
8. This kind of material can withstand extremes of temperature and weather without

fading or cracking.
XA BT BE 8 28 52 A v 119 AR R R AOIR B T A Bl 8 AR AL
9. We use environmentally friendly waterborne materials for coating which has no

smell.
TR OBER K VTR B, TG 5 0k i DR 2 0 3R R
10.  The leather is supple and sturdy enough to last for years.

B R A5 55 2 LU BRI

Fulfill the Task 52 JfAF 5%

Please finish the task based on the information given in scenario at the beginning.

T AR T K 5T 45 A5 B o8 T 55 .

® Diversify Your Global Supply
Base

& E For office chair
Office Chair Supply on Alibaba Platform 7]

Delivering Advantages and Values of Products

[E3 From Vietnam > = From India > ™= From Indonesia >

-
2

L

The two cores of foreign trade sales are always products and customers. Only by
actively and effectively delivering advantages and values to customers can your products be
competitive.

We need to know:

1. How to find out the advantages and values of your product?

072 ==
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2. How to convey the advantages, values and even your business philosophy to
customers?
Finding the advantages and values of your own products is the first step in doing a

good job in marketing.

AT
| ) |
® 4
== |
RESPONSIBILITY TRUST

el -~ O
(O'IM}U»y Youy N\ scHAvioR

Rﬁ&“’"’ w2
o i

CHOICE RELATIONSHIP

Convey Your Core Values (%

What are the advantages and values?

The advantage or value is the difference from competitors. Let’ s refer to domestic
counterparts first to see how they describe their products, then look at foreign
counterparts,and finally examine ourselves and summarize our product characteristics,such
as the size of the company,market reputation,customer positioning,logistics price,and even
some payment method etc. Let’s see which markets and types of customers these features
are suitable for.

How to describe the competitive advantage and distinct value of your own business or
product?

The most common ones are team, technology, factory scale, brand, quality assurance,
best price,best service, factory direct sales, high-cost performance, good quality products,
fast delivery, after-sales service, and professional teams, but such descriptions are usually
too general. For example, when it comes to good quality,we have CE certification and SGS.
With third-party certification,it is easy to be recognized by customers. You can continue to
dig down:when did you do the certification? What agency is this certification from? How

authoritative is the institution? These all have a lot of room to play.

=x 073
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. Glossary iaiC&
1. counterpart [ 'kauntopa:t ] n. BRI CEEAE FD AH 24 19 L 6 W 19 254
2. scale [skerl | n. HUAE, 5
3. certification [s3:tifi'kerfn | n. JEB , £ 5E
4. authoritative [o:'Ooratativ ] adj. A2 g Y
5. institution [mnsti'tju:fn] n. HL#
f&iEr= Mt E My E

SR B P K 2 7 AR o RS R 1] A% 3 57 it 1) 0 SR 1
A RELER A= hh AT S8 5 )

AT E T

L dnfaf 4 A O 7= i B PSSR (EL 2

2. UnAn] i B A i b L IS

B A O ah B OL SO (2 O B B TR — 2.

ft 2 2 L Z HIHHE e ?

RHRLGEHTFRAF S BATESHE T HART. BMOITREAHEAC K™
ot FHE & B SN RAT - a0 A O L BAE B O™ iR AL FE A olk 9 RURE T 5 R
FUEAL YIRS EE R S O A . R RS AE AR T S SRR E .

EHE 2 H i b B i B 52 5 08 2 F I 45 0 1B D 2

I H L A 0 AT BA S B A S U T A A A AT ORI AR BT IR 55 Bk )
FEA VRO L BB AT dh B 4 SR A B IS 55 A el T BA A5 25 L {HL X SE il 3
WHESKIES T . HUNBER S s, JATA CE NI A SGS. A T4 =77 BIAIIE . b BTl
S PN . AT DVARSEAE T A2 AT AW SR AIE? XA IR AT A LA R 2 AL
AR R Q) 7 K LEHRAT AR 2 KA ) =S 1]
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Unit 3 Marketing Management
EHEH

Task A On-site Promotion

SN

Learning Objectives = >] H#¥p

In this task,you are expected to

AT IRk

<> Familiarize yourself with the essential vocabulary associated with on-site
promotion.
A G NAET O I .

<> Acquire relevant phrases,expressions,and sentences for effective communication in
on-site promotion.
F AR 5k N AHETT A RO 8 A DG Y S A IR R A K ) A,

<> Learn about various on-site promotion strategies and their effectiveness in

enhancing customer engagement and conversion rates.

5 2 AN TR 1Rl LA SR S LA B v 2 P 2 B R A R T T A b

You are a marketing executive working for a popular cross-border e-commerce
platform. Your company is planning to launch a new collection of spring summer vacation
dresses and wants to promote it through an on-site promotion campaign. The campaign will
feature various promotional activities such as discounts, limited-time offers,and interactive
contests. You need to devise a comprehensive plan to increase engagement,and ultimately
drive conversions and sales for the new product line.

R — R AT 6 TN ES 8. IRIA A HRIE S — D5 R F
S ARG A I A BRIE T 0l AT VE SOk HEAT R4 o 0 SR G A 25 A B T s A
BRI E A BB T . AR E — e R DU S 5 R OF B A S B

— 076 m
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PR AR IR A A B

Spring Summer Vacation Dresses.

Spring Summer Vacation Dresses on Shein[!!

Discussion 5} i

What on-site promotion strategies would you consider using to effectively market new

collection of spring summer vacation dresses ?

PRS2 BE R FRI 26 3 YA ) SR A AT 25030 8 0 gk e B 2 B AR A 7

Your task is to develop a detailed on-site promotion plan for the e-commerce platform.
The plan should include specific strategies, promotional activities, and a timeline for
implementation.

PREAE 55 Sy L RS 65 1A — 00 PR AR B0 o N T TR o R A 4 AR R SR AR
BTG Bl IR 6L S A I )R

@ Prepare for the Task {F55UERT

iy

I . Case Study Zff%5>)

On-site Promotion Campaign for Shein
Founded in 2008, Shein has quickly emerged as a prominent player in the global fashion

sn 077
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market. Its mission is to offer trendy, high-quality, and affordable fashion products to
customers worldwide. Similar to many e-commerce platforms, Shein concentrates on
improving conversion rates and reducing bounce rates through effective on-site promotion

strategies. To achieve this,Shein employs several tactics.

WOMEN CURVE HOME KIDS MEN BEAUTY SHEIN Extra 15% OFF YOUR FIRST ORDER 2 T Q0N @

NEWIN  #SHEINss23  SALE  SHEINXDESIGNERS  CLOTHING  DRESSES  TOPS  BEACHWEAR  LINGERIE&LLOUNGE  SPORTS & OUTDOORS > Skirt ﬂ

H-UsR-R-Y UP TO

802,

New Markdowns on 1000+ Summer Styles

10%ER 15% 20%KEd E

ON ORDERS OF $49+ ON ORDERS OF $89+ ON ORDERS OF $169+

Shein Official Websitel*]

Coupons and Discounts

By offering coupons and discounts, Shein entices visitors to make a purchase by
providing them with a financial incentive. These promotional codes can be applied during the
checkout process, encouraging customers to proceed with their purchase and ultimately

improving the conversion rate.
Limited-Time Offers and Flash Sales

Shein creates a sense of urgency by implementing limited-time offers and flash sales.
Displaying time-limited discounts on select products or pop-up ads on certain pages can
motivate customers to make a purchase before the offer expires. This strategy not only
drives sales but also helps reduce bounce rates as customers are encouraged to take

immediate action.
Loyalty Program

Shein CLUB loyalty program plays a significant role in improving conversion rates. By
rewarding customers for their engagement and purchases,Shein incentivizes repeat business
and increases customer loyalty. Exclusive perks, personalized recommendations, and access
to exclusive discounts further encourage customers to complete their purchases and reduce

bounce rates.
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WOMEN CURVE HOME KIDS MEN BEAUTY SHEIN YOUR FIRST ORDES 2 B Q@
NEWIN  SSHENs2l  SALE  SHENXDESGNERS  CLOTHNG  DRESSES  TOPS  BEACHWEAR  LNGERIEALOUNGE  SPORTS & OUTDOORS yo o ﬂ
#SHEINsale
FLASH SALE endsin (B 5 EE >

Shein Salel*’

Daily Sales and Regular Campaigns

Shein provides customers with exciting daily sales and regular themed campaigns.,
encompassing attractive discounts and special offers on a curated selection of products. This
strategy creates anticipation and encourages frequent visits to the website, which

contributes to higher conversion rates.
Interactive Contests and Gamification

To foster customer engagement, especially for mobile users, Shein employs interactive
techniques and incorporates gamification into its app. Customers can get rewards such as
extra points and additional discounts for frequent cumulative logins,as well as for playing
Shein’ s in-app mini-games and writing reviews. These interactive activities not only
entertain customers but also keep them actively involved with the brand and hooked on the

platform.
Personalized Shopping Experience and Data-driven Optimization

Effective on-site promotion requires a holistic approach that encompasses various
elements, including messaging, design, personalization, and data analysis. Shein utilizes
customer data and browsing history to provide personalized shopping recommendations.
Utilizing tailored product suggestions based on individual preferences, Shein enhances
customer satisfaction and encourages them to explore more products. With the help of user
behavior analysis and conducting A/B testing, Shein optimizes its website layout, user
experience,and on-site promotion methods to increase conversions.

In conclusion,Shein’s success in enhancing conversion rates and reducing bounce rates
lies in its effective utilization of on-site promotion strategies, including coupons, limited-

time offers,loyalty programs,daily deals,interactive contests,gamification,and personalized
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shopping experiences. By attracting and retaining customers through these tactics, Shein
experiences increased sales and sustained growth in the competitive cross-border e-

commerce market.

Converted Visits to shein.com

U Desktop Data, Jan 2019 - Jun 2021

1.50M

Converted Visits

== shein.com == hm.com == nike.com == zara.com

Converted Visits to shein. com

35 #E I3 ) —Shein

Shein {57 T 2008 4F . s U 2 o BRI 0 17 7 I 22 5 . HAH a2 2 ek
FALRAT i B BN AR SR IR 3 7 . 5 2 TR 55 F 5 260 Shein LETELA
I Bl AL HE ™ SR I B o B A SRR AR 1 3R 0 O SEBLIX — H AR » Shein SR T 22 Fh 5% -

B ZF M

A 4R O 2 AT 40 L Shein W51 15 % 25T 35 Al AT 8 BE 22 55 b . ik 284k B AR
ity ] o 2 O e A v P S B AR K e AR R AR

B B AL 5600 PR) )

Shein 3 2 #E H BRI O0 2R IR I 75 3 SR 00 R, 7R E 7 i B R S R IR T 411 BT 4 SE 0T
T 7 i 204 R LSS B A D A RO W 3K o X R SR e AN UK B B B L A B TR
IR 23R O %7 Wil >R B B AT 3l

BRI

Shein CLUB Gl itJol 76 42 i 5% 40 3 05 i A48 2R . Gl o 2 e % 7 19 2 -5 Rl 3K
#124 » Shein P E I PRIFRTE T & B . WA PR HERE L = it — 2
SN P 58 U K - Bk R
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B HAE A E S 3

Shein Jy % PR HES A6 AT I B H AL B8 A E H) J2 08000 2l » AL 45 7E 45 08 7 dh b 3R LI 51N
AT IR 0 2 o 3k o SR e i 300 o L B Dl B 7 S R R L A B T R R AR

B 5y bk 22 /1 A&k

NP S 5 R R X TR B P, Shein SR 3 H A, 65307 X% Ak il A L A R
Ferbe & P AT DUIE S 0 56 R 15 5 B Shein (9 B HT N 28 AR Ui xR 5 P8, A5 34 40 A Ak
AU T 1S 7 = G 1) R B N A e R Y IO AR (LR (RSN R TS S Y S RIS

*EFA.
AT A T 1 14 56 A0 290 3K s AR 4k

AR AR T B LR A B WA A B AL L BT A AR R R g A
Shein F| I % 5 i A0 58 P S0 32 BE A PEAL B W W0 477 o A AR A A e 2 o7 it
Shein 3 5 7 5 5L S AT R R B 207 o A5 B P AT e A R E AT A/B I
Shein {6 He 9 35 45 Jey P A Rl N HE) J7 7k AR R AL R

k2 o Shein 754 i 16 3 AR B ) 3 5 100 HOART (9 R HE0T 3l AT HE )™ 5 WS 119 A 2
AT AL A5 O B S5 BRI R B H R 3 3l FU B i XA A PR AR Ay 1R 5 .
Ao Aok S SR 0 | AR BE % P Shein TR ST AU BS BEHL TR 55 T S P SE B TR I K
MFFE K .

. sy
. Core Vocabularies #:0:ialiC
conversion [ken'vairzn] n. the act of changing something into a different form or
state,especially from a website visit to a completed purchase ¥4 14k,
T 4
e. g. 1. The e-commerce platform implemented various strategies to

increase conversion rates and boost sales.
L 15 55 1 5 R B T 45 7 SR 6 Ol 42 1 e A 25 R 48 8 5 700
2. The marketing team analyzed the data to understand the factors

influencing the conversion of website visitors into customers.

T 378 B AT BA o0 M 8 dl » A0 i 52 e )3l 1 ) 3 B A & P RO IR R

coupon ['kwppon] n. a voucher or code that entitles the holder to a discount or
rebate when purchasing a product or service {ff; BL 3% , #r 11 55
e. g. 1. Customers can apply the coupon code during checkout to receive a

20% discount on their order.

%P AT LAAE 25 e A PO R R AR L S AT B B 20 63T
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discount

incentive

promotional

limited-time

BIZEB B EIE

2. The company issued special coupons to its loyal customers as a
token of appreciation.

2N ) o) SSRGS AR R SRR I R

['diskavnt | n. a deduction from the usual cost of something, typically

given as a promotion or special offer #7411 . 41 2

1. The store is offering a 50% discount on all clearance items.

T I X T T A R AR 500 T

2. The discount on the new product attracted many customers to make
a purchase.

B AL B 5| TR Z K P AT K

[m'sentiv] n. something that motivates or encourages someone to take
a specific action |3 , g% Jil

1. The loyalty program offers incentives such as points and rewards to
encourage repeat purchases.

REIBICRE TR0 4 AR AR 53 05 il A5 R i e 0l P U K

2. The company provided an incentive for early adopters by offering a
special discount to the first 100 customers.

A FRHT 100 44 % PR AR AT 40 DL G | R T A

[ pro'moaufonl | adj. relating to or designed for promotion or advertising
HE) TR PR B Y

1. The marketing team created a promotional campaign to introduce
the new product to the market.

T 37 %8 69 AT B 77— A 3% 30 1) T 37 4 A T

2. The company used various promotional materials, such as banners
and flyers,to attract customers to the store.

O R S A0 A R R o A A A B 0% 5 B S U 6

['Iimitid-tarm | adj. available or valid for a specific period of time [

i

HYJ
1. The limited-time offer encouraged customers to make a purchase
before the promotion ended.

FIR IS A0 2S5 ol % 7 A i B 25 R 2 i K

2. The company introduced a limited-time sale to celebrate its

anniversary.
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engagement [m'gerdgmoant] n. the level of involvement, interaction, or connection
between a brand and its audience 25 & , H. &)

e. g. 1. Social media platforms are essential for driving customer
engagement and building brand loyalty.
LA AR G X THES % 7 2 5 BRI HE ST A U RO B
2. The interactive campaign received high levels of engagement from
the target audience.
HhUE) Ha R8T HRZARNEES .

interactive [ mntor'eektrv | adj. involving or requiring the active participation of
users H.B 1Y, 28 B X )

e. g. 1. The website features an interactive quiz to engage visitors and
collect valuable data.
2 Wl VA B Bl 2K 0] 2 XK LA 5 | 5 % 0 W8 s B Ul
2. The company organized an interactive contest that allowed
customers to win prizes by participating in various activities.
AFHR T -G H K EFE, % P A] LU 25 2 R0 3l B .

personalized [ 'paisonaizd | adj. customized or tailored to meet individual preferences
or needs M {k Y

e. g. 1. The company offers personalized recommendations based on
customers’ browsing and purchase history.
25 ED AR 2 R 0 R 3K T SR B S PE AR RS
2. The personalized shopping experience enhances customer
satisfaction and loyalty.
AT 1 00 A 6 388 B 7 D T R R SRR EE

retain [ri'tem] v. to keep or continue to have something 1 84 . {54

e. g. 1. The company implemented strategies to retain existing customers
and reduce churn rate.
25 E) SRR LR B B % P O RRAR R R
2. Offering excellent customer service is crucial to retain loyal
customers.
B E PR SX TREEEE P ZEREE,

1. Read the case and discuss the following questions.
58] 52 58 1) - P18 AR [R)
a. What strategies does Shein use to enhance conversion rates on its e-commerce

platform?
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b.  How does offering limited-time discounts help reduce bounce rates on the website?
c. How does Shein’ s loyalty program incentivize customers to make repeat
purchases?
d.  Why is engagement important for building brand loyalty?
e. How do personalized recommendations enhance the customer shopping experience?
2. Find the words with the meanings below and write them on the lines. The first letters
are given.
M & LAERTLR F IR CE P B 4 D) o
(1) ¢ the process of changing or transforming something into a different state
or form.
(2) d a voucher or code that provides a discount on a purchase.
(3) i something that motivates or encourages someone to take a specific
action.
(4) d a deduction from the usual cost of something, typically given as a
promotion or special offer
3 p relating to or designed for promotion or advertising.
6) |1 available or valid for a specific period of time.
(7) e the level of involvement,interaction,or connection between a brand and
its audience.
(8) 1 involving or requiring the active participation of users.
(9) P customized or tailored to meet individual preferences or needs.
(10) r to keep or continue to have something.
3. Complete the sentences with the correct form of the words or phrases in the box.
a)  The company offered a special to entice customers to make a purchase
during the holiday season.
b)  The website’s quiz engaged users and encouraged them to explore more
products.
¢) The marketing team implemented various activities to attract new
customers.
d)  Customers were excited about the discounts on the new collection of
dresses.
e) The company’ s program rewards loyal customers with exclusive
benefits.
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) The limited-time offer created a sense of among customers to take

immediate action.

g) Providing recommendations based on customer preferences enhances the

shopping experience.

h)  The company analyzed website analytics to identify areas of high bounce rates and

low rates.

i) The contest received an overwhelming response from the audience.

i) The company’s main goal is to existing customers and build long-term
relationships.

I . Practical Dialogue 5% H %} %

Discovering Shein’ s Exciting On-site Promotions

A customer (C) engages in a conversation with a Shein representative (R) to inquire
about the ongoing promotions and on-site activities at Shein, a popular e-commerce

platform.

’

_ &
#SHEINWeeklyDeals
. OFF
SHOP NOW>
by v
Shein’s on-site promotion [
C: Hi there! I"m interested in shopping at Shein,and I heard there are some ongoing
promotions. Can you tell me more about them?

R. Hello! Absolutely,we have some exciting promotions running right now. First, we

have a special coupon code "SUMMERI15" that gives you a 15% discount on your
first purchase. You can apply it during checkout.

C: That sounds great! Is there anything for returning customers?
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R: Of course! Our loyalty program, Shein CLUB, offers exclusive perks for our
returning customers. As a member, you’ll get early access to new collections,
personalized discounts based on your preferences, and reward points for every

purchase.
C: That sounds interesting. What about limited-time offers or flash sales?

We frequently run limited-time offers and flash sales on select items. Right now,
we have a flash sale on our summer dresses, with up to 50% off. But you’ll have to

hurry,as it’s ending tomorrow!!

Wow,that’s a tempting deal! Do you have any interactive promotions?

Absolutely! We have interactive pop-up promotions that appear as you browse our
website. These pop-ups offer additional discounts or free gifts if you meet certain
conditions, like reaching a minimum cart value or selecting from a specific

category.
C: That’s fun and engaging! And what about daily deals or themed campaigns?

We do have a " Sales" section where we showcase different products with
significant discounts each day. Additionally,we often run themed campaigns during

festive seasons or special occasions with exclusive offers.

C: That sounds like a great way to grab some fantastic deals. By the way,do you have
a referral program?
R. Yes,we do! Our "Refer a Friend" program allows you to invite your friends to join

Shein. Both you and your friend will receive rewards when they make their first

purchase using your referral link.

C: That’s fantastic! I’1l definitely spread the word among my friends. Thank you for

all the information.

R: You’re welcome! If you have any more questions or need further assistance, feel

free to ask. Happy shopping!
C: Thank you. I’m excited to start shopping at Shein!

We’re thrilled to have you on board. Enjoy your shopping experience with us!

Have a great day!

KB Shein & A\ XA 19 34 P2 85 46 3

— N % (C) 5 Shein (9% IR AR 28 (R) #E47%F 4% . 3% 1) Shein 3% P32 %W B B &
1E7E PEAT B AR B 35 3h Aok N IS Bh .
Jii % - W1 R XFAE Shein Wy ¥ AR SRS BRI S5 7E A — S0 {2 450 3. IRAE & IR TR
2N
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M. B HRGIRNBEA — o AN e s is s, Bk, ATA — D4Rk
AP 2R AU SUMMERTS ™, Ay S8 B 8 Ol 9 82438 15 20 i 4mn. fmT L
TESE IR E

Joi % W AR AR U AR T A A A g 7

AR URA ) AT 2 iR Shein CLUB Sy 3 il % #2 ol 45 4, 1E &
B SBOKF A R B R e 9 00 5 W S A AR B A - 4 AR AR S AL I O
TE BRI Py 0 34 2 I AR 7

JBR % - W A R AR AT R . A IR I 2 o T Dl e 7

HMRACHE . AT WA o b B A R B N . H AT AT T AR
TEAEEAT DN WG 59 B o o e 1T 5252 500 4TI . EL 2SR B Ja) B8] O ) R ek 45

T
Jo %5 - EL IR R4 B 3 2 45 1% g 2

FRACZE . UK FRATAE — S m Bl =5 L B . 2 B0 N TR AT A R sty E 2 i B g S g
T o KL T 2 AR S AR GR B A — S8 25 1 Ll A0 38 B AR AR I ) 4 B L RE
B ) e B O SRR AR A A A B
#

Joi %5 - X ESE ARG AN A B3 H R G 3 2
B WATE A e 7L X, B R 2 B AN [ B R #R A R BE A . it

B BTG H ALY PRZE T SR R S A At R 3L SR A K
JER % - X W K S — M A B A 4 05 ik o WU ) — T AR A HE s e

MR ML BATA ! FATH MR L A7) e v B A Shein, 24881
JU A8 2ok 85 P HE 27 5 12 R AT 1 U I s S J ) T A TR AR AT 2 il

JBR % - KET! B—Exm P EN L. SRR IraFEE .

FEWAEL: AF WREH T D R B PR R ERE R ] S
far b !

JBR % - . AR IFUGAE Shein 194!

BMACEE: WAVIRESEEA SR . A B AR X R =22 dih 5
b —K!

1. Read the dialogue and try to answer the following questions.

5 15 %] 48 I 2 11 25 LR )

a.  What promotional activities does Shein offer to customers?
b. How does the pop-up promotion work on the Shein website?
c. What are the benefits of the "Refer a Friend" program?

d. How does the customer feel about the promotional offers?
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2. Role-Play

1 0

Imagine you are a customer interested in shopping on Shein and discovering their
promotions. Role-play the dialogue with a friend or classmate, taking turns to play the roles
of "C" (Customer) and "R" (Representative). Explore the various promotions and discuss
their features, benefits, and how they can be used to make the most of your shopping
experience on Shein. Try to be as persuasive as possible when explaining the advantages of

the promotions to the customer.

M. Accumulation H X H 2

. Useful Phrases and Expressions L EiIE R IJIBFRIX

uli A2 £

1. on-site promotion

2. limited-time offer PR Bsf 41 2
3. flash sale A
4. coupon code P B

RSB
UEIEEE
H&E P HD)
T 8 8 B
MEACHESRE
Wil
HHERE
A il
ERTIEE S
T AL

5. special discount

6. attract more visitors

~J

. engage with customers

8. drive sales

9. personalized recommendations
10. incentive program

11. referral bonus

12. loyalty rewards

13. interactive contest

14. exclusive perks

15. optimize conversion rate

AL

16. bounce rate Bk &R

17. customer retention B

18. enhance user experience T PR
19. seamless checkout TG 8 25 ik

20. abandoned cart PERAAEES
21. targeted advertising B

22. free shipping A Bk R
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23. early bird offer LN
24. clearance sale HE R
25. cross-selling R E
26. upselling T+ 9% 55 B
27. pop-up O A
28. new arrivals Brem bl
29. call-to-action (CTA) 17 B I
30. Buy one, get one free EK—ik—

Useful Sentences SEFHA1 Y

On-site promotions are a powerful way to attract and engage customers,leading to
increased sales and conversions.

i NAHE) WS RI B Bl % A 98 R IR AR DT R B 45 W5 I R EE AL 3R T

By offering exclusive discounts and limited-time offers,on-site promotions create a
sense of urgency and encourage immediate action from customers.

T 3k B A S AT IR R IR A 3 P A o A B R S S BRI T 8
Engage with customers through interactive contests and get valuable feedback for

improvement.

3 B S PR S % - H g AR RS B RY Bt LA T Rt

Incorporating local calendar events and holidays into promotion campaigns can
resonate with customers and make the promotions more relevant.

W 23t 1 H D 4 A0 A R B 5 Sl T DL R R Y g fef A B 9 3 B B
During a clearance sale, products are sold at significantly reduced prices to clear
out excess inventory and make room for new arrivals.

TEVE A R JESZ ] o 7 LA 35 AN 0 (e A% 4 65 LAY B 22 4 1 A o R o il i 1

23],
Cultural sensitivity in promotions ensures that promotional content is respectful

and appealing to customers from different cultural backgrounds.
TEAE)™ v & T8 SCA SR o A DR A2 5 PN 2 %0 o B A [) ST 8 5 1) o 2 B 2 0 AT T
5177,

Refer your friends and earn a referral bonus while they enjoy special discounts.

A SR A S8R ARATHE A 2 4 T A T D Hs 2 32 Rl A 0
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8. Cross-selling involves promoting related or complementary products to customers
during the purchasing process.
AE SUE R W B A W S R v [ 2 P A TR DR B RN I

9.  Our customer engagement rate soared after introducing an early bird offer and free
shipping.
TEAHE SO0 B B0 9k 1 5 . AT & ) 2 5 R KR BTt

10. Implementing pop-up promotions that offer additional incentives can entice

customers to explore more products and complete their purchases.

S i AR SR ARSI AT AW 51 % P R 2 7 O S U 3K

@ Fulfill the Task 52 il fF55

Based on the information provided in the "Scenario" section, create a detailed on-site
promotion plan for the new collection of summer dresses. Include the on-site promotion
strategies, target audience, timeline,and expected outcomes.

FRAE A 507 AR A SR AR A5 R B L A A — TR i A A B T R . R
PR WG L H AR 32 AR B[] 2 R TR 45 51

@ Career Tips FRizHI5

Cultural Considerations for Cross-border E-commerce

When implementing on-site promotion strategies in cross-border e-commerce, it is
essential to consider cultural factors to ensure effective communication and engagement

with customers from different cultures. Here are some cultural tips to keep in mind;

Cross Cultural Communication (%
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Language and Localization

Tailor your on-site promotions by translating content into the local language of your
target audience. Use localized language that resonates with customers and avoids cultural

misunderstandings.
Cultural Sensitivity

Be mindful of cultural norms, values, and sensitivities when creating promotional
content. Respect cultural differences and avoid using imagery, symbols, or messages that
may be offensive or inappropriate in certain cultures. Conduct thorough research on cultural

taboos and customs to ensure your promotions are culturally sensitive.
Calendar Events and Holidays

Incorporate local calendar events and holidays into your on-site promotions.
Acknowledging and celebrating important cultural holidays and festivals can resonate with
customers and make your promotions more relevant. Be aware of different holiday seasons

and plan your promotions accordingly to maximize engagement.
Color Symbolism

Colors can have different meanings and symbolism across cultures. Be aware of color
preferences and associations in different regions. For example, while red may symbolize luck
and prosperity in some cultures,it may represent danger or warning in others. Adapt your

color choices to align with cultural preferences.
Payment Methods

Consider the preferred payment methods of your target audience. Some regions may
have specific payment preferences, such as mobile payment apps or alternative payment
systems. Offering a variety of payment options can enhance customer trust and increase

conversion rates.
User Experience and Navigation

Cultural preferences can also impact user experience and website navigation.
Understand how different cultures navigate and interact with websites. Consider the
placement of important information,the flow of the user journey,and the use of visuals and
symbols that resonate with specific cultures.

By incorporating cultural considerations into your on-site promotion strategies,you can
enhance customer engagement, build trust,and create a positive brand image in cross-border
e-commerce. Cultural sensitivity and localization demonstrate your commitment to

understanding and respecting your target audience, ultimately leading to increased
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©

conversions and customer loyalty.

. Glossary iaiC &
1. localization [ iloukolal'zeifon | n. ZX + 1k
2. tailor ['tetlor] v. E il . & & E
3. target audience ['ta:grt 'odions] n. HFRFZ A
4. resonate with ['rezenert wid] v. FEA= 3L, 5| g Hng
5. idiom ['diem ] n. BiE . M 1&
6. colloquialism [ ko'lovkwislizom | n. I11& , fHiE
7. cultural references [ 'kaltforal 'refronsiz ] n. Ak Z 2, AL 5|
8. cultural sensitivity [ 'kaltforal isenst'tivoti ] n. Ak R
9. norm [norrm ] n. BLYE . b
10. taboo [tee'bur] n. 28 &, S if
11. customs ['kastomz] n. XU& , 218
12. symbolism ['stmbalizom] n. Z1E F . fF5 F X
13. mobile payment [ 'moubal 'permont | n. 3 A}
14. user experience [ 'juzer 1k'spiriens | n. i J A5G
15. website navigation [ 'websart neevi'gerfon] n. ¥k A%
16. brand image [breend 'tmidz] n. fhEE 4

BHREFRASPHIXKER

TE 5 53 HL 7 55 v S ol AL ) SR I L 25 8 3 SO AR PR TR AR O R SCAR T S
FPTARONEM B EREE . LR R 2SR

EEMALT

MG H AR 2 AR AS 305 € AR A ol AHE ) e 5 e A 3R O gl 4 SO Al
RIRIA LATE S . EE A RETCE B MR 05 LIRS % .

AL R

TERN A P9 28 I 20T RSO RETE N (VA B e . %5 B SOl 2 S ol 0 i T REAE
Fese e BA B AL E S B 5 A5 5 sifm B XSO SR s mn o) A i A7 0 i T A
T ORAR B HE ™ P A SCA b U

BhEH4MTH

Fe A sty ity F 3 PR A ARl AR I8 S b R DR AL 219 30461y H T
T RS R A HE S S S RS . TR R AT B ZRY L IR AR R A D0 TR AR Y
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e B IR R IRE R 2 H .
B RAEE X

B FE AN ) SR mT fEELAT AN () (9 35 SCRIGUAE T8 L. 3 TN [ b DX BT €8 114 i - 701 36k
(o B 218 7 28 SO T RE GRAIE A5 5 0 A BE R L T 7 H At SC AR AT BE SRR 8 R Bl
o AR SO i e 6 B R 14 BT R 4%

AR

I8 H AR 32 AR 1 1 S U5 3. L il DCRT BE AT R SE Y SR B a0 Bl SRR T R
AR RGE . S 2 T SO eI AT UM 9 % P S AT R R s AR AR

PSS A

SCA D -t 2 582 M) D A S R O s S Ao A A [) 3Pk B i 30 B R L Bl X . 2 R R
T B BRI R A PR - A R S A S g L RS T

AR A DR B AN AR B il AL SR R R T LA R P i 2 5 R i S AR AT AR
5 355 L T R 55 R SL AR Y TR R SCAC U IR AR 7R T AR B AR 32 A T fig A
R S S B I AR AN B
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Task B Off-site Marketing

.
S E B

@ Learning Objectives % >] H#R

In this task,you are expected to

AL S5 ARk

<> Familiarize yourself with the essential vocabulary associated with various off-site
marketing.
A S AN E O I .

<> Acquire relevant phrases,expressions,and sentences for effective communication in

off-site marketing strategies and campaigns.

AR A i S E B SR A I Bl R A R T BT A A0 S A L S R IR R L
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<> Learn about various off-site marketing strategies and understand their effectiveness
in reaching target audiences and increasing brand awareness.
TR [ A 3l A AR T TR G ik ik AR A2 AR R I RN 44 B2 7 TR A

Scenario |55

Shein, a popular cross-border e-commerce platform, has been successfully
implementing on-site promotion strategies to engage customers and drive sales. However,
the marketing team recognizes the importance of complementing their efforts with off-site
marketing to reach a broader audience and further expand their market presence. As a
marketing executive at Shein, you have been tasked with developing an off-site marketing
plan that leverages various marketing channels and techniques to promote the platform’s
products and attract new customers.

Shein, — & H1 44 (Y 25 55 L F 17 55 7 & BUEI 0 St 1 3l PO AT SR o DA 5| i O 4 2l
BN, SR E B AT BN IR BN LSS ) S SN E AR 25 A i S B DURE il A T )z
ZARIHE B R G 0. AE R Shein BT 378 88 £ 48, G T 1 6l 5E b 408 8 31 R
FIAT: 55 ) 45 o 4 SR R TR AT B B 7 S IR IR S LT

shein_official © P
SHEIN

130 Following  8.2M Followers  59.4M Likes

Save money. Live in style!
Get featured using #SHEIN #saveinstyle

& shein.shop/p2aymph

Videos @ Liked

Playlists

ASMR g #SHEINhaul
Ui
post “F 18 post:

Videos

% #saveinstyle

D 108.5K B 173.3K

Talk about POURtable! .. ™ Mark your calendar f..  Keep your tech in chec...  Fallis all about feeling ... That's the sporty spiritl..  Stumbling in the dark? .. Like we haul-ways say: ...

Shein on Tik Tok!!!

Discussion {5} it

What off-site marketing strategies you think Shein might be using to reach a broader

audience and promote their products? Consider strategies such as influencer marketing,
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social media advertising,content marketing, affiliate marketing, email marketing,and SEM.
How effective do you think these strategies are in driving traffic to the Shein website and
increasing their customer base?

PRINy Shein F] AE 1E7E 046 bk 20 5 55 SR R fioh 315 5 )02 1) 52 ARJFHE T ™ it 7
BRI W E B AR VN E S IR B T R R A R T R R S
FEMG o VRIN N IX L S WG AE 3G N7 (7] Shein X2k (9 3 5 AT R I P 3 I 10 4880 2 an o] 2

Set the Task {F55E K

Your task is to research and analyze the off-site marketing strategies used by Shein.
Prepare a comprehensive report detailing the various marketing techniques they employ,
their target audience, and the effectiveness of each strategy in achieving their marketing
objectives. Be sure to provide real examples and data to support your analysis.

RAAE 55 S DF 8 JF 20 Shein i AT A9 35 408 B SRS . & — 0 TR R M TR 4
FATR FH B & Tl B B BOR B ARSZ AR LA KA Pl SR A S AW AT 5 4 H AR T T R ROCR . 55
e B S B 1) 1 AR R SRR B9 23 T

@ Prepare for the Task {F55UHERT

I . Case Study Z/7]%:>)

Shein’ s Digital Marketing Success

S H E I N ABOUTUS SUSTAINABILITY V  GOVI oom c Q

FASHION: ON-DEMAND
We employ cutting-edge technologies and processes in design and

sourcing to stay well-informed of what is in demand by consumers.
Our unique, on-demand, lean production model means that we can
identify trends by measuring consumer demand with greater
accuracy than traditional forecasting models.

SHEIN only produces 100 to 200 pieces of any product at launch and responds with
increased production only if demand warrants it. Through on-demand production, we are

able to consistently limit excess inventory to single digits, a percentage that is quite different
than traditional retailers and one that results in substantially less waste.

As an e-commerce-only retailer, SHEIN avoids the need for overproduction typically
associated with filling physical storefronts and prevents much of the waste and
environmental impacts associated with running a traditional retail store.

Shein’s On-demand Fashion
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Shein, a leading direct-to-consumer (DTC) cross-border e-commerce platform, has
achieved remarkable success in digital marketing through innovative strategies. By
effectively using data management to gain consumer insights, implementing affiliate
marketing programs for social media spread,and creating a combination of UGC and PGC
content to enhance spontaneous communication behavior, Shein has established itself as a
fashion powerhouse in the e-commerce industry. Additionally. integrating Search Engine
Marketing (SEM) and Email Marketing has further boosted its brand presence and

audience growth.
Data Management for Consumer Insights .

In this age of digital transformation, leveraging data isn’t just a strategy — it’s a
necessity. SHEIN aptly recognizes this,employing advanced analytical techniques to decode
consumer behavior. This understanding forms the foundation of their marketing
approaches, enabling targeted campaigns, personalized recommendations, and an overall
enhanced customer experience. It” s this effective use of data that propels SHEIN’ s
marketing strategies beyond the ordinary, reinforcing their position as a digital marketing
powerhouse. The platform diligently collects and analyzes user behavior, preferences, and
purchase patterns to gain valuable consumer insights. By leveraging data analytics tools,

Shein identifies trends, patterns,and customer segments.

Shein’s Technologies™-

Affiliate Marketing and Micro-In fluencer Marketing :

Shein’s affiliate marketing programs play a crucial role in creating social media spread.
Collaborating with influencers, bloggers, and content creators on platforms like YouTube,
TikTok, and Instagram, Shein provides unique affiliate links or promotional codes to

promote its products to their followers. Collaborating with micro-influencers who have
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niche audiences, Shein creates targeted and personalized content,increasing engagement and

conversions.

Shein Haul BRIDES Edition/ Dresses, Flowers, Decor! Wedding Shower & Bachelorette Party Fit

« AliTayLifestyle " .
@' 5.57K subscribers SISl B4y &P /> Share L Download

2,100 views 6 Feb 2023
Hi Friends,

It's the year of the Bride Ali and | am not sorry :) | ordered some things from Shein for my wedding flowers, bridal shower, wedding shower,
bachelorette party round 1! Let me know your thoughts and if you would like some videos on here of my crafts! | have been mainly posting
those on tik tok!

Ruffle Sleeve Dress: (medium)
https://rstyle.me/cz-n/hisczaduzif

Lace long sleeve dress (medium)

https://rstyle.me/cz-n/hisc83duzif

Shein’s affiliate links*
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$15.30 s47.99 | - 4.83(100+) >
SHEIN VCAY Tie Backless Ruffie Trim A-Line Dress t

- Trending - Cottagecore

Color: White v

< ADD TO CART

Shein’s affiliate link to product page’™’

UGC/PGC Content Strategy and Testimonials :

Shein encourages User-Generated Content (UGC) from its customers, allowing them
to share their shopping experiences, outfit inspirations, and reviews on social media. This

authentic and engaging content resonates with audiences, resulting in increased traffic and
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sales. Positive reviews and word-of-mouth on social media amplify brand credibility and
trust. The combination of UGC and professionally generated content (PGC) maintains

authenticity while elevating brand identity.

SHEIN DRESSES TRY ON HAUL | prom, weddings, date night @

@ !(,e:?awa"ge oy 36K GJ A Share ¥ Download
B 1.34M subscribers

Shein Dresses Try On Haul®

Integration of Search Engine Marketing (SEM) and Email Marketing :

SHEIN seamlessly integrates Search Engine Marketing (SEM) and Email Marketing
to optimize its digital presence and customer engagement. Through SEM, strategic ad
placements and keyword targeting enhance visibility, capturing potential customers.
Meanwhile, Email Marketing nurtures relationships, keeping the audience informed about
latest trends and personalized offers. This integration ensures a holistic approach, where
SEM directs traffic and Email Marketing cultivates lasting connections, fostering a strong
brand-consumer relationship and contributing to SHEIN’ s success in the competitive e-

commerce landscape.
Conclusion :

Shein’ s digital marketing success story exemplifies extraordinary digital marketing
success through cutting-edge strategies. Their data-driven approach, utilizing precise
consumer insights derived from adept data management, forms the bedrock of their
triumph. By efficiently amalgamating affiliate marketing and micro-influencer
collaborations, SHEIN tactfully leverages social media, reaching a broad spectrum of
potential consumers. Additionally, their strategic use of User-Generated Content (UGC)
alongside professionally generated content (PGC) creates a compelling narrative, enhancing
brand identity while preserving authenticity. Notably, SHEIN’ s astute integration of
Search Engine Marketing (SEM) and Email Marketing amplifies their online presence and

nurtures enduring customer relationships. The seamless interplay of these strategies has
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established SHEIN as a dominant force in the competitive e-commerce landscape,

emphasizing the pivotal role of innovation and integration in digital marketing success.

sheinofficial @
SHEIN.COM - 3,022 /5 {

SHEIN

shein_us @

S.SHEIN.COM - 178 /5 {4

SHEIN

DD

shein_ar &
AR.SHEIN.COM - 516 F5 {ii# £

i sheinbrasil & N

SHEIN Brasil « 1,024 7 {4

shein_japan @

JIP.SHEIN.COM - 70 A

SHEIN

DO §

shein_gb @

SHEIN SHEIN.CO.UK - 54.5 7 i

shein

shein_ca ©@

CA.SHEIN.COM - 9.7 75 {ii#

SHEIN

De

shein_kids @

CHELN SHEIN KIDS - 163

shein_mex @

SHEIN.COM.MX « 446 J7 fil#y 4

SHEIN

Shein’s Social Media Matrix on Instagram'"

Shein % ¥ & tH K R

fi R S5 DTC B555 b T % - 45 . Shein 3 1 G157 96 W 15505 75 9 7 WU T 6%
F TR 3 3o ) PR SCHR  J IBC  R 5 T 1o)  5 0 £ 10
VR O TP A R 8 (UGC) %l 2 04 8 (PGO) 0 414 K 3 3 B % 905047
Shein £ 288157 T B O 76 L T 45 470l 6006 B 15 Sk i . 641 46 45 48 % 91 95 5 5 (SEMD
o T 30— T T A AT A

HEARRNERIEER:

TE XA B0 5 U ) T 30 A A — b S g — b b 7 i . SHEIN 45 25 3
R — 5 SR G BE (9 20 Mt BRI BT B & AT 0 o XAk BRAR AL B T B ATTE 8507 1A
SEfit o SEBL T AT TR AT Bl AP A LR A TSR A R T R 0 B Y AT AR
FHIHES) T SHEIN (¥ %5 8 5 i 55 JLIE 1 A TV o 8078 B i R S Jr iy stz . %01
& B oSS A AT P AT Al e A S AR S, DLARAR S 2 E A AR .l A RO
O3 T H Shein PRI S B E 4053
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BRERE WG N EH

Shein I 21 8 B T 0 76 B 6 41 5 BEAR AL 46 J7 1l K 3% T G HEME . 5 YouTube,
TikTok Fll Instagram 55 & b 1200 & 1% 15 & FN A QIE & 5 1F  Shein Sy fb AT 82 £tk
R A T S 2 AR AR L LT A AT A A 22 ) L A IR RS SN B A G Lk
TOWAR B G, S BT U AR B I 5 A R E AR G R 5 AR Shein B A
BEXTPE RIS TEAL B P92 S T B Sh A AL

UGC/PGC P17 3 i& #1178 A -

Shein B % 51 A RN A (UGCO) s SRl ATTTE AL S BE IR 1 2 52 I 1y 22 6 L i 3 2 R
(/s E A T DA 1 L RS B N e G LR NTTR: | A 1 e O 3 'l S N
0 R AT A 0 RRBOR 1 R R B AR AR BE . UGC 5 &b A i A 25 (PGO) M Z5 45 . 4
7 B SRR R T T A B R .

BESIEEWH (SEM) SHFIHEHNES:

SHEIN 207 (i 84 T 14 2R 51 %58 4 (SEND Rl L Hf 145 4 . UL B T A e e &
P2Y .l ad SEM. SRR R 28 R OCHE T 7 B T AR UL L L S| TR AR P .
S Ll R E B A TR R ML AR TR S A XS
WOk T — Bl 2 9 773k . Hoh SEM 51 St i, BT IR E S E R I AR G R AR BE T 3K
14 it RS 0 9% 2 OC &R R A S, JF O SHEIN 72 58 4 9 24 A9 HL 7 35 55 0 0 1 2 Al ity 7

e

Shein Z07 5 4 U0 5 B 7R 1 i 3 iy i 56 ek JCAS: 1) AR LR80T 5 A
TE: ) JCHR A B AR AT R T T 91 o T S UK Bl A4 O i R S T AT B A SR A . e e A R
B B A GO R S AR SHEIN 25 00 3 A F AL S B0 figh 25 702 RO TR 28 . b oh AT
Xf F P AR BN 2 (UGO) FIE AR RN 258 (PGO) Y g 33 B3 T — AN 510 B i, 12
THT I G R O T B SR (A A 2 . SHEIN X 48 R 51 %8 Hf (SEMD fl L 1
M PF 8 B B T B S R T IR R AP AE IR B IR TR A B PG AR . XM 1 o4e 1
i SHEIN AR 52 4 A0 L 3 55 00 S 0 & L 30 1 B8 FRE & 7R 507 8 89 8
SHIbPS A (P

. Core Vocabularies #%/idiC

insights ['mysaits | n. the understanding or knowledge gained from analyzing
N
i

data or information WLf# ; TR ZI 1Y T fit
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affiliate

powerhouse

integrate

BIEBEEIE

1. The market research provided valuable insights into consumer
preferences and behavior.

XI5 R AT AL T A A 1 T % 2 D AT LA

2. By analyzing website traffic, the company gained insights into which
products were most popular among its customers.

T3 43 AT 3 I LN W) TR TR AR L P R 2 G
[o'filist | n. a person or organization officially connected to and
working with another larger and more powerful one )& HLH4 ; 43 L HL
]

1. The organization’ s affiliate program allows influencers to earn
commission on sales generated through their referral links.

L LH SR I T30 S0V R W A A1) A A B R T B S I 4

2. Many companies collaborate with affiliate marketers to expand their
reach and promote their products.

V2R A SH R BB -a1E . 0 K m I Ho™ i

['paverhaus ] n. a person, group, or thing with a lot of energy,
strength,and power; an organization, country, etc. that has a lot of

influence or resources zJj J7 I , 5% i £E ] (sl 2H 4D

1. The small tech startup grew into an industry powerhouse within
just a few years,dominating the market.
XR/NRBHEWA AR AR LEN RS T — D EL, £ T
M.

2. China has emerged as an economic powerhouse in recent decades,
with rapid industrialization and technological advancements.

o [ 3T U AR R R S — A 2 B R L S BT M Ak 1 G R e L
AREFEL

['mtigrert ] v. to combine different elements into a whole to form a

cohesive and functional unit B4 ;4

1. The company’ s diversity and inclusion efforts aim to integrate
people from different backgrounds into the workplace.

A A 25 A A TAE B ROk B A 5 A B Rl AR
i i

2. The marketing team is working on integrating various marketing

channels for a more effective campaign.

B B IE 7R B 5 25 P8 B IR E DL T A e 6 .
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influencer ['mn. flu. an. sor | n. a person who has the power to influence the
opinions or behaviors of others, especially because of their authority
or knowledge in a particular area %0 , A 50 J1 A0 A s I 25 21 A

e. g. 1. Many companies collaborate with influencers to promote their
products to a wider audience.
VP23 ml S5m0 5 G AE ) BE T2 32 AR
2. Influencers on social media can significantly impact brand

reputation and sales.

b S IREAAR Y 2 0 2 i R P R A 7 AR R

outfit ['avtfrt ] n. a set of clothes worn together, typically for a particular
occasion or purpose — 2= [l 25 ; Yy
e. g. 1. The fashion influencer showcased her latest outfit in a post on

Instagram.
X AL 74 5 6 7E Instagram b AR 1l ) B 7 IR K
2. She put together a stylish outfit for the party,consisting of a dress

and matching accessories.
W R ZE T — B Y RS AL AE — SRR I B A
inspiration [imspa'rerfon] n. ideas or creative influences that inspire someone to

create or do something & J&; 5 /8

e. g. 1. The designer drew inspirations from nature for the new collection.
BT AR B K b B R R Sy i 2R 5 A e it
2. The artist”s work is known for its unique inspirations and artistic
expression,
XL AR GERAE il LA RR i RN AR R I 18 4
authenticity [ 1010en'tisati | n. the quality of being real or true,not fake or copied;
the quality of being true to oneself and one’s values E.5Z44:, A] {514
e. g. 1. The authenticity of the ancient artifact was confirmed by experts,
proving its historical significance.
wASC R LS E 2 L RN IEW] T R I s
2. In the age of digital content, verifying the authenticity of online
information has become a significant challenge.
TERCT N A IR B 7E A5 2 1 LSS © o — D B Pk .
testimonial [ itestt'mounisal | n. a statement or recommendation that expresses

praise for a person, product, or service, often as a way of advertising

A s IEW] A
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e. g. 1. The company proudly displays testimonials from satisfied
customers on its website.
A A SEHAE L ROk AR R P S .
2. Positive testimonials from influencers can greatly impact the

reputation of a brand.

SR ) AR A 7 AT LUK it oL 0 75 2 7 A E R

word-of-mouth [ waird ov mavd | n. the informal communication of information from
person to person, especially recommendations or opinions about
products or services #7140 4%

e. g. 1. The company’s excellent service has generated positive word-of-

mouth among its customers.
s FR B AR 55 A2 % P R g1 T R AY 1 AR

2. Positive word-of-mouth can lead to increased customer trust and
loyalty.
R Y 1 AR AT LA B0 A5 A FE IR R 30T .
1. Read the case and discuss the following questions.
] 132 Z& 491 I I LATE )
a. How did the company use data management to gain consumer insights for its
marketing strategies

b.  Explain the concept of affiliate marketing and its role in social media spread.

c. How did the company create a combination of UGC and PGC content with its

brand power to enhance users’ spontaneous communication behavior?
d.  Can you think of any other off-site marketing strategies that Shein could explore?

2. Find the words with the meanings below and write them on the lines. The first letters

are given.
AR SCAERE R IR CE P REE 45 1)
(L) p a person, group, or organization that has great power, influence,
or energy
2) i valuable and profound understanding of a particular subject or situation
(3> o a set of clothes worn together, especially for a particular occasion

or purpose

4) i the process of being mentally stimulated to do or feel

something creative
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(5) w the passing of information from person to person through informal
communication,, especially recommendations or opinions about products

or services
(6) a the quality of being genuine and true,not fake or copied
(7t a written or spoken statement expressing praise or recommendation for
a product or service
(8 1 a person who has the power to affect the decisions and actions of
others, especially through social media
(9 1 to combine or bring together different things to form a whole
(10) a officially connected to a larger company or group
3. Complete the sentences with the correct form of the words or phrases in the box,
JFH 7 HE v B a] B T Y T A TR 2K 58 R .

insights affiliate powerhouse powerhouse powerhouse

outfit inspiration authenticity testimonial word-of-mouth

(1) The company’s marketing team analyzed customer data to gain valuable

into their preferences and behaviors.

(2) She joined an program to promote and earn commissions from the

products she recommended.

(3) The fashion brand is a in the industry, known for its innovative designs

and global presence.

(4) The company aims to sustainability practices into its supply chain and
operations.
(5) The popular social media collaborated with the brand to promote their

new collection.

(6) She put together a stylish for the party, consisting of a dress and

matching accessories.
(7) The beautiful scenery served as an for the artist’s latest painting.

(8 The brand’ s commitment to is reflected in its transparent business

practices and product quality.

(9) The customer’s glowing convinced others to try the product,leading to

increased sales.

(10> The success of the new product was largely due to positive from satisfied

customers.
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I . Practical Dialogue 5EZ H %} %

Discussing Off-Site Marketing

An influencer (INF) and the marketing manager(MM) of Shein are discussing the off-
site marketing strategies, including influencer collaborations and live streams, to enhance

brand visibility and engage the target audience effectively.

[8]

Live streaming

INF. Hello,this is Karina,and I’m thrilled to be working with Shein! I just received the

influencer marketing brief,and I’m excited to start promoting the brand.

MM. Hi Karina, we are equally excited to collaborate with you! Our team loves your
content,and we believe your influence can greatly impact our target audience. Let’

s talk about how we can make this partnership a success.

INF. Sounds great! First, 1’ d like to know more about Shein’s off-site marketing
strategies. How do you leverage influencer collaborations to create a social media

spread?

MM.: We believe in the power of authentic storytelling. By partnering with influencers
like you, we can reach a wider audience and build genuine connections with
potential customers. We aim to create engaging and shareable content that

resonates with our audience.

INF. That makes sense. I noticed that Shein has a strong presence on social media
platforms like Instagram, TikTok, and Youtube. How do you ensure that the

influencer posts align with the brand’s identity?
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MM. We provide our influencers with detailed brand guidelines,including the use of our
key brand messages and aesthetics. We want your content to reflect our brand

values and style while still showcasing your unique personality and creativity.

INF. I love that approach. It allows me to stay true to my style while promoting Shein.
Can you share some examples of successful influencer collaborations you’ve had in

the past?

MM. Certainly! We had an influencer promote our summer collection through a series of
Instagram Stories and reels. Her genuine excitement and personal touch resonated

with her followers,leading to a surge in website traffic and sales.

INF. That’s impressive! 1’1l make sure to create engaging content that drives results.
Additionally,I’ ve been exploring live stream sessions on platforms like TikTok
and Instagram. Would you be interested in doing a live stream together to

showcase Shein’s latest collection?

MM: Absolutely! Live streams are a fantastic way to engage our audience in real-time
and provide them with an interactive shopping experience. We can host a Q& A
session,showcase the outfit inspirations, and offer exclusive discounts during the

live stream.

INF. That sounds exciting! Live streams also enable us to interact with our followers
directly, fostering a deeper connection with the brand. I’ m eager to see the

response {rom our audience.

MM. Me too! Live streams have proven to be an effective way to drive sales and create a
buzz around our products. We’ll work closely to plan and promote the live stream

to maximize its impact.

PR uh S E
— L (INF) #1 Shein 1911 3% 23 (MM 1E 7E WS 37 40 1 37 8 44 5 0% 35 5 5%
H A VER R LS = 5 R mT A 5 R0 5| AR Z AR
INF: {R47, & J& Karina, AR 5% 68 5 Shein 41 3 NI RN 152 00 3578 8 0 i AR W 1RE I
TR XA S R
MM W, Karina, A1 R4 AF b BITFRE SR A 1E L FRATHY A AR 25, RATTAH
{5 AR B 52 3 AT AAR R M2 e AT B AR 32 AR . 1R FRATI 8 Qo] fiff X iRk A VR BUAS
ALY
INF. Wi M o5, oA E £ T % Shein B U5 INE G50 . AT 40 il 1 A 5 5% i %
B4 A AR R ) A Ak 58 B (AR A 4 2
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MM FRATHE B & . 8 5K B 52 e & A FRAT AT D fil S 532 1
ZRSHEHBEREPETHEIEMNRR. ROV BER 20 #E5AAKHES 5= H
7, 5IATH 2 AR A I

INF: XRAEM,. FiF =3 Shein 7F Instagram ., TikTok f1 Youtube 4+ 3 A& |
ARG B AEAE . ARATT U] 6 £ 52 0 2 0 i 5 R Y B 03 A — 207

MM AT R IRAT 52w & 3 A T 340 09 & RLEE R L B HE G R IR AT A0 3 B R R R SE
2o FRAT A BRI P9 25 S W FRATT ) i RO AL R RUAR  [R) BT 8 7 A AR ) A4 42
Elp=

INF: ®EUWXMTE. EHEREERTFA O XA, [ B HE] Shein, RAED F— it
E A e (N |

MM Y8R FRATE A — i — FR ) Instagram Stories Fl reels e #fe ) FR AT E
ZEZRG o b ELR O I A RS 51 T b 4R 22 B S A5 R sl 3 RN B B A
P .

INF: X4 ANBLEZ WEMmAREG AA MR N = AR Ioh. & — B
EAE TikTok Fl Instagram 5°F- & LT BH#E . R EEA B — T HEE. BR
Shein [ 287 & 517

MM 4aixf! H#%E S 32 S B 8l 3 0l AT] 4 4k 6 2l X0 A 36 1 e 4y =0, FRATT AT
DA I () 25 AT, 8 7 i e 58 J3% . -7 4% W () B plk ik < 4 41

INFo PR ASA | T G TG0 T4 500 20 50 IR 5 A RO . TR
A K5 AR B B FRATTIR 32 AR .

MM A& B C Uk B2 M 2 i 8 A FRATT I 7 i &
T B0 Ve TH R RN B4 . DL KAL),

1. Read the dialogue and try to answer the following questions.

e 152 0 3% I 22 4 1] 25 DA [

i

mRMMA RO T

a. What off-site marketing strategies does the marketing manager mention in the
conversation?

b. How does Shein ensure that the influencer’ s content aligns with the brand’s
identity?

c.  What is the purpose of conducting live stream sessions on social media platforms?

2. Role-Play

0

Suppose you are a micro-influencer with a substantial following on social media
platforms like Instagram and TikTok. You have a passion for fashion and have been
wanting to collaborate with Shein. You have reached out to them expressing your interest

in cooperation. Role-play a dialogue with your classmate who plays as the Marketing
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Use the concepts discussed in the previous dialogue, such as influencer collaborations

and live stream sessions, to enhance the interaction and engagement between the two

characters.

Feel free to come up with your own questions and responses, staying true to your

character’s role. Be creative and have fun with the role-play, showcasing your excitement

and authenticity as an influencer eager to partner with Shein.

Il. Accumulation H 7 H &

.

10

11.

12.

Useful Phrases and Expressions LA EIERIIBRIA

. Influencer marketing

. Affiliate marketing

. Social media viral spread

. User-generated content (UGC)

. Professional-generated content (PGC)

. Micro-influencer marketing

. Key Opinion Leader(KOL) marketing

. Key Opinion Consumer (KOC) marketing

. Search engine optimization (SEQ)

. Cost per acquisition (CPA)
Cost Per Click(CPC)
Pay Per Click(PPC)

. Return on investment (ROI)

4. Sponsored influencer posts

5. Paid social media campaigns

. Live stream session

. Word-of-mouth marketing

. Testimonials from customers
. Boost brand awareness

. Reach a broader audience

. Diverse customer base

2. Cross-promotion with other brands

AR g

W S

A SR I 7 5 R
F P AR 2
Lol A RN A

(e A E Rt

B R UL Al
BT ILTH 2
BRIIEN A
BARE A

B Ul A

% il A5 9%

e g EEirE

0 B 5 i 2
2L SR
L% 5

BE =i

&L

& T it 0 44

i K B )9 19 3 AR
ZHEALI % P BRI
55 FC At i RS SUHET™

== 109



©

110

EIEBEH RIS
23. Geo-targeting i P E A
24. Mobile marketing strategies 7% ol B A R g
25. Email marketing HAL T I 12 4
26. Content marketing N2 E Y

Useful Sentences SEFH A1 BY

Influencer marketing is an effective way to leverage the reach and influence of

social media personalities to promote products to a wider audience.

S 5 78 B S R T AL S IR 40 N FR) 52 ) 3 R 5 T o) B T2 B 2 ARHE ST A
ROIT

Affiliate marketing allows brands to partner with affiliates who promote their

products,earning a commission for each successful referral.
I WS AR R S T S KRR S A A AT Sy A A D )T R
4.

The sponsored influencer posts on Instagram received high engagement and drove

traffic to our website.
T Instagram F/88 By 09 52 0 5 - AT 1 8 B2 B8l A1 3 1 FRATT IR0l 7 i £
User-generated content (UGC) such as customer reviews and photos can provide

authentic social proof that boosts brand credibility.

P RN 28 (UGCO) , g 7 PE4r A RE o BT DB f 0 52 0 4k 52 R Y 38 5 o L 1)
AfEE.

Professional-generated content (PGC) like professionally shot product images

enhances the brand’s visual identity and professionalism.
Tl A N ZE (PGC) o A B M A 55 1R 77 it AR 3 51l L 1) 40 0 40 0 2 Ml

Micro-influencer marketing taps into niche audiences, allowing brands to connect

with highly engaged followers and potential customers.
IR ) 2 35 B T X A Ay S AR R T DL S R S SR L RS R R P IR R
Key Opinion Leader (KOL) marketing and Key Opinion Consumer (KOC)

marketing target individuals who hold influence and credibility within specific

communities.

SRA T DL U (KOL) 35 8 A S 4 18 DL YK 9 3 (KOC) 8 8 B X 76 1 1 AL AF N B AT 32
M 3 FA] A5 BE AN
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8. Employing search engine optimization (SEQ) techniques helps websites rank

higher in search results,improving visibility to international customers.

18 IR 51 B (SEO) HARA Bl T 190 3k 76 18 R 45 21 v i 44 o 52 i 42 o0 [ b %
PR VRN é o

9. By calculating cost per acquisition (CPA),brands can determine the efficiency of

their marketing campaigns in gaining new customers.

i 1 TR AR (CPA) i B AT LA 2 58 55 98 Sl 73R A5 3 % 7 O T I 0%

10.  Running paid social media campaigns and sponsored influencer posts can lead to a

significant return on investment (ROD) in terms of brand exposure and sales.

8 B AT SRR A A 5 15 B RV B Y R e 2 G AT LR S R R G RN B T I Ol
23 M FEE R R (ROD

11.  Our call-to-action buttons in the email marketing campaigns have effectively driven

conversions on our website.

TE L1 W55 B 15 3 B AT Sl I B Ot e S 1T BRATTIM s B AL

12. By using geo-targeting in our mobile marketing strategies, we can deliver

personalized content to users based on their location.

AL 7EBRAT RS Bl B B O m ep e M B E AL, FRATTET AR 4k A 4 B A PEfE
N2

@ Fulfill the Task 52§ fF5%

Please finish the task based on the information given in scenario at the beginning.

T AR I Sk A T 2545 L 58 U 55 .

To complete this task, you are required to research, analyze, and present a
comprehensive report on Shein’s off-site marketing strategies. The report should include a
thorough explanation of each marketing technique employed by Shein,its impact on brand
visibility and customer engagement, and how it contributes to the company’ s global

success. Students should also provide real examples and data to support their analysis.

@ Career Tips FR17$715

Crafting a Successful Digital Marketing Strategy

In the realm of any endeavor with an ultimate goal, a well-defined blueprint is

imperative. For digital marketing, there’s no one-size-fits-all approach; each business must
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Online Marketing"!

create its unique roadmap. Nevertheless,a set of guiding questions can illuminate the path

forward.

Digital Marketing!'"’

A robust strategy must address the fundamental inquiries of identity, offerings, target
audience, purpose, and methodology. The ensuing steps and queries encompass the
essentials an organization should consider while devising and executing a strategy that

aligns with marketing goals and surmounts challenges.

I 1. Context

Initiating a triumphant strategy necessitates a comprehensive evaluation of the
organization’ s context and the stakeholders involved. Prior elements, discussed earlier in

the marketing strategy section,bear revisiting;
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-What context envelops your operations (PESTLE factors), and how might this
evolve?

-Who is your brand,and what grants it significance and utility?

-Who comprises your customer base, and what needs, wants, and desires do they
harbor?

-Who are your competitors, extending beyond direct rivals to encompass more
intangible forces like time and mindshare?

Thorough market research will unveil responses to these inquiries.

I 2. Value Exchange

Following a market assessment, the second phase entails scrutinizing your value
proposition; the distinct value your organization can contribute to the market. Identifying
value-added elements unique to the digital landscape is pivotal. What supplementary
attributes beyond the core product or service are extended to customers?

The digital realm provides numerous avenues for value creation, contingent upon the
preferences of your target audience. Thus, it’ s imperative to research users and glean
insights into their preferences and requirements. Content marketing is instrumental in
crafting such value-centric content; examples encompass a DIY gardening video for a
hardware brand,a research paper for a business analyst, or a whimsical infographic for a

marketing agency.

I 3. Objectives

Setting digital marketing objectives involves four core dimensions: objectives, tactics,
key performance indicators (KPIs), and targets. A breakdown of each is elucidated as
follows:

-Objectives: Crucial to any marketing initiative, they confer direction, purpose, and
endpoints. They beg the question:"Why are we engaging in this? What goals or outcomes
are we aiming for?"

-Tactics: Distinct from objectives, tactics denote the specific tools and methods
employed to fulfill objectives. An evolving strategy might encompass multiple tactics
striving for the same goal.

-Key Performance Indicators (KPIs): These metrics evaluate the efficacy of tactics in
fulfilling objectives, providing data-driven insights into performance.

-Targets: These set the quantified values for KPIs within a defined time frame.

I 4. Tactics and Evaluation

An array of digital tools and tactics come into play after specifying objectives. Several
tactics exhibit strengths in various outcomes, such as search advertising for customer

acquisition and retention,or email marketing for nurturing existing customers.
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Tactic Outcome
SEO Customer retention and acquisition
Search advertising Sales, customer retention and acquisition
Online advertising Branding and acquisition
Affiliate marketing Sales and branding
Video marketing Branding, customer retention and value creation
Social media Branding,value creation and participation
Email marketing Customer retention and value creation

Once objectives and tactics are established,it’s imperative to cross-check them against
] p g

organizational needs and resources to ensure alignment and seize untapped opportunities.

I 5. Ongoing Optimization

Adaptability and agility are vital in online marketing. The digital landscape continually
evolves, as do customer behaviors and preferences. Hence, strategy must incorporate
flexibility, allowing for continuous optimization. This iterative approach accommodates
changes,aligns tactics with objectives,and harnesses user experience insights for informed
decision-making.

A proactive,agile strategy is essential in an environment where brand cycles may lag
behind real-time online results. Allocating resources for user data analysis and optimizing
conversion paths, embracing socially informed innovation, and efficiently managing the
learning loop are essential components of a resilient digital marketing strategy.

In essence, the journey to craft a potent digital marketing strategy hinges on
understanding your organization, customer needs, and market dynamics, and flexibly
adapting your tactics to achieve evolving objectives.

Market analysis involves gathering and evaluating relevant data to gain insights into
the target market, customer behavior, competitors, and industry trends. Let’s explore the

key steps and benefits of conducting market analysis before opening an online shop.

. Glossary iaiC&

1. blueprint [ 'blurprint | n. ¥ &, 31X

2. guiding ['gardin ] adj. 5 S8

3. roadmap ['roudimeep | n. BEZ A K

4. offerings ['oformz] n. F= 5 iR 55

5. methodology [ime6o'dplodzi | n. 7L, T iE
6. stakeholders ['stetk houvldorz | n. F| #5406 F

114 ==



Unit 3 Marketing Management = 75 2 # )

7. context ['kantekst ] n. ¥ &, 3 hE

8. PESTLE factors [ 'pesal 'faektorz | PESTLE [N & (B . & ¥ L& 3
AR GEFR MBI )

9. utility Ljutilitr ] n. SRR, %OH

10. value proposition [ 'veelju: prapa'zifon | #{H E 7k

11. value-added [ 'veelju: 'eedid ] adj. 3G 1{E ), BRI

12. digital landscape [ 'didzitl 'leendskerp | #5405 . B 7 A 5%

13. tactics [ 'teektiks | n. Mg, A

14. value creation [ 'veelju: kri:'erfon] #1813

15. cross-check [ 'krostfek | v. 38 X AZ X}, K IE

16. agility [o'dzultti | n. BHEM: . R 16 H

17. decision-making [di's;zonimerkin ] n. #5 , Poe 3 13 12

1358 AR B 287 B SR g

TEIESR HARAYIE B L IR R 6 RO e . X FRCFE BT S R — B S T
AL TT 5 3 B A AR 2T M A I BRI . AN i, — R A5 S AT Ly 3
I 25 T AR 1) 5 1

A SR R ) SR a6 0T 1] 5 5 22 A% 0 TR R Al R 7 IR 55 AR 32 AR 5% A eI
FYT78 o 1 TG A5 BROR [ ABOH 38 i A il 2 A0 AT BR AT 58 81 H s SRE I 0T b A iy SR s I
IRAVATE AIIPS L5

I 1. &35
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B R T R SR B A R R E T

iz B 5 (PESTLE N3O B4 R R AT RE A 424k

SR AR AT A A 4B B B RS

R REACRME AT AT R SR
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SHEAE T 5 490 4 o hy B F i R o] £ — A DIY Bl 25900830 g 3 ol 23 A7 D 488 55 — i F 5 i 2 - 80k
B A AT H R 5 A

| 3.8

il X7 B B H AR R DY A A% G D5 T H R R O B SRR A (KPTs) DA K H s .
AT T FE AT AT

~FbR  TCARAEAE AT B B 3 h AR = S H L B Oy AR T 05 % B MR A H AR
KALFRATREE A A B X se 7 FATHY H bs SRR AT 477

SR 5 H AR AN TR | SR 4 TR S B H AR 9 BAR TR ik 7RSS S FE v, ]
AE 2R FH 2 i SR o 3L R) S B [R] — A~ H A

KGR b (KPLs) - X B8 45 A5 FIR A S0 78 52 B H A5 75 1 19 ROR S JA 3 4 7
BE T Bt 1 BRI 52

- FBR - 3 S R A i I TS [ P9 B30 5E 19 KPT iR (e .

4 RMERITR

TEWIHA T HARZ 5 » FATT G 220 4% bRy T H RIS . — SE 5w e S LA TR 45 R 7
1T B R B 0 S 0 3R T DU T 2R ORI AR B % TR 1 R R R T LA T
BRAAES .

M 45
WRIIERA %R AR
R B R B AR
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K5 B A%
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SR i ME A M EAE S S
HL IR R E AN EE

— HASL T H bR R W T K T AT S SR B R AT A8 SRR DL IR — B

I&%ﬁﬁ&

FESCE B T 3 LR TGk B O B A Wk B AT Dk R Al e A A
AR . PRI M A AL A RAE DL S BUAF A o X ik AT 32 ) LAIE 1 78 A o 3R
5 HFR PRFF— B0 I TR A (9 1 26 2647 B A0 TSR

TE b S 301 AT RE 7 Jm T S I AE AR AE R R T b BN R SRS I M B8, 5 R BT
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Task A Product Pricing

7R

Learning Objectives = >] H#¥p

In this task,you are expected to

AL S ARORE

<> Familiarize yourself with essential vocabulary related to product prices and product
pricing.
A 7 Al A M R A DG A A R

<> Understand the diverse factors that impact the decision-making process for setting
product prices.
PR 5 W ) 5 7 AR DRGSR R Z AP R

<> Learn about practical phrases, expressions, and sentences commonly used in
discussions about product prices and pricing.
S 2 TEVFIE 7 A RS R E I B SE LTS LRI A T

<> Explore a variety of product pricing strategies and learn how they are applied in

different business contexts.

TRER Z 07 b 8 M SR o R € ATTE AN [ 9 ol B 85 v i 1oz A

Your company is aiming to expand its operations internationally,offering your unique
pet products to customers in various countries. This expansion presents a range of
challenges, including different economic conditions, cultural perceptions of pricing, and
varying competition levels. As the product manager,you need to develop a robust product
pricing strategy that ensures competitiveness, profitability, and customer appeal in these

diverse markets.
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PRI 23 w5 A [ By R N 3™ J ol 55 » 1) 454 [ 5 00 o 2 488 A6 R 19 9077 i o I IR
JEAFAR T — RPN PRI AL AE A ] B 255 25 AF 2 i 08 SCAR R LA R AR [l K- 9 32 4 o AR D)™
il 22 B 3 S A S — 1 8 KA 7 ik A SR 7 X 88 22 R AL 0 T 3 R DR S 4 D L R RE
JI MR W51 7

Be
+
AliExpress = | =2 ]
T
Choice _Free shipping © Ship to @ United States
Dog Drinking Water Bowl Floating Non-Wetting Mouth Cat Bowl Without
spill Drinking Water Dispenser Plastic Anti-Over Dog Bowl *® Free shipping - 12-day delivery

delivery by Aug 25

4.8 918 Rs vs 5,000+ Sold (2
ko ok ok eviews o and a $1.00 coupon for late delivery

Welcome Deal Service
Free Return + On-time guarantee  75-day
55.78 $33:68 82% off Buyer Protection
Color: B-Grey Quantity
1
- > N ™ > -

Add to Cart

AliExpress assurance
(9 safe payments Payment methods

(3 Security & privacy We

#> Share © 104K

® Buyer protection Get you
estimated date or if you're not satisfi

Dog Drinking Water Bowl on AliExpress''’

Discussion 5} i

What factors do you think will influence pricing decisions in the context of cross-
border trade? And what pricing strategy would you consider adopting to set the price for
your products?

RN HTERS SR 5 5 5 T A MR LE PR 2 e e 0 SR 7 A2 25 B R AT 4 7€ A S
K AR 7 b RE 2

Set the Task {F55E R

Analyze key factors to consider when pricing cross-border products. Develop a strategy
aligned with business goals and the target market. Explain how your pricing strategy
addresses the challenges of cross-border trade.

O3 M8 M B B A I S R GBI R . il E Sk 55 B AR H bR T A — B0 R
W o TR 14 5 SR ] IO T B85 45 5 1 R R
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I . Case Study Zf2 2]

Pricing Strategies of Alibaba International and AliExpress

Alibaba International and AliExpress, both subsidiaries of the Alibaba Group, are
renowned for connecting buyers and sellers worldwide. They cater to diverse audiences -
Alibaba International primarily serves businesses through its B2B platform, while
AliExpress targets individual consumers via B2C transactions. Effective pricing strategies
are crucial for these platforms to remain competitive, attract customers, and foster
sustainable growth.

Pricing is influenced by various factors, including market positioning, competition,
product quality, consumer behavior, currency exchange rates, and regulations. Certainly,
cost structures play a pivotal and decisive role, covering aspects such as sourcing, materials,
labor, quality controls, packaging design and packaging costs, shipping and logistics
expenses, advertising and marketing, as well as duties and taxes. These diverse

considerations collectively shape the pricing strategies employed by businesses.

Pricing Strategies of Alibaba International ;

€2 Alibaba.com shipto:=BUS @ English-usD & Signin Signup

= All categories  Featured selections  Trade Assurance Buyer Central  Become asupplier  Help Center ~ Get the app

© Learn about Alibaba.com

The leading B2B ecommerce

platform for global trade

Frequently searched: water bottle tumbler mugs coffee

Alibaba Official Website

I 1. Competitive Pricing with Value-Based Elements :

Product providers on Alibaba International employs a competitive pricing strategy,
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aiming to provide appealing prices for businesses interested in bulk quantities

This strategy involves analyzing the market and competitors’ strategies to set a
competitive price. Additionally, the platform incorporates value-based pricing, which
determines product prices based on the perceived value to customers,rather than production
cost. By emphasizing product quality, supplier reliability, and the potential for long-term

partnerships,suppliers can validate their pricing through additional value.

I 2. Cost-Plus Pricing and Tiered Pricing:

Suppliers on Alibaba International recognize the significance of cost-plus pricing,
calculating production costs and a desired markup to determine selling prices. This method
ensures supplier profitability while offering competitive prices. The tiered pricing structure
aligns with the concept that higher quantities yield lower unit costs. Suppliers often set a

minimum order quantity (MOQ) to incentivize larger orders,reflecting economies of scale.

I 3. Negotiation for Dynamic Pricing:

Alibaba International’ s mnegotiation flexibility introduces an element of dynamic
pricing. While initial list prices serve as a starting point, the final price is influenced by the
negotiation process. This dynamic element ensures that prices are customized to the unique
needs and circumstances of each business buyer. This strategy acknowledges the fluid

nature of B2B transactions and allows for adaptation to changing market conditions.

Pricing Strategies of AliExpress :

Sell on AliExpress Help Buyer Protection  [) App B8 / english / USD © Wish List & Account
O} 0]
AliExpress g =2 S
ee i
necklace watch forwomen lashes ~car phone holder = earphone  mystery box O %
load apy
= Categories Choice  Plus  SuperDeals Halloween

Women's Fashion

Men's Fashion
Hi, AE

A B ©®

Account  Orders  Messages

a

Phones & Telecommunications

Motorcycles

Up to 30% off

Computer, Office & Security

Consumer Electronics

Jewelry & Watches

Home, Pet & Appliances

Bags & Shoes

Toys , Kids & Babies
Welcome deal

Outdoor Fun & Sports enjoy your first order for the
price of $0.99!

Beauty, Health & Hair

Automobiles & Motorcycles

Tools & Home Improvement

AliExpress Official Website
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1. Dynamic Pricing Tailored to Consumer Behavior .

AliExpress’s dynamic pricing strategy aligns with adapting prices based on real-time
factors, including consumer behavior, local demand trends, and competitor prices. For
example,during peak shopping seasons, prices might be adjusted to maximize revenue when

demand is high.
2. Cost-Plus and Competitive Pricing for Retail Consistency :

On AliExpress,sellers employ cost-plus or competitive pricing strategies to uphold the
platform” s fixed retail pricing approach. Generic product vendors calculate list prices to
encompass product costs, shipping expenses, and a reasonable profit margin. Conversely,
sellers utilizing competitive pricing aim to position their products attractively in the market
by closely monitoring competitors’ pricing strategies. Regardless of the pricing strategy,
AliExpress ensures shopping convenience by adhering to fixed retail pricing, offering
transparent and non-negotiable prices for a seamless and hassle-free experience for

individual buyers.
3. Psychological Pricing for Individual Consumers :

AliExpress adopts psychological pricing to influence consumer perception. By setting
prices just below a round number (e. g. » $9. 99 instead of $10),sellers create the illusion
of a lower cost,even though the difference is minimal. This approach taps into consumers’
cognitive biases and nudges them towards making a purchase based on perceived value.

The pricing strategies of Alibaba International and AliExpress are multifaceted,
drawing on various pricing concepts to meet the demands of their target audiences. These
strategies are shaped by competitive analysis,real-time adjustments,the value perceived by
customers, psychological triggers, and the cost structures of the products. Incorporating
these pricing concepts allows both platforms to create effective pricing models that resonate
with their respective B2B and B2C customer bases,ensuring competitiveness, profitability,

and customer satisfaction.
Ba] B B2 XY ] o T 4 B O Si2 0 B A SR I

A FEL L T o T R S o 2 T L L T A AT T K 1 L D R A R SR SR S K
TP 24 BT T 1) 25 B A0 ) 32 Ak L B B [ s 25 5 B2B A 5 0 Al 42 5 I 55 . T 4
ER O S7% 30 a B2C 52 By 1 1) A NI B . A R E A SRS X T I L8P 5 R ST A T L
Gl PR A RS R B R E

SE M 3 22 D BRI R S AL A T 05 (60 S8 4 i BCRE LT BB AT O BT L R AIE ML
IR AR S AL R O B N R PR T R T SR R R 55 Bl g B A R R R
THAL A iz i AR 2 L S B LA S SR B AN B 2 25 07 ThT . 3k 48 2 RE 1 5 I8 A
SR B T Aol 2R A E SRS
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subsidiary

pricing

duties

,
0Q

bulk

BIZEB B EIE

Core Vocabularies #%/i3iC

[sob'sidiori | n. a company is owned or controlled by another larger

company /NG

1. The parent company has several subsidiaries in different countries,

each operating independently within their respective markets.
A RITEARERAEILE FAHE & BELL BTG hisE,
2. The expansion strategy involves acquiring existing subsidiaries to

quickly enter new markets and diversify the business portfolio.
5K w5 RS B A ) ARG HE AR T 3 91 52 B0k 55 2 oAk

[ 'praisil] n. the process of determining the cost or value of a product

or service EMN

1. The company conducted market research to develop a competitive
pricing strategy that would attract customers while maintaining
profitability.

N EV AT T TR I E T A EERE R 51 & P SRR IR R LR RE ) 1Y
5 1R E A SRS

2. Dynamic pricing adjusts product prices in real-time based on factors
such as demand,availability,and competitor prices.

Bl 2578 AR 5 5K Al AN 5T 4 00 T A% A5 PR 2R S IR R 7 A
['duztiz] n. taxes or tariffs imposed on imported or exported goods %
i, B

1. The customs office calculated the duties on the imported goods
based on their declared value and the applicable tax rates.

T O I 2 A AR A1 R AT A (BRI 3 T A9 B 38 B R A B

2. The company had to factor in the additional costs of duties and
taxes when determining the final retail price of the imported
products.

O R LERA GE HE 7 R g 28 % 5 A I 0 20 25 1 OC BRI B W A A Ah
A

[balk ] n. the mass or volume of something in its largest or main

quantity [, ] 2%
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e. g. 1. The retailer purchased the products in bulk from the manufacturer
to take advantage of bulk discounts and reduce costs.
B T A 3 7 IS LA B W S s LA A R T O BRI AR
2. The company offers bulk purchasing options for businesses that

need to buy large quantities of supplies at once.
7 ) A R S YR W S R 4 I i 1 A Ml 4 b A A Sk

markup ['makap] n. the amount added to the cost price of a product to
determine its selling price JIf;

e. g. 1. The company applies a consistent markup to all products to ensure

that the desired profit margin is achieved.

O3 FXE BT A 7 AR — i . LA DR 2k E1 R A R R

2. The markup is calculated by dividing the desired profit by the cost
of the product and then expressing it as a percentage.

TP 2 3 3k A 10 B A 3 B DL il A R 0 o R R O i 4y R
B

tiered [trad ] adj. characterized by being divided into different levels or tiers
il
e. g. 1. The company introduced a tiered pricing structure with different

price points to cater to customers with varying preferences and

budgets.
OSEIHE T AN 2 AR A S [R) B A% A LA A (8] i 4 A0
WERE .

2. The tiered approach allows customers to choose the pricing plan

that best aligns with their needs and usage patterns.

O3 JE T3 % AT A 3 e A A LR SR A AT AR S A TR
negotiation [nngeufi'erfon ] n. the process of <1is<‘ussing and reaching an
agreement, especially in business R H , P

e. g. 1. Skillful negotiation with suppliers helped the company secure

favorable terms and pricing for raw materials.
b 0 T Y BGRIR A HE B 2 ) O TR BR AR TR R AR RE M
2. The negotiation process involved multiple rounds of talks to find a

mutually beneficial arrangement for both parties.

WAL TR [ Z 5 0R3E , DL U5 H8A 2 14 4
flexibility [ iflekst'biltti | n. the quality of being adaptable and open to change 7

i
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dynamic

real-time

retail

margin
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1. The company’s pricing strategy incorporates flexibility to adjust

prices based on market demand and competitive factors.

25 Y RE Y SRS EL AT SRS P BT DUAR I T 37 75 SR A58 4 DR 3R R A%
2. The pricing model’ s flexibility allows the company to respond
quickly to shifts in customer preferences and economic conditions.

FE M ASERY 1) 23 1 A 2 ) R A R X 2 7 i e N 48 5 AR AR A AR A
[ dai'nsemik | adj. characterized by constant change, activity, or
progress AR, AW AE 4L Y

1. The dynamic pricing strategy adjusts product prices in real-time

based on market fluctuations and demand patterns.

) 25 58 Y SR W AR AR 113 377 102 80 AR 5 SRR S I R R 7 A

2. In the dynamic business environment, the company’ s pricing
approach evolves to accommodate shifts in consumer behavior and
industry trends.

TE A VBT 748 A B B b BRIE Hh o 23 B B E B D7 0k W i A2 S A3 VLT 3% AT
F AT SR AE A

[rizl tarm] adj. occurring immediately as events happen in the present
S HY

1. The company relies on real-time data analytics to make informed
decisions about pricing and inventory management.

2 SR S I R3Ok A RE A A 2 A AR R A R R

2. Real-time price adjustments are made based on factors like demand
spikes or changes in competitor pricing.

R 408 75 SR S 558 A 0 T 19 22 AL EAT SN A A% T R

[ 'riterl ] n. the sale of goods to individual customers,typically in small
quantities Z &

1. The company’s pricing strategy aims to attract both wholesale and

retail customers by offering competitive pricing and discounts.
25 ) Y FE M SR I A TE o 3R AR SE 4 O A A AT A0 I T | e R AN E
BRI,

2. The retail price includes the cost of production, distribution, and a

reasonable profit margin for the company.
TG AL HE A 77 A o B AR LA K B R 5
['ma:dzm | n. the difference between the cost of producing a product

and its selling price FI)JH , 22 %5



Unit 4 Product Price 7= i /i #%

e. g. 1. The company’ s profit margin is determined by subtracting the

production cost from the selling price.
25 A )91 3R 5 Ak DA B A% T 25 AR 7 LA SR B RE Y
2. Maintaining a healthy profit margin is essential for the company’s

financial sustainability and growth.
PRAE B I 1 0 8% 2w Y 0 55 AT S S P N K R o0 2
1. Read the case and discuss the following questions.
] 3 5 B I8 LA [l A
What factors shape the pricing strategies of Alibaba International and AliExpress?
b.  What pricing strategies are mentioned in the passage and what are they?
c. How do competitive pricing and value-based pricing differ in their approach to
setting prices?
d.  Why is dynamic pricing particularly effective for online platforms like Alibaba
International and AliExpress?
e. What pricing strategies does Alibaba International use to ensure supplier
profitability while offering competitive prices?
f. What is the purpose of employing psychological pricing on AliExpress?

2. Find the words with the meanings below and write them on the lines. The first letters

are given.
MR & AERTLR E B CEr P B g D o

(1) ¢ the amount of money charged for a product or service

(2) d taxes or fees imposed on imported or exported goods.

(3) m the amount added to the cost price of goods to cover overheads and
profit.

(4) n the process of discussing and reaching an agreement, especially in
business.

(5) f the quality of being adaptable and open to change.

(6) d characterized by constant change,activity,or progress.

(7 r occurring immediately as events happen in the present.

8 r the sale of goods to individual customers, typically in small quantities.

(9) m the difference between the cost of producing a product and its selling
price.

(10) p the process of determining the cost or value of a product or service
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3. Complete the sentences with the correct form of the words or phrases in the box,

markup real-time negotiation margin duty
tiered pricing flexibility dynamic retail
(1) The company’ s strategy aims to attract both wholesale and retail

customers by offering competitive pricing and discounts.

(2) Cost-plus pricing is a pricing strategy by which the selling price of a product is

determined by adding a (a specific fixed percentage) to the product’s
unit cost.
(3) The on imported goods can significantly impact the final cost of products

sold in the domestic market.

(4)  Skilled with suppliers allowed the company to secure favorable terms for

sourcing raw materials.

(5) The company’s pricing model adjusts product prices based on real-time

market fluctuations.

(6) The of the e-commerce industry requires companies to have adaptable

pricing models that can respond to rapid shifts in customer behavior.

(7) prices are typically higher than wholesale prices since they include

additional costs like packaging,distribution,and the retailer’s profit margin.

(8) The e-commerce platform implemented a system,where customers could

choose different subscription levels with varying benefits.

(9)  Our online store provides updates on product availability to give

customers accurate information.

(100 The between the cost of producing the product and its selling price

determines the company’s profitability.

(11) The on the product was set at 30% ., ensuring the company’s desired

profit margin.

I . Practical Dialogue 52 F %} i

Discussing Pricing Strategies on AliExpress

A student (S) who intends to establish a pet product store on AliExpress for

international sales engages in a conversation with her e-commerce specialist teacher (T).
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Express Help Center News Advantages Support English m My AliExpress
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Together, they explore strategies for determining product prices and the essential factors to

take into account.

S.  Hi,Professor! I’ve been thinking about opening a pet product store on AliExpress
to sell products abroad. Can you give me some advice on how to set the prices for

the products?

T. Of course! Setting the right prices for your products is crucial for your e-commerce
business. First, consider your costs,including manufacturing or shipping, and any
additional expenses. This will help you determine the minimum price you need to

cover your costs.

S:  That makes sense. But how do I decide on the actual selling price? I want to make

a profit while staying competitive.

T. Absolutely. You should research your competitors and see how they’re pricing
similar products. This will give you an idea of the market range. Then, factor in
your unique value proposition. If your products have some distinct features, you
can justify slightly higher prices.

S:  Got it. What about discounts or special offers? Should I include those?

T: Discounts and special offers can attract customers, but be careful not to lower your
prices too much that it affects your profitability. You could offer discounts for bulk
orders or during certain seasons. Just ensure that even with the discount, you’re

still making a reasonable profit.
S: Makes sense. And what about currency conversion and international fees?

T. Good point. Keep in mind that customers from different countries will be
purchasing in their local currency. AliExpress provides tools for currency
conversion, but it’s also important to consider potential international transaction

fees,as well as any import taxes or duties that customers might face.
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S: That’s important. How do I keep track of the effectiveness of my pricing strategy?

T. Good question. Regularly monitor your sales and profits. If you notice that certain
products aren’ t selling well, it might be a pricing issue. You can also gather

feedback from customers to understand their perception of your prices.

S:  Thanks,Professor! This is really helpful. 1’1l definitely keep these considerations

in mind when setting my prices on AliExpress.

T. You’re welcome! Remember, pricing is a dynamic process. Stay flexible and open
to adjustments as you gather more data and insights from your customers and the

market. Good luck with your venture!

S. Hi.Professor! I’ve been thinking about opening a pet product shop on AliExpress
to sell products abroad. Can you give me some advice on how to set the prices for

the products?

T: Of course! Setting the right prices for your products is crucial for your e-commerce
business. First, consider your costs, including manufacturing, shipping, and any
additional expenses. This will help you determine the minimum price you need to

cover your costs.
S. That makes sense. But how do I decide on the actual selling price? I want to make
a profit while staying competitive.

T. Absolutely. You should research your competitors and see how they’re pricing
similar products. This will give you an idea of the market range. Then, factor in
your unique value proposition. If your products have some distinct features, you

can justify slightly higher prices.
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1. Read the dialogue and try to answer the following questions.

e 15 6] 48 I 22 1] 25 LR )

Why is setting the right price important for an e-commerce business?

What factors should you consider when determining the prices for your products?
How can researching competitors’ pricing help you set your own prices?

What is the role of a unique value proposition in pricing?

What advice does the professor give for staying successful in pricing over time?

2. Role-Play
PRGN

Suppose you want to open a shop on an international e-commerce platform and you

have some questions regarding the product pricing. Role-play a dialogue with your

classmate who plays as a professor in e-commerce field. Use the dialogue above as an

example, but come up with your own questions and responses.
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Useful Phrases and Expressions SLAEIER IJBRIA

. competitive pricing

. value-based pricing

. cost-plus pricing

. dynamic pricing

. tiered pricing

. psychological pricing
. price optimization

. bulk pricing

. bundle pricing

. profit margin

price elasticity
currency conversion
International transaction fees
. import taxes and duties
value proposition
premium pricing
seasonal pricing

. price perception

list price

set product prices
adjust pricing strategy

implement dynamic pricing

3. determine cost-effective prices

. conduct cost analysis

5. factor in product differentiation

5. employ price skimming

. introduce penetration pricing

. calculate markup

29. stay competitive with pricing

. avoid price wars
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Useful Sentences SEFH G &Y

Value-based pricing enhances the perceived value of unique and highly valuable

products in the eyes of customers, which often results in increased willingness
to pay.

FET AN ELA0 5 M B BB o 7 A L o A (B ot £ I MR o ) I B, R S 2 T
T i ) W K

Utilizing cost-plus pricing helps us maintain profitability by factoring in both
production costs and desired margins.

T AR 0 8 R A 355 Bl FATT 38 Ao 2 P A= 7 FAS A R Y i R DR R LR BE T
Dynamic pricing enables us to adjust prices in real-time based on market demand

and supply fluctuations.

) 2578 M T AT BE 08 MR A8 T 75 T SRR L 107 38 2l S If 8 R A%
We’re considering a tiered pricing model to cater to different customer segments

with varying needs.
FATIEAE T S8R ] 43 )2 0 A AL, LA JE A [) 1) 2% 7 4 3 1T 37 F0 25 R il 3K

Bulk pricing discounts are available for larger orders, encouraging customers to

buy in higher quantities.

A E P A1 T S L B AT B S50 R I K 2 R

Our bundle pricing strategy bundles related products together at a lower combined

price to encourage purchases.
FRATHHH 8 52 U SRS FH 577 Al A8 90 A — kS » LA SEAR 1) 4145 0 s S8l A 3K

Analyzing the profit margin ensures that our sales cover both costs and generate a

reasonable profit.
34T R 20 R T AT A B B D R A 5 AR SLRE A A B R
Understanding price elasticity helps us predict customer response to price changes

and adjust accordingly.

R RS SR A BT AT TN BT XA A 7 A B B AR N AT I

Import taxes and duties can impact the final price customers pay for our products.
VBRI S AT BB 23 52 Wi JB 25 ) K FATT 7 i ) S A A
As the market changes, we may need to adjust our pricing strategy to maintain a

competitive edge.

Bt T S B A A FRATT AT BE T 2R AT 1 A SR DR S L
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Fulfill the Task 52 JfAF 5%

Please finish the task based on the information given in the ‘scenario’ section at the
beginning.

TR T K IR BT 4 4 B 8 AT 55

Pricing Structure’™’

Mastering the Art of Product Pricing

Pricing Factorst*
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In the realm of cross-border e-commerce,effective product pricing is a pivotal element
that can make or break your business’ s success. To excel in this dynamic landscape,
consider these career tips that delve into the intricate art of pricing strategy,each designed

to help you navigate the complexities and achieve optimal outcomes.
Holistic Understanding

The foundation of any successful pricing strategy begins with a helistic comprehension
of the factors at play. Pricing is not only about setting numbers; it’s about understanding
cost structure, consumer perception, competition, market positioning,.. By embracing a
comprehensive view, you’ll be equipped to craft a pricing approach that aligns with the

broader business objectives.
Market Research

Armed with knowledge, embark on thorough market research. Uncover your target
audience’s preferences,spending habits, and willingness to pay. Keeping a finger on the pulse
of industry trends and shifts in consumer behavior ensures that your pricing strategy

remains agile and responsive to evolving demands.
Segmentation

Recognize the diversity within your customer base. Different segments exhibit varying
price sensitivities. As such, tailor your pricing strategy to resonate with both local and
international audiences. Recognizing these nuances empowers you to customize pricing

approaches that cater to the unique needs of each segment.
Experimentation

Don’ t fear experimentation. Embrace the opportunity to test various pricing
strategies. Through A/B testing and thoughtful observation, gauge the impact on sales and
profitability. The insights gained from these experiments offer invaluable guidance on what

resonates most effectively with your target audience.
Data-Driven Insights

Leverage the power of data analytics to refine your pricing strategies. By delving into
sales data, customer feedback,and conversion rates, you can fine-tune your approach over
time. These data-driven insights provide the compass that guides your pricing decisions

toward success.
Value Communication

Your pricing isn’t just a number; it’s a story of value. Effectively communicate the

unique features,superior quality,and tangible benefits that your product offers. This value-
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driven narrative justifies your price point and fosters customer loyalty. The more

transparent and compelling your value communication, the stronger your pricing strategy

becomes.

Incorporating these career tips into your approach to product pricing will position you

as a strategic pricing specialist. Embrace the complexity, be open to continuous learning,

and watch as your mastery of pricing shapes both your career and the success of your

organization,

N
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intricate

optimal

holistic

consumer perception
market positioning
spending habit
willingness to pay
consumer behavior
diversity

price sensitivity
nuance

gauge

fine-tune
data-driven
compass

narrative

compelling
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Task B Price Negotiation

fir k& ik

__3’ Learning Objectives % >] H ¥R

In this task,you are expected to
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AL S AR

<> familiarize yourself with the essential vocabulary associated with price negotiation.
M ks B B A% O IR

<> acquire relevant phrases, expressions,and sentences for effective communication in
price negotiation.
FEARTE M b 2 T TP A RO BT R 1 S T O L I AR A S B,

<> Understand the challenges and solutions associated with negotiating prices across
borders.

<> Explore effective negotiation strategies and tactics that emphasize collaboration.

Imagine you’re a cross-border e-commerce seller,and you’ve just received an inquiry
from a foreign buyer. Your challenge is to engage in a negotiation that aligns with your
brand positioning while accommodating the buyer’s requirements. The goal is to negotiate
effectively to secure a mutually beneficial collaboration.

R AR — A 0 AL R 32 58 WM R) 1ok | A0 [ SR S iR 4. R Y 6 R 7 6 2 AR
P18 ity L O 18 T F o 3 1 S R 0 5 SR R AT R A o s o A A8 % A Dk s R 5 R il
a1,

Negotiation'']

Discussion 5} i

How can you tailor your negotiation response based on your product’s unique selling
points and the buyer’s preferences? Discuss how your choice of language,tone,and content

should be shaped by the characteristics of your operational platform and the positioning of
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your products, How should you adjust your negotiation strategy? Explore how cultural
nuances, language preferences,and platform-specific features may impact your negotiation
approach and communication style.

7 ey R 0 R R 7 it 2 A S A S KA i ok R R B8R T R e 7 IR AR T S 1
PE B UM 2 0 A Ae] 32 BRI 8 B B4 R E L R R o RN A0 ] 9 R AR A R
IR 2 RS SCAC AN 22 0 T8 5 O 1 F1F- 6 R 1€ 21 BB A0 4] T B8 52 R R 19 19 40 O 2RI i
AUAE

@ Set the Task {F55E R

Your task is to analyze the various factors involved in negotiation and price discussions
within the context of cross-border e-commerce. Formulate a negotiation strategy that
encompasses cultural differences, product value, market positioning, and platform
dynamics. Moreover, optimize your negotiation language and phrases for effective
communication during the negotiation process.

PRAAE 55 72 70 BT 15 58 P 9 58 vP 0 R IR TN A T IR R 5 R I R . 1l E — 4> 1 2
AR R A T 5E ALY B S A IR ARG . e Ah , FE BB R b AR AR R
FHIE A TS . DL S A A T8 I8

@ Prepare for the Task {F55HERT

I . Case Study Z|25>]

Navigating Value-Based Price Negotiation in Cross-Border E-commerce

Anna, an American e-commerce entrepreneur specializing in handmade jewelry,
received an inquiry from Li Wei,a boutique owner in China interested in purchasing a bulk
order of her unique creations. As they explored a potential collaboration, both Anna and Li

Wei had to navigate the complexities of cross-border price negotiation.
Background :

Li Wei recognized the value of Anna’s distinctive jewelry pieces and envisioned them
as a standout addition to her boutique’s collection. However,she sought a reduction in the
price per unit to align with her boutique’ s pricing strategy. While Anna valued the
opportunity for cross-border cooperation, she remained committed to maintaining the

quality and value associated with her brand.
Objectives .
Li Wei aimed to secure a favorable price that ensured a reasonable profit margin while
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offering quality products to her customers. Anna’s objective was to reach an agreement that

allowed her to uphold her brand’s reputation for unique craftsmanship and materials.

Challenges .

1. Cross-cultural Communication; Negotiators from different cultural backgrounds must
navigate cultural differences in communication styles,expectations,and business etiquette.

2. Time Zone Variations: Coordinating across time zones requires careful scheduling of
video conferences and phone calls.

3. Language Barrier: Overcoming language barriers is crucial to ensure effective
communication and prevent misunderstandings, especially when English serves as the
common language for negotiation.

4. Quality Assurance: Establishing clear quality control measures and standards is
imperative to avoid discrepancies in the delivered products.

5. Comprehensive considerations; Besides price,non-monetary terms like delivery times,

payment schedules, shipping and packaging, and branding, are equally important in cross-

border collaboration.

Technical solutions :

Language differences posed no obstacle with the seamless integration of real-time
translation solutions. By leveraging digital communication and collaboration tools like

messaging apps. video conferencing, email correspondence, and online collaboration
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platforms, buyers and sellers could conveniently arrange sessions, engage in virtual
communication, share screens, and present their proposals effectively. Anna also shared a
digital catalogue with high-quality images, showcasing accessory details and distinctive
features, which helped her clientele understand the value she offered. Secure e-document

signing platforms streamlined the process of digitally signing contracts and agreements.
Negotiation Strategies :

1. Collaborative Approach: Anna and Li Wei adopted a collaborative mindset from the
outset,aiming for a win-win outcome that benefited both parties.

2. Establish Rapport and Value-Based Negotiation: Anna expressed appreciation for Li
Wei’s interest and highlighted the partnership’s potential benefits,setting a positive tone.
She emphasized the craftsmanship and quality that set her jewelry apart,aligning with Li
Wei’s boutique’s commitment to offering premium products.

3. Trade-Offs and Concessions:.i Wei proposed an increased order quantity in exchange
for a reasonable price reduction. In response, Anna countered with the idea of incorporating
personalized packaging and branding as an additional value, without significantly
compromising the price.

4. Flexible Terms: Anna suggested adaptable payment terms, accommodating Li Wei’s
financial preferences and promoting ease of collaboration.

5. Open Communication and Active Listening: I.Li Wei openly shared her customer
preferences and expectations,enhancing mutual understanding. Anna attentively listened to

Li Wei’s needs and asked open-ended questions to understand I.i Wei’s concerns.
Resolution ;

After a series of discussions and negotiations, Anna and Li Wei reached a mutually
beneficial cooperative agreement. They decided on a price that reflected the value of Anna’
s jewelry while also considering 1.i Wei’s budget constraints. In addition, they outlined non-
monetary terms, including packaging, delivery, and branding, which added value to the
collaboration.

Anna and Li Wei’s negotiation process highlighted the significance of a collaborative
and value-based approach in cross-border e-commerce. By being receptive to each other’s
needs,both parties arrived at a cooperative agreement that maintained the quality of the

products while accommodating pricing expectations.
BRBTRSHETHENNZEA
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BB AP R
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SR AL il B AR v A — 2L
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AP B2 R LA DA BRI L A S AR A A

Ao R 2R B SRS A SR A% o LA S 2 M 114 008 55 fi 4 9 4k 2 5 1 9 R A 44
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fRRTTH:

S — R I THE MG LM A ME R BT — A BB AR TR — A fE
R B 22 B0 S (L 1) O A 28 8 — 0, [ Il 25 R 1 2 ) B FR A . e A s M AT R A T
BE AR AR SRR R A VRIS T M fEL

LN E () A R R T S AR AN T OE A T IR RS S TR S R E S,
Ao XA M SR A B A U7 38T — S R B R AR T b B SR [ I B R T E Y
i .

. Core Vocabularies #%/0i3iC
collaboration [ kaileba'rerfon | n. the process of working together to achieve a

common goal S1E . I E

e. g. 1. The collaboration between the two companies resulted in the

development of innovative products.
P 2208 I VRS 20T BB ™ W TR

2. Effective collaboration among team members is essential for project

success.
AT BA B 52 2Z (8] B A 3506 VE X T30 B A R B R H 2
agreement [o'griment | n. a mutual understanding or arrangement reached

between two or more parties [F] =%, Uil

e. g. 1. The parties involved in the negotiation finally reached a

o

comprehensive agreement.
Z 5IRAIN 45 5 BBk T 4T B

2. An agreement was signed outlining the terms and conditions of the

partnership.
BT — U TS T A AR O R Y SRR AR
craftsmanship [ 'kreeftsimonfip] n. skill in a particular craft, especially in creating

things by hand F2 .2

1. The jewelry’ s exquisite craftsmanship is evident in its intricate

,‘
0Q

design and flawless finish.
T U R 2R ORS B B RN o8 36 I IV R A DRI
2. The artist’ s attention to detail and commitment to craftsmanship

result in stunning artworks.

ARG AT RN T HE & T AU AR b .
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barrier [ 'beerior | n. an obstacle that prevents movement or progress [ fig ,
HERIE:
e. g. 1. The language barrier made communication challenging during the

negotiation process.
TS R A A5 R 0 o R e 1 V) AR A5 PR A
2. The lack of funding acted as a barrier to the project’s expansion
into new markets.
k= B 4 i I H AR T 7 1 BEAS

proposal [ pro'pouvzal | n. a formal suggestion or plan put forward for
consideration $&13 , # 1Y

e. g. 1. The company submitted a proposal outlining its innovative product
idea to potential investors.
) A S TER G H P2 T — Oy TR AR UL BB A AR AR R .
2. The government’s proposal to implement new regulations sparked a
lively debate among policymakers.
R Sl B ML E 3R SR 51 R T TR R E Z 18] Y AN AL

contract [ 'kontreekt | n. a legally binding agreement between two or more
parties that outlines specific terms and obligations & [f]

e. g. 1. Both parties signed the contract, formalizing their commitment to
the agreed-upon terms.
X7 2% T A ), 1 2R 38 51 38 i PSR
2. The contract clearly specifies the rights and responsibilities of each
party involved in the business arrangement.
& [F AL E 1l 55 2 HF v g — T I AUR R BEAT:

win-win [win win | adj. a situation in which all parties benefit from the
outcome XV i 1

e. g. 1. The negotiation resulted in a win-win agreement that satisfied both
the buyer and the seller.
YRAN TR BT — A 3K Ty S 7 1l 2 U 3 1L
2. The win-win collaboration between the companies led to increased
sales and improved brand visibility.
25 F) 2Z 8] B U A 1 30T A B G R AT LRE A R .

rapport [ree'poirt | n. a harmonious and empathetic relationship between people

that facilitates effective communication §l¥a 26 & , Fl1E 55 F
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trade-off

concession

comp romise

BIEBEEIE

1. The rapport between the negotiators allowed for open and honest
discussions during the negotiation process.
WA Z (8] B Rl € 2R 8 15 78 R A 3 AR b BE 9% 0 AT O J803E IR

Wit

2. Building rapport with clients is crucial for establishing trust and

long-lasting business relationships.

SRR WPV i A CHERIIEE NGRS SN TP S

[trerd o:f | n. a situation where one advantage is given up in exchange

for another advantage AU , 32 e

1. The negotiators reached a trade-off by agreeing to a slight price

reduction in exchange for a longer contract duration.

WAV R TE 8] A AR A8 BT 5 T, 284 TR & [ I RR .

2. Finding the right trade-off between cost and quality is essential for
making informed business decisions.

TE JAS 5 2 8] 4 B 45 38 (9 A F T 50 WA 9 ol 55 Bk SR R
I,

[kon'sefon ] n. a compromise or a willingness to yield or grant

something in negotiations 14, 2

1. Both parties made concessions during the negotiation process to

reach a mutually acceptable agreement.

X7 FER A 1 F A 125 DLk O B4 32 9 B

2. The negotiators engaged in constructive dialogue and found areas of
concession that paved the way for a successful deal.

WAV R IAT T B PEXT G R 2 70T L2 W i 45038, o B 35 32 5
B T ER.

[ 'kammproymarz | n. a settlement in which both parties make

concessions to find a middle ground Z .47 %

1. The negotiation process involved give-and-take, resulting in a

compromise that satisfied both parties’ interests.
WA FE P W S ik 20 A B AR 2 0, B R R T R TS A 45 B T R
ji?Ko

2. Effective compromise requires a willingness to find common ground

and prioritize the overall goals of the collaboration.

A2 Z U B AR B I RO R A SR B AR
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term [tarrmz | n. specific conditions or provisions outlined in an agreement
f, .
AR AR A

e. g. 1. The negotiation focused on refining the terms of the contract to

ensure clarity and mutual understanding.
YR B F 2 5 5 [ 19 2% K LA R 17 B 71 R . B A
2. Both parties agreed to the terms regarding payment schedules,
delivery timelines,and quality standards.
XUT5 A 3K N 8] 25 32 B I 17 5 s v 5 B 1 BIR i
beneficial [ ibent'fifal | adj. advantageous and favorable £ %5 i . 5 F i
e. g 1. The negotiated agreement proved to be beneficial for both

. S

companies,leading to increased market share and profitability.
YRAN IR LA T U P 22 w8 R T BT S 00 RN 28R BB ) ARG
2. A beneficial collaboration allows participants to leverage each
other’s strengths for mutual growth and success.
At 1A VEME 2 5 3 BES A5 Bh A5 sk i) O 3 59 B 2 [] e 34 1 A A2l
constraint [ kon'stremt | n. a limitation or restriction that impacts decisions or
actions [l . 2y
e. g. 1. The negotiators worked within the constraint of a tight budget to
reach an agreement that met both parties’ goals.
WRAMRAE B 7k 19 TR R 1 T 55 138 B — 46 X5 HARRY PR
2. The legal constraints surrounding intellectual property influenced

the negotiation process and terms of the partnership.
SRR AL T P 32 AR PR A 5 I R ) o R RS AR A CRE DG R B AR
1. Read the case and discuss the following questions.
%) 1 22 491 3 19 AT )
a. How did Anna’s use of value-based negotiation principles impact the outcome of

the negotiation?

b. What were some technical solutions that Anna and Li Wei used to overcome

communication barriers?

c. How can considering non-monetary terms enhance the value of a negotiation for

both parties?

d. In what ways does cross-border collaboration demand flexibility and cooperation

beyond just price negotiations?
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e. Which negotiation strategies did Anna and Li Wei employ to reach a mutually

beneficial agreement?

2. Find the words with the meanings below and write them on the lines. The first letters
are given,

R & AR LR SO CE P REE 4R D .

(1) a an arrangement reached after negotiation between two parties that

specifies the terms of cooperation or action

(2) ¢ the skill and artistry demonstrated in the creation of something, often

related to handcrafting or artistry

(3) b an obstacle or hurdle that obstructs progress or movement

(4) p a formal suggestion or plan put forward for consideration or discussion

B r a harmonious relationship characterized by mutual understanding
and trust

(6) ¢ a legally binding agreement between two or more parties that outlines

specific terms and obligations

(7w a situation or outcome where both parties involved benefit or gain

(8) t the act of balancing or compromising between conflicting interests
or options

(9 ¢ an act of yielding or giving up something in exchange for a compromise

(10>t specific conditions or requirements outlined in a contract,agreement,or
arrangement

(1) b having a positive impact or leading to advantageous results

(12) ¢ a limitation or restriction that affects decisions,actions,or possibilities

3. Complete the sentences with the correct form of the words or phrases in the box.

JH 77 HE Hh 5 1) SR T 9 LE 5 B 558 A T

collaboration agreement craftsmanship barrier proposal
contract win-win rapport compromise trade-off
concessions terms beneficial constraints

(1) The successful between the two companies led to a groundbreaking

innovation in the industry.

(2) The reached between the negotiating parties laid out the terms for the

partnership.
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(3) The intricate of the handmade furniture was a testament to the artisan’s

skill and dedication.

(4) Language barriers can act as a communication in international business
negotiations.
(5) The marketing team presented a compelling for a new advertising

campaign that would boost sales.

(6) The signed between the two firms outlined the responsibilities and

obligations of each party.

(7) Both parties were pleased with the outcome of the negotiation, as it

fulfilled their respective goals.

(8) Establishing with clients is essential for fostering trust and productive
communication,
(9) In the spirit of ,both sides made compromises to reach an agreement that

satisfied their interests.

(10) The between price reduction and increased order quantity was a key

aspect of the negotiation.

(11) The made by both parties allowed them to find common ground and

settle on a mutually acceptable deal.

(12) The negotiation centered around defining the of the partnership,

including payment schedules and responsibilities.

(13) The proposed collaboration offered numerous , including expanded

market reach and shared expertise.

(14) Despite financial , the negotiation resulted in a partnership that aligned

with both companies’ goals.

[ . Practical Dialogue 2Z FH %} i

Cross-Border Price Negotiation

Anna(A),an American e-commerce entrepreneur,and Li Wei(L),a boutique owner
from China,engage in a dynamic negotiation process,striving to harmonize value and price

across borders.

A: Hello Li Wei, thank you for reaching out to discuss the possibility of collaborating

on my handmade jewelry pieces. Your interest is truly appreciated.
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L.

L.

—
—

Jewelry exhibiting"!

The pleasure is mine, Anna. Your jewelry is truly exquisite,and I believe it could
resonate well with my boutique’s clientele. However,as you know, pricing plays a

significant role in this collaboration.

Absolutely, pricing is a critical aspect. I want to ensure that our collaboration is
beneficial for both of us. Could we start by understanding your preferred price

range for the bulk order?

Certainly, Anna. I am looking for a pricing arrangement that allows me to maintain
a healthy profit margin while offering something of value to my customers through

your jewelry.

Your concern is understood. The uniqueness and quality of my jewelry are non-

negotiable. Let” s explore avenues that can strike a balance between value and
affordability.

I’m glad you’re open to finding that balance. One possibility could be adjusting

the pricing based on the order quantity. Is this something we can consider?

Your idea aligns with my vision of creating a win-win situation. Increasing the
order quantity could lead to a more favorable price point. Beyond that,I am willing
to offer exclusive packaging and branding for your boutique’s customers as a value

addition.

Exclusive packaging would indeed add a layer of distinction to the overall
experience. As we talk about pricing, could we also discuss the feasibility of

staggered payment terms?

Staggered payment terms are an avenue we can explore. Flexibility is key to

ensuring that this collaboration is a smooth and beneficial one for both sides.
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L. I appreciate your willingness to work together and find common ground. This
collaboration has the potential to be a unique offering. Considering that, could we

also take into account the delivery timeline and any associated costs?

A. Absolutely,LLi Wei. Your concern about the delivery timeline and associated costs
is valid. I believe it”s important for both of us to be on the same page about these

details.

L. I’m glad to see that we are aligned in our approach. The synergy in our objectives
makes me optimistic about the possibilities. Could we discuss further steps to

finalize the terms?

A, Certainly, Li Wei. I will consolidate our discussion into a proposal that
encompasses the pricing,value additions, payment terms,and delivery details. I’m

excited to see this collaboration take shape.

L: Thank you,Anna. Your proactive approach and willingness to work together have

been reassuring. I look forward to reviewing the proposal and moving forward.

A: Likewise,Li Wei. Let’ s work together to create something meaningful for your

boutique’s customers. I’1l get the proposal to you soon.

s R R A
Anna(A) . 5 [ B R MM . — Aok B P E R E ER .25 T — 955

I 3 R S L 55 ) e 5 L P A (R A A A
Ar o REFZEME RO IR R TS AR TR T 10 i A b A Al REPE . H AR GRUIR Y

W
7N

o

L. XEFAYRE. Anna, FREGE Wih SO 20 BANE B S 5B & 1= A4k, 5
T s AR I R S A R X RS AR R 3 FE A A

A fixb N RN R A BT RIS X FRATNO #8455, FATAE
TR — R S DT B S A L L 2

L 4R, Anna, FRIEAE TG4 —FE 0 20 HE 18 3 RE O 45 6 FE (19 1) 25, () i e 3 4% 1
A B R SR I E R AT

Ar FRIRAE RS . B E U R SRR A SR R N A Z A AR FRATIR T — e ] LA
TE M (B A L HH BE ) 22 [A) A1 19 1R A%

Lo AR m R E R S HoX Moy . — Ml BEM R ARG IT I B R A @ . JAlal L%
JEIX A2

Ac PRAAREAF G R A 3 B R TP JE R . G T I B T AR S 5 BUE A R RS AL
LA o ST 0 R i 14 8 Rl o g 0 2 R it LA S BRI A
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TR B A 2R S B ARG B R R € ZEFRATHIB A B TR I L FR AT 7 L RE I
I AT FOR AR T AT 1 2

I A SRR AR R FRAT AT AR B —Fh @ A2 . R0 M0 O 3 b 25 /R IR 2R 77 9F X
MITA i BREE,

P RIS IR 55 0 SRR . FRATTAY F bR — B B[R 7R LB X i R e
W TR BATRER DHEME— 25 19 42 B LU# 2 25507

IR ZEME . TSR TANT BT I S B — Oy 4R 52 T 1 A L BRI AEL L A5 2% 1 AN 5g
A . AR A B A A B .

AR - Anna, f3 A0 R 285 2 70 36 [ 55 7 9 3 B AR . R 15 o £ 4R SO 4
Sl At .

[lRE 2R e . AEFRATIER B 1 ARG % P Bl A B AR . RERPHERER

HR.

1. Read the dialogue and try to answer the following questions.

e 152 X 3% I 2% 4 1] 25 DA [

What is Li Wei’s main concern when discussing collaboration with Anna?

How does Anna emphasize the importance of her jewelry’s quality during the

negotiation?
What suggestion does L.i Wei propose to adjust the pricing?

Besides pricing, what other aspect of the collaboration do Anna and Li Wei

discuss?

How does Anna respond to L.i Wei’s suggestion of adjusting the pricing based on

the order quantity?

2. Role-Play
PiERER it

Suppose you are Anna,an American e-commerce entrepreneur specializing in handmade

jewelry. Role-play with a partner as L.i Wei,the boutique owner from China. Your objective

is to maintain the uniqueness and quality of your brand’s jewelry while striking a balance

with Li Wei’s pricing preferences. LLi Wei aims to secure a favorable price that ensures a

reasonable profit margin while offering quality products to her boutique customers.

During the negotiation, be open to different ideas and express your willingness to find a

win-win solution.

Focus on collaborative negotiation and explore avenues such as adjusting the pricing

based on order quantity and value additions like exclusive packaging. Discuss the feasibility

of staggered payment terms and address any concerns related to delivery timeline and costs.

Conclude the negotiation with a positive outlook and a plan for further steps in the
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11.
12.
13.
14.
15.
16.
17.
18.
19.

Useful Phrases and Expressions LA EIERIIBRIA

. negotiation leverage

. Win-win outcome

. bargaining power

. mutual agreement

. compromise on terms
. middle ground

. counteroffer

. value proposition

navigate differences

. establish common ground
find commonalities
concession strategy
maintain rapport

seal the deal

resolve impasses

break the deadlock

art of persuasion
bridge gaps

overcome objections

. explore alternatives

. address concerns

. craft win-win solutions
. skilled negotiators

. empathetic listening

. articulate needs with clarity
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Useful Sentences SEFH G &Y

Initiating Negotiation % 2 i% ¥

I appreciate your interest in collaborating on our products. Let’s discuss the terms

that work for both of us.
AT A VEFRATT ™ A A 2488 . LRFRATIHE — T X XU #RIE A A
Thank you for reaching out. I believe we can reach a mutually beneficial

agreement.

SRR IBE AR . FRARE FRATT AT LA IK BCE A 1 B .

Clarifying Objectives &5 B 5

Our goal is to find a solution that meets your budget while maintaining the quality

of our products.
FATI H AR 4R B — D BEAT & By FU55 . R PR 7 7™ i ot & (W A R 7 5%
Understanding your needs will help us tailor our proposal. Could you share your

main priorities in this collaboration?

TR T RO A B TRRATE R IRATWIR R BRESE - T EEXREGEDE
B e g g

Finding Common Ground % 2| [F &

We both aim for growth and success. Let’s work together to find terms that align

with our objectives.
FATE A EIGR AL o AR FRAT— 'S I B 5 AT H AR —BUW A
It’s clear that we share similar goals. Could we discuss options that accommodate

both our preferences?

R B IATA HE AL BAR . AT LIHE —F BERF & AT i 4 1) 28 B 0 2
Flexibility and Compromise = i fl X i

We’re open to discussing flexible terms that cater to your needs and suit both

parties.

FATIE BT RG0S5 F LAl 2 B 75 SR IR 38 A 807 .

Could we discuss options that accommodate both our preferences?
FATAT AT — T BEAF & FRATRUS i 4 1) 28 60 2

Value Proposition and Benefits {4} {& 3 5 0 7 4

Here’s how our collaboration can provide value for both sides.

IR FRAT A A ey S U5 3t (9 O 5



Unit 4 Product Price 7= i i 4%

10.  Our product’s unique features can enhance your offering.

FRAT™ b B0 R AR R L R R 7
Acknowledging Concerns 7& A X 1]]

11. I understand your concerns,and we’re committed to resolving them.
T PR 2510 S V). AT BN TR e e AT .

12. Quality assurance is vital. We can set up clear inspection protocols to address any
concerns.

FR AR IR 2 O T B, FRATT AT L ST I BT A A A AL R R A R AT ][] A
Resolving Impasses and Handling Counteroffers )R {EFFALIE T
13. We appreciate your offer and would like to propose a counteroffer.

AT R AN I A B4R L 8

14. If we’re stuck,perhaps we can brainstorm alternative solutions that meet both our

requirements.
MR IR AT AARR) A VR FRATT AT LA e ] A S22 R R AR i ey 22
Building Trust and Transparency 2 37 {S{EFiERAE

15.  Transparency is key. 1’1l share a breakdown of costs so we can both understand

the pricing structure.

% W RO . TR A AN L DUE FR AT AR A E M 45 A
16.  We value building a strong, trust-based relationship.
FATH A AR A T EEN R
Closing the Deal T3 5
17. TI’m confident we can finalize an agreement that benefits both of us. Can we

proceed with the terms we’ve discussed?
FRARAE FATT AT LUK S — I X7 32 4 B BIR o FRATT AT DA% IR AT 98 3 1 2% 1 4k
L7

18. We’ve covered many aspects. Shall we finalize the agreement?

M C AW T2 T BT RN I% e 2 5 Pp i 2

@ Fulfill the Task 52K £S5

Please finish the task based on the information given in the ‘scenario’ section at the
beginning.

T AR T 3K 0 55 R 40 I 48 A B S LA 55

To fulfill the task, delve into the intricacies of cross-border e-commerce negotiation.

Examine cultural nuances,market trends,and competition. Craft a negotiation strategy that
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NEGOTIATION

Win-win Negotiation"*]

leverages your brand strengths while catering to the buyer’s needs. Develop negotiation
language that conveys transparency, value, and a mutually beneficial mindset. Finally,
outline a comprehensive negotiation plan that mirrors the dynamic nature of cross-border
trade and your commitment to forging fruitful collaborations.

BT 55 R T MRS BE R R IR AN B 2 . DR SE SCAR A0 B2 33 L T 3 B RN 5 4 1
ol il E */\ﬂﬁﬁunﬁﬁﬁﬁ%ﬁ‘%/@%%ﬁﬁ*E"Jlﬂ#ﬂﬁlﬂ% BT RE AL 1K 0% W] L A L A O
BRFIE . Bea MR — A 2T AR A TR L S5 58 51 5 1 2 28 R R AR By T ST
%ﬁﬁi%ﬁ‘]%ﬁ@é%ﬂ’ﬂd@m

=) Career Tips BRizFIH

Mastering Cross-Cultural Negotiation in Global E-commerce

<\

In today’ s interconnected world of global e-commerce, mastering cross-cultural
negotiation is essential for success. As you engage with businesses and clients worldwide,
understanding and adapting to diverse cultural contexts can make or break your
negotiations. Here are some valuable insights and tips to excel in cross-cultural negotiation

within the global e-commerce landscape:

I 1. Embrace Cultural Intelligence (CQ)

Cultural Intelligence, or CQ, is your ability to understand and navigate different
cultures effectively. It involves being aware of your own cultural biases and preferences

while demonstrating empathy and adaptability in cross-cultural interactions.

I 2. Prioritize Cultural Research .

Before engaging in negotiations with counterparts from different cultures,invest time

in cultural research. Learn about their customs, values, communication styles,and business
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[s]

Cross-border Communication

practices. Understanding these nuances can give you a significant advantage.

I 3. Communication is Key
_u

Effective communication is the cornerstone of successful cross-cultural negotiation.
Focus on clear, respectful, and straightforward communication. Be mindful of potential

language barriers,and adapt your language and tone to ensure mutual understanding.

I 4. Build Trust and Rapport

Trust-building is universally important but takes on different forms in various
cultures. In some cultures,like China,building personal relationships (guanxi) is crucial. In
others,it may involve demonstrating competence and reliability. Tailor your approach to

match the specific cultural context.

I 5. Patience and Flexibility

Cross-cultural negotiations may take longer than domestic ones due to cultural
differences and varying negotiation styles. Be patient and flexible in your approach, and

avoid rushing through the process.

I 6. Cultural Sensitivity

Show respect for cultural norms and customs,even if they differ from your own. Avoid
making assumptions or judgments based on your cultural background. Being culturally

sensitive fosters trust and goodwill.

I 7. Local Expertise and Advisors

Consider partnering with local experts or advisors who have a deep understanding of
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the target culture and market. Their insights can be invaluable in navigating complex cross-

cultural negotiations.

I 8. Leverage Technology

Technology can be a great aid in cross-cultural negotiations. Use translation tools and

digital communication platforms to facilitate smoother conversations.

I 9. Legal and Compliance Awareness

Be aware of international legal and compliance requirements in cross-cultural
negotiations. Understanding the legal aspects can help you navigate negotiations smoothly

while adhering to relevant regulations.

I 10. Seek Feedback and Adapt

After completing cross-cultural negotiations, seek feedback from your counterparts and
colleagues involved. This feedback can provide valuable insights into areas where you can
improve your cross-cultural negotiation skills. Use these insights to adapt and refine your

approach for future negotiations.

. Glossary iaiC3&
1. cultural intelligence [ 'kaltforal mn'telidzons | n. SCAL S 2 | 5 LA AS PR i & £
2. counterparts ['kavnterparts] n. G YELKFE 645 1) A 8 1)
3. cornerstone [ 'kornorstoun ] n. &4 Al ok 85 T 1Y) S FF
4, competence [ 'kamprtons ] n. f8 7 883 fig
5. goodwill ['gudiwil] n. &I F138 =
6. invaluable [1n'veeljuabl,] adj. TCH B AEH E R/
7. compliance [ kom'plarons | n. JIi M\ , 2 M IR 2

£ 2 S PR 7 7 55 T B S SO A e T

TE 254 4 IR ELH PR A BR AL 5 R 55 TS L B R B SO R M B 3 0 T IR R ) B OE H B
2 5 T 5% i 4 A Ml 0 LN B A RO N 2 00 SO P 85 AT R R SR A ) S
PATR 2 — S5 A5 i 1 04 DL A R4 75 o AT 6 I S 4 Bk W 0 55 00 10 5 SR iR ) v B 85 1

LA AE R (CQ)

SCAR RS PR CQ. 2 A RCHIL e AL LA R SCAC RO BE T . B4 T A C I AL f
LA 5 (5] ] 7 25 SC A6 B 5l v 3 B H A% 1 A B
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2. LS e AL 52

TE5 AR SCA T 5 19 S AR AR P BEA T R A Z i s AR I 18] AT SCAU B 98 . 1 MR A AT TG > 1
I OL VA 38 XURS Y 55 2 02k . BRIk 6 (R i 22 A T LA Sy Fy ok TR AR

. HBERRER

AT R 8 R B I 5 SCAG R AT B Ay o 3 T3 I L S E A ELER A . T TR AR Y
B A T AR T 2R R YT S AE S DURR O R

| LRSEEMBARR

AR AT AE A5 B SCAE P #RAR B B (AR AN [ SCAE R BUAS [R] i JE 2. 7 2 30k v, 4
SRR CGER) BREE ., FEHAMSCEH . AT REW S UE W] RE ) Aol g1k . AR 4 4%
E ) SCAL T SRR R Tk

| sEOMREE

P 32 S5 AR ] 09340 PR « 5 3 40 T B L Ay 40 L
5 3 oA T L e 3 6 0 5 i
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Unit 5 Product Payment

7= in S AY

Task A Payment Method and Payment Process

AT AR S AR

Learning Objectives = >] H#¥p

In this task,you are expected to:

AL S ARORE

<> familiarize yourself with the core vocabulary associated with payment methods and
payment processes.
G S5 RS A TR AR O B O AL

<> acquire useful phrases, expressions, and sentences pertinent to payment methods
and payment processes.
A8 5 3 7 F S R AR O Y SRR | ARGk S ) B

<> learn how to effectively respond to customers’ inquiries about payment methods

and payment processes.

5 ) AT AT SR A S P 5 T SN O AR SRR R I 1)

Kate Gray,a customer from the UK,is browsing through a collection of small kitchen
appliances in a store on AliExpress. An electric fruit juice blender cup has caught her
attention. However, before she finalizes her decision, she wants to clarify the payment
method for this transaction. To seek this information, she uses the on-site messaging
system to communicate with the store and inquire about the payment method and payment
process.

B[ & PILRE « B8 T AE R BRI ILE T A L WYE — 5 B B s N B R B R . — 3K
HL S SR R FEAR I 5| 1 il o 7E e 20 K 2 A AN X B S W S A T K. T T i
X7 T AR UL 3 s A 5 0 R AT S U - 380 1) SR O R SR R
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AliEXpress“ Global Home Dro;?ship Store Store

94.19% Positive feedba 47 Followers

Store Home Productsy,  Sale Items Top Selling Feedback

USB :harger”'l % % % % 5.0 3Reviews 46 Sold

Us$26.68 551334 somorr ‘a -

Store Discount: Buy 2 get 1% off v

= Electric Juicer Cup 6 Blades Blender Milkshake Machine USB Portable Fruit Milk Recommended For
>/ Mixing Tool Mini Fresh Juice Blender Sport Bottle You
Include: ﬂ) Extra 2% off -%.
Juice blender*1 ¥ K
|4 | Us$12.37

3

Get coupons

| Quantity:
. US $86.55
1+ 9976 Pieces available
— -
—_—
-l Shipsto © United Kingdom
s s % = P Free Shipping
oe | = / ol (LD ﬁ From China to United Kingdom via AliExpress Standard Shipping
AL e ¥ P Estimated delivery on Jul 14 More options v

Us $61.58
Q 230

Electric Fruit Juice Blender Cup on AliExpress [

Discussion 5} {f

What factors do you think a customer should take into account when selecting a

payment method for cross-border e-commerce transactions?

PRI % 7 1 15 5 1 58 oy v o 48 S AR O X o0 32 2% JE IR 26 I 3% 7

Suppose you are the merchant of this store on AliExpress. Consider how you would
reply to Kate Gray, explaining the typical payment method and payment process used for
the electric fruit juice blender cup.

AN R I 4 R Sl - 5 B X G SE R B AR A LR - A% R
FH T 00 3K v 3l T B R AR 4 S O SRR

Prepare for the Task {F55UERS

I . Case Study Zff%5>)

Payment Methods on AliExpress: Which Option to Choose?

AliExpress is a famous international B2C marketplace. A wide range of products from

many suppliers are available at low prices in this marketplace. To cater to every customer’s
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preferences,it offers a variety of payment choices. However,it’s important to note that the
payment methods vary depending on the shipping country, implying they may not be the
same across all regions. A comprehensive list of AliExpress payment alternatives may be
shown by the consumer by selecting “Show all payment methods” prior to submitting the

order.

Step 2 of 3
Payment Methods

/

Show all payment
P Poyr W methods

PayPal iDeal

Payment Methods [

The key payment methods on AliExpress are shown below.
Alipay

Alipay is AliExpress’ own payment system,designed to protect buyers. It also includes
promotional offers featuring attractive trade discounts. When a buyer pays with Alipay.,the
funds are held in escrow until the product is received. The money is only released once the
buyer confirms everything is as expected. This security measure is available exclusively for
credit card payments and provides comprehensive buyer protection. An additional benefit of
this service is the Alipay Bonus program, which allows customers to save money and use

this balance to make other purchases with Alipay.

Alipay --

Alipay [

PayPal

On AliExpress,PayPal is one of the most popular payment methods, with most sellers
including it in their payment options. PayPal is a payment gateway explicitly created to
handle online transactions,offering significant benefits. PayPal holds the payment for online
purchases and only releases it once the customer confirms receipt of the item. This
arrangement facilitates the refund process,should it become necessary. The most significant
advantage that PayPal offers when buying on AliExpress is its buyer protection,similar to

Alipay’s.
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Google Pay

Google Pay is a payment service provided by Google, renowned for its user-friendly
interface. With this method, a customer can use cards saved to their Google Account for
payment. Alternatively,they can add a new debit or credit card to their Google Pay account
and then use it to settle their purchases on AliExpress. Google Pay also prioritizes security.
With built-in authentication, transaction encryption, and fraud protection, it ensures the
safety of the customer’s payments. However, a potential drawback is that Google Pay
charges a 1. 5% fee or $0. 31 for transfers under $ 20. 70.

L 44

Google Pay

Google Pay [+

Payment Cards

Credit and debit cards are among the most common payment methods used on
AliExpress. This method allows customers to pay without registering on a third-party
service app or website, offering added data security. However,the potential for fraud might
still exist if the issuing bank provides limited fraud protection. To add a bank card on
AliExpress, the customer must enter the card number, the cardholder name, the expiry
date, and the CVV (Card Verification Value). Accepted cards include Visa, Master,
Maestro, Amex,JCB, Diners Club,Discover, MIR, Hiper, ELO,and TROY.

Bank Trans fer

Although making payments via bank transfer on AliExpress is possible, this option has

a few downsides that make it a less desirable payment method. The main disadvantages of
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Visa Debit Card"™

paying by bank transfer on AliExpress are:

e The customer can only use bank transfers on AliExpress for orders above $ 20;

e The customer must make payment in dollars;

* The payment requires an international transfer,as most AliExpress vendors are in
China. Banks charge commissions for these transfers, so the total purchase cost may be
considerably higher. Additionally,the time the seller takes to ship the item will be longer
than that of other methods.

N

=< BANK 1711
I

TRANSFER

Bank Transfer %

WebMoney

WebMoney is an online payment settlement system accepted as an alternative payment
method on AliExpress and available to customers worldwide. With WebMoney, customers
can carry out peer-to-peer payments within an escrow system. However, WebMoney
charges a 0. 8% fee for each transaction,and only payments in dollars are accepted when a
customer pays an AliExpress seller. Regarding security, although WebMoney has its
payment protection mechanism,it may not be as reliable as more common payment methods

such as Alipay and PayPal.
Western Union

Western Union, one of the alternative payment methods, is another international
payment solution customers can use when shopping on AliExpress. It is only available for

purchases over $20. And it’s a little less convenient for sellers because transferring funds
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g

WebMoney (z;

WebMoney [

takes longer than usual.

MONEY TRANSFER

[8]

Western Union

Other Payment Methods on AliExpress

Except for the payment methods mentioned above, some other techniques work for
AliExpress buyers, such as Yandex, Carte Blue, PayU, Doku, and Boleto. Customers may

use one of them when they are located in the country where it is available.
SHREZBIEEZAMN AR WM EE?

PR IE S G2 E PR B2C P& 7RI & b AR 2 N R R O 8 1 Rl 2 5
2 H A ARAR I 1 b . A Bk Sl - B 4R 2 A SO 7 2 DA R B2 P IR . AR
s BE R - SO D7 SURT R 2 DG 1 28 A AN [R] T A5 BT 22 53X MR 2 O 3R BT A 3t XA 52
R0 KRR o 07 m] DUAE S A DA 0T BRI e o 2 R BT A ST O 207 DA R A 3 LT A
Pic 2 B 19 [ 5 4 BRI 08 F- 15 n] SR A3 Ay A ST A e

PATF 2 4 Bk 258 o & al 4R I g 32 250 A 5

>t =

SR SR A R S B B AR SO A H R R B SE KA AR . AR S U K
e it 7T — L BA WS S5 5 e ST 4036 3l 3K 50 SR ST RROnE 7R YR 7 gl Z BT 6
WA o HAATELZKHIN™ dh 75 & BUG » B0 M 508 PO R . X Bl 22 2 R i
FE A SRR AS R B SR AT 20 SR AR T i AR S O A S — A R R R
Jhit 3l ot AT ATE 2 P A G B T 0 A e 4 Bk S 0 O 5 AT I K
n=x

TE BRI 20T 5 F L DS e s UG 1 SR I Nz — R 2 803 G0 HAR D ST A ik
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i, ER—NLTTAELRZ SRR S MG, BA IR M. W EAER P i)™
fil T 0 2R ) B AT HE A AR e B 00 T D5 IR K. 7E 42 Bk S5 F B W W)
I DU 5 e R A A T TR B B L R AR X — i 5 S A AL

Ao

A ARSAS 2 A SR L 1 — b SO AR 55 o L HG AR A R A G 19 P S TR 44 . AR
A7 T % P ar LU0 E 78 HL AR 30K P rh B BRAT R AT S A AT KR BT 9 90 R EfE
RUSIENS SRR b SRS AE A B Sl 7 & EHEATAE 0. A A R 2 Ak
SN B 03 Bk 5 5 0 RURCVE DR3P B R L BE A BR % 0 A R L Ak (R SR
JE AR AE AL A I I 2 WSO 1.5 00 19 T2 2% L 1l 6 T 20. 70 SET0LAF BRI 2 iR
0.31 S&ITHY B .

AN

fEHRAEIC R RERIRE SV & ERE WA Xz —. XFhr A8 % P 1E
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BRHEHAMS AKX

B Fak A Ah, 23R 2 W S 5 0 1 L F 3L, 40 Yandex.Carte Blue,PayU ., Doku
Al Boleto 883241 5. WS & P T A8 11 18 58 32 . 3k 26 S A I 5K A AT T AT DA s 8 4 R v 4
B,

Q

payment

e. g.

preference

security

e. g.

balance

Core Vocabularies #%/CidiC

[ 'peimont ] n. the act or process of paying or being paid 5% . S f
1. She made a payment for the goods through an online banking

system.
388 3 TE LR AR AT R GE ST B

2. Efficient payment systems have become a cornerstone of successful
cross-border e-commerce,enabling quick and secure transactions.

1o KB A R G 28 B B T P A R AR T A o PR
Mz,
['preforons| n. a greater liking for one alternative over another or
others i % , Il 76 1 %

1. In the business world, understanding customer preferences is crucial
for marketing success.

TERDI A, 1% R T B R EE B R EE D
EM .

2. Considering the preference for eco-friendly products among
European consumers, Alibaba has highlighted its range of sustainable
goods to cater to this market demand.

2 P& BN W T 9% 25 X B AR i B L BT B B S e g EAE) AT
FREL ™ i R 90, DLW R X — i i K .

[si'kjurati] n. the state of being free from danger or threat 44>, {47
1. The company has invested a significant amount in security to
protect its intellectual property.

WA FME LT B T R B4 DRI R AL

2. In the world of e-commerce, maintaining high-level data security is
fundamental to gaining and retaining customer trust.

TE H T 45U 2 4 5 GO BN 42 4 R AR R T MR P R AR A kA

[ 'beelons | n. an amount of money that is left 43%f
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e. g. 1. Businesses must maintain a healthy cash balance to ensure smooth
operations.
Al AR R 1 B4 MSCSF-  DLR DR Ol 55 D5 35 17
2. eBay regularly updates the sellers” account balances to help manage
their business transactions efficiently.
Gy VY- 6 7 399 5035 32 52 1 T P AR 0, DA BB T A 380 A 5
receipt [r1'sitt] n. the act of receiving,or the fact of being received W%, Bzl
e. g. 1. After every successful transaction, the company ensures the client

receives a digital receipt for their records.
BRI AL 5y I5 - 08 FVRRIR AR 20 P WS 3 — {0 B Wi LA B Al ] 45 52

2. Upon receipt of payment, Amazon swiftly initiates the shipping
process,ensuring customers around the world receive their orders in a

timely manner.

We A R o 0 B b 65 3 d iR Bl A b R L DR A BRI 7 RE A6 K% it

WA T 5

refund ['rifand] n. an amount of money that is given back iE 3K , iB 1A

e. g. 1. If the product is defective, the customer has the right to request a
refund.

TR AT BRBE  HA CEDRIB K
2. If a product purchased on eBay does not meet customer’ s
expectations, they can initiate a refund process within the platform.
WERAE 5 V& B SE R ™ A B 3% P 8, % 5l AR % F
SRS B

prioritize [ 'pratorartaiz | v. decide the order of things according to their

importance fiff & {5 56 i 7 5 ) 5 Ak B

e. g. 1. Management has decided to prioritize investment in research and
development over short-term profit to ensure the company’s long-
term success.

NI AR A R FR R D E A e AR T 0 L TS 2 e
IR

2. To optimize the shopping experience for international customers,
AliExpress prioritizes the translation of product descriptions into
various languages.

T OEACE BR 2 7 0 WA A AR L 4 BR RS2 T T B U R 7 o A A
B RIS S
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register

vendor

commission

alternative

BIEBEEIE

[ 'redzistor | v. to put information,especially your name,into an official
list or record & ic . M

1. It is necessary for new businesses to register with the local tax
office.

Al 5 BEAE 24 b B 55 SR i

2. Many foreign vendors register on Amazon to expand their business
to international markets.

Vi 2 E AMIE N B 7E . Sk - & BT DR L S5 Y R B E bR
['venda] n. a person or company that sells goods or services fi i F .
SEFE

1. As a vendor,it is important to maintain a good relationship with the
business clients.

YRR HERE R e SR & P R RIF R R oy B

2. Amazon has introduced a new policy to protect both vendors and

customers on its platform.
W By b A P & B SE T — TR A B DLOR B RN B A

[ke'mifon] n. a payment made to employees for the sale of goods or

services 1l 4 , F 52 2%

1. The salesperson receives a 10% commission on each product sold.
B RS A SRR B 100 i 45 .

2. As part of their global expansion, many companies use platforms
like Alibaba,which charges a commission on sales made through their
platform.

VER B 55 4 R — R 3 R 2 Al IR T L B X AR
O B T H A B HEAT A B OB 48 .

[2:1't3:nat1v | n. one of two or more available possibilities RJ 3% % 1)
)y By

1. The marketing team is considering several alternative strategies to
boost sales.

™17 37 T B IE 7E % 1§ JL A 7] {8 5 1 SR m R 2 TH A5 45

2.In the face of rising competition, some companies are considering

Lazada as an alternative to traditional e-commerce platforms.
T X% H 25 8L 38 4, — Lo Ak IEAE 5 IR R R IAE MG S F &
AR
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1. Read the case and discuss the following questions.

e 132 58 51 I 18 LA ]

How does Alipay provide buyer protection and ensure secure transactions on

AliExpress?

What are the advantages and disadvantages of using PayPal as a payment method

on AliExpress?

How does Google Pay ensure secure payments on AliExpress, and what are the

associated fees?

What are the benefits and considerations when using credit or debit cards as

payment methods on AliExpress?

What are some drawbacks of using a bank transfer as a payment method on

AliExpress?

2. Find the words with the meanings below and write them on the lines. The first letters

are given,

R AR LR SR CE PR E 4R D .

(1) a
(2) p
(3) s
4) p
(5 r
(6) ¢
(7) r
(8 v
9 p
(10) r
(11) b

@y

(2)

one of two or more available possibilities

the act or process of paying or being paid

the state of being free from danger or threat

a greater liking for one alternative over another or others

the act of receiving,or the fact of being received

a payment made to employees for the sale of goods or services

an amount of money that is given back

a person or company that sells goods or services

decide the order of things according to their importance

to put information,especially your name,into an official list or record

an amount of money that is left

3. Complete the sentences with the correct form of the words or phrases in the box,

775 HE P A 3] s T 1) D A R S8 )

option exclusive account transfer facilitate
available ~ promotional offer drawback cater to trade discount
We have signed an contract with the supplier, ensuring that we are the

only company they supply in our region.

Our services are designed to the unique needs of our clients.
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(3) A variety of for payment,including credit cards, checks,and PayPal are

offered by the company.

(4) The latest edition of the software is now for download on our official
website.
(5) The use of advanced technology can greatly communication between

different departments.

(6) Despite its many benefits, the main of the new technology is its high
cost.
(7)  The company decided to the technology rights to their subsidiary to

encourage local innovation.

(8) As a thank you to our loyal customers,we have several available.
(9) Taylor Ltd. offers a for bulk orders to encourage larger quantities.
(10) Please ensure your bank has sufficient funds before making a purchase.

I . Practical Dialogue 5EZ FH %} {5

Discussing Payment Method and Payment Process

A customer (C) from the United States selects a fashionable women’s watch on
AliExpress and then asks the merchant (M) of the store about the payment method and

process.

Online Shopping™’

Hello! I picked out a trendy watch for women in your shop. Please give me a

thorough explanation of the payment option and payment procedure.

M. Hello! Happy to assist you. Visa, Mastercard, Maestro, and American Express
credit and debit cards are just a few of the payment options we offer. PayPal, a
well-known payment option with buyer protection, is also accepted by us.

Undoubtedly, you may utilize it if you have an Alipay account.
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C: That is fantastic. Along with a PayPal account,] have a Visa card. Which one do

you suggest?

M. They’re both top-notch. PayPal is favored by many consumers since it offers
convenience in the event that a refund is needed and does not execute the payment
until you confirm receipt of the item. You will also experience a secure and easy

payment process if you use a Visa card.
C: Sounds good. Could you please clarify the payment procedure?

Add the watch to the shopping cart before going to the checkout page. Select your
favorite payment option, Visa or PayPal, throughout the checkout process. You
need to provide details about your bank card if you select Visa. To complete the

purchase,if you choose PayPal,you must log in to your account.

C: OK.I chose to pay by PayPal. Thank you very much!
I’m delighted to do so. If you need any more help, please get in touch with us.
Enjoy your day!

C. Thanks. I will.

B8 K R At s

— IS E %K PN RIRE S & Bk 7P i TR b ) 32 53080 1] S A
LSRR .

FPe o B RAERNDESE D T — 3K Lo TR RN 4 — T A UL
5} R 2

TR HRLRIRRE AR ). 2R LE T S EZ 2R L W Visa,
Mastercard,Maestro Ul &z American Express B {E ] EMEid £, b E2
DU DGR — M nl DU SR SR P A T ) 32 Wt i S A 7 5. 2R 32
frEM AT DU .

FFe KT RA Visa RADFK . e Fo e IR —Fh e 7

S XM IT ERAR G ARV 2 P B T DL PR O DL S s A A AW R 7
it Ji AT SO ARG SR TS WAR 7 . W SR R B Visa R SOAF B
B2 5232 322 4 FHLIWOWA 1) AT 7

FP BERAHR. RETEAUIE]— T A AR 2

FHK. BT RIMAWY ARG T4 . eSS K R b, fn] DLk £ 5
AT AL TR IR Visa & N 5. WEAREFE Visa, 9% L ABAT FMEL. W
RPN 5, RG22 5 PR 5% PayPal Kk LLSE AL 55 .

B R IR D S SO SR A B

TR AR WREHEH LR B GE R R RAT. S !
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BRI
1. Read the dialogue and try to answer the following questions.
5] 132 X0 178 - 22 42K ] 24 DL T i
a.  What payment methods that the customer can use to purchase on AliExpress?
b.  Why does the merchant suggest the customer PayPal as a preferred option for
payment?
c.  What steps should the customer take to complete a purchase on AliExpress?
2. Role-Play
FiERER it
Suppose you are a customer shopping on a cross-border e-commerce platform and have

questions about the payment method and process. Role-play a dialogue with the customer

service representative of this shop.

M. Accumulation H X H 2

. Useful Phrases and Expressions LB IER I IBRIA
36. payment method AT =
37. payment process AT AR
38. payment gateway FENIZES
39. payment security AT A
40. payment receipt S WA
41. transaction confirmation L RN
42. digital wallet BrE&a
43. online bank transfer TELRAR AT Ik
44, escrow system LEARSR
15. checkout process 235 WK AL R
46. currency exchange Ui S
47. exchange rate b8
48. fraud protection Bl K VE DR 3
49. transaction fee o o
50. billing information T B 15 2,
51. account balance Ik ;1 AR 8
52. pending payment R At 2
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53. installment payment 4y B AT 3K
54. credit limit 15 &
55. tax calculation BRI R
56. encryption technology g £ AR
57. peer-to-peer payment SN S A
58. expiry date A H

59. credit card fFH-F

60. debit card fHick

61. T/T IR

Useful Sentences SEFH A1 BY

AliExpress accepts credit or debit card payments, providing a convenient and

widely used method for cross-border e-commerce.

AR SZ I 5 B2 5 TR BUEIC R SO B 5 v R R A D7 8 HL) I fe T A S A
J5 =

Amazon’s payment platform, Amazon Pay,offers a streamlined and secure method

for cross-border transactions.
. b 3#h SCRE P 65 I L 3 SR R 15 58 58 By R A R L A B SR
Shopify integrates with various third-party payment gateways, which expands

cross-border payment options for merchants.

Shopify V&8 T Z R 8E =07 AT MSC, IR RAEBE B A gt T E 2
TP

Alibaba’s secure payment system holds funds until buyer confirmation, ensuring

cross-border transactions’ safety.
BT B L P 5 1 22 4 SO RGN BT B S KA R OR 1S A B i ek

By supporting localized payment methods tailored to specific regions, AliExpress

caters to the needs of diverse cross-border buyers.

S BRGE S V- 15 0 A R 1A 5 35 3K 28 P IR i DX A M S A O 5 DL R A AT Y

Amazon enhances payment flexibility for buyers by offering gift cards usable for

cross-border purchases.

. 1 3 V- 15 3 2o g 3K G AR A3t AT P T 05 W 0y 14 L o R R G iR S A Y R A
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7. The customer selects the good or service they want and goes to the checkout page

to start the payment procedure.
BB P 0 mR 55 SRS R G5 T O AG .

8.  The desired payment method is chosen by the customer, which can be a credit

card,debit card,or an online wallet like PayPal.
B PR S AT T OB R e s E R S R R R
9. The customer inputs the relevant payment data, such as their card number or

information from their digital wallet.
BV RS BB B S AR OGS A
10.  Once these particulars are verified, the transaction is executed, the money is taken

out of the customer’s account,and a receipt is given to verify the amount that was

successfully paid.

— BRSO IN 58 B B AT SN P U R AT B Wl B ek DA A S A
WE RIS

@ Fulfill the Task =% {E5%

Please finish the task based on the information given in the ‘scenario’section at the
beginning.

TR T 3K 7 BT 4 £ B S8 AT 55

Aliexpress Payment Methods

' PayPal

{ 4

S Google Pay ==

AliExpress Payment Methods "
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The Merchant’ s Guide to Preventing E-commerce Fraud

E-commerce fraud is any scheme in which a fraudster uses one or more online
purchases to seek financial gain at another’s expense. It”s crucial for online businesses to
understand that e-commerce fraud is becoming even more sophisticated by the second.

Cybercriminals continue getting smarter, leveraging more advanced methods over time.

E-commerce Fraud Protection '

What Are the Most Common Types of E-commerce Fraud?

While the fraud landscape is constantly changing, the most common types of fraud e-
commerce merchants encounter are credit card fraud, account takeover fraud, chargeback

fraud,card testing,and triangulation {raud.
Credit Card Fraud

This type of fraud is the most well-known form of online fraud,in which the fraudster
uses stolen payment credentials to make a purchase. The fraudster may keep the goods for
use or attempt to resell them on a secondary market. Gift cards are often involved,as these
provide the fraudster with an easy way to extract the total cash value of a fraudulent

purchase.
Account Takeover Fraud

This type of fraud occurs when a cybercriminal gains access to a legitimate user
account on an e-commerce store and uses the account to make a purchase. If an account with
a bank or a peer-to-peer payment app is compromised, the fraudster may transfer the

victim’s funds to themselves directly.
Chargeback Fraud
Chargeback fraud happens when a fraudster purchases goods from an e-commerce store
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and then requests a chargeback after receiving the item. In such cases, the acquiring bank or
credit card network will refund the transaction to the “customer” (the fraudster),but the
retailer must still pay the same amount to the credit card network/bank. Due to the nature
of the claims, chargeback fraud is also often called “friendly fraud”. Because chargeback

fraud may be attempted by legitimate credit card owners,detection can be challenging.
Card Testing

A bit more advanced than straightforward credit card fraud, card testing has become
popular in recent years. Card testing is when a fraudster has gained access to some,but not
all,stolen credit card credentials. It could be just one card or hundreds,if not thousands,of
cards. The fraudster will test the card by making small purchases on e-commerce sites to
find out. Once a transaction has been approved, the fraudster will move on to making bigger

purchases and try to get as much value as possible from each card.
Triangulation Fraud

In triangulation fraud, the attack involves three parties: the fraudster.a shopper,and
the e-commerce store. The fraudster first sets up an e-commerce store or storefront on an e-
commerce marketplace to perform triangulation fraud. A common tactic is to sell high-
demand products at very affordable prices to attract customers quickly.

However,when a legitimate customer purchases from the store and enters their credit
card information, the fraudster will intercept the information and use it to purchase the
requested goods from a legitimate e-commerce store.

The customers (that receive the goods) may think that they have gotten a bargain, but

they are paying the normal price,and their credit card information is now stolen.
How Can Merchants Prevent E-commerce Fraud?

One of the keys to protecting the merchant’s e-commerce business from online fraud is
to recognize the attack as soon as possible. However, there are cases where it’s already too
late once the merchant has identified the attack. Thus,it’s better to implement preventative
measures to reduce or even eliminate any possibility of fraud.

* Audit e-commerce platform security regularly.

* Implement adequate fraud detection solution.

e Require CVV numbers for all credit card transactions.

» Make sure to use HTTPS instead of standard HTTP.

» Set limits on total purchases.

* Reject non-valid shipping addresses.

Protecting an e-commerce site is often challenging, and online fraudsters are only
getting smarter as they adopt new techniques and technologies. Whether an e-commerce

business is a big enterprise or a small store,it will continue to be targeted for e-commerce
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fraud. The merchant must proactively protect their e-commerce websites, mobile apps,and
APIs. The tips above can help the merchant build a comprehensive e-commerce fraud

prevention strategy.

. Glossary iaiC3&
1. fraud [frod] n. BKTE
2. scheme [skim] n. 31K, H %
3. cybercriminal [ 'satborkriminoal | n. [ %& 0 98 4 F
4. leverage [leveridz] v. Fi| [
5. chargeback ['tfa:dzibek | n. B 5K
6. triangulation [traneengjv'lerfon | n. =
7. fraudster ['frodster ] n. Wi F . VEW L
8. credential [ kri'denfal] n. yIE 5 , & #%
9. secondary market “FNg. %
10. extract [1k'streekt ]| v. $#2HL, BLH
11. fraudulent [ 'frodjelent | adj. X VEHY » Ak S5
12. legitimate [li'dztimet | adj. & iEH . & HH
13. compromise ['kompromarz ] v. {240, it &
14. acquiring bank S BLA T
15. storefront ['storrfrant ] n. 7§ ik IF 16 ik 18]
16. intercept [Intar'sept] V. EF%@?‘ ’ %KEX
17. eliminate [t'limmert ] v. JH 5, HEBR
18. proactive [ prov'eektrv ] adj. Btk Esh 1Y

xR IFER

FL RV A (0 2 VRl — IR sl 2 IR AE L5 oy » DA At N M) i o AR PRI T i
i AT 0 o MR AR AR UL IR B it By TR T BOE R Aok MR e R B R B . B
PR 5] 9 2+ 0 25 AU AR 0 1 19 T BEH A2 00 - 6 T A9 oKL B R Tt

LR B IR VF R B A T LL?

FUAE IV T BR8P P 7 52 5 5 308 0 B0 K V2 T L 8« ¥ OV L G
VE R SOBVE AT 0 B = AR

BRI

X — i W WL TE SR VEAT D o VR AT B O BRAT R 5 B AT Yy . AT
K ah A A EOKEE Tl R AT W M AL R R IO RE TS S ] £
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B 2o SV W SR AR AT Y A 4
1 R P B TF

RIS VR A5 W45 AL AR 23 1 DDA 7 0k L B U SRR R 2 o BE AT W )
AR SRARAT IR o B 0T S R T B T B L OV AT R ELEK R E E I BT
GEREIACHIK T,

B K HEKVE

AR FUVE R 18 JUCVE 7 HL 1 5 R B 0 S5 o ORI S BEORIB . X AR BT L IR
FAAT BN R 4 B 7 CHRVE 25 BE A 18 3 (5245 1 A7) i 16 {5 R 190 2% BB AT 3
RERARE BB 8. H T 2R B R B 1B VR A PR O A B OV T RE ik
(915 P AR A7 3 RS DRI X (01 2 531 2% 26 TRV L B e

AT R EKVF

BT B A A AE TR JVE - 3 JLAF£5 T 0 a0 Vi Bk B 47 . IR — b By iR Y
WvETr A F R BUR R IRVE S BT 3, AR e A R AR . X T e e #l—
A WA RE R B b Tk SRR S o R R AT N SR X R R —
B2 G A8 1 At i SR & 8 23 T 3R 25 A7 B RO A W 3K DAAE A — 5K v R Bt de R
Gk

=AliE

FE=MVETR W X =AM RVEE H R E AL R R B OEE SR A
HESE—ZOE G DU BEAT = e . LA TR DU B 5| 0 R A 45 107 s DA
T R

SR » 25 FCIE B9 2% 5 70120 Bl 0 90 - S AABA TR 5 R A5 B RV S 20X 2B 45
Lo (K £ 5 T R ) P S B W K 9 B A P 47

W 7 i BT Bl 2 T RE LA Al AT 48 1 8D AL S B b AT SARE A9 T R A S L T A AT
15 AR E E goer B

2 5 Qo) s Y B R K VB 7

X R ST 5 o kA R R ML 55 A2 R 2 SRVE I S B — P R RE A R R R B TVEAT . AR T
TERLER UL T SF R K KB A & C WG . T BEC S J0E L el 2k o R I 52 it 4 By 1 itk
Jilt 2 B Ay WA 1 o 4 DAL T R 2 31 R 0 32 VR A T RE A

o EMIXTH R B G e T A

A T DN ATl S

o A AE R 2 5 HR AL AR M 2 A e A A

o BHPROEH HTTPS Pril, midEsal HTTP Bpill.

o BE MK B IR,
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Wit 5 O 4% RV 28 S T SR T80T 5 A R SR D 4% RV ) T B ok S M o (R 47 ol T IO 3 T
PRI . TC e R TR Al /N T i ) FRL R Ml 55 M S 2 S P R RV B U . R A A
LRI B O R R RS S AR Y L& APL, DL B WRER B KSR — B2 Tr
IVASTENEE (AR TR

[1] https://truust. io/blog/payment-methods-in-aliexpress-which-option-to-choose/

[2]  https://www. aliexpress. us/item/3256804806988790. html? spm = a2g0o.
productlist. main. 45. 7{486b31V944iV &.algo_pvid=d6b{f8cd-9613-4d35-8

[3] https://alitools. io/en/blog/payment-methods-on-aliexpress

[4] https://www. google. com/search? gq=alipay&-tbm

[5] https://alitools. io/en/blog/payment-methods-on-aliexpress

[6] https://www. google. com/search? q=visa& thm

[7] https://www. google. com/search? q=webmoney & tbm

[8] https://www. google. com/search? q=westunion&.tbm

(9] https://www. aliexpress. com/item/1005003732303430. html? spm = a2g0o.
home. 15002. 1. 650¢2145mn3vtO&.gps-id

[10] https://twitter. com/fashionwebby/status/686516873404542976/photo/1

[11] https://alitools. io/en/blog/payment-methods-on-aliexpress

[12]  https://www. westpac. com. au/business-banking/business-help/starting-a-

business/i-want-to-receive-payments/

Task B Payment Failure and Refund

SEAE R LB 3B K

Learning Objectives = >] H#¥p

In this task,you are expected to:

AL S Aok

<familiarize yourself with core vocabulary related to payment failure and refund.
A5 S 5 B B O DR IR A% O AR

<> gain useful phrases, expressions, and sentences connected to payment failure and
refund.
AR 5 ST R W B SO 56 Y 2 T A L AT BT AR s S g AL

<> develop the skills to effectively respond to customers’ inquiries about payment

failure and refund.
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5 2 AT AT B8 SR % 7 R TF SEAN R MR GR RAD T) A 5 55

Scenario 55

Sarah Johnson,a Belgium customer, has selected a dimmable floor lamp for purchase
on AliExpress. However,upon receiving the product, she is disappointed with the lamp’s
inferior quality, which fails to meet her expectations. Prompted by dissatisfaction, she
promptly contacts the store’s merchant to inquire about the return and refund process.

FERII & P 95 4L« 29 b e A 3R S2 i - 5 BBkt 17— O kT SR di E
Pt B K KT B BT AR R R A A B A A T b TR B A AN 0 s R R 3R
F TG SZ 5 ) B B KB S A DGR A

AIiExpress excellent lighting factory Store ’ [

90.3% Positive feedback 668 Followers

Store Home Products.,  Saleltems.  Top Selling Feedback

Wabi-Sabi Floor Lamp Simple Solid Wood Japanese And Korean Retro Homestay Te¢
Room Sofa Bedroom Decoration Floor Lamps

us 5292.37 U5 $466:5 27% off
Price includes VAT
Store Discount: Get US $5.00 off orders over US $100.00 «

US $2.00 Off Store Coupon SElE<Ilslels

Lampshade Color: Black

Body Color: black

light wook dark wook

Color: warm light

warm light remote control

Quantity:

% off (10 Pieces or more)

st per customer
Ships to @ Belgium

Shipping: US $126.76
From China to Belgium via Cainiao Heavy Parcel Line
Estimated delivery on Aug 21 More options

90-Day Buyer Protection
Money back guarantee

Dimmable Floor Lamp on AliExpress [

Discussion {3}

What could be the reasons prompting customers involved in cross-border e-commerce

transactions to request a refund from the merchant?

T 15 35 LR 5 B v % P 1) 32 8 AR 1R K0 i TR T RE A R 2
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@ Set the Task {F55E K

Assume you are the merchant of this store on AliExpress. Consider how you would
reply to Sarah Johnson and explain the return and refund process for the dimmable floor
lamp.

AN R 4 3R S - 5 bk SR A SE K . T B e [l S PR - 29 b . i R X

AT I G T 1 T IR B AR B

@ Prepare for the Task {F55HERT

gty

o

I . Case Study ZH1)%= >

Buyer Protection Program on AliExpress

Shopping Online

Many shoppers using AliExpress usually have the following concerns; Why hasn’t my
package arrived after two months of delivery? How can I track the location of my delivery if
there is no current logistics tracking information? Why do sellers make me wait for a longer
period once 1 file a dispute? As a result,many AliExpress customers may feel uneasy and
wonder whether it is safe and reliable to shop there anymore.

Fortunately, AliExpress offers a Buyer Protection Program that safeguards the
interests of consumers. This program begins when the seller dispatches the buyer’s order
and continues for up to 90 days. Buyers can verify if their chosen item falls under this

protection by checking the item detail page, which displays the precise validity of the
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program for that particular item. This helps buyers protect themselves from dishonest

merchants on the platform and ensures a worry-free shopping experience on AliExpress.

90-Day Buyer Protection
Money back guarantee

Buyer Protection on AliExpress [

Benefits of the Buyer Protection Program

1. Money Back Guarantee

AliExpress ensures a refund in the following cases:

e if the buyer has not received the order by the end of the Buyer Protection period.

» if the item received is not as described in the listing.

* if the buyer starts a dispute and provides evidence to support their claims.

2. Extended 15-day Refund

Items on AliExpress can have a protection period of up to 90 days,which starts once
the buyer’ s ordered item is shipped out. In addition, AliExpress gives the buyer an
extended 15 days after order confirmation to start a dispute if they are not satisfied with

their orders. This allows them ample time to request a worry-free refund or return.
How to Get a Refund on AliExpress

1. Contact the Seller

The buyer and the seller will first try to come to an amicable agreement via the
AliExpress dispute resolution process. This may entail a full or partial refund, an item
replacement,or a voucher. The steps below can be used to do this:

e The buyer should inform the seller of the circumstances and provide all relevant
information.

e The seller may follow the buyer’s order to look into any delivery problems or non-
receipt of the goods.

e The seller will carefully examine the order information and the evidence provided by
the buyer to determine if the received item is defective,unsatisfactory,or counterfeit.

e The settlement procedure will be aided by the buyer’s provision of pertinent
screenshots and photographs to back up their claim.

2. Open a Dispute

If the buyer cannot get their case resolved directly via private messaging with the
seller,there is an alternative. The buyer can open a dispute via their AliExpress account to
demand their money back. To do this,they should follow these steps:

e Click on ‘Orders’ and search for the order they want to be refunded.
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* Open a dispute and fill in the information about the order.

e Add messages,photos.and videos to support their claims and click ‘Submit’.

e AliExpress will decide whether the buyer is eligible for a refund or not. However,
it’s important to note that a full refund may not be applicable for certain items, such as

accessories.

My AliExpress > > Order Deta:

Place Order Pay Success

Order Number: 8012790551875804
Status: The seller has shipped your order

Reminder: Your orde 0 3 within 5-17 Days, Factors s s delayed logistics and cust

the Buyer P

Select Al Product Details Product Status Options

4pl warehouse test Awalting Receipt Open Dispute
Properties: Ships From Poland
12340f Store)

Confirm Goods Received

Open Dispute on AliExpress ']

3. Get a Refund

For the buyer’s protection, they will need to recover their money from the sellers
within 15 to 30 days after the dispute. This can be done by transferring it to the bank
account they used to pay for their order. The buyer can also check the compensation status
in the ‘My Orders’ section under the dispute details. If the refund has not been received
and the terms have expired,the buyer should contact AliExpress support again.

The Buyer Protection Program on AliExpress is a significant feature that enhances
customers’ overall shopping experience by instilling trust and providing security. By
familiarizing themselves with the process and using it appropriately,customers can ensure a

safe, satisfying.,and successful shopping experience.
4 PR iE S2 il & B E R R BUR

VF 220 A Bk 52 - 5 W 9 1 % 7 %A DL SR O A A s B A A JE A AR 1k
PR WERBA YR IE R S AT HE R BB A A— BB LR
IEFRAFRF AN Y I E] 2 2R VR 2 e R S T B I E O T 6 B R T L e
AR BUE L EEIAN L

SEIE IR, EERE S BRI T — TR ORI BOR B A DRI S A . IR EUR
M2 R TR KGRI GG SRR ) a5 4 g 90 K. S8 58T LI b 3 19 0 1 A 7 T a2k
T Al AT AR O . U B2 W% W HER A RO . K BORA B TR R A
Sz V B EAWIE AR E IR B 32l 7 & B2 T a4 (R 5 .
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AR PRI BUR I 41 4k

L. B R B

SR S S 5 7 LA R BT B AR R K

o IR SEFAE LR ARG SR R R IT R

o HR W R a5 8 R R AR AT

o WSRO R MEIE S SRR F K

2. FEK 15 KRR F

SRR G E AR ST LA KGR 90 R PRP Iz B IR N SE R 09T 3k 0% 5 I
AFE. AN, IR E T G R A AN G TR FAE TN G 15 RAAFE] . W SR ATt 3T
AN T DA AR G 1L, X (45 3K 534 JE 08 1Y s ] T PG Hh 22 SRR sl iR 4%

Gnq) fE S R Sz T & _EIR K

1. 532K

e 4 UL e 3o B TP Fel) K RS2 A 23k i — AN WU #R RE 122 52 1 i e B2 L AN
IR ER R R IR SR A S5 AT DA DL B RSB — H xR

o SEGEN ] 325K G O L B T A AH G .

o Q2RSS A ) A A WS E 7 o AR 0 32 5K AT D A 0 SE G 1T B DL — 2P A S
L.

o SEGOINF A A L FZIRAL M IT AT BRI P . LA e S SR 1 7 O A AR SR
RPN ESUEBRE NS .

o SRR LLPRAEAR S B R AR R DAE SE A ATT A BT L B B i ke ) R

2. KA

WS FRTCE 5 S G0 L 1) 3 i e ) R, A — AR P 58 . KT DL R 4 Bkl
SIET- B K R R G EORIR R, BB IRINT

o T MR B IR R IT

« RESUOMHATAHLITHNER.

o USIIE R BRI ATOR SCHE L FE K AR R R AR AT

o PRSI T G K AL NG D0 KGR A PR AR A, (AR B X TR
Sy AN EC A FT RE N IS A R K.

3. iR 3K

BT R SE R 45 BRI S E F B BOR L RAE S BRI IE 19 15 K F] 30 KN AT
SRR G o BT LU A% P T ST S il A B AR AT I P R S8 . SRS AT LUAE
GG DUR TR T B AL A B AR FORAS o R AR i 3R R EL PR o, K ST DL R R
RAERBLETGEM.

SRR S T 5 1 3K R AR EOR S — W E B D RE L i RS B S & P Z AT
MGy, vl DR R T & P i W R 5 . R, & P AR O 38 X4 0 R o A mT LA If
A7 A A PRI B B W P R R
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. Core Vocabularies #:idiC
dispute [di'spjut] n. a serious argument or disagreement i3 . 4+
e. g. 1. The business partners settled their disputes through mediation to

avoid damaging their relationship.
T A AT 0 A O& AR Tl AK P S e R AR A TR T A O =2 T Y
i .

2. Etsy has a dispute resolution process to resolve disagreements

between buyers and sellers from different countries.

Etsy Q@@ T —EFBUR IR . 5 76 b B i vk B A R B R R 2K

PR
RMLZRKZ IR 2.

item ['atem | n. a single thing in a set or on a list f &k .25 H

e. g. 1. The retail store manager ensures that each item in the inventory is

correctly priced.

TG 28 BORUE A TP B A 1 o AR 2 AR R A

2. On Lazada, customers from different countries can purchase each
item a seller lists,effectively promoting global commerce.
TEREIEF- 5 - F2 550 B — 4 75 5 AR R ABOR B A [R) B 2 09 1 2%
FHWK AR T IR 55 K

validity [ vo'lidsti] n. the state of being legally or officially acceptable £ %%,
(ER7ka
e. g. 1. Before signing the contract, the manager confirmed the validity of

the terms and conditions.
TE4 T4 [FI R 2 BRI 15 8] 2 A R0k .
2. Customers shopping on eBay need to check the validity of coupons

before making a purchase.

TE 5 DUV 15 W0 14 9% 35 A I 0 i A 2 10 R 7 1 A v

guarantee [gaeren'ti:] n. a promise that certain conditions will be fulfilled {4 iF ,
LR

e. g. 1. Our company provides a one-year guarantee on all electrical
products.

AT 2w A T 7 kSR — AR ORI
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evidence

extend

e. g.

confirmation

counterfeit

188 mm
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2. Sellers on Alibaba guarantee the quality of their products to build

trust with their global customers.

BT B P TS B S GO0 L o I BRI ORIE B TE L 5 R ERE
HIfE1E

['evid(a)ns] n. the facts, signs or objects that make you believe that
sth is true UE#E . ik BH

1. The company collected enough evidence to support its case in the

business dispute.
2 EIWCAR TR 8 BRI R SCRRABA T R I 2 4y i S8
2. Cross-border buyers are required to provide evidence to support

their claims for compensation.

5 358 I 92 B LR 418 ke S AT A IR B K

[1k'stend ] v. to make something longer or larger ZEK: 3K

1. The board decided to extend the deadline for the project.
AR E SE I H AR B .

2. Amazon may extend the delivery time due to unexpected

circumstances.
TR B RS L Sk o7 5 AT e 43 HE R AE BT[]

[ kpnfor'merfn] n. a statement,act or piece of information that makes

something definite or clear A . JE5E

1. We are awaiting the client’ s confirmation before proceeding with

the order.
EPATIT R Z 0T, AT EFHFE P I

2. AliExpress sends a confirmation email once the purchase has been

made.
KR SE I 5 » 4 BRI S - 5 2 R IR R AT o
[ 'kaunterfit | adj. made to look like an exact copy of something, in

order to deceive people &' 1, {7 &

1. The counterfeit luxury goods flooded the market, which caused a

significant loss for the brand.

W L5t & BB B o %0 M LT ERHR .

2. Alibaba implements stricter measures to prevent the sale of

counterfeit products in its online marketplace.
By L P 5 SR BT O AR S . DA BT AR E T R AE P & E
HE.
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screenshot [ 'skri: [ot ] n. an image of what is visible on a computer screen at a
particular time J5 & &% &

e. g. 1. The designer sent a screenshot of the new website layout for
approval.

BT A 6 15 99 3t A1 R 1) S5 e 48 AR AR
2. Customers often use screenshots as evidence when reporting issues
with their online orders.
Jo 7 A 19 b U Ay s e RS0 P AR T A DA A 4R DR i 7 ST B R AL
expire [1k’sparar | v. to come to the end of the period of time during which

something is valid ¥ . & |1

e. g. 1. Please be aware that your subscription will expire at the end of this
month.
T BT R A H R .
2. The seller neglected to renew its product listings,resulting in their

expiration on the e-commerce platform.
SER AW T X SRR, SECENTER A& i RS
1. Read the case and discuss the following questions.
58] 52 58 1) 5 F 1 DA )
a. What actions can a buyer take if they encounter issues with their order during the
Buyer Protection period on AliExpress?
b.  How does AliExpress resolve disputes when the buyer and the seller cannot reach
an agreement?
c. How does the refund process work on AliExpress?

2. Find the words with the meanings below and write them on the lines. The first letters

are given.
MR & AR B G P e am i .
(1) e to make something longer or larger
(2) v the state of being legally or officially acceptable
(3) g a promise that certain conditions will be fulfilled
(4) d a serious argument or disagreement
(5) e the facts,signs or objects that make you believe that sth is true
(6) ¢ a statement,act or piece of information that makes something definite
or clear
(7) s an image of what is visible on a computer screen at a particular time
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(8) e to come to the end of the period of time during which something
is valid

(9 ¢ made to look like an exact copy of something,in order to deceive people

(10) i a single thing in a set or on a list

6. Based on the text,please fill in the blanks with the appropriate terms to summarize the
process of using the Buyer Protection Program on AliExpress.
MRS IE S0 S AN E A B3 RIS SR R BRI SZE 7 & 38 7 IR P BUR Y
(1) Buyer Protection on AliExpress starts the day the ships the buyer’s

order and lasts up to days.

(2) If the buyer has not received their orders by the end of the Buyer Protection period

or the item the buyer received is not as described, AliExpress offers a

(3) 1If the buyer is not satisfied with their orders, AliExpress gives the buyer an

extended days after order confirmation to start a dispute.

(4) The buyer should initially the situation to the seller during the dispute
resolution process on AliExpress,which could involve a full or partial refund,item

replacement,or a voucher.

(5) If the buyer and the seller can’t reach an agreement, the buyer can a
dispute.

(6) The buyer should provide relevant to support their claims in a dispute.

(7) AliExpress will decide whether the buyer is for a refund or not.

(8) The buyer can check the status under the dispute details in the ‘My

Orders’ section.

[ . Practical Dialogue =2 H Xt i%

Resolving Payment Failure

From a store on eBay,a customer (C) from China has chosen a variety of wines. He
runs into a problem with the payment procedure, though, and so he asks the store’s

merchant (M) for help.

C: Hello,I chose a Wines Assortment in your shop. I ask your assistance to finish the

payment procedure. Could you please help me with this?
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Wines Assortment on eBay ¥

Hello,I’m sorry that you’re encountering difficulties with the payment process. I
would like to help you with this. Please provide some particulars about the

problem you’re having.

Sure,I’ ve chosen my preferred payment option, but when 1 continue, it doesn’t

work. My information is always being requested by the system.

Oh,I see. Maybe your payment method is the problem. Please double-check all of
the information you’ ve entered, including your billing address and payment

information,is accurate and current.
I’ ve checked them several times,and all of my information is accurate.

In that case, that is probably a problem with the payment gateway. Let’s find
another solution. Can you try using a new browser or device,or clearing the cache

and cookies?
All right,I’ll try that. Thanks for your assistance!

You’re welcome! Don’t hesitate to contact us if the problem still persists. I’ m

here to help.
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1. Read the dialogue and try to answer the following questions.

Ve 35 368 348 222 4 ] 25 LR R

What is the issue the customer is facing with the payment process?
What steps did the merchant suggest to resolve the issue?

What is the customer advised to do if the problem persists after trying the

merchant’s suggestion?

2. Role-Play
o i

Suppose you are a customer service representative for an online store. A customer from

Italy has just selected an expensive piece of jewelry from your store but needs help with the

payment process. Try to handle the situation professionally and resolve the issue.

Resolving Customer’ s Request for Refund

A German customer(C) bought a suitcase from a store on Amazon,but upon receiving

it,she found it did not match her expectations. She contacted the merchant(M) of the store

to request a refund.
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C: Hi,I bought a luggage from your Amazon shop. I have to return the item for a

refund because I’m not quite happy with it. Could you please help me with this?

M: I’m sorry it fails to meet your expectations. I’m glad to help you with it. Could

you please tell me more about the issues you’re facing with the product?

C. Yes. The material isn’t as strong as I had thought,and the bag is smaller than it
was said to be on the platform. It also doesn’t appear to be the quality I was

hoping for.

M: If the item did not exactly match the description, I apologize. We aim for total
correctness in our descriptions. So we need to be informed if there are any
inconsistencies. You need to access your order history to begin the return
procedure on Amazon. Find the order for the suitcase there,and then click “Return

items. ”

C: Ok,I understand. How long does the return process take? And what about the

refund?

M. Once we receive the returned product,it usually takes 2-3 business days to process
the return and issue a refund. The refund will be made to your original payment

method.

C: I see. And I’m a bit concerned about the return shipping cost. Will I need to cover

that?

M. No worries. We will cover the return shipping cost if the product differs from what
is described. You’ll receive a prepaid shipping label once you initiate the return

process on Amazon.
C: That’s a relief! I appreciate your help. I will start the return process shortly.

You’re welcome! Don’t hesitate to reach out if you have any further questions or
encounter any issues during the return process. We’re here to make this as smooth

as possible for you.

iR R PR SRR
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1. Read the dialogue and try to answer the following questions.

58] 52 28 1) I 23 [m] 25 DL R

What is the customer’s complaint about the product she purchased?

How does the merchant instruct the customer to initiate the return process?

Who will cover the return shipping cost according to the merchant, given that the

product is not as described?

2. Role Play
PRGN

As the merchant of an online electronics store,you receive a call from a customer who

is upset about the performance of the laptop he recently purchased from your store. The

customer is seeking your assistance in returning the computer and obtaining a refund. Your

task is to effectively and professionally handle this issue.

1. Accumulation H 1 H &

N
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18. payment processing AT b3
9. payment failure AR
20. payment error TATEE IR
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21. payment rejection AT 4
22. payment interruption A W

23. payment glitch A5l
24. authorization failure N
25. payment verification SCAS B HIE
26. insufficient funds WEANE
27. error report TR R
28. account suspension Ik %8 {2
29. card expiration + A
30. invalid card number TR 5
31. full refund R HHR K
32. partial refund HR 4 iR K
33. return policy BT BUR
34. refund request B FE R
35. refund status BRI
36. refund approval B A E
37. delayed refund FEIR IR 3K

Useful Sentences SEFH A &Y

Payment failures on Alibaba can arise from security protocols rejecting unusual or
suspicious transactions.

By L - 65 1 22 4 DR 2 0 246 S i BT BE 1Y 28 5 OF S BT R KL

International credit card acceptance discrepancies can lead to payment failures,

affecting global transactions.

B A5 S B 32 R B 0 22 5 T B3 BN 2R I I 0 3R 28 5 77 AR 52 T

Payment glitches on Amazon may occur due to outdated card information, causing
delays and potential transaction failures.

HTERAT RGBT S b Ao kAR SRR R S B B 1 IR T AL B
R

Alibaba users can face payment rejections if the platform’s stringent anti-fraud

system misidentifies a transaction as fraudulent.
T SR BT HRL OSSOV R G 5% K R S 58 S bRt S IR VE RS 5 TP RT RE
23 THI M S A B FH 28 1 1 O
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Amazon’ s automated payment system might decline transactions due to

insufficient account balance,leading to payment failure.

HE TR P R R L b 5 1 B 3 S R G RE S R4 5 5y 3 BUCA R I
Alibaba provides a Trade Assurance Program that ensures buyers can receive a
refund if their expectations are unmet.

BT FL S B 5 B B R B BRSO A VT BN AT 0 BRI RS SR AT IR .
Global Sources provides a reliable refund process for payments made on its

platform and guarantee customer satisfaction.

PRERGE IR O FEF 5 b B AE B b n] e GBSO R R ORI

AliExpress offers a Buyer Protection Program, which includes a full refund if the
item isn’t received or is significantly different from the description.

A PRS2 T B AR SE AR BUR . % BUR L E 0 2R KGR B 7 i B00 ) i
st 55 3 W) AN A B 2 R K

Amazon’s A-to-Z Guarantee offers refunds for buyers if the item is late,damaged,

or substantially different from the listing.

SR 7 R TR A AR AR IR B AT R A L I T S B B 52 S AR B BORORE KR
%E'f/\ ﬂj\o

eBay’s Money Back Guarantee ensures buyers can receive a refund if they do not
receive the item or it does not match the description.

TR SE G AW BN 7 i 5™ il 5 R IR A L B DU 6 09 38 DR IR B DR AR AT AT DL AR 1S
B

@ Fulfill the Task 5Ek{E5%

Please finish the task based on the information given in the ‘scenario’section at the

beginning.

AR I Sk T BT 4 £ B S8 AT 55
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@ Career Tips BRIz 515

Cross-border E-commerce Payment Problems and Solutions

Cross-border e-commerce is a huge opportunity for online merchants who want to
expand their customer base and reach new markets. However, it also comes with payment

challenges that can affect their conversion rate,customer satisfaction,and compliance.

Cross-border E-commerce Payment [*]

Local Payment Methods

One of the essential factors for cross-border e-commerce success is offering local
payment methods that your customers prefer and trust. Depending on the country or
region, customers may have different preferences for payment methods, such as credit
cards, debit cards, e-wallets, bank transfers, cash on delivery, or mobile payments. If you
only offer one or a few payment options, you may lose potential customers looking for more
convenience,security, or familiarity. To avoid this, you must research your target markets
and integrate with local payment providers or payment gateways supporting multiple

payment methods.
Currency Conversion and Fees

Another challenge for cross-border e-commerce is currency conversion and fees.
Customers may be deterred from buying from you if they see prices in a foreign currency or
pay extra fees for currency conversion, cross-border transactions, or taxes. To solve this,
you must offer transparent and fair pricing in your customer”’s local currency and include all
fees and taxes upfront. You can also use a DCC (dynamic currency conversion) service that

lets customers choose their preferred currency and see the final price at checkout.
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Additionally,it would help if you worked with a payment processor or acquirer that offers

competitive exchange rates and low fees for cross-border payments.
Analytics and Reporting for Payments

Cross-border e-commerce requires the use of payment analytics and reporting in order
to track and improve payment performance, customer behavior,and market trends. You may
monitor important data using payment analytics and reporting,including conversion rate,
payment success rate, distribution of payment methods, average order value, refund rate,
chargeback rate,and fraud rate. Your data can also be divided up by client group,channel,
device, currency,and country. You may determine your strengths and weaknesses,find new
opportunities, and make data-driven decisions to enhance your cross-border e-commerce

strategy by analyzing and reporting your payment data.
Support and Communication with Customers

Cross-border e-commerce requires strong customer service and communication since
these factors can affect client retention, loyalty, and word-of-mouth advertising. Customers
may have queries or concerns regarding your offerings in terms of goods, costs, shipping,
delivery,returns,refunds,or payments. You must provide several contact methods, such as
email, phone, chat, or social media, in order to deliver exceptional customer service and
communication. Additionally, you must give precise and lucid details about company policies
and practices, such as your shipping charges, delivery schedule, return policy, refund
procedures,and available payment methods. Additionally,you must speak to your clients in
their chosen language and tone and reply to their questions or concerns in a timely and

competent manner,
* China’ s Development Philosophy on Improving National Security System

We must uphold the Central Committee’s centralized, unified leadership over national
security work and make sure that our leadership system for national security is high-
performing and authoritative. The mechanisms for coordinating national security work will
be strengthened. Improvements will be made in the legal, strategy, and policy systems for
national security as well as the risk monitoring and early warning systems and the national
emergency management system. We will also improve the systems that safeguard security
in key sectors and the coordination and command systems for major projects. We will
strengthen the safeguards for ensuring economic, major infrastructure, financial, cyber,

data, biological s resource, nuclear, space,and maritime security.
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. Glossary iaiC&
1. conversion [ kon'van] n. ¥4k , 1%
2. compliance [ kom'plarens | n. 3% M, I A
3. target market HArmi %
4, integrate with LS RITRTD »mA
5 defer [di'fair] v. #EiR , 2EHH
6. transparent [ treens'peeront | adj. 7 BH A% . 2> T HY
7. upfront [ap'frant] adj. FEHEM), FEH
8. payment processor A AL PR
9. acquirer [o'kwartoror | n. YELFT , R TT
10. monitor ['montta] v. Wi#%
11. metric ['metrik | n. & & HRAE, T8 HR
12. chargeback rate SEF €
13. retention [ri'tenfon] n. 1% 88 A% F
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Task A Product Packaging

P 5

Learning Objectives = >] H#¥p

In this task,you are expected to:
WAL S5 Rk
<> learn about core vocabulary about product packaging materials and methods.
7 2] 57 A A K 0 e O U O B AL TR
<> acquire useful phrases, expressions, and sentences associated with product
packaging materials and methods.
AR 5 AP S 0 % T TR O 1 S T LTS L ) 1B R GK S ) B
<> develop skills to respond effectively to customer inquiries concerning product

packaging materials and methods.

P THAT 2l A28 A 57 it AL R R A e Ty AR TR Y B

Monika Vaz, a customer from Australia, is browsing through Otherland, an online
store known for its luxurious candles. She finds some scented candles that she likes.
Attracted by their beautiful appearance and good reviews,she wants to know more. Monika
inquires with the seller about the packaging materials and method for the candles and asks
if the packaging is sturdy enough to keep the candles safe during shipping.

WARFI 2 B JE R« BL2EAE— 8% 1188 & & v 9 i )5 i Otherland RO, It 48
B TILEA C 5 S A S ORS BRSNS AT R A A PEAN RG] T, O T T R
ZAF B BLJe R W 32 K] 10 T A B e 0 A ke b ORE A T DA M e R A R S 4 S
i 7 3 Ay 2o s R e 1 5 B T
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GEORGETTE ULTRAVIOLET CANARY

SOUTHERN MAGNOLIA WILD LAVENDER GOLDEN DAFFODIL
LILY OF THE VALLEY JASMINE TEA NARCISSUS BLOOMS
WHITE AMBER PURPLE VIOLET COOL CANTALOUPE

‘ ADD ‘ ‘ ADD ‘ ADD ‘

PICK YOUR PACKAGING (7)

Q)% ® 3-Pack w1 $95
LY 6-Pack =5 $165
9-Pack w2 $260
VERDANT OUT OF THE CLEAN
VERVE BLUE BLOSSOM
OAK MOSS BLUE HYDRANGEA CRISP LINEN
NEROLI BLOSSOM SHEER HYACINTH MIMOSA FLOWER
FRESH THYME WATER LILY CREAMY GARDENIA LS LD (L)

Scented Candles on Otherland "’

Discussion 5} i

What are the packaging materials and methods widely used in cross-border e-commerce
transactions? And what are the crucial factors that could influence the packaging materials
and methods for products?

PRI A 7E 185 355 VL 5 52 2 v o T B0 B B e B G 3 Ty XA MR e 7 A R 6 5G] 3% T i
S 7 i ) 6, 2B A L 2 O 57

Suppose you are the customer service representative of Otherland. Consider how you
would respond to Monika and explain the packaging materials and method of the scented
candles.

B2 Otherland 1% IR 5503 . 35 5 ORE Qn o] [0 &2 55 )2 - fff e 3 26 7y 3 05
Job 14 0 b1 S 0 2 T 5
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@ Prepare for the Task 1f%?&%

I . Case Study Z/]%5:>)

Product Packaging

Product packaging is the process of designing,evaluating,and producing a container for
your products. Many online retailers create a branded product packaging experience to

delight customers and improve profitability.
Importance of Product Packaging Design

Online stores have fewer touchpoints to deliver delight compared to physical retail.
While online shopping provides efficiency,it often needs more tactile, hands-on experience
with a product that customers get before purchasing in physical stores. That’s why paying
special attention to the touchpoints available is important to create a memorable brand
experience for customers and set yourself apart from competitors.

Packaging has become an extension of your brand for online retailers. Take Apple,for
example. Like its shipping package, the brand is known for high-end, glossy, and refined
products. While not all business owners have the budget of Apple, you can incorporate

different,less costly ways to delight customers at every stage of the journey.
Types of Product Packaging

Unless you’re shipping a very small or ultra-durable item, most products will require
some type and size of box to protect the order for safe transport and some form of stuffing

or product cushioning. Some kinds of e-commerce packages are:
Corrugated Boxes

These are still the most typical type of product packaging used by retailers. They’re
sturdy,don’t add weight to your packages, and can be recycled. You can also use double-
walled corrugated boxes for extra strength and durability for heavier-weight items. Here are

some examples of mailing boxes retailers can use to ship products:
Padded Mailers

These packages are best for shipping smaller, flat, or delicate items such as jewelry,
handcrafted goods,books,or electronics. You can add extra protection with recyclable paper

or bubble wrap,though the latter is a less eco-friendly option for packing.
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Bulk Cargo Corrugated Pads Easy-Fold Mailers 32 ECT Lightweight

L —

Multi-Depth Moving Boxes Side Loaders

T -
N 1
l’&..‘ / - >
! —i
Haz Mat Wine Shippers Insulated Shippers Wood Crates

Corrugated Boxes [

Padded Mailers '

Bags and Envelopes

If you sell more light but not fragile products, you can use poly mailers, Tyvek
envelopes,or plastic mailing bags to ship your goods. They are lightweight, strong, easy to
store,and self-sealing, which makes shipping small orders or boxes easier, whether from

home or a warehouse.
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Poly Mailer [+

Custom Product Packaging

Custom boxes are a great way to create a unique unboxing experience and show
customers what you value. There are many options for printing and customizing everything
from tissue to gift wrap,printed fonts, packing slips,and more. Plus, you can print all over

your box to present your brand in new ways and create a satisfying customer experience.

Custom Product Packaging %

Avoid Excessive Shipping Costs

Understanding how parcel shipping costs are calculated enables smarter packaging
decisions. The cost of shipping & handling is driven by the weight and volume of the
product/package. Shipping costs were historically calculated only on the basis of gross
weight in kilograms or pounds. However, charging only by weight meant that lightweight

low density packages became unprofitable for freight carriers due to the amount of space
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they take up in the truck,aircraft, or ship. Today, freight carriers utilize the greater of the

actual weight or dimensional weight to calculate shipping charges.
Dimensional (DIM) Weight

Often referred to as DIM weight, volumetric weight is a pricing formula calculated as
(length x width x height) / the dimensional factor. The dimensional factor varies from

carrier to carrier and may be updated at any time.

What is Dimensional Weight?

DIM WEIGHT = Shipping rate based on package size, not weight

How many packages can fit in a UPS truck?

1lb.

1lb.
box size = 28" x 20" x 6" box size = 16" x 16" x 6"
Pillow Shoes

Dimensional Weight

What DIM Weight tells us is that packages with unused volume space will eat into a
company’s profit margins. Unless your package is optimized to use all available space in a
delivery truck, you are paying to ship air. This is a huge area of opportunity where
companies can take the initiative and begin designing packaging specifically for e-
commerce, which has been coined as “right sizing your packaging.”

You can avoid excessive shipping charges by using smaller boxes, compressing your
goods.and reducing the use of packing materials (as long as you’ve used an ISTA test to
make sure the product is still safe). Many consumer packaged goods companies are
choosing to re-engineer primary packaging formats to perform better in the last mile of
distribution. There has been a steep increase in the usage of flexible pouches due to these

very reasons.
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A T A 9 R A e (o P B R AT o Bl R L I R A 0 A TR 22 T 6 R s
AR W4, 5tz ks AR A9 bR E R AT E R AR IR R s g .
Rt&EE

ROT B ROy (R BRE &RARE AR A A 5 (KR x S8 x m D/ RSP
T RF AT A A2 i 22 w0 S5 0] RE BE I R R
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PRAT A o fof A B /0N B A0 2 T 4 5T 0 9 Dl 2 A 2R e ) P A B B 7 A o
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B i ) Aok e BT BT B B AR S DU AR dh A W e — AR E A, B
PR g Jox 4 J5 PR 4 4% ) 68 R M 86

. Core Vocabularies #%/0i3iC
packaging ['peekidz1i] n. an act or instance of packing or forming packages fi %
e. g. 1. The company has redesigned the packaging of its products to make

them more eye-catching.
AR ESER B AT AR S 5 R K .
2. eBay requires its sellers to use robust packaging materials to ensure

the products reach customers in good condition.

Ty VL BESR S G2 A1 P 8 T ) 6 2B AR o DA DR 7 i DA SE 3 T iR 3R %6 1
profitability [ profi'teeboalitr ] n. the ability of a business to yield profit ZF|fE /1
e. g. 1. The company is exploring new markets to increase its profitability.

28 R IEAE T 58 T 5 LA o e 4 ) fE

2. AliExpress provides a variety of tools to help sellers improve their

profitability.
4 TR A S At A% b TR B S o A e A T ) LR RE D

stuffing ['stafr ] n. the material used to fill something 3 754

e. g. 1. The company uses environmentally friendly stuffing in its
packaging.

2 R FE AL T IR RIS

2. Amazon sellers are advised to use adequate stuffing to protect
products during shipping.
VL. By 38h 32 5 7E 12 iy o F2 rp (1 1 2 08 9 SE 78 4 DR AP 7

sturdy ['stzxdi] adj. strong and not likely to be easily damaged or destroyed
1 [i5] FJ
e. g. 1. This company is known for making sturdy furniture.

X G v LA A U [ 1 2K B 1 44
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2. The candles are shipped in sturdy packaging designed to prevent

any breakage or damage during delivery.

Toc 4 it Jah SR P 16 SR P B9 B0 % . H RO AR T B 1R 7R s o R T R AR AR AT

MR A IR
corrugated [ 'korragertid | adj. shaped into a series of regular folds I 80 ¥
e. g. 1. The company uses corrugated cardboard boxes for packaging.

23w BL B AR AR AT A

2. We have opted for corrugated packaging, offering a robust, secure

solution that keeps our products safe and intact.

FATREFE T FUAS AR AL RE X Ph AL 4G 52 B2 2 R AR FRATT I )™ i &

P i

durability [idjura'bilsti] n. the ability to withstand wear, pressure,or damage [
ANE

e. g. 1. The company ensures the durability of its products through

rigorous testing.
7 )3 A AR 10 3 ke At DR 7 i R T A
2. Our packaging is designed with a focus on durability, aiming to

withstand various shipping conditions and maintain the quality of the

products inside.

AT AR BT E HE I T . 5 7R RE 08 76 45 Tz B 3R 58 T (R F5

R JE] o RO 7 i PR R B

recyclable [ ri:'saiklsboal ] adj. able to be processed and used again 7] [2] Uit f)

e. g. 1. The company is committed to using recyclable materials in its
products.

28 RV BON TR A AT R

2. Shopee encourages its sellers to use recyclable packaging to reduce
environmental impact.
B B 19 35 Jaly 52 5 {ufE FH AT 1] i 6 2 LA 9/ o 348 855 1) 52
wrap [reep] n. a cover or package in which something is enclosed. {13
e. g. 1. This company invested in high-quality wraps to enhance product
presentation and customer satisfaction.
X ZR N w0 M 3K R ST A A R o A 5 R s ROCR I 4R K
2. To preserve the quality of the wine bottles, we use individual

protective wraps for each one before packing them into the case.
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are given,
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fragile

c. g.

customize

,‘
‘{C

BIEBEEIE

T DR TR 5 B ATTAE R B AT RS Z AT 2 O B — AR
T ST R R AP M 2

[ 'freedzail | adj. easily broken or damaged 5% [t}
1. The company takes extra care when shipping fragile items.
I8 A AR B 38 S W) i IR ) /o

2. AliExpress sellers are required to label packages containing fragile

items.

A2 PR 3238 1Y 32 5K EARIC AL & B R ) R

[ 'kastomaiz | v. to modify (something) to suit a particular individual
or task & il

1. The company offers customers the option to customize their orders.
PN SR BEE W TT A R I

2. Customers customize orders to meet their unique preferences,
enabling businesses to deliver personalized products or services that
cater to individual needs.

AT LLSE A 48 R A SR B 4 O s A ATT B ST R 4 A M BE 68
B 5 il 7 il w55 5 LA & P AR A 1 oK

1. Read the case and discuss the following questions.

e 15 S 9] - e LT T

How does product packaging contribute to enhancing customer experience in

online retail?

What type of product packaging is most commonly used by retailers and why?

What kind of products are best suited for shipping in padded mailers?

What are the benefits of using bags and envelopes for product packaging?

What are the benefits of custom product packaging?

2. Find the words with the meanings below and write them on the lines. The first letters

R & AR LR S CE P R B 48 D .

@y
(2)
(3
(4)
(5)
(6)

C

p

—

T =

wm

shaped into a series of regular folds

an act or instance of packing or forming packages
able to be processed and used again

a cover or package in which something is enclosed
the ability of a business to yield profit

material used to fill something
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(7 d the ability to withstand wear, pressure,or damage

8) s strong and not likely to be easily damaged or destroyed

(9) f easily broken or damaged

(10) ¢ to modify (something) to suit a particular individual or task

3. Identify and write down all the “Packaging Supplies” in the pictures.
AL IS T B R T R 0 A LA R

s 211



@ BB ERE

I . Practical Dialogue 5Z FH %} i%

Discussing Packaging Materials and Methods

A customer(C) from New Zealand selects a ceramic cookware set from the Caraway
Home store on Shopee. As it is fragile,she wants to understand the packaging materials and

method of the product used by the merchant(M).

)

Ceramic Cookware on Caraway Home (7]

C. Hello there,I’m interested in one of your ceramic cookware sets from your shop
on Shopee. I’m in New Zealand,so I’m concerned about its safe delivery. Could

you explain your packaging materials and methods to me?

M. Hello,certainly. We completely understand your concern. Ceramics indeed require
special care during transport. We’ve designed our packaging strategy with utmost
attention to ensure the safety of our products. We primarily use recycled materials,
making our packaging protective and environmentally friendly. We don”’ t use
plastic bags at all. Furthermore, the dyes we use for printing have a minimal
environmental impact. We include 100% biodegradable cork trivets in our
packaging for additional protection. Our goal is to make sure your cookware set

arrives in perfect condition.

C. That’s impressive! I appreciate the thoroughness of your packaging and your
commitment to the environment. I feel much more confident about my purchase

now. I’m excited to receive my new cookware set!
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We’re delighted to hear that! Our customers’ satisfaction and understanding of
our processes are very important. If you have any more questions or concerns,

please get in touch with us. Enjoy your shopping!

Thank you very much for your detailed explanations! 1’1l definitely recommend

Caraway Home to my friends and family.

Thank you for your kind words and for choosing Caraway Home. We are looking

forward to serving you again in the future. Have a wonderful day!

MrEEMHEERAR

— LR B VY B TR RE B — 4 O R R B s Pk T — B K
Heo OB 5 it BT LA AR 1) S KT Ak 7™ e ) B0 3 61 B B 7 2

B

U IRAEVRTIAE IR e W LR B T —EM SR E ., TR BERTERE 2,
FU A FHO 7 o () 38 By 28 4 ) B, R RE ) FRIE AN 4 — N AR AT Y A 2% A RE B s
g7

g AT A RE R AR S UE . B9 PR A S M AR P T BRI R Y. R
TR S SE L IR DT TR W . FRATT T A R AR A AR
AR T 720 IR T8 . AT A 8o A% . A, Fo AT T B il
F SR T BB A /N . R T HE— R R A AT T 10026 AT
A= W I O FROR B AR . FRATTAY B bR 2 B IR IR LB AR 8 L) 8 R RS %
B Frp,

KA TV FoARF R B AR 58 040255 L 3B A RN BR AR Y 7R . 30 7E g S F Jk
FEEICO T . RE LB A LB B K BT

W 30 F 5K 2 Uk, FRATTARE B 5 2% L & 0l T B LA B B AT AR I AR Y B A X 3R
IR UL S EH 2, an A Ho Al B n) 0 B 8 2, B B A S5 FRATT B &R . S8l
R ITRE

W I PR R R A ) R—E S m IR A ME AR RT3 KR .
R SR IR B R E AN, PR RHRNERS. SUEE
M

1. Read the dialogue and try to answer the following questions.

e 122 3% I 22 4 1] 25 DA TR

What concerns does the customer have about purchasing a ceramic cookware set

from Caraway Home on Shopee?

What materials does the Caraway Home store use for packaging its ceramic

cookware and why?
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c. How does the customer feel after understanding the packaging materials and

method used by the Caraway Home store?

2. Role-Play

PiERER Vit

Imagine yourself as a customer on an international e-commerce platform with queries
about packaging materials and methods. Conduct a role-play, simulating a dialogue with a
customer service representative. Consider the item’ s delicacy, shipping distance, and

environmental impact in your conversation.

. Accumulation HF H &

. Useful Phrases and Expressions LA EIERIIBRIA
1. product packaging 77 i
2. packaging method £33 77 A
3. packaging design AW
4. packaging optimization Lok Wed
5. packaging cost A% B AR
6. recycled materials A M oE
7. stuffing materials Bi i
8. recyclable cardboard box FIAE ) FH i) 4R AR
9. custom packaging JE il £, 3¢
10. eco-friendly packaging BN
11. insulation materials {5 V8 A k)
12. crush resistance s
13. transit durability iz i i FH
14. disposable packaging — KM 2
15. bubble wrap AR
16. protective packaging (i e
17. fragile item ) W)
18. zero plastic packaging ESg;p SRR
19. protective air cushions By 7
20. standard sized packaging T vE R ) £ 2%
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Useful Sentences SEFH G &Y

The fragile ceramic vase is carefully packed with bubble wrap and placed in a

sturdy cardboard box.

iy W W) Y AR P T AT A A0 8 R T A % [T Y 4004 LY

Each pair of shoes is encased in a custom-fitted box with protective inserts to
maintain the shape and quality during transit.

g WU A B T A — 1 2 Y & 7 v T A DR B 1 AR A5 7 0 i AR b i B AR
A

The furniture piece is meticulously wrapped in heavy-duty bubble wrap and
secured in a sturdy cardboard box,providing maximum protection during transit.
% R U A0 A A AU R, O 22 4 ot 0 A R T A ARAR AR N 5 DATE 38 H o AR
ST PNIE TS/

The designer handbag is encased in a dust bag and further packed in a
branded box.

BB T 32 A B AL B AR AR N - SR AR A A bR AR A 1 L

Each bottle of wine is individually nestled in a molded pulp wine shipper, then

placed in a robust outer box to ensure its safe delivery.
g 6L D 50 S S B TS A A R AR A L SR S AR 45 S AR I B AR L ik
The electronic gadgets are shipped with foam inserts in the packaging to secure

them during shipment.

WL B AL TR I A PR A 1 E A 3 i DA iz el A P 2 4

The tent is folded neatly and compactly and slid into a weather-resistant carrying

bag with handles for easy transport and storage.
kWO ST H BB A S 45 A — DB R E A b AR TR T 18
Tis i A

The delicate silk dress is folded and packed into a plastic envelope to protect it

from moisture during transit.

KB M T BT B I ARG B4R P AR iz i 7 b 32

The outdoor hammock is packed in a lightweight drawstring bag which is both

portable and reusable, making it perfect for travel and minimizing environmental

impact.

BY A0 R IR AT AR A — DR R BL 2R 48 vp X b 48 1~ W e 485 SCmT o &2 (i 1T L R 3 i
BRAT » 7] I 12 B o R 0l /b %o B 58 7Y 52 W
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10. Premium Japanese tea is stored in a tin container which is then placed in a

paperboard box for additional protection.

1R H AR IR A HCTE — B ] 4 A o SR A A — S SRR LR A 3

Fulfill the Task S2fR{E5%

Please finish the task based on the information given in the ‘scenario’section at the
beginning.

TR T K I BT 4 R B T8 BT 55

Candles Packaging on Otherland ']

The Importance of Eco-Friendly Packaging in E-commerce

Eco-Friendly Packaging ™’
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When choosing packaging for your e-commerce firm, it” s crucial to keep the
environment in mind. A wonderful method to lessen your impact on the environment is to
use environmentally friendly packaging. There are various ways to make packaging more
sustainable,such as choosing packaging that can be recycled or reused or using recycled
materials. Utilizing eco-friendly packaging might be crucial to your success because
consumers are becoming more and more aware of what companies are doing in terms of

sustainability.
How Important Is Eco-Friendly Packaging?

Because it requires less resources to make,is more ecologically friendly to produce,and
is simpler to dispose of responsibly, eco-friendly packaging is crucial for minimizing the
environmental effect of e-commerce. You can make sure that your e-commerce site
corresponds with the values of your customers and that no significant environmental harm is
done by lowering your carbon footprint, encouraging sustainable business practices, and
utilizing environmentally friendly packing materials.

Here are a few advantages of adopting eco-friendly packaging in online sales.

Benefits of
Eco-Friendly

Packaging

.v,
Decreased Carbon Reduced
Footprint ‘ Waste

Improved Brand
Image RETURNGO

Solutions For Eco-Friendly Packaging

Your online store’ s sustainability, brand image, and carbon footprint will all be

improved by using the right packing materials.
Corrugated Packaging

About 70% to 100% of the material used to make corrugated packaging is recycled.
Corrugated packaging is formed from paper pulp and is often made from pine trees, though
it can also be made from woodchips and waste products from various papermaking
operations.

Corrugated packaging is typically made of materials from sustainable forests, where
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Eco-Friendly Packaging Solutions

Corrugated Packaging Recycled Packaging

Compostable Packaging

RETURNGO

harvested trees are replaced with seedlings to re-start the cycle. Corrugated packaging is
therefore very renewable. Corrugated packaging may be reused in addition to being easily
recyclable and renewable, which helps to lower package costs and environmental effect.

Many corrugated boxes are made to be quickly folded and completely reusable.
Compostable Packaging

Organic materials used to make compostable packaging decompose quite quickly and
don’ t leave any hazardous residues or poisonous compounds behind. Bioplastics, or
polymers manufactured from renewable resources, are the most widely used kind of
compostable packaging. Bioplastics, which can be produced from resources including corn,
wood, algae, sugarcane, and more, assist in reducing the usage of fossil fuels in the
manufacture of plastic.

PLA ( Polylactic acid ), a practical, sustainable, and competitive substitute for
conventional plastic packaging frequently manufactured from cornstarch or sugarcane,is one
of the most widely used bioplastics in packaging. Myecelium packaging,a type of mushroom-
based packaging designed to replace Styrofoam, is another illustration of a compostable

substitute.
Recycled Packaging

In a circular economy, recycled materials are used to make recycled packaging.
Recycling materials gives cardboard or plastic that has already been made and utilized a
second life. By lowering the demand for raw materials, using recycled packaging can help
conserve natural resources,reduce trash sent to landfills,and prevent pollution.

1. Recycled Plastics

Even when plastic packaging is the most useful option for your company’s shipping
and business needs,using only 100% recycled plastic is a terrific approach to uphold your

commitment to sustainability. Utilizing recycled plastic for packaging can help business use
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fewer raw resources. The majority of plastic can only be recycled two to three times, thus

even recycled plastic packaging eventually ends up in landfills.

2. Recycled Paper and Cardboard

One of the most recyclable items to reduce trash pollution is paper and cardboard. Use

post-industrial or post-consumer recycled cardboard and paper when attempting to maintain

a high degree of eco-friendly packaging.

N

© o0 N O,y Ul A W =

S
= w N = O

sustainability
carbon footprint
correspond with
paper pulp
woodchip
seedling
compostable
bioplastics
fossil fuel
polylactic acid
cornstarch

sugarcane

mycelium packaging

Styrofoam

Glossary iaiC&E

[soisterna'bilitt ] n. AJ FREE M, 4EFF6E )
ik A2 78

e —8 5

i

['wudlf1p ] n. KJE

['si:dlin] n. 1

[ kam'poustobol | adj. A] #EJE 1Y , AT 43 1Y
[ ibatouv'plaestiks | n. A= 4 ¥k}
(XY

RIm

[ 'kornsta:rt[ ] n. £ KIEH
['fugorkemn] n. H

[(EALNTES

['staireifoum ] n. ¥ 7K %8k}
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3. WD IR B
W AR B IR R T R 2
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Task B Shipping Method

Wi /3 5\

Learning Objectives ¢ >] H Fx

In this task,you are expected to:

WAL 55 Rk

<> understand the core vocabulary related to shipping methods.
PR 55 7 il W i 7 SO S I AZ O R

<> master and apply useful phrases, expressions, and sentences associated with the
shipping methods.
AR IF I 5 77 Al i O A O Y S TR | A IR Gkl A B

<> learn how to respond to customer inquiries about product shipping methods

effectively.

] g A A [ 52 % P O T i Jr K A

Amanda Murphy, who owns a children’s clothing store in South Africa,is currently
looking through stores on Alibaba International to source 200 baby pullovers. Thus, she
initiates contact with the seller of a store to discuss their shipping method. She is eager to
gain further insights into their logistics operations, potentially paving the way for a
mutually beneficial business partnership.

AR L IR G T BT &5k « BRIEEEM B O EBRE 6 T4 200 FEILELE. T
& IR FR — A G A 32 e Yy A W B X 32 S W i R A S TR B B L [
B, A B R A 1 3 BRI R S5 AR PR G R

s 221



BB ERE

€ 2. Alibaba.com C.‘.'mn are you looking for rw

= categories Ready to Ship  Personal Protective E Trade Shows  Buyer Central Sell on Alibaba.com Help

Home / Mother, Kids & Toys / Children's Clothing / Boy's Clothing / Boys hoodies&sweatshirts

Simple fashion baby color block long sleeve sweatshirt toddler crew neck
pullover popuar
%k %k & 50 BReviews 9 buyers

t B No.8 Best inBoys 1
30 - 199 pieces 200 - 499 pieces >= 500 pieces
$6.29 $6.09 $5.89
Benefts: 3-gay coupon giveaway. up o US $80 off Claim now >
Age 13-24 months |  13-18 months View all 8 oplions
cotor = temy cotton $6.29 o |+

-
Q View larger image samples aT, =
e Y -~ $20.00/plece Min. order: 1 plece  Get samples
\
L ALY
P L Leadtime® | quantiy (pleces) 1-500 > 500
O Add to Compare [} Share Lead time (days) 15 To be negotiated

Customization:  Customized logo (Min. order 30

30 pieces
Graphic customization (Min. order 100 pieces)

Baby Pullover on Alibaba [’

Discussion 5} i

What factors do you think customers should comprehensively evaluate when deciding
on the most suitable shipping method for the cross-border e-commerce transportation of

products?

PRI % 7 A 0 56 Bl 5 7 il 140 15 35 VL g 0 0 D7 K % 25 5 25 B TR B [H 3% 7

Set the Task {F55E R

Imagine you are the seller of this shop on Alibaba. Consider how you would respond to
Amanda and explain the shipping method for 200 baby pullovers.

R BEAR 2 BT B B GG B A S2 5K . i B 28 R 2 i e [l A2 BT 42 3k L i R 200 {22
ILER iz Ir .

@ Prepare for the Task {F55UHERT

I . Case Study |~ >)

Cross-border E-commerce Logistics and Fulfillment
Logistics is a critical aspect of any online business, with cross-border logistics and
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Product Shipping and Delivery ]

fulfillment playing a particularly significant role. As e-commerce grows,so does the demand
for efficient logistics solutions. Rapid delivery secures customer loyalty and contributes to a

stellar shopping experience.
Build an International Shipping Strategy

There are typically three common options for cross-border fulfillment:self-fulfillment,

3PL (third-party logistics) suppliers,and drop shipping.

f
- EBh N (= SN
I \
i Products Inbound Online Order Pick & Pack
) preparatlon
A T
[T. ] w
BDDU —— QTR —— ::%
System Update Returns Delivery Shipment

Self-fulfillment

Self-fulfillment gives e-commerce retailers a chance to manage packing and distribution
internally. It’s a viable strategy for businesses selling a small range of products within a
limited area to a relatively compact consumer base. However, companies opting for self-

fulfillment may face significant costs for warehouse construction and staff recruitment.
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Preparing international orders for shipment is a crucial step in this process, with
smaller products well-suited to air freight. Service providers like DHL, FedEx, and UPS
offer affordable and efficient door-to-door delivery. Self-fulfillment also allows businesses
to align their packaging with brand strategies. However, as businesses expand and order
volumes increase, distribution costs can rise, potentially hindering growth. Outsourcing
fulfillment to third-party logistics providers can enable companies to reach global customers

with minimal investment.
Third-Party Logistics Supplier and Fulfillment Company

3PL suppliers offer efficient inventory management, packaging, and transportation
solutions, which are especially beneficial for online stores during busy seasons. By using
flexible warehousing services,sellers can optimize their supply chain efficiency. Companies
like Amazon and FedEx, through their fulfillment centers and FLOSHIP, offer e-commerce
fulfillment services,typically ensuring swift and efficient order processing.

With the help of internet technology, the networks of third-party suppliers can reach
virtually every corner of the globe. This allows online stores to sell their products
worldwide, thus expanding their customer base and facilitating rapid entry into
international markets.

Using 3PL providers to manage your e-commerce logistics needs can deliver many
benefits. These providers offer flexibility in inventory space,workforce,and transportation

and can adapt their services in response to changing inventory needs.
Drop Shipping

Drop shipping, an innovative approach to e-commerce makes order fulfillment
significantly more efficient. This model enables businesses to sell products online,and once
an order is placed, a drop shipper takes over, handling everything from packaging to
shipping. Often,it appears the products were shipped from the retailer’s warehouse.

The advantages of this model are manifold:

e It eliminates the need for extensive startup costs since businesses leverage their
suppliers’ inventory and delivery services. This way, even if certain products don’t sell
well,the company doesn’t bear significant losses due to unsold inventory.

* Drop shipping eradicates the necessity for warehousing. Products are delivered
directly to customers from the drop shippers, reducing the costs of maintaining a storage
facility.

e With no minimum order quantity, businesses can expand their product offerings
without incurring additional inventory costs.

With drop shipping,businesses can streamline their operations and focus on what truly

matters:serving their customers and growing their brands.

224 wm



Unit 6 Shipping and Delivery ¥ i iR &

Shipping and Delivery [

Get Familiar with Country Rules and Regulations

Once you have an idea of which regions offer the most immediate opportunities and
which products you’ Il be sending, it” s time to check into country-based rules and
regulations.

Some countries prohibit items outright; others may limit them. Being informed of the
rules and regulations that exist and which may impact your shipments can help ensure a
smooth delivery.

There are a few ways you can access this information:

e UPS has a tool that shows country-specific rules and regulations by origin and
destination countries.

e Check and see if your products are eligible to be imported into a given destination
country. For example,a shipment of artwork from the U. S. to Saudi Arabia is prohibited.

e Check and see if any of your products or components of your products are listed as
“dangerous goods” while being shipped. In general,a dangerous good is defined as a product
that may cause harm during transit. The best place for this information would be a country’
s government website.

e When in doubt, contact the local import or customs office at your prospective
destination for additional information about shipping your products.

The e-commerce industry offers promising growth opportunities. Businesses should
weigh the costs and benefits of each method to choose the most suitable one. Efficient
supply chains are crucial for serving more customers and gaining competitiveness in the e-
commerce landscape goes beyond having a great product or service. It involves optimizing
logistics, understanding customer preferences, navigating international trade regulations,
and leveraging technology to maximize reach and efficiency. Therefore,a well-thought-out

and executed e-commerce strategy can significantly affect a company’s success.
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. Core Vocabularies #idiC
logistics [lou'dzistiks | n. the activity of organizing the movement, equipment,
and accommodation of troops. ¥
e. g. 1. The company’s logistics plan ensures that goods are delivered on
time.

25 w1 B ) Ok B WD HE R IR Gk
2. AliExpress’ s extensive logistics network guarantees the timely

delivery of products to international customers.
SRR S )z TR S ORUE T 7 REHE R S A 4R E PR P
fulfillment [ful'filment ] n. the act of doing something that you have promised or

intended to do 447, BT
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delivery

distribution

warehouse

e. g.

outsource

,
o0

BIEBEEIE

1. They believe the contract’ s fulfillment will give the company a
significant competitive edge.

M ATARAE &[] (4 8 AT K A W B B 25 1 38 L

2. eBay’ s fulfillment service is designed to speed up shipping for

sellers to overseas customers.
S VIR AT B AT AR 45 B 76 s 32 R ) i AN P i & 4R

[di'liveri] n. the act of bringing goods, letters, etc. to a place % %%,

32 3%

1. The company promises next day delivery on a wide range of goods.
O ) AR R AR 22 T i BRI H R BRI 5

2. Etsy is working with delivery companies to reduce the carbon
footprint of its international shipping.

Etsy 1E 5 FCik 2 vl & AE » LUl 5 Br iz i il iRk .

[idistrr'bjuzfn] n. the act of giving or delivering something to a number
of people 7% . 73 lid

1. The company has improved the efficiency of its product
distribution.

Al m T HT B R RO .

2. Wish uses a global distribution system to reach customers in

different countries.

Wish #| A BR M8 R 58 IR 5 B A EHKE

[ 'weohaus | n. a large building for storing goods &

1. The firm maintains a sizeable warehouse to hold its inventory

before distribution.

A EIA — A KRB TR BT % B W A A AR AT A A

2. Amazon utilizes a network of strategically located warehouses to
ensure swift delivery of products purchased on its platform.

V. T 30 ) FH — 28 97) s A 23 A1 9 € T DA AR JHCF B 1 D SR 7™ i BE AR
['auvtisowrs ] v. to buy goods or services from outside suppliers instead

of making them within the company ZE#p, 4

1. The company decided to outsource its customer service to a call

center in India.

O3 R PR A LR I 5 AL 4 B R Y — SR R
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2. Many Amazon sellers outsource their order fulfillment to third-

party logistics providers.

VFZ W H3h 32 K 1T B AT AL 45 56 = 7 W) T AR AL R
inventory ['mventorri | n. a detailed list of all the things in a place f£%% , JE 4%
e. g. 1. The store conducts an inventory check at the end of each month.

E A RBEAT AT R A

2. AliExpress uses advanced inventory management systems to keep

track of stock levels for all products.

A R SIZ 3 fi P S E H) P A A B AR R B BR T A ) o B R A K

transportation [ itreenspoir'terfn] n. the movement of people or goods from one place

to another iz %j

1. The company is seeking a more efficient method of transportation

e. g.
for its products.
A EEAE SRR E AR sk 7 .
2. A large online marketplace’s efficient transportation system allows
for quick delivery to international customers.
RIITELRT- 6 1 2 808 i 7 0 v] LA 1] [ R 7 324 .

leverage ["lizveridz | v. to use something that you already have to achieve
something new or better #IJ ]

e. g. 1. The company plans to leverage its existing customer base to
introduce a new product line.
2 EHRIF B 9% P R 5B B il 2R
2. A popular e-commerce platform leverages data analytics to
understand customer behaviors and enhance their shopping
experience.
— R VG T3 55 F B R R b TR TR AT L LA 4R
THABATT i W A 555

streamline ['strizmlam | vt. make an organization or system more efficient faj 4k .
R

e. g. 1. The company streamlined its operations to remain competitive,

reducing costs and improving productivity

N T RFEZEG T, 2 Al P E A as o B AR I 3w A2 7= 0

2. Alibaba is working to streamline its global logistics network to help

sellers expedite the order fulfillment process.
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Ber LB B A 55 7 A A 4 BRI 0 2% DL Bl S 5 I BROT B AT

.

1. Read the case and discuss the following questions.

e 122 58 51 - 1F 8 LA [

Why are logistics and fulfillment processes critical to the success of online

businesses?

What are the advantages of self-fulfillment?

How do third-party logistics suppliers and fulfillment companies support online
businesses?

What is the benefit of drop shipping?

What factors should businesses consider to gain competitiveness in the cross-

border e-commerce landscape?

2. Find the words with the meanings below and write them on the lines. The first letters

are given.

AR & AR 2R B SHR CEP R 4R D .

(1 1 the activity of organizing the movement, equipment,and accommodation
of troops

(2) d the act of bringing goods.,letters,etc. to a place

(3) s make an organization or system more efficient

(1) d the act of giving or delivering something to a number of people

5 o to buy goods or services from outside suppliers instead of making them
within the company

(6) 1 a detailed list of all the things in a place

(7) t the movement of people or goods from one place to another

(8) w a large building for storing goods

9 1 to use something that you already have to achieve something new
or better

(10) f the act of doing something that you have promised or intended to do

3. Complete the sentences by filling the blanks with suitable terms related to cross-border

e-commerce logistics strategies from the text.

@y
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gives e-commerce retailers a chance to manage packing and distribution

internally, which might be a viable strategy for businesses selling a small range of

products within a limited area to a relatively compact consumer base.
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(2) Companies like Amazon and FedEx, through their fulfillment centers, offer
services, typically ensuring swift and efficient order processing.
(3) , an innovative approach to e-commerce, makes order fulfillment

significantly more efficient by enabling businesses to sell products online without

maintaining their inventory.

I . Practical Dialogue 52 F X} i5%

Discussing Shipping Options on AliExpress

A Dutch customer(C) selects a home fitness bicycle from an AliExpress store and is

keen to inquire about the product’s shipping options from the merchant(M).

AlExpress mrwsser @ 9

Home Products « ’ op Selling Feedback

RELIFE 4400
Workout Be

xercise Static Bike Stationary Bicycle with LCD Monitor for Home Gym Cardio Training

US $337.65

2
LS

Color
- I
Quantity:

T v e T | P 75.Day Buyer Pratection
s LA ¢ [; 14 Money back guarantes
=la v kB4 54 s
Home Fitness Bicycle on AliExpress [+

C. Hello,]’m from the Netherlands and I’ m interested in buying the home fitness
bike from your AliExpress store. I’d like to know more about the shipping options

available.

M. Hi there! We are glad to hear that you’re interested in our product. We provide
several shipping methods to the Netherlands.

Firstly, we have AliExpress Standard Shipping. This option provides a balance of
speed and price, with a cost of $74.97. It offers an estimated delivery date of July
7th. We provide tracking services so you can know where your package is at any

time.
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Next,there is AliExpress Premium Shipping. For a slightly higher fee of $102.
26 ,we offer a premium shipping service. This method has an estimated delivery

date of July 2nd and includes tracking capabilities for your peace of mind.

Alternatively, you could choose EMS. This shipping option, costing $194. 61,
provides reliable and fast service,with an estimated delivery by July 5th. Like our

other options,you will have access to tracking information.

We also offer Fedex IE. For a faster delivery by July 3rd, you can opt for our
FedEx IE service. This comes at a cost of $235. 09. This option also includes

tracking services to ensure that you know where your package is at all times.

In addition, there is Fedex IP. This is another FedEx service that we offer. It costs
$ 259, 45 and the estimated delivery date is June 30th. You will also have access to

tracking information with this option.

Lastly,we provide DHL shipping. The DHL shipping method offers reliable and
fast shipping with tracking capabilities. The estimated delivery date is July 5th.

However, the cost has not been noted yet.

Whichever approach works best for you, please let us know. Your purchasing

experience will be as easy as possible with our assistance.

@)

1 appreciate your thorough reply. I’1l consider the possibilities and get back to you
with my top pick.

M. My pleasure. Simply select your preferred shipping method when you’re ready. Let
us know if you run into any issues or require any further information. Have fun

today!

iR ERESZBERNYIRA R
— LA 22 P R S B — RO Pk T AR A B A AT AR SR T R
an A 3 7 2

B I BOR A AT ST AR Y A RS2 E S K T B B AT . A
AE T 2 TH T A5 R

Fig . AR AR SR FATHY ™ hh B8 . FA TS ZFhIRE 2= A7 2219 07 20
BG ARSI AliExpress BARHERCIE o 3X Fh 7 xUAE 128 18 1 B2 A A% E 4R
B 7P B 90 74097 SOt BFIA R A 7 A T H . FRATERBE ST M8 B R
55 T LLBE R T R AL
HOBATA AliExpress BOUBE HI IR 55 o % T i im — 2L 19 2% 4] 102. 26 LG,
FRATHR AL S A IR IR 55 - PO HIh 7 2 B JF HEE T 5B
AE . LMY TCE
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BEAh Bk ml DL EMS, X Fhiz fi 77 sUR0 iz 25 194. 61 37T, #R A5 e th
AR S5 BUHTE 7 5 Hikik o ARFRATHY H Az i 7 =0 — 4% Z8mT LUK BRC5T 1 1Y
Jﬁﬂzﬁrﬁ“uc

FA 1 fe it Fedex TE. 40 5R %A B2 5P st i 2] 15 % AT RLE PR AT FedEx 1E
M55 9% JA A 235.09 KoL Wt/E 7 H 3 Hikik., XAz U 1 og
SIER 2N & A W 2N R DS BIER S D X A

7350 BATIE M Fedex 1P, ﬁ%?ﬁﬂ?%ﬁﬁﬁ%~ﬁ FedEx Iz 55 . 2% il 259.
45 oo WUtk HIIN 6 A 30 H . XAz A& 7 iG g .

ﬂE'iu ATt DHL fitit . DHL @E%ﬁf%ﬁ%giﬂ‘lﬁ%E%Eﬂ%J‘fF,E\-ﬁiE%?I
o BUFMERHM N 7 A 5 H. H2HAAEAREEZ R ZEZ D,

% FNFATOR AP T5 bl A AT 3K . FRAT AL 55 240 Bl f i W 4y o 7 RS T g
b I

&i

B XSEME B AR AT LS. B IR X e T RS SRR k.
Fi . AFA TR P I nT DL B IR AT A R ORI Wi O 2. R A AR AT

@Y)
(2)
(3
4
(5)
(6)
YD)
(8
(9

Ii) et B B 2 A L BE I S IR FRATT . AL R )
1. Read the dialogue and try to answer the following questions.
5] 132 X6F 148 - 2% 42k ] 22 LA [R)
How does the merchant ensure customer satisfaction through shipping options and
tracking capabilities?
Which shipping method offers the earliest delivery date and what is the cost?

What is the cost difference between the AliExpress Standard Shipping, and the
AliExpress Premium Shipping,and do both options provide tracking?

2. Translate the following sentences into English.

T B ) B R
A FRAT B e MNP S I ENTH 2 |,

S A A AL B BT R E &k I IEfEIE .
HIEFIIRATBRMERE 1 b B ISR IT A W T 8 12 N TAEH .
TR O AR A 0 SRR DA P SR A Y38 T A R B R R AT AR
TR TR BGE S TR 15 €00,

FATE LU R H 0N T A TT B 2% ST bk

TR PR PR R L A R T SR A B A A FRATIE B R AT D IR 5%
EHAR TR RN E R SRR E EEE.

Ve S BB AT LA 0 1) 2% T o AH B AT DA OR IR % ) 40 2 1 PR 36 5

(10 ALZE YT SCBE BRE A2 B 1K H A 3t [ IR At 4520
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3. Role-Play

e

i

Given the details in the previous dialogue, picture yourself as the customer. After

discussing your shipping options, contact the seller again to communicate your preferred

method and answer any additional inquiries about this method or product.

. Accumu

lation Hf{ H &

.

Useful Phrases and Expressions LA EIERIIBRIA

1. shipping method iz g7 A
2. delivery method Fil 3% 5 2
3. estimated delivery date % 15 H 1
4. package tracking (aF S1=87S
5. free shipping ik
6. courier service i ik 55
7. insurance fee 1Rk %
8. shipping fee iz 7%
9. customs duty T P 2%
10. logistics company N TR/ANEE
11. dispatch date R H M
12. delivery confirmation SN
13. transit time 1z fi It 1]
14. delivery address Wi B b ik
15. warehouse management ’@Jﬁ%‘fi
16. door-to-door service WENYE3
17. priority mail L 56 iR 2F
18. package weight f B T
19. customs clearance wYIIE
20. handling time Kb FHL R} [A]

. Useful Sentences SEFEY

1. Utilizing the extensive network of DHL Express,your products can be delivered to

consumers across various countries.

HIF DHL i 5 )2 W4 AR5 i m] LA % 35 2145 [ B3 2% 3
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2. FedEx Cross Border Services provide a streamlined solution for international e-
commerce shipping.
FedEx #5455 Ik 55 2 [ By v 7 2 S S 3k 1 —Fh ) 1 i i e 7 2.

3. Using sea freight for cross-border e-commerce can be cost-effective for heavy and

bulky items.

X EE BRI By R P T A AT 55T R s T RO B

4. Air freight is a viable option for cross-border e-commerce when speed is a priority.
MHME R RN H RN S R — AT
5. Fulfillment by Amazon (FBA) is a great way for e-commerce businesses to handle

cross-border shipping.

V. L 38 14 € i 1) T e P A ol A R 05 A ) R A 5 5

6. UPS’ s Worldwide Express Freight service provides guaranteed, time-definite,
door-to-door delivery for internationally palletized shipments over 70 kg (150 1bs).
UPS 45k b i 57 12 i 55y [ By b3 70 28 7 (150 B5) W FE 8L B2 Wy A Ok
SIS I3 i I '

7. E-commerce companies often use ePacket delivery as a cheap and convenient way

to ship small,lightweight items internationally.

WL TR 2 O R L B e S SE AR S — b R B R 5 9 T R 8 /B R Y [ B

8.  Dropshipping can be profitable as it eliminates the need for inventory management
and reduces shipping costs.
AR RO — R A B A RO B O 1O AR B T ST R AR T s A

9. Rail freight can be cost-effective and sustainable, particularly for shipments to and
from Europe and Asia.
Xof A 2% B I I 8 B 10 d i B s AT DL — b B 28 B AT R Y e

10.  Cross-border e-commerce businesses often use third-party logistics providers to

handle the complexities of international shipping.

i85 558 P Aol 28 K A = 0 i e AR e Ak A A 1 [ s

@ Fulfill the Task 52 ik fF55

Please finish the task based on the information given in the ‘scenario’section at the
beginning.

TR AR T K A SR RS O T 45 45 B S AT 55
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Cross-border E-commerce Shipping Methods ']

International Shipping Policies: Everything the Seller Needs to Know

It is essential to understand international shipping policies if your business sells and
ships goods to foreign countries. Being transparent with your international shoppers is
critical so they know what to expect when purchasing goods from you. Transparency is key
to a positive cross-border shopping experience. One of the best ways to provide it is by

displaying your international shipping policy on your website.

Product Shipping and Delivery 1

International shipping policies serve several purposes,including:

236 ==



Unit 6 Shipping and Delivery ¥ i iR 55 »»

1. Available delivery locations-Shoppers should know the countries and areas where
they ship orders.

2. Providing transparency to shoppers about the process,time,and fees involved.

3. Being proactive against possible shipping mishaps.

4. Providing a quick resource to avoid spending unnecessary time answering questions
already covered in the policy.

Though shipping policies can vary, here are some necessary elements of a
comprehensive international shipping policy:

1. Available delivery locations-Shoppers should know the countries and locations where
you ship orders.

2. International shipping options-Describe all shipping options and service levels, plus
any location-based restrictions.

3. Estimated delivery timeframe for each shipping option-This helps manage
expectations and prevent premature “lost package” complaints.

4. International shipping costs-Be transparent about the cost of each shipping method
and how prices are determined.

5. Duty, tax, and fee warning-Many international shoppers must know the duties,
taxes,and fees that their package may incur upon crossing borders.

6. Duty, tax, and fee refund policy-Disclose whether or not duties, taxes, and other
cross-border fees are refundable.

7. Shipping refund policy-State whether or not you refund shipping costs for return
orders.

8. Handling timeframe-When an order is placed and shipped.

9. Order date cut-offs-Make it clear if orders must be placed before a specific time to be
counted as placed during that business day.

Please note: Your international shipping policy should be separate from your domestic
shipping policy because shipping options, delivery times, etc. differ between domestic and
cross-border shipments.

» China’ s Development Philosophy on Pursuing Green Development and Promoting
Harmony between Humanity and Nature

A green and low-carbon economy and society are crucial to high-quality development.
We must work faster to adjust and improve the industrial structure,the energy mix,and the
composition of the transportation sector. We will implement a comprehensive conservation
strategy,conserve resources of all types and use them efficiently,and move faster to put in
place a system for recycling waste and used materials. Fiscal, taxation, financial,
investment,and pricing policies and systems of standards will be improved to support green
development. We will boost green and low-carbon industries and improve the system for
market-based allocation of resources and environmental factors. We will accelerate the

R&.D, promotion,and application of advanced energy-saving and carbon emission reduction
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technologies, encourage green consumption, and promote green and low-carbon ways of

production and life. "

. Glossary iaiC &
1. proactive [iprov'eektiv] adj. TR FE3hHY
2.  mishap [ 'misheep | n. AN3EEH R
3. timeframe [ 'taim frem | n. B [A] B%
4, premature [ipri:ma'tfur] adj. i3 F-F)
5. complaint [ kom'plemt | n. i/, 3048
6. duty ['djuzti] n. &Pt
7. disclose [dis'klovz | v. 5 3%
8. cut-offs [ 'katof | n. #& 1k B} [a]

SERLMT R E B iz b BUR

TSR 8 Ml 55 458 X K 1) [ A0 B Fas i i IR A T i E PR s R S RO BN .
B R T PR 2 R U 35 I R L S DR B AT S A M T AE W SK AR Y
7 it B R DTRG0 45 A R T RIS SR i W R el RRUR B A5 U R T Y O T AR )
A E PR i BUR R SE B — B A Ok Z —.

] B 328 i R BT 1 H R 24 4

L. X A1 % 7 A 15 1 32 i T 1 T A T A R0 B

2. 2 Wy 5 4 L BT 2 W 1) 3 e A R L T B ) RN 2 A B B AR R RS T .

3. SRR AT 8 B A 32 i e e n) A

4. 42t 5 T A B A BT UR L DL SR AR R 28 BUR © W 09 ()8 I FE S Z2 ]

AR 55 132 B B AT BE A BT S [ (H DL 2 18 R A [ B dz i 0K 0 A A o6
BE.

L. AT G 3% 1Y) A b R 58 - 07 25 2R 08 40y 28 7 T LA, i) R 4[] 5 Rt IX & 36 1T B

2. [ by iz 7 S BT 40 Ul W1 T A 138 oy SR B IR 95 . DA R RT R TR B
117 S5 1) A AT B A

3. Bl az i 3 R 1 T 3% B N ) - s A B s e T T 0 B R R R K R A B T LK
FUTU  B7 R AR BT R BRI,

4. [ Bz iy B A - W 5 0 s oy = 2 A DA B T BT I

5. RBE BB R 2 FHER IR -1 22 15 Bn W 2 O AN 60 T b AT] 0 40 2 2 B R RE 23 7 AR G
Bl 2 A 2% A

6. L BB RN B FH A 3R 3KBUR - “?FLEE%E%TULL?%*H ot 2l 1 H: Al 5 5 2%

7. Jz 1B BRI B A ] A iR iR BT T B s a2

8. Ak BEEF [A]- D\ BRI & 7 1 i ] SRR

9. TR H WA BE B R0 SR T T BEAE R B R HT F A BRI O M H Ol 5 X — 1
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LIV T A
TR R0 [ oz i B R -5 ] PN 32 i ISR 20 T s D9 g [ P R 8 35 0 i vk O LG8 R
I [ 25 P 34 B AN )

hEXTHANGOLRE, REASHANMBEXENLRES

el 2 e ph o A e ok AL ARBR A S B B e B S B R T . PR B S5 A
RE VR 5 H0) 28 38 3 i 285 A0 S5 R R A A o 92 i 4 i T 2 A L HE R A5 R R IR Y SR AL
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Unit 7 After-sales Communication
(= = ARG

Task A Complaints and Disputes
fiFHIE o3

Learning Objectives = >] H#¥p

In this task,you are expected to

AL S ARORE

<> familiarize yourself with the essential vocabulary associated with complaints and
disputes.
bR E v I I EZ E N i B DR 3T i R

<> acquire useful phrases, expressions, and sentences pertinent to complaints and
disputes.

F AR 5 VTN Gy A OG0 52 TR L S Gk Sy AL,
<> learn about how to effectively make product selection and respond to customers’

inquiries about complaints and disputes.

o7 ) WAL A A [ 25 2 7 O T VR A A Gy it )

You run a store selling vacuum cup on Lazada. Emily,a Canada customer bought one
on September. She sent you a message to complain that the item didn’t work well.

AL Lazada F4E T —ZFBE RSB E . MERE F OKRMWEILA BIEK T —
ANEAM IR T — SR BRI R BRI T RCR A

Discussion 5} {f

How do we deal with the complaints or disputes from customers? What measures can
you take?
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Complaints and Disputes ']

Indey b Bk 8 2% P BRI 2L 2y 7 FRATT AT LR OO L i 2

Set the Task {F55E R

If you work in the customer service department of the vacuum cup store,what can you
do to solve the customer’s problem and make her satisfied with the product and service
again?

B AR 733X 58 L5 P 18 I 19 2 A 958 A+ R 2 QA gt DR a2 2 0 TR i ) T 8T - L1 Jt S
X2 B ) 7 it R I 55 SR R

Prepare for the Task {F55UHERT

I . Case Study Z={f]%5: >

Deal with Complaints and Disputes from Customers

Dealing with complaints and disputes from customers is a critical aspect of running an
online shop on platforms. Handling these situations effectively can significantly impact a
business’ s reputation, customer satisfaction, and long-term success. Here outlines some

essential strategies for managing complaints and disputes.
Have A Clear and Transparent Customer Support System in Place

Provide easily accessible contact information and multiple channels for customers to

reach out,such as email, phone, or live chat. Respond to customer inquiries promptly and
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professionally to show that their concerns are taken seriously.
Listen Actively

Allow the customer to express their grievances fully and empathize with their
concerns. Showing understanding and empathy can go a long way in diffusing tension and

building a positive relationship with the customer.
Aim for A Swift Resolution

Address the issue promptly and offer solutions to rectify the problem. Whether it’s
providing a refund, offering a replacement, or resolving a misunderstanding, resolving the

complaint quickly demonstrates the commitment to customer satisfaction.
Maintain A Positive Attitude During Interactions

Stay calm, patient, and courteous, even in challenging situations. Avoid engaging in

arguments or becoming defensive,as this can escalate the issue further.
Document All Interactions with Customers

This documentation can serve as a reference in case of future inquiries or escalation. It
also allows for a clear understanding of the issue’ s history, ensuring consistency in

responses and actions.
Consider Of fering A Goodwill Gesture

In situations where a customer is dissatisfied despite the resolution, consider offering a
goodwill gesture,such as a discount on future purchases or a gift card. This act of goodwill
shows that the business values its customers and is willing to go the extra mile to make

amends.
Continuous Improvement

Analyze the root causes of common complaints and take proactive measures to address
them. Regularly assess customer feedback and use it to enhance products and services.

In conclusion, addressing complaints and disputes in an online shop requires a
customer-centric approach, effective communication,and swift and fair resolutions, by which
an online shop can build trust, retain customers, and foster a positive brand reputation on

platforms.
Kb 18 o & ¥ R A 4y

Ak HRJER BRI Gy AR 6 1 208 RG9S HE . A7 St A B S B AT LR 35 S R
Aol AP B A R AR I B 5 A . DA AR T — 2 QAT IR R A A 43 1
£
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By EWEHRE P RS

S JB5 %5 B Ak 55 T 07 ) B B R A L RN 22 b S T L G el 1 IR L R R 7R LR R O L DAL
i % BEAE B R S K . KW Bl M m] & Y A TR) L R AT B R 2 B T S E A E
POKER

AR A I

FUVF % TC 73 M TR AN S AT B S V) F R AL o 2 B L AR R [ A T DA A 2R
SR SUE R RIFIER .

F BUPRGE E R

S Ao B ) L 5 @ AL ik DR 1] R B 7 58 o TE A8 S B AR AL B4 7 R O R e R i . TR
AR R AR RE A B Y 32 S0 U 1 AR

5 BE BB s AR RS B

R fe T A R X 1 00 B AR 0 e T AL A .l B R e VR A R 7 ) AT
et — WAL T ) .

idEEBENRAEN

IX B SR AT LAAE Dy 2R ok A 1A BT A0 2 25 L L AR AT LA O M 1 A 1) LAY B sl i R L A R
[ 52 FAT Bl A — Erk
E IR

A B A ISR ) R 24 300 i DA o IO AT SR AN 96 R X IR AT LB OB B Bl R AL e R Bt R

U S A AT A B AL S o X S 0 28 2l 2 W] Al T AR L O T A R AN Y 55 0 ok
itk

S
ST R TR 6 AR A R O 0T 50 LA R I U5 T
R 55

K Kb B 5 A £ R AN 2] 3 DAJBRE S vl B 5 i AT A T PR 2 SF Y i
P75 A R REIE S AR AT - B AR B L O AE P & b 28 i AR A ol i P

- = B
. Core Vocabularies #%:{idiC
dispute ['dispju:t] n. an argument or a disagreement between two people,
groups or countries; discussion about a subject where there is

disagreement 18 , AF IS » G+ Vit » 24 4y
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accessible

promptly

e. g.

grievance

empathy

BIZEB B EIE

1. The union is in dispute with management over working hours.

TSGR I TARR A A 4215

2. The customer raised a dispute regarding the delayed delivery of the
product, prompting the Wish platform to intervene and facilitate a
resolution between the customer and the seller.

JBE 225 % 7 it B R AR S A T 4 ARl Wish S & A AL iy I RS
KRR TT 5 .

[ok'sesobl] adj. that can be reached. used, seen, ete. A ¥ A [1, A i
ELED]

1. These documents are not accessible to the public.

NARICIER B L3

2. The website is designed to be user-friendly and accessible on
various devices,ensuring that customers can easily navigate and make
purchases from their smartphones,tablets,or computers.

Rl BT P ARG HAE 2 R e b AT g R) L i DR B T DL
A b 7E BB T HIL L SF- B E A sl AL ) Y R SR L

['promptli ] adv. without delay,immediately L, 37 B , & |

1. She deals with all the correspondence promptly and efficiently.

ot 7 A S5 A B 4 ER SR AR A

2. The seller needs to process and ship orders promptly.ensuring that
customers receive their products in a timely manner.

S R i P I AR BRAT BT A BT, W DR S B I UL R 7

['gri: vens ] n. something that you think is unfair and that you

complain or protest about A1, I, 048, R

1. Does the company have a formal grievance procedure?
A E A E R BRI 7

2. Trade shrinks as countries pile on barriers in an effort to remedy
some grievance,with consumers paying the price.

B 5 [ 2y 43 150 B OCTBE BE 22 0K fiff the— L8 I, B2 B TE 4 K TH 3% 3 IE A
HE RAYACHT .

['lempaBi | n. the ability to understand another person’s feelings,

experience,etc. [A] g%, TN, [m]
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e. g. 1. We are supposed to treat people with decency, kindness and
empathy.
AT AR I 5 R AR B0 RN .
2. Our customer service representatives always show empathy towards

customers’ concerns,making them feel valued and understood.

FRATTA 20 7 g 55 1 Q3 S 2 3oF B 5 114 e ) 3 B i [ B0 5 1k B2 S B 52

AL PR

diffuse [di'fju:s] v. to spread sth or become spread widely in all directions {ii
o3 L AR

e. g. 1. Rather than diffusing controversy and polarization, it seems as if

statistics are actually stoking them.

SR LT I B A 2 e BRI AL . B gl 1T e AT

2. During a live chat with a dissatisfied customer, the customer
support representative managed to diffuse tension by offering a swift
and satisfactory solution to resolve the issue.
15— LA B U R AT S N I K ), 25 i A 3 At PRl B4 il
s8N LRI Y ST

rectify [ 'rektifar | v. to put right sth that is wrong % 1F . 24 IE . 2 IE

e. g. 1. We must take steps to rectify the situation.
FATT— e R A it 2 Ry T

2. In June, consumer rights protection authorities in Zhejiang Province
ordered Li Jiaqi’ s company to rectify labelling issues for one of its
product batches it sold through livestreaming.

AAE 6 LWL T B AR IR AP BT 1 58 2 e A Rl B i B
TR R — L™ i A bR 2 1)

replacement [r1'pleismont | n. a thing that replaces sth,especially because the first
thing is old,broken,ete. /05,
e. g. 1. The original furnishings are now in need of replacement.

JER IR R BR B B T .

2.1 arranged for a replacement to be sent, thinking we could find out
what happened to the previous order later.

F 22 HEE B R AR AN AR S T2 5 T AR SR AT B T
ft 4%,

commitment [ko'mrtmeant | n. a promise to do sth or to behave in a particular way;

a promise to support sb/sth A& . 8 » (R ik
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escalate

,‘
0Q

gesture

,‘
0

make amends

swift

246 ==

1. The Afghan government completed its accession to the World
Trade Organization in July, reflecting a commitment to fostering
trade.

Wl s BUNTESAE 7 A 2 B A 514 2, J 3 1 Hok e 52 5 19
it

2. The company’s commitment to providing quality at a reasonable
price has been vital to its success.

X GRN ) R U BRI JRE A0 B X6 R 1 e E R PE T
['eskalert ] v. to become or make sth greater,worse, more serious.etc
(D B AL K A WAL e

1. Both measures have escalated tensions between the Asian neighbors
to new levels.

X TR 0 5 it o 3 7SI Y <88 I 2 T 1) K R TR B TR K F

2. The fighting escalated into a full-scale war.

XY sE OB AR g A R

[ 'dzestfo (r)] n. something that you do or say to show a
particular feeling

or intention (FEHHEVE & K1) &L, FTn

1. She appeared genuinely surprised by this gesture of affection.

R It E XA B B R T .

2. We will refund the money as a gesture of goodwill.

FATE B R AR R TATHY

to do sth for sb in order to show that you are sorry for sth wrong or

unfair that you have done R =5 ] 3 A 54, #h3

1. He made amends for his rudeness by giving her some flowers.

il 3% 25 ity — 2248, A At B O BB 2RI R .

2. The seller formally apologized and promised to make amends.

Sz 5% 1 2CE WO AR B R

[swift] adj. (to do sth) happening or done quickly and immediately;
doing sth quickly 1, 5 E A #Y

1. Swift steamers, and swifter railway trains, contribute to make the

journey rapid,safe,and delightful.
TP Al T B8 A PR 118 6 A R S R PR ) K A R A R Bk AR 9 I B L B2
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2. The company has taken swift action against counterfeit and
infringing products.

25 ) B E SR AT Sh T R B AR AT A

['fosto(r) ]

1. The club’s aim is to foster better relations within the community.
RIRFR ISR B R AR R N R &R

2. China is fully implementing a new development philosophy
featuring innovative, coordinated, green and open development for all,
and it is pursuing high-quality development and fostering a new
development paradigm.

o [ O AR A T SR PR R L s R I R R R B A
JBT B R S KR T O A SR

1. Read the case and discuss the following questions.
I5e] 52 58 ) 3 1 DA )

Why should customers’ complaints and disputes be attached much attention to?

b.  What channels can be used when you respond to customers?
c. What are the benefits of documentation when you interact with customers?
d. If you want to make amends to unsatisfied customers, what can you offer as a

goodwill gesture?

2. Find the words with the meanings below and write them on the lines. The first letters

are given,

R & CAERE LR S CE P R B4R D .

(L p without delay,immediately

(2) d an argument or a disagreement

(3) e the ability to understand another person’s feelings and experience
(4) 1 to encourage sth to develop

(5) s doing sth quickly and immediately

(6) e make sth greater,worse, more serious

(7) a that can be reached,used,seen,etc.

(8 r a thing that replaces sth

(9 ¢ a promise to do sth; a promise to support sb/sth

(10) r to put right sth that is wrong

3. Complete the sentences with the correct form of the words or phrases in the box,
JFH 75 HE v B R) B T Y A B 2K 58 k)

empathy make amends dispute diffuse escalate
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‘ accessible commitment promptly  rectify replacement
(1) If a product arrives damaged,our policy is to quickly offer a or refund.
(2) The central bank responded to the economic crisis.
(3) Showing towards dissatisfied customers can help turn negative

experiences into positive ones.

(4) The website is designed to be on various devices,allowing customers to

shop conveniently.

(5) When a customer raises a over a product,our customer service team will

find a suitable resolution.

(6) In the case of any errors or discrepancies, we will address the situation in time and

take necessary actions to

(7) The customer service team worked diligently to a tense situation and

address the customer’s concerns.

(8) Due to the unresolved issues between the two parties,the matter was to

the legal department for further investigation.

(9) The CEO reaffirmed the company’s to providing exceptional products

and service during the annual shareholder meeting.

(10) The manufacturer quickly the pricing error on its website and apologized

to affected customers for any inconvenience caused.

[ . Practical Dialogue =2 H Xt i%

The Washing Machine Doesn’ t Work Well!

A buyer (B) has bought a washing machine online, but it doesn’t work well and

usually generates some noises. Then she complained a lot to the seller(S).

B: Hi,I”m extremely disappointed with the washing machine I purchased from your
online store. It’s been giving me a lot of trouble. Firstly,it doesn’t work properly,
and secondly,it makes strange noises during operation. I expect a resolution to this

problem as soon as possible.

S: 1 apologize for the inconvenience you have faced with the washing machine. We
take such issues seriously and are committed to resolving them. Could you please
provide more details about the problems you are experiencing? This will help us

understand the situation better and offer an appropriate solution.
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i

Washing Machine 2]

The machine doesn’t seem to clean the clothes thoroughly,even after following the
instructions properly. Additionally,it produces loud noises during the wash cycle,
which is quite concerning. I have tried troubleshooting based on the user manual,

but the issues persist.

Thank you for sharing the specifics. I understand your frustration,and I assure you
that we will address this matter promptly. To resolve the cleaning issue,l suggest
checking the detergent quantity, loading capacity, and selecting the appropriate
wash cycle for different fabrics. Regarding the noise,it could be due to a faulty part
or an installation problem. We can arrange for a technician to inspect the machine

and resolve the issue at your convenience.

1 appreciate your willingness to help. Please schedule a technician visit at the
earliest. The noise is quite disruptive, and I’ m concerned about the long-term
durability of the machine. I hope the technician can identify and fix the problem
effectively.

Certainly,I understand your concern. I will arrange for a technician to visit your
location within the next two business days. If any parts need to be replaced, we will

ensure they are provided promptly.

Thank you for your assistance. I look forward to a fully functional washing

machine without any issues.

You’ re welcome! We genuinely apologize for the inconvenience caused and
appreciate your patience. If you have any further concerns or questions, please don’

t hesitate to reach out.
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1. Read the dialogue and try to answer the following questions.

e 15 6] 348 2 1] 25 LR )

®

What’ s wrong with the washing machine?
According to the seller’s judgement, what may be the cause of the noise?

What solution does the seller provide to the buyer?

2. Role-Play
1y i

You run a children’s clothing store on eBay,and a customer from the United States,

Miller,made a purchase of several bestseller children’s clothing items in your store on

November 5th. On November 25th, you received a complaint email from Miller regarding

non-delivery of the goods. Please engage in a role-play conversation with your classmate,

explaining the reasons for the non-delivery and outlining the solution.
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. Accumulation HfX H 2

. Useful Phrases and Expressions LA EIERIIBRIA

2
4
=

1. defective product

o]
=i
ety

7]

2. damaged goods

3. late delivery FEIR AT 57
4. poor customer service A 55 A 42
5. order cancellation T BT
6. refund request ERIB K
7. exchange request sk R
8. shipping error 1z i S A
9. billing error e
10. product not as described e SR A
11. lost shipment T E KR
12. quality issues [ 5[] A
13. poor packaging AEERNE
14. communication problems VA 1 [7]
15. warranty claim PRAE R
16. product recall 72 A
17. privacy breach RILEF
18. unresponsive seller SEFAS 8] v
. Useful Sentences SEF A5
1. Offering high-quality products and services can minimize the chances of customer
disputes.
B A48 Ry JB S 1Y 7 o R 55 T DA e KRR R b 9 /U B 2 2y
2. According to the data analysis on eBay platform, late deliveries are one of the

common reasons for customer complaints.
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BB ERE

eBay V- & 1 845 70t e W1 S8 IR 52 67 0 o & SR 18 LR I 2 —
Disputes may arise when customers receive products that differ from their

descriptions.

25 B WL B 5 0 i A AN AT B R AT BE 2 R A A G

Properly trained customer support staff can handle complaints effectively and
provide satisfactory resolutions.

BN 53 28338 2 5 YIAT LA 44k BB VR IR 4R 164 %0 P il R Y il Tk T 56
Misleading advertising can lead to dissatisfied customers and negative reviews.
R AT RE S BUBUE AN 1 A0 G Y

To prevent billing disputes, ensure transparency and accuracy in pricing and
invoicing.

TG B 21 2y o A RE i T R S v LR R a2 Y R R A

A clear and customer-friendly return policy can reduce disputes related to refunds
and returns.

S O L 03 58 B T LA 530 R 54 3 0 4 2

Disclose shipping and handling charges clearly during the checkout process to

avoid disputes over extra fees.

45 2o T o T R B R 0 R Ak B 9 T G0 5 R OC TSN SR I 2 2

Fulfill the Task 52 JfAT 5%

Please finish the task based on the information given in scenario at the beginning.

T ARSI Sk 15 5T 40 £ 2 S T 55
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What Are the Common Complaints and Disputes from Customers?

Customers can have various complaints and disputes when dealing with products or

services.

Common Complaints and Disputes ™

e Product Quality: Customers may complain about receiving products that are
damaged,defective,or not meeting their expected quality standards.

» Late or Non-Delivery: Complaints can arise when customers do not receive their
orders within the promised time or experience issues with delivery,such as lost packages.

e Poor Customer Service: Dissatisfied customers may complain about unhelpful or rude
customer service representatives, lack of response, or difficulty in reaching customer
support.

» Misleading Advertising: Customers may feel deceived if the product or service does
not match the description or claims made in advertisements.

» Billing and Pricing Issues: Complaints may arise due to incorrect billing,
unauthorized charges,or discrepancies in pricing.

* Refund and Return Problems: Customers may dispute the return policy, experience
delays in processing refunds,or face challenges when returning products.

Communication Problems: Dissatisfied customers may complain about poor
communication from the company,such as unanswered emails or phone calls.

* Website or App Errors: Customers can be f{rustrated by technical issues on the
website or mobile app,such as payment failures or difficulties in using the platform.

e Warranty and Guarantee Concerns: Customers may dispute the terms of warranties
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or guarantees, particularly when it comes to the repair or replacement of faulty products.

» Data Privacy and Security: Complaints may arise if customers feel that their personal
information is mishandled or if they encounter security breaches.

+ Communication Language: Customers in international markets may complain about
language barriers or difficulties in communicating with customer support.

» Shipping and Handling Charges: Disputes can occur over shipping and handling fees,

especially if they are perceived as excessive or unclear.

. Glossary iaiC &

1. defective [di'fektiv] adj. PR a5 /9 A7 BB Y

2. representative [ repri'zentotiv | n. #§EAC R A HA
3. deceive Ldi'sitv] v. #X T . 5% O

4.  unauthorized [ an'o0orarzd | adj. KAV HY

5. discrepancy [dis'kreponsi] n. Z% , ANFE . A~—5
6. faulty ['forlti] adj. £ 45 R 19 A BEE T

7.  mishandle [mis'heendl] v. £ZbH R 24

8. breach [bri:t/] n. BEER, H 1

9. excessive [1k'sestv | adj. & 43 B9, 15 & /Y

R B E A g

JER 7 A0 K 7 it B AR P A 55 I T RE 2 7 AR A AT BRI 4 4y

o PFEE U ] RE S IR AS RN Y A IR A BB BOR 2K B TIU Y 5 A S o

o FEIREURIEIE - 4 R B F MR U A I [R) SR T 8 AR 26 BT A el F) R R (A
I 25 2 50D I AT RE R

* BRRSEZ - PUR AW Al fE 21 F I AR SR 0 B S RS =
[ 7 » 8 ME LR R R B

s TEEBRSME DR G 2RSS 5 A A sOR AN A B AT RE 2 1R A
B 1.

o BRAMEME D R A B A IE S OR B R A AR e A SR

o 1B FRFAIR B2 05 /R . A AT RE 23 xR BT B AR S L 20 D HE R OB K IR BT IR BT
T i 3] I 0

o VR B0 - O AN i T AT fE

o MG REF HE BE ]
URAS 3R W - 5 15 DR X

o FRASFNIE LR E)RE - R AT RE 23 X PR 18 BHH OR A5 S 80 R SO A 18 B e e A
AR Y 7

s HRRFA S RE  WURPUE S A B AL B 2 ol 22 R 9 nl fE & 80F .

SABAS A RV T AN G L AR T R R BB OR B &2
AE 23 0T 19 3l 2 ¥ 0 1o P AR e L 98 AR T TR 3 A K
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o ABIEE ERA A R S AR S K MR D AFAETE T BE AT B A 18 R X

c IEHMMAEER AL H A T MRS REMNY R RE D s
= =t A-vHe NE S
= o IR AN T B .

3=

Task B Reviews and Feedback

PR B

Learning Objectives % >] H ¥R

In this task,you are expected to

ARG T ARRE

<> familiarize yourself with essential vocabulary related to reviews and feedback.
5 VE A0S 5t AH OC B A% L R

<> gain practical phrases, expressions and sentences connected to reviews and
feedback.
AR5 VT AN S O R S A I | > 1B AR AR S g B

<> develop the skills to effectively respond to customers’ inquiries about reviews and

feedback.
25 2 A R B R P S TR RN St TR) A T

You have recently opened a wedding dress customization store on the Alibaba
platform. After several months of operation, you received your first order from a German
customer named Adele. The customer has confirmed receipt of the order, without leaving
any feedback yet. You really hope to receive her positive feedback to build a good reputation
for your store.

IRAE Alibaba P& EHIT T — KIS ITHl G Gl 23 8O &8 RIE] 1ok A 18 %
FU Adele BIEE—2EIT M. P BIACST IS R B PE . ARAR A B BE AR A ) 4 L O Bl
G S

Discussion 512

Please consider how to guide customers to leave positive feedback when they are
satisfied with the product. What key points should be noted during the communication

process?

TR 2 RO R T AT 5| 5/ A A A 3 A v T R A
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Set the Task {F55E R

Please send an email or message to Adele, asking if she is satisfied with the product

and inviting her to leave a positive review.

i 2n Adele A3k MRAF BB L IR IR0 b X 7 2 73 9 A O 80 L B 4RI

Prepare for the Task {F55UERS

I . Case Study Z|2: 2]

Encourage Customers to Leave Good Reviews and Feedback

As a customer service representative for an online shop,fostering positive reviews and
feedback is vital to building a strong reputation for the brand and shop. Positive reviews not
only enhance credibility but also attract new customers and encourage repeated business.

Here are some strategies to encourage customers to leave good reviews and feedback.

et
®——

My whole experience has been amazing. The

1 personal was so polite and caring. They gave
me a 10% discount on the order since it was
my first time in the shop. | would definitely
come back again... Read more

0

Good Reviews and Feedback ¥

Deliver Exceptional Customer Service

Providing outstanding customer support should be the foundation of every interaction.
Ensure that customers’ inquiries and concerns are addressed promptly, professionally,and
with genuine care. Going above and beyond to exceed their expectations would create a

memorable experience.
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Express Appreciation

After every purchase or interaction, express gratitude to the customers for choosing
the shop and for sharing their experience. A sincere "thank you" email or note can make

customers feel valued and more willing to leave positive feedback.
Incentivize Reviews

Offering small incentives like exclusive discounts, loyalty points, or gift cards to
customers who leave reviews can motivate them to share their opinions. However, it is

crucial to ensure that these incentives do not compromise the authenticity of the feedback.
Make Reviewing Easy

Simplify the review process and provide direct links to popular review platforms in
post-purchase emails or on the shop’s website, making it convenient for customers to share

their experience.
Showcase Positive Reviews

Displaying positive reviews, success stories and testimonials from satisfied customers
on the shop’s website or social media channels can effectively inspire other customers to
leave their feedback. Create a dedicated section for showcasing customer success stories,

demonstrating transparency and trustworthiness.
Respond to Reviews

Engaging with customers who leave reviews, whether positive or negative, shows that
the shop values their feedback. Respond to all reviews professionally, thanking customers
for their input and addressing any concerns raised in negative reviews.

By employing these strategies, the online shop can create a customer-centric
environment that encourages customers to share their positive experiences, which
contributes to earning a stellar reputation for the brand and shop in the competitive market

of cross border e-commerce.

31 S E BT
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. Core Vocabularies #%/(idiC
credibility [kreda'bilati] n. the quality that sb/sth has that makes people believe
or trust them R[{ZE, n] FE M4
e. g. 1. The core values of our company are credibility, team work,diligence

and devotion.
FRAT2 ) A AZ O (8 W2 DR S <15 L A1 4 UME B s 55 )RR T 23K
2. The survey’s findings show the Chinese currency is gaining in both

usage and credibility across the world.
VAR S5 R N R T AE A BRI (5 o R AT B R AE B

address [a'dres] v. to think about a problem or a situation and decide how

you are going to deal with it 1575 ff ok, 4b FH , X £
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e. g. 1. We must address ourselves to the problem of traffic pollution.

FRATT 6 A 12 fifp PR 5230 775 e ) AL

2. We should pay due attention to the pressing needs of developing
countries and advance practical cooperation in such key areas as
poverty reduction, food security, development financing and
industrialization, in a bid to address uneven and inadequate
development.

R B E R BT K B SR R E A RIEER . Tl k5F
L SR 55 S G AR B IR R JEA A TS [, (A 0E - 3
iy a=p)

genuine ['dzenjuin] adj. real; exactly what it appears to be; not artificial;
sincere and honest E.[9 . B2 [ » B Y
e. g. 1. He made a genuine attempt to improve conditions.

At L0 S T L 55 ) R PR

2. Our necklaces are made with genuine pearls.

T Z W WLEE JE T AR 2 BRAB

incentive [in'sentrv ] n. something that encourages you to do sth i Jil, #l 3 ,
B Jil
e. g. 1. There is no incentive for people to save fuel.

B AT 0 BRRE I S5 70 1
2. What we’re looking most deeply at is just the incentives that the

platform naturally provides and the service provides.
FA T i KT 1Y HUR A B A B FIR 55 4 Ak A S8l 4 e

exclusive [1k'sklu:siv] adj. only to be used by one particular person or group;
only given to one particular person or group (> A E4E ) & A1), i
A 1Y

e. g. 1. The hotel has exclusive access to the beach.
X R B A 38 ) T A L FH L OE
2. We offer wide ranges of exclusive design of our homeware products
handmade from Mother of Pearls,Shell and Paua (Abalone skin).
FATER AL b R A BTt FRAT S 7 i th B ERRE L DL e K ) £ (£
B F LA .
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compromise
e. g.
authenticity
e. g.
testimonial
(‘ o
dedicated

e. g.
showcase

BIZEB B EIE

['komproamaiz] v. to do sth that is against your principles or does not
reach standards that you have set; bring sb/sth into danger or under
suspicion 5 1 5D 5 35 A B R o i« - fa A GG

1. We are not prepared to compromise on safety standards.

FRATA JEAE 2 b v 1] LB R

2. Sustainability means meeting the needs of the present while not

compromising the needs of the future.

YL TR A T L 2 Y 5K RS B R AT TR R B 3K
LS 5 A S Pk

1. The app enables customers to check a product’s authenticity by

[o8en'tissti | n. the quality of being genuine or true

scanning its barcode.

A5 7 5 7 TR P 26 7 B S

2. The authenticity and accuracy of inventory data is one of the
problems that the e-commerce industry faces today.

Ao PRSI P A 0 10 2 S T 2 244 v R A oMl T I Y [ 2 —
[testr'mounial] n. a formal written statement about the quality of sth;
a thing that is given or done to show admiration for sb or to thank sb
S s A

1. The catalogue is full of testimonials from satisfied customers.

X3 T i I 3 T T R R B A R

2. Testimonials help other people understand why a product or a

service is good and,of course,makes them want to buy it.
EFE 545 B HE At A\ B A 7 o BOMR 55 G TR R L, 24K, o ik At 7] AR I
['dedikertid | adj. designed to do only one ])arli("ular type of work;
used for one particular purpose only & 1, % 7] &M

1. This room is dedicated to food preparation.
XA P RE R TTHER T Y .
2. We fund a dedicated, independent child helpline that provides

support and information to hundreds of thousands of children

annually.
AT B —ADF T T S LB ARy T BT B % 74 it =
j:TiFu'fIIln_»o

['Joukeis | v. to show and display sth &~ . @& H
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1. The albums showcase his production skills.
XL R I Tt ) I AERA

2. Cars like General Motors Firebird, Renaud’s frigate,Jaguars and of
course Mercedes-benz showcase cutting-edge technology for the
times.

AR 204 L L Bl AR 4 R B S YR IR A Mg R
Hir-7 5t AR BT B A B HEROR .

[ 'trastwsidmnos |

1. Emotional maturity is also an indicator of trustworthiness.

1% 45 UL R (E AR S B — MR .

2. A study found that people greatly valued trustworthiness in their
relationships.

— I 5T R B AATTAE B B Bn 56 2 P Y T A5 B

['stela(r) ]

1. After several stellar quarters, Microsoft is once again the world’s

most valuable listed company,worth over $ 1trn.
T T ILA AR 2R Z 5 SOk Ol oy i3 o o e i Bl
Aw L HEEE 1 kTt

2. We crave a loving marriage, deeply satisfying and richly rewarding
work, a stellar reputation, an ideally fit body and positive social
change.
FoATIE B AU A N TR L PR E R A AR — A A
56 36 1 B A AR AR 1) 4L 23 A8 o

1. Read the case and discuss the following questions.

e 15 2 1 I 3118 LA [

What is the foundation of guiding customers to leave a good review?

b.  What should be noticed most when offering incentives to customers?

c. How to make the reviewing process easier?

d.  What should we do if a customer leaves negative feedback according to the
passage?

2. Find the words with the meanings below and write them on the lines. The first letters

are given.
MR & AR R 26 ] C R T A D) .
(1) ¢ real; not artificial; sincere and honest
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(2)
(3
4)
(5)
(6)
YD)
(8
(9
(10

BIEBEIIE
a the quality of being genuine or true
i something that encourages you to do sth
s excellent
c to do sth that is against your principles
c the quality that sb/sth has that makes people believe or trust them
S to show and display sth
a to think about a problem and to deal with it
d used for one particular purpose only
t the quality of being honest,sincere, etc.

3. Complete the sentences with the correct form of the words or phrases in the box.

P75 HE e R ] B T B QR B R S8 LR 5

oy

(2)

(3

4

(5)

(6)

7

(8

(9

(10)

showcase  trustworthiness  stellar genuine compromise

credibility  testimonial address incentive exclusive

is a crucial factor in building long-term relationships with clients and

gaining their loyalty.

The company organized a special event to its latest product lineup to

potential investors and customers.

The glowing from a satisfied customer serves as a powerful endorsement

of the company’s products and services.

The shoes company refuses to on product quality,ensuring that only the

best materials are used in manufacturing.
The company offers an discount for loyal customers.

The CEO expressed the appreciation and gratitude towards the

employees during the annual company address.

The brand’s performance in the market is attributed to the efforts of its

skilled and motivated team.

The project manager called for a meeting to the challenges faced during

the project.

As an to increase sales, the retailer offers a gift with purchases over a

certain amount.

The thorough documentation of the research adds to the study’s findings

and conclusions.
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I . Practical Dialogue 52 H %} i%

Positive Feedback on Sneakers

A customer(C) from Australia has bought a pair of sneakers from a store on Alibaba.

The salesman(S) is guiding him to leave positive feedback on the product.

Positive Feedback on Sneakers (¢

S:  Dear customer,] hope you’re enjoying your new sneakers! I noticed you received

your order,and I wanted to check in to see how you like them.

C: Hi there! Yes,I received the sneakers,and they look great. I’ ve tried them on,and

they fit perfectly.

S. That’s wonderful to hear! We’re glad you’re satisfied with your purchase. Your
feedback means a lot to us,and we'd be extremely grateful if you could take a

moment to share your thoughts in a review.

C: Sure,I” d be happy to leave a review. Just to clarify, where can I leave the
feedback?
S. Thank you so much for your willingness to help! You can leave your feedback on

our Alibaba store page. It’s a great way for other potential buyers to learn about

the quality and satisfaction of our products.
C: Sounds good. I’ll make sure to do that later today.

Thank you! We always strive to provide the best customer service possible, Your

satisfaction is our priority,and we’re here to assist you whenever you need it.
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C: I appreciate that. I’ll write the review and let you know once it’s up.

S:  Thank you again for your time and feedback. Your review will help other shoppers
make informed decisions,and it’1l be invaluable for our store’s reputation. If you
have any questions or need any assistance in the future, don’ t hesitate to
reach out.

Not a problem at all. I’m happy to help. Thanks!

S:  You’re welcome! Have a fantastic day!

B CREREE A EEE RN E SR B RS ATk TITR AR T
G BRI T
P WD JER.REZWEE S T AR, AT T — T R AR A
B ORIEF T AR 2O e U K M B B W R A R FATT AR EE 2L R
REREA HH — RO (R FEPRIE p 20 2 B AR5 - AR AR 12 .
B HRVERIRES . REEEA— T, RAEME /] LU N IFig?
B ARG A AR ALE R AT B L RS A DU B R PEIE . OB IR R A D)
THA AR 1 SR ST AR FA] 7 e 1 S R
E- ORI N R ) e P NE A S o
FM W RO EBOL T O E SRR OIS . N B R AT E E AL .
Un SR A BAT AT Bl FATT 2 B O R S H
B WAERE . AT TR, S UE R
HMR . PR A AL ST IR 25 T R, A PR IR R A Dy LAt W A PR B e
TE R BRATT G B B AR AR A (A I R T A T BB R T AT A B L 3
Bl 5 AT AR
e Bl ARSR AT . i)
B AER BB SEGH—XK!
1. Read the dialogue and try to answer the following questions.
P 12 3 I 223 1] 25 LA R
Is the customer satisfied with the sneakers?
b.  Where is the customer supposed to leave the feedback?
c. What benefits can a positive review bring?
2. Role-Play
NERY R
Suppose you work in customer service department for a bag store. A customer from

Singapore bought one bag from your store, but she didn’t give any feedback yet. Please

create a dialogue with your classmate.
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. Accumulation HfX H 2

. Useful Phrases and Expressions LA EIERIIBRIA

I
7 il S5
IE T
UNTTRaR iy

1. customer review
2. product feedback
3. positive review

4. negative review

5. five-star rating TR PR

6. testimonial ik

7. user experience F P A

8. honest feedback =R

9. constructive criticism B PEHEPE R L
10. verified purchase 5 JiE W) 3K

11. detailed review AN

12. excellent customer service AR RS
13. high-quality product 1 R 7

14. reliable seller CEAHES 3

15. prompt shipping R AR

16. impressive packaging (O35S

17. word-of-mouth mpi

. Useful Sentences SEFEEIHY

1. Your comment means a lot to us.
TERPE X FRAT R AR T2

2. Your happiness is our top priority.
TEA R TRATT A B A 55

3. Positive feedback from customers like you can make a significant difference.

oK B R A AR AR S o AT R T LR
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4, We believe in the power of customer feedback.
FATAAE B 1 S itz ) .

5. A positive review from satisfied customers encourages us to keep delivering
excellence.
K R BT I S FATT 4K 2238 5K

6.  Since you are our valued customer, your positive review can help others make

informed decisions.
PERFRATE 52 G B PFas w] DL Bl H At s B 1 g
7. If you’ ve enjoyed your experience, please share your positive feedback with
others.
T SR AT g ST A 560 SRR 3 W R 9 S A N4 T R AE R
8. We’d greatly appreciate it if you could share your thoughts about our product.
T 2R NS W S 1 o S X FRAT ) A i
9. We are glad to send you a coupon if you leave us a positive comment.
IR AT T, RATR S 4R 4 R — TR I .
10. If you are not satisfied, please let us make it right instead of leaving negative

comment.

AR AT R A E R 220 S RATHL & e .

@ Fulfill the Task 52 ik fF55

Please finish the task based on the information given in scenario at the beginning.

T AR T Sk 155 5T 20 1 L SE IR 55

ODM&OEM

We also could provide Private logo label/tags in low MOQ and
could customize goods as your require.

VIEW MORE

Wedding Dress on Alibaba Platform [’
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Tips on Sending Follow-up Emails

When sending follow-up emails asking for good reviews, several important
considerations should be kept in mind to ensure the process is effective and respectful of the

customers’ preferences.

Follow-up Emails [

1. Timing: Choose an appropriate timing. Avoid sending the request immediately after
the purchase,as customers may need time to use and evaluate the product or service. Wait
for a reasonable period,such as a few days or a week,before sending the email.

2. Personalization; Personalize the follow-up email by addressing the customer by
name. Use the customer’s past purchase history or interactions to tailor the email,showing
that the shop values their individual experiences.

3. Clarity and Politeness: Clearly state the purpose of the email and politely request the
customer’ s positive feedback. Use friendly and professional language throughout the
message.

4. Incentives (Optional) : Consider offering a small incentive,such as a discount on the
next purchase or loyalty points,as a token of appreciation for leaving a review. However,
ensure that the incentive does not appear as a bribe.

5. Unsubscribe Option: Include an easy-to-find unsubscribe option in the email.
Respecting customers’ preferences is crucial,and some may not wish to receive follow-up
emails.

6. Follow-up Frequency: Avoid bombarding customers with multiple follow-up emails if
they have not responded. One or two follow-ups at appropriate intervals are sufficient.

7. Thank-you Message: Whether the customer leaves a review or not,always thank them
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for their time and consideration. Show appreciation for their support of the shop.

. Glossary iaiC &
1.  follow-up [ 'folov ap ] n. 1B &, IR R
2. preference [ 'prefrons | n. Jg i, = %
3.  tailor ['terla(r) ] v. il %E . 1Tl
4. token ['touken ] n. Z1F , fr ik, TN
5. bribe [braib] n. W& . 770
6. unsubscribe [ ansob'skraib | v. BLIH 11 B
7.  bombard [bom'baid | v. &4 . &4t 25 E
8. interval ['mtovl ] n. CBa]_F) [E] B , 4] 8k

3 18 B R A4 B L2 Y

A 1A TB B B A LU U VI o 2 R AT T A DR AT 80 Y [ I E R
JER 5 1) fi 4 -

1. B B30 438« B % 065 25 AR ISF I o 3l S 7 W S5 S B &SR 5K R D JB% ] R 2 I J]
FARNPEAL 7= i sl f2 55 o A5 15— BEIF ] QLR sl—J o SR Ja FF ik R

2. AL - AR B 1 44 7 5 BLIE B R PSPl . R B ) 2o A D S D e
LB LR VT A S T XA N T R A

3. TE AN AL 5R W I 3 R ) 0 LA B SR B A AR AR B A o A B A B
(oA i L PR

AL BED (AT ) - 25 BE AR AL /IRl 45 B A Sy ok 2 1 SRR 491 0 T 2 T 35 ) 47 10 B8R Ik
BUr o ER B PR L T ol 38l A A AR T T 7

5. BUBIT RIE T AE MR AF i 40 35 5 THREN A IO 1T Dl e 101 . 9 5 051 7 119 ff - A o B 22
A 8 AT BEA A SR B R

6. D e BRI B3 R . Q01 SR B B OR [ L B SR B A 2 IR BR R PR o 3 2 R R Ak — R
P~ BRAE R PF AL L8 T

7. BOGHE TCIR R T BN PEIE AR SR A T O e Ak A I (R RORS ). SR A AT
SR B AR A S 1
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ZPEH

Task A Customer Acquisition

% FURIR

Learning Objectives % >] H#¥p

In this task,you are expected to :
WAL 5 Rk
<> Understand the channels for obtaining cross-border e-commerce overseas
customers. .
R BE R TR A5 B AN P AR SR A
<> Learn job skills for acquiring target customers.
)R AR ) AR .
<> Master practical phrases, expressions, and sentence related to cross-border e-

commerce customer acquisition.

ARG BB TR 55 & RO S I S TR L ) ARk R L

Li Ming successfully entered a cross-border e-commerce enterprise in Shenzhen, and
the company leaders arranged for him to engage in customer service related business,
namely developing potential customers and managing old customers. The customers of
cross-border e-commerce enterprises are all overseas, how can he explore potential
customers?

2 B B DA N TR 2 ) — R 0 5 L TR Al 2 ) A 2 HE A AR IR DGl 55
RV #E % PilEAT I R DA RO % P b AT R S R 55 . 5 B R R A R P IR E B AL B
LFEA REAZ PRI AE 2 T 7

I 270 am



TUnit 8 Customer Management % /' 4 3 )

Discussion {5} it

Based on Li Ming’s current situation,which channel do you think is the most feasible

for him to acquire customers from?

AR 2 1T H R D0 » VR A S At MR — SR8 SR BUCR P B g T AT 7

What channels do cross-border e-commerce enterprises acquire customers and discuss

how to obtain customers through different channels.

iP5 B3 P T i ol 0 o WA R AR IR L I e o AN R B E AR

@ Prepare for the Task {F55HERT

I . Case Study ZEf]27 2]

Mainstream media helps cross-border e-commerce enterprises

accurately reach global target customers

The world’s three major mainstream media, Meta, Google, and TikTok, conceal huge
traffic value and are important marketing destinations for cross-border e-commerce
enterprises, helping Chinese brands reach global target customers widely and accurately.

Meta,as the world’s largest social media platform,has over 3.5 billion monthly active
users. Its products such as WhatsApp, Messenger, Instagram, and Facebook are almost all
frontline social media platforms and have great influence worldwide. Meta, with its huge
traffic advantage, powerful visual effects, and precise advertising positioning, helps
advertisers advertise in Europe, America, Southeast Asia, and Latin America and achieve
their ideal business goals.

Google is the world’ s largest search engine, with search coverage covering over 250
countries and occupying over 70% of the global market. In addition, Google has 9 major
products,each with over 1 billion users. Among them, YouTube, which can offer long and
short videos,as well as a commission sharing strategy for advertising, has become the most
popular platform among new internet celebrities. At the same time,Google Ads’ intelligent
algorithm technology can analyze millions of signals in real-time, thereby displaying the
appropriate advertising content to the right customers at the right time,

TikTok,as the world”s most growing short video platform, has surpassed 1 billion

monthly active users in just 4 years,occupying a young group with strong user stickiness

s 271



@ BIEBEEIE

and activity, unleashing emerging consumer potential. TikTok has excellent content
creation soil and rich creative support,providing users with immersive experiences through
real-life shooting of products and trial scenarios. Native content reaches user scenarios and
achieves full link conversion.

The first step in cross-border e-commerce operation is to attract and attract customers.
So,how to attract and attract customers? Besides the mainstream media mentioned earlier,
what are the other ways to attract customers? With these questions,we enter the study of this
task.

The following will explain how to obtain accurate customers from four aspects.

I | . Content marketing

Content marketing strategy is the most commonly used customer acquisition method. If
users are compared to animals,then content is a food that attracts animals,and we need to
produce high-quality content to attract potential customers. High quality content marketing
should have the following points: (1) The content provided is from the perspective of users,
publishing what they want and valuable content; (2) Related to one’s target customer
market; (3) Through articles, users can go through the entire purchasing process; (4)
Having a certain marketing strategy in it can attract users to enter the store for browsing;
(5) Can solve corresponding problems and concerns for users, enhance their trust and
loyalty to the brand.

1. Self media platform

A self media platform is a place that already has a large amount of traffic, such as
domestic platforms such as NetEase,Penguin,Baijia,and Sohu,as well as foreign platforms
such as Medium and Blogger. Sellers can know in advance which self media platforms are
commonly used in the target customer market and publish them through writing articles.
The content published on these platforms needs to meet the needs of local users. Meeting
this requirement will ensure that your article spreads quickly and the scope of dissemination
continues to expand, and potential customers will also be attracted to enter your store
during the dissemination process.

2. Audio and short video

People tend to quickly receive a shorter piece of information in a short period of time in
their daily lives. Audio and short videos can effectively solve this problem. According to the
survey, people in the United States and other regions tend to use TikTok, YouTube,
Podcast and other platforms during break time and commuting time, which is equivalent to
Tiktok in China. Therefore, sellers can make good use of this condition to clearly and
accurately express the content they want to express to users through audio and short
videos. Compared to the content expressed in the article, this is more rich, reliable, and

complete.
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I Il . Search engine promotion

SEO mainly improves website ranking through keywords. When sellers are writing
articles or posting short videos, it is best to choose keywords with high traffic and
conversion rates for their titles or content. Of course, the keywords you choose should not
only be high traffic, but also be practical and related to the products you sell. Otherwise,
although you have attracted enough traffic to your store or website,it will be useless if you
cannot convert them. The key to using SEO drainage is to produce high-quality content. For
example,if the seller sells summer fans, the published content and keywords should be
related to fans,summer,and other aspects as much as possible,such as # Cool Summer # ,
# Summer Wind #. After a period of time,the SEO ranking on the website will increase

significantly.

Il . Social media

The mainstream social software in China includes WeChat, Xiaohongshu, Tiktok, etc.
In foreign countries,it mainly includes Facebook, Twitter, LinkedIn,Instagram,etc. Attract
potential customers to proactively consult by promoting product videos and photos on the
platform. Users spend about a quarter of their day using social media, providing sellers with
intangible convenience. By browsing product introductions and captured images, users have
a high possibility of further entering and browsing product details pages. With a certain
amount of browsing, products can also increase sales. The purpose of marketing through
social media is to establish a good reputation, which is a way to have close contact with
users. By relying on users’ trust in themselves, they can unconsciously help themselves

promote their store,and the traffic will continue to increase.

I IV. Advertising

Attractive and quick to remember advertisements are also a great way to attract
customers. When users want to have a detailed understanding of the information in the
advertisement, they will search for relevant content through SEO search keywords, which
improves SEO ranking and increases the likelihood of purchase, and can easily increase
brand awareness, killing two birds with one stone. High quality soft articles can effectively
capture users’ pain points,understand their needs, bring high traffic and conversion rates to

their store or website,and increase their profits.
I PR B N S 1R R R A M AR E A 2 B E AR R P

RER =R FERBE Meta, Google, TikTok [ F I 4 I 1 (. 2 15 53 v 7 A M 3 4
4t A5 By P TR ME s Bk AR

Meta ff: g 4 Bk fie R AL SZ AR F- 5. A 36 TP 8 35 42, HER 897 i i WhatsApp .,
messenger, Instagram Al Facebook JLF-#fJ& — &AL 5 65, 78 4= BRI Fil 9 91 A 1 K 1) 52
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770 Meta SEAE L RHY D03 L5 R B L8 ROR BORT Wi A9 ) 45 58 00 3 B ) 4 ARG VAR
P 7 SEHEAT ) o B 52 BUEAR A9 Rl F AR

Google JE 2R E R M R T % 38 R B % 106 35 2Bk 250 ZAEK. L4528k 70201
b, seoh, Google T A 9 K™= b, A4 dh L 10 (2 H 7, HAp iR T K
YouTube R LI AU A0S0 L 38 A7 T 5 19 73 11 5K W 8 IR e 52 3T o L5 Bk 197 65
Al I} Google Ads Y REF 1 B BEAE 2 I 70 A B LA 0 3 B85 » MU AE AR 24 (9 1 [8] 1) 1
HIE RS SN

TikTok ff: 2 4= BRI Hdi 58 (19 2 AP 65 5 SUH 4 4RI IR 5 10 A2 H & L™ S 5 4R 5%
R S FH PO 1 B2 T BRRE A 5 BT 4K 9 ). TikTok A MM N A H S F
BB SCRE DU RS8R 88 ™ i A0 3 5 40 ) DR SR 5 Dt A ) 4 s P
o LI R AL

BEERHEENE -SRI RRE, WA, MAHTSIRKET? BT EXRIBER
B, ZEMLESIRREAR? FEXLEET, RMNHEANEESHES

N SORE A4 AT T R A A0 3 IBORS iE % P

| — mEEE

PR B RS 2 da T B 2 AR U5k o WSRO Y EEAE I B 0 IR 2 A i 2 W 51 3l
P o i — T e B B A A B A AR W S IR R 7 . DR Y A B L
PATR LR COSRBER A= R B 5 e R R AT 2 ) A I E N A s (O 5 A C
9 H AR 27 T A QUK s (303 SCE AT AL 7 i Sk s (D B — 2 B 3R
WA G e AT AR 51 P 2 AR B0 5 5 (5 BE S T fife R R 1 [ AR FELES & 42 T P X6 i
P £ A B R K

L AR5

HACE &2 — DA S gl 20 R R 7 fnE NN S S RS AR5,
IS 25 5 E MY Medium, Blogger 2576, SEX AT LS T HAR%E il % AT
AR S A MR L i 48 5 SR Ty Uk A . TR X SE - G P R A I N AR T AT 2
P18 8 3R T AL TX g SRR 18 S A 478 B DR A5 YU TR A BT 7K T A R 2 A AR R Y
Ao R T | R AR B 0

ATTAE i ST 1) 7 o I TR PR bR e 52— 2R B 4 R, o 8 A0 e O 3T T A AR i 14
figp PR XA T A, Rl 9 A B 5 [ 45 3 XA I 1) A A RIS 1) L b BIER (] i) Tik Tok
Youtube,Podeast %5 A 24 T2 W N A EEE o P 32 50T RUR A 19 A I A 2% 1 4 AR
IR PN A I AL L ) T 3 B R R K T . X R SO A LU T Rk
E L)1 S =SNG N7

=N:ELE T

SEO = ZLIE i i 5 8 K 52 T Wl B9 HE A o 32 AR ™S SCEE i K A S A0 1) I A
I B PA) S i B A — S O B R 3 v ) S B T o 2 AR R ) S B ) S RE (S UR I B
9+ 30 T B SE B L5 B 1 A R A A ORI N AR BRG] T R Z R EA A C Y i
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o Wl (HJE AN RESE LR R Yy, 32 FH SEO Bl i iy & & B = m s N 4. i 52
e BB B KU 1) 8 D 3R I TN 2 A G B ) U i A U L K A D T AH O L A i O —
o, AR =, — B[R 7E M3 E 1 SEO HEZ st &4 m A b

| =axme

E A A s A UGS D, B A B A B2 Facebook, Twitter,
LinkedIn,Instagram &5, i3 765 BB &7 5 A IR R R 5B 7E % P E 9k & i),
FH P AE A AL S B Y I [ 24 o5 — R A I 3 2 — X 4 S2 - 4@ it 1 T8 A B ] L D P 3 3 i)
B i B TR A R Y & R A AR DR A T R 2 E — 2D AT I N R TR DL B A T —
SE 00 5 AT USRI B B . Gl A A T E I H R g A C R T
o5 P T Ay — RO L i R B S RE RN DL ER A B B 2 AR S
i — ALt L E SR W .

. &
_u

W51 N REPREICIZ A T W R ARG R ) — b7 ik . I AR TR N
(45 B 2x il i SEO 82 il BEATHR AR AR N A, X $2 i 1 SEO HE44 I8 BE 3 i i 3K 19
APREYE  IF ELRER AL 4R A R R A R — 2R AR . FUROIC R AR TR RUAR G B BTUEE T Y
i BT P B 55K 20 B0 il 800 s el ok B e I B MR AL R E R M A 2 W
W 4 -

&

Please investigate the ways in which sellers on different cross-border e-commerce
platforms attract customers and answer the following questions.

1. Briefly explain how the seller you surveyed attracted customers and which type of
customer acquisition method they belong to.

2. What emerging ways of attracting customers have emerged in the cross-border e-
commerce market in recent years,and what are the representative enterprises?

3. What do you think is the most important factor that determines the success of cross-

border e-commerce sellers in acquiring customers?

&>

T PR BT AS ) 9 5 55 R B SRR M 53R % 7 L I 11 DUT Rl
LEZRAGHAFNEZZZRLIMA AT RRKEN . BTH-MKET A
2HNFEFE R TR EHAT AL AN RKE T R R F DAL
SHMAARREF LM EZR BB RARENRERZARRM 47
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conceal

e. g.

frontline

e. g.

perspective

e. g.

dissemination

equivalent

276 ==

BIZEB B EIE

Core Vocabularies #%/i3iC

[kon'siil] vt. prevent from being seen or discovered [ jik ; Fo i ;
1. Data mining can find the conceal relationship among data.
R A7 4 RE & BLEE 22 1] 0 1 356 4% .

2. This overall figure conceals wide divergences between the main

industrial countries

XIRLE G B w1 2 T E K A B R

['frantlamn | n. {2k ; 54k

1. Frontline workers risk their own health to save people. I think that’

s incredibly respectable.
—ZRTAEEE & A B e R L B fi A, 3R X AR w E S
B

2. Intellectual property problem is a frontline problem in international

community.

SRR R et 2 i I o A 2 B i 3 R R

[ por'spektiv | n. a particular attitude towards sth; W& ; 25 )&

1. Keeping a positive perspective can help her stabilize her emotions.
TREFBUR A B R B A2 B TG 45

2. It is important not to let things get out of perspective.

HERRA LR REEE,

[dusemi'nerfn] n. the act of dispersing or diffusing something; % #% ;
A%

1. The dissemination of error does people great harm.
BRI AL IR AR

2. Application and Dissemination of a Kind of Functions in Analysis
I3 M R — R BT S AT

[i'’kwrivalent | adj. equal in value, amount, meaning, importance, etc.
CHM A BT 3 S EE B4 A ] 1Y 5 A0 25 1

1. Under these conditions the conservation of energy is equivalent to

the conservation of mass.

TEIX A PF T o B A <7 A8 0 o ST AR AR S5 A
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2.Send [] 20 or the equivalent in your own currency.

2F 20 BRIT B S5 1Y) ot .

drainage ['dremids] n. the process by which water or liquid waste is drained

from an area HE/K ; HEZK R4t

e. g. 1. The area has good natural drainage.

XA XA RAF B R RHRK R S8
2. The bricks were bedded in sand to improve drainage.
U LG B, LSRR R S8
proactively [iprav'sektrvie] adv. B ; 5= Bl ; 17 5% A0 s A Ay BEPE
e. g. 1. Trending reports that help to proactively plan for future capacity.
AR A BT R R 1 7 1 1 2 A RE A A TR

2. Ability to cope with job pressure and resolve problems proactively.

A RE 3 WA A B T A0 AR 2 Bl M figp D [

consult [kon'salt] v. to look in or at sth to get information ¥ i ; 7% 5
e. g. 1. If you are in any doubt as to whether you should be doing these

exercises,consult your doctor.

U SRR S AN HE S 15 L AT I AP B , M — MR AR T

2. You shouldn’t have done it without consulting me.
PRASTZAS FI T Al 1 X 5

intangible [1n'teendzebl | adj. that does not exist as a physical thing but is still

valuable to a company JCIE I (38 & A SEARLETE 1 0% A8 9% e

e. g. 1. There are intangible benefits beyond a rise in the share price.

BBt b Z i T A 4

2. As the intangible asset,has the value function.

YE R TIE 5™ A Hr E I RE .

reputation Lirepju'terfn] n. To have a reputation for something means to be

- P,
known or remembered for it. 44 5 ; 44 =

e. g. 1. They are an established company with a good reputation.
AT — A AR FE R H .
2. The school has a reputation for high standards of discipline.
T A A PR 2 T A T 44 TR I

unconsciously [an'kamfssli] adv. without awareness ASH1AS 5% Hl 5 TG =

o)
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e. g. 1. Learning strategies are used by learners consciously or

unconsciously.
R ) A BT B A
2. Consciously or unconsciously,you made a choice.

NERA B RTCE IREED T .

awareness [o'wernss] n. knowing that sth exists and is important; TATH ; & iH
e. g. 1. The campaign is designed to increase public awareness of the
issues.

X Yia 3 B 75 B BRAR N 3 26 [a] B AR .
2. It is important that students develop an awareness of how the

Internet can be used.

B0 R o A T A A o LR

I . Practical Dialogue 5T FH %} 1%

Customer : Hi there! I came across your products on TikTok and I’m really interested
in purchasing some. Can you tell me more about the materials and uses of the items?

Li Ming: Hello! Thank you for your interest in our products. I’d be happy to provide
you with more information. Could you please let me know which specific item you’ re
interested in?

Customer: Sure! I saw a video of a beautiful ceramic vase that caught my eye. Can you
tell me what it’s made of and how it can be used?

Li Ming: Of course! The ceramic vase you saw is made of high-quality porcelain. It”s
handcrafted by skilled artisans in China and features intricate designs. This type of vase is
commonly used for decorative purposes,such as displaying flowers or as an art piece on its
own.

Customer ;: That sounds great! Is it fragile? I’ m worried about it breaking during
shipping.

Li Ming: We take extra care in packaging our products to ensure they arrive safely. The
ceramic vase is well-padded and protected to minimize the risk of damage during transit.
However, I understand your concerns,and we also offer shipping insurance for added peace
of mind.

Customer ; That’s reassuring to hear. How long does shipping usually take,and do you
provide tracking information?

Li Ming: Shipping times can vary depending on your location and the shipping method
chosen. Typically,it takes around 7-14 business days for international orders to arrive. We

provide tracking information so that you can keep an eye on your package’s progress from
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the moment it leaves our warehouse until it reaches your doorstep.

Customer ;: Perfect! How can I place an order? Do you accept credit cards?

Li Ming: To place an order, you can simply click on the product link in the TikTok
video description, which will direct you to our website. We accept various payment
methods, including credit cards, PayPal, and bank transfers. Once your payment is
confirmed,we will process your order and provide you with the shipping details.

Customer ; Great! I’m excited to make a purchase. Thank you for your help.

Li Ming: You’re welcome! If you have any more questions or need further assistance,
feel free to reach out. We’ re here to help. Thank you for choosing our products, and we
look forward to serving you!

Customer ;: Thank you,and have a wonderful day!

Li Ming: You too! Have a great day!

M. Accumulation H X H &

. Useful Phrases and Expressions LA EIERIIBRIA
1. target customer group SR T GRE VN
2. brand positioning i WL 7
3. marketing campaign BN Bl
l. online sales & L
5. offline sales &

6. promotional activities LB Bl
7. social media 28 A
8. advertising placement TS Bk
9. growth potential RIS
10. potential customers IER
1. conversion rate LA

12. sales revenue HEB

13. brand image i LT 52
14. promotional activities {283 3l
15. brand publicity i WL A%
16. user experience P A5
17. user profile FH P R

=n 279



@ BIZEB B EIE

. Useful Sentences SRR

1. Sign up for our email list to get the latest updates and news about our products.
TCAFRAT I BB A5 3% LA SRAS A SCFRATT 7™ it 1) Jme 0 S 33 0 I

2. Join our social media community to stay up-to-date on the latest trends and special
offers.
I FRATT A Ak S8 A AL X LT ik oo 1) s SRR AN O 2

3. Follow us on Instagram to see our latest products and behind-the-scenes updates.
& Instagram b SCHEFAT A F AT BT 97 b A IS 38T .

4, Check out our Facebook page for exclusive fan only offers and giveaways.
7 K ATH Facebook BUTH » ARAF ALK 22 % 52 1 M 5 016 2 AN s

5. Tweet at us for a chance to win a free sample or gift with your next order.

TE Twitter b (o] AT A SC, 345 T YT I I A 24 it BAL T O L 22
6.  Our products are perfect for gift-giving this holiday season.
FATHG ™= i AR 735 G AR B AR ALk .
7.  Check out our clearance section for deeply discounted items at a fraction of the
price.
AR FATHIE O X ABRAR A A9 46 T 3K 30 T8 B2 4T 47 B 1 4
8.  Save even more when you bundle your order with friends or family.
HIRE N A MK AN —EMIBITIR /AT EEZ .,
9.  Don’t miss out on this limited-time offer,order now!
AN ELE b 3 A BRI 7 BE T 0 )
10.  Our products are always in stock,ready for immediate shipping.

FATI ™ i S EAT FE AL BN E 5 5T

@ Fulfill the Task 5 ik {E55

1. Find the words with the meanings below and write them on the lines. The first letters
are given,

REFESXEBEL LEAR(AFEFELAYH)

(1) p a particular attitude towards sth

(2) d the act of dispersing or diffusing something;

(3) u without awareness

4) 1 that does not exist as a physical thing but is still valuable to a company
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(5) e equal in value,amount, meaning,importance,etc.

(6) a knowing that sth exists and is important

(7) ¢ to look in or at sth to get information

8 r to have a reputation for something means to be known or remembered
for it

(9 ¢ prevent from being seen or discovered

2. Complete the sentences with the correct form of the words or phrases in the box.

A7AERRASEENEREXTRAF,

shop late send hide select
exclusion  premier top-rate convenient promote
(1) Shop our of top-quality essentials for your daily routine,all at unbeatable
prices.
(2) Get your hands on our items, tried and tested by real people just
like you.
(3) Explore our range of unique gifts and mementos, perfect for across the
globe.
(4) Score big with our discounts and ,saving you money on all your favorite
items.
(5) Become a regular customer and enjoy exclusive perks with every

purchase you make.

(6) Save time and money with our one-stop experience for all your daily
essentials.
(7)  Enjoy the of shopping from home with our user-friendly platform and

fast,reliable shipping options.

(8) Get connected with your favorite brands and discover the trends with our

curated collections.

(9) The group’s core business is quality alcoholic beverages.
(10) Discover our gems and limited-time offers for an experience you won’t
forget.

3. Please design a customer acquisition plan based on the product shown in the figure

below,and try to design the corresponding content and keywords.

BRETEMRTERETREAR, ARERTEENABTIEZMXRR
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&

Little Yellow Duck Water Cup ']

In the context of globalization, the cross-border e-commerce industry is thriving, but
consumers are facing trust issues. How can consumers trust the product quality and service
reliability of a cross-border e-commerce without a physical store? Building trust has become
the key for cross-border e-commerce enterprises to win consumers. Below, we will share
how cross-border e-commerce builds trust and reveal the key techniques for building
credibility.

1. The importance of trust

Trust is the core factor in consumer purchasing decisions, and it is particularly
important for cross-border e-commerce. Consumers need to believe in the quality of
products, the reliability of services, and the security of transactions. Building trust can
enhance consumer loyalty to the enterprise, promote repeat purchases,and spread word-of-
mouth.

2. Difficulties and challenges in trust building

There are some difficulties and challenges in building trust in cross-border e-
commerce. Including language and cultural differences, logistics transportation time, after-
sales service, etc. Enterprises need to fully recognize these challenges and adopt
corresponding strategies to solve them.

3. High quality products and services

Providing high-quality products and services is the foundation for establishing
reputation. Cross border e-commerce enterprises should ensure that product quality meets
standards, provide accurate product descriptions and detailed usage instructions. In

addition, timely response to customer inquiries and complaints, and providing fast and
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efficient after-sales service are also crucial.

4, Transparent information disclosure

Transparency is one of the key elements in building trust. Enterprises should provide
true,accurate,and detailed product information and pricing information, including product
ingredients, production locations, prices,etc. In addition, customer evaluations and feedback
should also be open and transparent to increase consumer trust.

5. Secure payment method

A secure payment method is a necessary condition for building trust. Cross border e-
commerce enterprises should provide multiple payment options and ensure the security and
reliability of the payment process. Adopting encryption technology and security
authentication to protect customers’ personal and financial information, preventing fraud
and data leakage.

6. Social media influence

Social media plays an important role in building trust and credibility. Cross border e-
commerce enterprises should actively use social media platforms to interact and
communicate with consumers. Publish authentic product reviews and share user
experiences, establish good interactive relationships with consumers, and enhance brand
image and trust.

7. Establishing partnerships

Establishing solid partnerships with reputable suppliers, logistics companies, and
payment institutions also helps to enhance consumer trust in cross-border e-commerce. The
reputation and reliability of partners will win trust and praise for the enterprise.

How to establish trust in cross-border e-commerce is a key issue. By providing high-
quality products and services,transparent information disclosure,secure payment methods,
social media influence, and establishing partnerships, cross-border e-commerce enterprises
can establish a reliable reputation and win the trust and loyalty of consumers. In the fiercely
competitive global market environment, building trust is an important strategy for cross-
border e-commerce enterprises to achieve long-term development.

TEARBRAL I T 5T 15 B L R A7 M 2 2 K i o AELTI 2l o T e 36 {5 A 1) L. 78 AT S IR
TET P 0T 5 98 9% 255 A AT AR — 23 5 050 WL 1 A0 77 o B R IR 55 T AR e SR AR O 1B
S RS Aol R A B I OGBS T4 SR 02 5 e A0 AT g S A AT O R s ST M YOG
w81y,

— fF AT

5 AR T2 T 2 4 W S DR SR A A0 R 3R 0 T B 5 Fl R B JE O EE L O B T A AR
it PR JOT 6 AR 55 1 T AR DL R A8 T W A o A ST A A AT L iR O 2 R Al i R RE L A
HE TS S R

TG AT ST R A R R R

TE 15 58 WL P AN AR AR AR AE — SEME R NP AR . RIS N SO 25 S W s e v 1] L B
Je MR 55 45 o Al T 58 70 DA TR S8 Bk AR T R JBORH 7 ) S s R gk o ] Rt
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BN RS S

SR 77 it 0 1 5 2 S ST A Rl o 5 5 R A oM O PR o R A S AR A
SR AL A 1 7 R R TE S B 6 UL . A B I 1 2 P B R R O SR A PR
19 28 4 I IR 55 L S

(R NUEEPSEi et

YIRS AR R E R Z — o Al D3R A ECSE ER TR A9 A A5 BORE B (5
BB S T PR AR AE . SRS T PP A RS e 2 T i B LA I 2
D ERAR

T B A S T

LA SO T SR S A R B £ A5 1R o B 35 HL R A Ml B B 2 el S A e L O 4
SO AR L VR AR SR o SR N BOR N 22 eV GIE L BRAP R P A RN 5515 B B Ak
SOV AN R

N KSR W

b R T S S A5 AT R 25 D 100 A A5 6 BB . B B L b B B A s A S R A
VB SIHE AT L MAE . AT B S VRO R R B 03 5 I B L R A
MBS R T R RS AT

L AR R

5 P AL R U2 RS LR S S AR Y A AR O AR L B T R T 9
HR ST LRI RO AL . A 1 OB O£ 25 0T SE P D Ak B AR 5 AR AL

B 858 P T AR ST AR AR — S SR B A O, T 4R O B A S T 5 L T A
Wi 2 A0 SO I7 ARSI Wi g DL R S A AR RE S AR L 5 B vl R Al T DL ST
FEREE PRI 2 ARSI B 2R AN T S I T AR R
FEL TR Al S BRI ) A 110 G

[1] http://www. zhe2. com/note/557797849723

Task B Customer Maintenance

% P

Learning Objectives ¢ >] H ¥x

In this task,you are expected to ;

AL S5 AR
<> Understand relevant knowledge of cross-border e-commerce customer relationship

management. .
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TR B SR LR A G R B G AR

<> Learn customer relationship management and dispute resolution skills and establish
service awareness.
R PRRE M G 4 BB T WS R 55 R

<> Master practical phrases, expressions, and sentence related to cross-border e-

commerce customer maintenance.

AR5 B B TR 55 R 4RI O A9 S AL L~ R IR SR

/SN )
(5) st

Xiaoming has successfully passed the internship assessment and become a formal
employee at a cross-border e-commerce enterprise in Shenzhen. On Monday, he arrived at
the office as usual and the first thing he did was to turn on the computer to check customer
emails or leave messages. He found that there were many customer messages in the
backend. After classifying and filtering the customer’ s message information, Xiaoming
selected the following three for urgent processing.

Customer message from Brazil:

“T wrote to you twice and you had more than 10 days to answer It is objective you do
not want to solve this issue One of the packages arrived weeks ago,the other did not.”

Customer message from Russia:

“Unfortunately, you sent me wrong products I’ ve ordered SMDI1317-20LEDs 15w,
received 42LLEDs 5W. Third times difference in power I’ m very upset, because, I always
receive corn pounds with low power This time I’m triple upset,because you sent the wrong
bugs If you need I can send you the link to the video.”

Customer message from the Middle East:

“Checked the goods and as evidenced by the photos attached the goods are faulty,
barely touched the pieces are broken,so I ask for a partial refund of 16 USD.”

N DRI R 5 355 R R Aol © WU o 552 >0 30928 A O IE 0B T o — L Al A —
FERBN DA ZE BRI & s 5. kMEEAARDE T
MeE /J\gfﬁg}h WS R R ATy M IS L I T AR 3 AT 2 A B

KAEWKEPEE:

I wrote to you twice and you had more than 10 days to answer. It is obvious you do not
want to solve this issue. One of the packages arrived weeks ago,the other did not.

KREHBP TR ES -

Unfortunately, you sent me wrong products. I’ ve ordered SMD1317-20LEDs-15w,
received 42LLEDs-5W. Third times difference in power. I’m very upset, because, I always
receive corn bulbs with lower power. This time I’ m triple upset, because you sent the

wrong bulbs. If you need I can send you the link to the video.

KAFRNEHS
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Checked the goods and as evidenced by the photos attached the goods are faulty,barely
touched the pieces are broken,so I ask for a partial refund of 16 USD.

Discussion 512

1. What are the customer demands from Brazil, Russia,and the Middle East?

2. How should Xiaoming respond to customers from Brazil, Russia, and the Middle
East?

Lok BB P PR P YRR 0 24

2. /NZ AT [ A2 ok B P R AR &

Set the Task {F55E R

If you are a customer service representative for a product on a cross-border e-commerce
platform,how do you handle responding to customer complaints?

TECANAR 2 85 358 FL P 65 B — 7 el ) 2 AR AR SR L S AR 7 7 4 B DT 4 TR T
JBEWE 7

Prepare for the Task {F55UHERT

I . Case Study Z&{52¢% >

Template for Customer Maintenance

FEREPHPRER

I 1. Pre sales. & Hi]

(1) When customers visit the store and inquire about product information.

HE PSR, F8EEmE RN,

Hello,my dear friend. Thank you for your visiting. Hope you can find the products you
need in our store. If you need any assistance, please feel free to contact me. Thanks again.

(2) When urging customers to place orders due to low inventory.

EGERE , EREP TR,

Dear X,

Thank you for your inquiry.

Yes,we have this item in stock. How many do you want? Right now, we only have lots
of the X color left. Since they are very popular, the product has a high risk of selling out

soon. Please place your order as soon as possible. Thank you!
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Best regards,

(name)

(3) Respond to customer bargaining.

[ Rz & PR o

Dear X,

Thank you for your interests in our item. I am sorry but we can’t offer you the price
you asked for. We feel that the price listed is reasonable and has been carefully calculated
and leaves me limited profit already.

However,wed like to offer you some discounts on bulk purchases. If your order more
than X pieces,we will give you a discount of xx% ofl.

Please let me know if you have any further questions. Thanks.

Sincerely

(name)

(4) Out of stock.

i 44
Do

Dear X,

We are sorry to inform you that this item is out of stock at the moment. We will
contact the factory to see when they will be available again. Also, we would like to
recommend to you some other items which are the same style. We hope you like them as
well. You can click on the following link to check them out.

http://www. X X X X X, com

Please let me know for any further questions. Thanks.

Sincerely

(name)

(5) Promote new products.

WM.

During customer consultation, customer service personnel can recommend best-selling
products in their store based on their own experience.

TE% FrE ] & N BT AR IS A C &g, & T HERE B O Bl AR R

Hi friend,

Right now Christmas is coming,and Christmas gift has a large potential market. Many
buyers bought them for resale in their own store, Its high profit margin product,here is our
Christmas gift link,Please click to check them,if you want to buy more than 10 pieces,we
also can help you get a whole-sale price. Thanks.

Regards

(name)

I 2. In sale. 50
_m

(1) Regarding payment.
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XFZfFo

Choose a third-party payment method and remind customers that the product discount is
about to end.

EEE=ZFZMAAX . REEFEMTIMRELERT,

Hello X,

Thank you for the message. Please note that there are only 3 days left to get 10% off
by making payments with Escrow(credit card, Visa, Mastercard, money bookers or Western
Union). Please make the payment as soon as possible. I will also send you an additional gift
to show our appreciation.

Please let me know for any further questions. Thanks.

Best regards,

(name)

(2) Merge payments and modify prices.

BHZFRELNE,

Dear X,

If you would like to place one order for many items, please first click “add to cart”,
then “buy now”, and check your address and order details carefully before clicking
“submit”. After that, please inform me,and I will cut down the price to US$ XX. You can
refresh the page to continue your payment. Thank you.

If you have any further questions, please feel free to contact me.

Best Regards,

3) Remind customers to make payment as soon as possible.

REZRE P RRMAK,

Dear X,

We appreciated your purchase from us. However, we noticed you that you haven’t
made the payment yet. This is a friendly reminder to you to complete the payment
transaction as soon as possible. Instant payments are very important ; the earlier you pay,
the sooner you will get the item.

If you have any problems making the payment,or if you don’t want to go through with
the order, please let us know. We can help you to resolve the payment problems or cancel
the order.

Thanks again! Looking forward to hearing from you soon.

Best Regards,

(Your name)

(4) Customs duties.

R

Dear X,

Thank you for your inquiry and I am happy to contact you.

I understand that you are worried about any possible extra cost for this item. Based on
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past experience,import taxes falls into two situations.

First,in most countries, it did not involve any extra expense on the buyer side for

similar small or low-cost items.

Second, in some individual cases, buyers might need to pay some import taxes or

customs charges even when their purchase is small. As to specific rates, please control your

local customs office.

I appreciate for your understanding!

Best Regards.,

(Your name)

(5) The customer bought the wrong product.
ERLERE M.

It is recommended to keep the original product and give customers a discount to

repurchase the correct product.

A TOR B DR s 25 % P T A A R I S LE R Y R
Dear X,
Thanks for your message. I am sorry to hear that you bought the wrong item.

Usually we don’t accept item returns without any defects. However as you need one

item # xxx(item number) ,I advice you to send us X X X (how much money) ,hope you can

understand we did offer you a great discount. In this way, there is no need for you to return

the previous wrong item and we will resend you a correct item.

As you know,if you return it back,you need to take it to the post office and pay for

the postage and restocking fee. Once we received the return, we will arrange the reshipment.

That will take about 2 weeks for you to get a new item or refund.

you

don’

will

What do you think? If you agree,here is our account; (correct PayPal account). Once

send the money please tell me here,and I will arrange the reshipment in time. If you

t agree,please let me know,i will offer you other solution.

Regards,

(Your Name)

(6) The customer requests an exchange before shipping after payment.
HRERETMERERBLELE,

Due to different product values,customers need to make up for the price difference.
HI T 7 i (AN [R] o i LA 22 P b 22 1

Dear X,

Thanks for your mail and please find the following item ID; X X X X X X X,

If this is the item you want, please pay-:-as price difference. If you can accept that, I
send a money request to your email, please check it.

Once you have paid for it,please let me know,I will keep an eye on it.

Any problem please contact me freely,I will try my best to help you.

Best Regards.
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(Your Name)

I 3. After sales. &5 .

(1) Logistics encountered problems.

Wi e e/,
Dear X,

Thank you for your inquiry. I am happy to contact you.

We would like to confirm that we sent the package on 16 Jan,2012. However we were
informed package did not arrive due to shipping problems with the delivery company. We
have resent your order by EMS; the new tracking number is: X X X, It usually takes 7
days to arrive to your destination. We are very sorry for the inconvenience. Thank you for
your patience.

If you have any further questions, please feel free to contact me.

Best Regards,

(Your name)

(2) Return and exchange issues.

1B #5255 i8] #

Dear friend,

I’m sorry for the inconvenience. If you are not satisfied with the products, you can
return the goods back to us.

When we receive the goods,we will give you a replacement or give you a full refund.
We hope to do business with you for a long time.

We will give you a big discount in your next order.

Best regards,

(Your name)

(3) Request customer feedback.

BERERPLTFIFR.

Dear friend,

If you are satisfied, we sincerely hope that you can take some of your precious minutes
to leave us a positive comment and 5-star Detailed Seller Ratings, which are vital
importance to the growth of our small company.

Besides, PLEASE DO NOT leaves us 1,2,3 or 4-star Detailed Seller Ratings because
they are equal to negative feedback. Like what we said before,if you are not satisfied in any
regard, please tell us.

Best regards,

(Your name)

(4) Customs speed is slow.

BREERE,

Dear friend,
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Yes,Actually we can send these items to Italy. However, there’s only one problem.
Due to the Spain and Italy Customs are much stricter than any other Europe Countries, the
parcels to these two Countries often meet “Customs Inspection”,

That make the shipping time is hard to control. As our former experience, normally it
will take 25 to 45 days to arrive at your Country. On the other hand, due to near Xmas
days.most of our customers are buying for Xmas gifts. But we can’t ensure the parcels can
arrive Italy in time.

Is that ok for you ? Waiting for your reply.

Sincerely,

(Your name)

&

Please conduct research on cross-border e-commerce platforms to collect more
knowledge and skills related to cross-border e-commerce customer relationship management
and customer maintenance,and answer the following questions.

1. What are the channels for communicating with buyers and what business scenarios
are each suitable for.

2. What communication and service philosophy should cross-border e-commerce
customer service personnel use to handle disputes?

3. How do you think customer relationship management can effectively avoid disputes?

&>

T REAT 5 5T LT 65 PR AL WACER B 2 A O 5 B L R O AR A HILRIRE P AE B 1 AR O R
PLECRE  IF [ LR )
LEXRHBENRENANL  GHEREZR TEFN LS F.
2. T’Fﬁﬁ%bﬁ%ﬁ%ﬁ&/\m B2 % DA R o v i A R 4 B QAL A 0
AR BT R PR RN A M R 4

. Core Vocabularies #%/CidiC

template ['templat | n. a thing that is used as a model for producing other
similar examples #EHT ; J& 1F ; B0 7 ik
e. g. 1. If you need to write a lot of similar letters, set up a template on

your computer.

WRAR ARG B H VR 2R 1 s AE TR E B — AR
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maintenance

bargaining

refresh

rep urchase

postage

e. g.

292 mm

2. You can use the template file as starting point.

T mr DUE AR AR SO e iR A

[ 'memtonsns| n. activity involved in maintaining something in good
working order 4E47 s 4E 15 ; {557

1. There is a backlog of repairs and maintenance in schools.

Xf 5 A B B 4R 3 TAERUE T — 3

2.In 1911 a maintenance worker at the Louvre walked out of the
museum with the "Mona Lisa",hidden under his smock.

1911 48, — A e N\ G148 " S0 v " i 7E AR Al ik 7 5 e
['bairgen1®] n. discussion of prices, conditions, etc. with the aim of
reaching an agreement that is acceptable &5F 1 iA 4 s B

1. After much hard bargaining we reached an agreement.

28 3k — T AR ME A WA IE A FATT IR T R

2. Exporters are in a strong bargaining position at the moment.
AT H R RIS R P AL T A A A

[ri'fre[] v. become or make oneself fresh again; (31 Rl #T s 45 (5 H i)
70 5 S

1. Click here to refresh this document.

Sy e Ak AR SCA o

2.1t made a refreshing change to be taken seriously for once.
BREAR -RZINEXF . X T EES AEH .
[ri'partfos] v. buy what had previously been sold,lost,or given away;

1 0 5 g [T 5 % 25 [ g

1. Chapter 1 introduce the basic theory of the treasury bonds

repurchase.
AR SR — Tk [ A5 [l T ) B AR BB EAT T A4
2. This paper utilizes the bond repurchase interest rate date to test

these theories.

AR SO P e B AT ) £ 27 ] 0 5080 X 191 IR 495 4 B e R AT 1SS UEAG 5
M A5 2 T B B

[ 'poustidz | n. the cost of sending a letter,etc. by post. % ; fs 2%

1. For foreign orders postage is extra

[ Sh T B HE 5% 3 1



restocking

e. g.

encountered

replacement

feedback

inspection

TUnit 8 Customer Management % /' 4 3 )

2. The price includes postage and packing.
A K AL T A0
[iriz'stazkn) ] v. b 78 CO2 38D 5 588 CIH B D)

1. Back on Flatbush Avenue,Pong is busy restocking his shelves with

cucumbers and coconuts.

(e 1) affs 37 4 A1 A RGE b B TE AT AR BT R B b S s R 5

2. One is massive restocking after the widespread factory closures
of 2008.

— & 2008 AERAL T B J5 Al RZE AN FTEIEAE .

[m'kavntord ] v. If you encounter problems or difficulties, you

experience them. 18 i , 1 2]

1.1 had never encountered such resistance before.

T LAHT MR 38 3 2o x4 KB T .

2. We have encountered major problems.

FATE BT KM

[r1'pleismoant | n. the act of replacing one thing with another.especially
sth that is newer or better B ; B4 ; L

1. She will continue in her present job until a replacement can be

found.
TE AR B N 61 ARG, Wl b 4k 22tk B R T4

2. Replacement parts couldn’t be found for love or money

BB ELHHAT .,

[ 'firdbeek | n. response to an inquiry or experiment. [ i 5 52 i 19 = I
(Ef5 B

1. Continue to ask for feedback on your work

24 22 ik SR AR 19 AT A9 5 5 8 DL

2. You need feedback to monitor progress.
PR B R 5t 15 okt 47 ok

[mn'spekfn] n. the act of looking closely at sth/sb,especially to check

that everything is as it should be. £ 2% ; i £

1. After an inspection, the inspectors must publish a report.

TEMEZ G MEE BT R F— .
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2. The documents are available for inspection.

XA A,

philosophy [fo'lasafi] n. a particular set or system of beliefs resulting from the
search for knowledge about life and the univers. 3 2% ; N\ A= ¥ 2%  # 27
A& BEER

e. g. 1. That’s a philosophy I could live by.

AR 2 3 15 2 i N 2
2. There was a very basic similarity in our philosophy

AT N AT 2AAEARA EARMEL

disputes [di'spjuits ] n. /v. If two or more people or groups are in dispute, they
are arguing or disagreeing about something. 4t ; 2 %y
e. g. 1. The union is in dispute with management over working hours.

T2 5505 7e TAER A | &S,
2. The cause of the accident was still in dispute.

FH R R E R Z .

I . Practical Dialogue 5EZ fH %} i

Customer:; Hello,I recently purchased a handmade vase from your shop on Amazon,
but I’m not quite satisfied with the color and size. I would like to return it,please.

Li Ming: Hi there! I’ m sorry to hear that you’re not completely satisfied with the
vase. I understand your concerns. May I ask what specifically you’re not happy with?

Customer: The color of the vase is slightly different from what I expected,and it’s a bit
smaller than I imagined. I was hoping for something a bit larger and in a different shade.

Li Ming:1 apologize for any inconvenience caused. Handmade products can sometimes
have slight variations in color and size. However,1 would like to offer you a solution that
might meet your needs. How about considering keeping the vase and allowing me to make it
up to you in our next transaction?

Customer ;: Hmm,I’m not sure. Can you provide more details about your offer?

Li Ming: Of course! If you decide to keep the vase,l will provide you with a discount
on your next purchase. Additionally, I can assure you that I will personally oversee the
production process of your next order to ensure that it meets your expectations.

Customer: That sounds reasonable. Can you give me more information about the
discount and how we can proceed with the next transaction?

Li Ming: Absolutely! I can offer you a 20% discount on your next purchase as a

gesture of goodwill. To proceed,] will create a personalized coupon code for you to use on
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our website or any other platform you prefer. You can use this code during checkout to
apply the discount to your order.

Customer ;: That sounds fair. I appreciate your understanding and willingness to make it
right. Please go ahead and create the coupon code for me.

Li Ming: Thank you for your understanding as well. I will create the coupon code and
send it to you via email within the next 24 hours. Is there anything else I can assist you
with?

Customer ;: No, that will be all. Thank you for your help.

Li Ming: You’re welcome! If you have any further questions or concerns, please don’t

hesitate to reach out to me. Have a great day!

M. Accumulation H X H 2

. Useful Phrases and Expressions L EiIER IJIEFRIX
38. return and exchange policy 1B 5% B SR
39. promotional activities It 2 3l
10. product reviews 7P
41. quick processing e b 2
42. after-sales consultation EIEEH
43. customer satisfaction B R
44. customer feedback B PR
45. customer loyalty B IR E
46. after-sales service B 5 IRk 5%

47. customer satisfaction PR
48. customer relationship management KPR REH
49. customer feedback L el g

50. price competition ¥ 55

51. quality assurance i BT AR IR

52. pre-sales consultation BT

53. after-sales support EI5 X

54. after-sale guarantee B J5 R R

5. user stickiness JH PR M
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. Useful Sentences SRR

1. I can show you how to use the product if you need help.
ST A5, TR AT LA ) AR R a0 el R X AN R L

2. 1 can check the status of your order for you if you provide the order number.
MRS HET 5 R AT I A B 1T RS .

3.  Here are some discount coupons you can use for your next purchase.
X HUA — Se R o] LA AT O B %

4. Let me know if you have any questions or concerns.
T 2R S AT A (1) R i B L 3 R TR IE

5. We value your feedback and would love to hear what you think of our products and
services.
FATH AR R A5t I A BT B G FATT IR 55 A

6. Thank you for your patronage,we hope to serve you again soon.
SRR A ) EE O, FRAT] A B AR PR R U IR 55

7. I am experiencing a problem with my order. I would like to cancel my order.
FIBF) 7 —LL ST R R A, FRARIBOH T AT

8.  Please contact customer service at [ phone number ] to cancel your order.
TE LRSS R % P IS5 WO R 1T

9. We have shipped your package and tracking information will be emailed to you

once it is available.
TS LR TEMAE, — B ABEFE R K E o iR ik A .
10.  Please provide us with more information about the issue you are experiencing and

we will do our best to assist you.

AR B 22 ¢ T 8 B Y AR A UL FRAT IR v R B e SR AR B

@ Fulfill the Task 5EJR{F55

1. Find the words with the meanings below and write them on the lines. The first letters

are given.
REBAEXEHELZIESRR(EFEEHE).
(L p the cost of sending a letter,etc. by post.
(2) d arguing or disagreeing about something.
3) r buy what had previously been sold,lost,or given away
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4 I response to an inquiry or experiment.

(5) t a thing that is used as a model for producing other similar examples

(6) r the act of replacing one thing with another,especially sth that is newer
or better

(7 1 the act of looking closely at sth/sb,especially to check that everything

is as it should be.

(8 b discussion of prices, conditions, etc. with the aim of reaching an

agreement that is acceptable

(9 p a particular set or system of beliefs resulting from the search for
knowledge about life and the universe.

(10) m activity involved in maintaining something in good working order

2. Complete the sentences with the correct form of the words or phrases in the box.

AAEPRRASEENERBEKXTRAF,

prompt retail construction  strives responsible
satisfy choose complete please except loyal
(1)  Your trust is our ,and we promise to always uphold our commitment to

excellence in customer service.

(2) We understand that your time is valuable,and we promise to respond to

any concerns or issues you may have.

(3) Thank you for us as your preferred online . We promise to

continue providing the best shopping experience possible.

(4)  We appreciate the opportunity to serve you and hope to have the of doing

so for many years to come.

(5) We are committed to always providing the best possible experience for you and

your family,and we will never stop to meet your needs.

(6) We are committed to providing customer service and look forward to the

opportunity to exceed your expectations.

(7)  We value your and would love the opportunity to continue serving you

and meeting your needs.

(8) We want to ensure that you are satisfied with your purchase,and we will

do what it takes to make that happen.

(9)  Your is our top priority.and we will do whatever it takes to ensure you

are happy with your purchase.
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(10) We appreciate your business and value your feedback,both positive and

3. Browse the websites of three major cross-border e-commerce platforms, Amazon,
AliExpress,and Shopee,inquire with customer service personnel,analyze their customer service
characteristics,and generate training reports.

M 5T E 5 # | 5218 (Shopee — X BIEREEEMiL,AERARBE, 2HEEFRS
e, FERLIIERS.

PN o
@ Career Tips FRi7$ 15

Sellers who engage in cross-border e-commerce should have a feeling that the cost of
developing a new customer is usually much higher than maintaining an old customer, and
this has been specifically proven to be a difference of up to five times. In addition, data
shows that a stable old customer can usually bring about 8 potential customers. Therefore,
for friends who have already joined cross-border e-commerce, maintaining existing old
customers is undoubtedly the most cost-effective job.

The interaction between people is very delicate,and a casual word or action may make
the other person feel dissatisfied. Xiao Ai has a deep understanding of this. At the end of
2022, she accidentally learned that a client wanted to purchase 800000 yuan of office
supplies and went through various channels. Finally,she successfully contacted this client.
After confirming the transaction intention,she flew to the client’s city with the company
samples for a special visit. After seeing the sample, the customer was very satisfied and
decided to sign the order. However,due to the need to approve the signing procedures, the
other party set the signing time for three days. Thinking of a three-day window gap in the
middle, Xiao Ai felt uneasy and suggested to the client to shorten the signing interval. She
hoped to receive a written commitment on the spot. Unexpectedly, the customer felt
distrusted and directly cancelled the contract. The order, which had been waiting for nearly
half a year,was unexpectedly destroyed in the last three days. Similar problems do not only
occur to Xiao Ai:

@Donald Duck loves to eat fish: He was about to sign a contract, but he made a few
mistakes on WhatsApp and lost the 132W order. He has been working for nothing for the
past two months. I really need to take a warning this time.

@Pang Dahai:I have already lost two orders this week because I couldn’t reply to the
phone in a timely manner. Although it’s not a big order,it really hurts

@Toy King A:Don’t get angry with customers! Don’t be angry with customers! The
customer is God! Customers often do not provide us with a second chance to make mistakes
in front of them,not just by saying sorry.

Is it impossible to make up for any mistakes made during customer interactions? What
can be done to minimize losses?

1. Respond promptly. After an event occurs,reacting quickly can intervene and control
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the continued fermentation and expansion of negative emotions, thereby reducing negative
impacts. At the moment of realizing the problem,take the first action and express it to the
customer in a timely manner. Firstly, convey a non-evasive attitude to the other party to
prevent the situation from further fermenting.

2. Actively acknowledge problems and propose reasonable solutions. Avoidance is not a
reasonable way for adults to solve problems. Admit the problem generously and submit
practical and feasible solutions to the other party, treat the "accident" as a "matter", and
turn the "problem" into an "answer" to solve it.

3. Do a good job in "after-sales" details and services. Getting users who have lost trust
to change their minds is not just a matter of words. The proposal of the plan is only the

first step, and meticulous " after-sales" service is the key. Replacing pale words with

' "

concrete actions, doing a good job of every detail in the " after-sales" process, asking
customers for feedback in a timely manner, and quickly adjusting one’s work direction
based on feedback are important steps to regain customers’ trust in us.

4. Accumulate more "trust currencies’. Customer maintenance work is a long-lasting
battle, and one cannot wait for customer disappointment before responding. Every
communication and exchange with customers is a process of gaining trust currency for
oneself. The more trust currency one saves, the more conducive it is to dealing with crises
and challenges. Therefore, in daily work, we should cherish every opportunity to
communicate with users, grasp the details and scale, accumulate more trust currency, and
lay the groundwork for potential problems in the future.

As adults,we do not evade or become discouraged in the workplace. We always think
from the perspective of our clients and clarify the details of our work, which is the long-
term way to operate. A timely apology and sincere solution are undoubtedly the lowest cost
solutions for recovering customers who have made work mistakes during the customer
docking process. But don’t forget to always remind yourself that taking precautions and
avoiding unnecessary work mistakes is the first choice for work status.

M 5 v T 1) 32 RN ARAT SR T R — AN % P I R T I TR — K
I 3X — A B AIE S AP s TS I 2280, BRI Z A A EE s, — MR E B % 1
W R R 8 DAL ISR . X T O & A B 5 i s AR UL 45 ir 2 A
928 % P 0 BB ME A be g B AR N2

N5 N ARG A 2 B A — m) 3 L — D S AR 70 2 4 X O BRI . X —
SN A SRR A R 2 . 2022 4R Jt TC A R4S RV A2 25 P AR R 1 80 T I A JH i
P 25 TP OS82 T U R S X ALK P IS TR AR . W€ 32 5 B nl Z ), bl 5 2w RE
LR RAFE WY, FRMNSEE SRR OES R Hh TEHR MY T
XA RETE T =K E . MBI =K e w300 BB 2, T %
&t R 25 2 1) B 4 R b A B 2 37T LAAS B — BT R . AR R A R TR
B HERIBOE T2 S0 TR PRI, AR RTER G I =K. BRI A 1R &
AAE /N TR) 2 B F
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@ 5B %zt AR AR T, (HE EAE whatsapp EULAE TJLATIG . w25 T 132W
MR XA T 7. XIREMESI LA T .
@R X A Py BERE Sk IR R 22 B T WL BAR R & R H A O

@A BLHRE ABRE P AR ARIRE B P2 LW FPEEAS AR
AR B R ER I HL 2 AR R 7 HTHTIC 155 - A FUZBERA sorry A8 A fif B

HMETEAE P S A G A P B R B IR TR AN T AR AR RE R B K B B BN

UL RSO SO o A6 R A I o s 7o AT A 0 2 A O 1 4% 10 4k 2 i A
IR DT ARG 97 TR 0 o TR R 3 i T ) — i ] R 5 i s AR B i 1 0 7 O 3R L S 1)
Xof 75 4 3t — A~ AN 16 3l 1) 25 B2 L 7 1k S O — AP R

2 BB R A ) R 5 B A DR T 58 o R OREAS R SUAE N M e IR R A B 0. RORTT 7
M AR ) RBUBIT AE I 1) % 7§12 5 V) S m AT (0 gk TR J7 585 0 S MO AR S A T R A B T )

3 MM ST AR 55 . 1R &k EAF AR P L IR Ho H 3k BB 4
faj i, Jr EH P FUR S — 2 B e s AR S . IR B B m S
AT B R R R B B A0 O B ) B TR R L R AR AR S B PR R R A O T
VETT 1] ARG P B IR A FER RN — 2,

AVRBEZEES M. &P e TR — 55 A AN RESE 2 % 7 2R B A i =
SE PR BB A AR AE N H O MR (R AL 5 TR I AR A S A E R AT 5T
Z A R TR S AL AP AR D AR B RS AR 2L R — YR P 9 AR Y
HL2 AL IR G 203 FORE . RAE 2 W (5T 58 0 2 05 n] RE I8 2] (3] AU LT Bl 4

5 O AR N FATT AR BRI v AN 6 b L AN A B AR B TE B P 0 A R R TR L A
AT ARRKRAMAEZHE . &R BT AR B, B IR ity 38 1 9 S 1 fige 2k 5
G R 1 7 1 B e AR AR T 56 o (RIS 1 I ZI B TR 11 L B AR T R AR e G R b BE Y
TAERRA & TAERE M 1 3E .
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