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CHAPTER 1

Ecommerce and

Cross-border Ecommerce
RS EERR

A bilingual lecture series for international students - ERBZFAERITUEIEE (6 sessions)
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Course - EE=BrHe Cross-border Ecommerce
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“The “e” in ecommerce has been an overwhelming success around the world.”



How the industry got here

T ERISX

IN THIS SESSION - A EIF
Describe the three stages of ecommerce and one defining feature of each.

HREBB=MER, FHiRE— ML

SESSION 04 OF 6

Explain what each stage changed about the binding constraint.
RBAE M EREEE 7 BB MRAR,

Place a business model in its stage and justify the placement.
IEEAARIUREIEER, FAHIER.

Name the four current trends and the evidence behind each.

90 minutes LRI MRS S,
T + REES + R

15 min 35 min 30 min 10 min
Warm-up Concept Task Wrap
X517 BESHHR REES e
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It starts with one CD August 1994 - 3kt §1.5

—tJJ\—3K CD FHa

THE FIRST ONLINE SALE 1993 Merriam-Webster records the first known use of the word “ecommerce”.

11 Aug 1994 (BEIAE) ERIES: ecommerce —id,

A man sold a Sting CD to a friend through his website

NetMarket, an American retail platform. 1994 Amazon is founded in Seattle; NetMarket completes the first online sale.

W EEFRIEERSZ; NetMarket SSEEERELKEE.

— P ABIECHIRYE NetMarket #8—3K Sting B9 CD 3£4577
K.

Late 1994 AT&T, Volvo and Sprint place the first banner advertisements on Hotwired.

The first consumer purchase from a business over the web. ] ] ) _
AT&T. JR/RiX. Sprint 7£ Hotwired SEHAEIRE &.

Early 1995 Netscape and InfoSeek begin selling banner ad space.

W25 InfoSeek FHHAHEREIE 5L,

The industry is younger than most of its own students’ parents’ careers — which is why the vocabulary is still unstable.
XM ZHFERXBN T FFRIEE— X IERNEES A RERIRE.

A USEFUL CORRECTION TO A COMMON BELIEF

Ecommerce began in the United States and prospered in China, which produces and sells China-made goods to the world. The sequence is not the same as the location of the largest
market today.
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Three stages, three different bottlenecks

=R, =N AERIRIET

1995 - 2000

o

Invention
& HRER

- Bandwidth too limited for complex goods
e, NBEEE R

- Venture capital above US$125 bn; static ads
XS EAE 1250 {23E5T; @& &

- Ends with the dot-com crash in 2000
LA 2000 SFEEEBAREI RIS S22

2001 - 2006

o

Consolidation

BEH
- Broadband reaches home and office
EHHARESDAE

- Business-driven; search ads and rich media
EmMVERE); BRI SEEEK

- Growth returns above 10% a year

FIBKEFE 10% LA E

2007 — now

o

Reinvention
ETa

- iPhone and Web 2.0 change the device
iPhone 5 Web 2.0 g2s&is

- Social, mobile, local; user-generated content
32, #BE). A, BRERRE

- China and the US are the two largest markets

PESEEMRAPATS

Each stage is defined by what stopped growth — bandwidth, then business model, then distribution of attention.

BIMERA "HARETERK" XEX: SETE, ARBIERN, RREIENDA.
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What Changed in eaCh Stage A table you can reuse in the exam
FMNEREE T A

Binding constraint Enabling technology Business logic
R ETEFZN EZiE

1995-2000 Vision of profit from new technology, high visibility, first-

Invention Bandwidth; simple goods only Static web pages, weak search, dial-up mover advantage
HRAE, RelEHRER FSMIT. SR, K5 e L e
HERH PRANE, RERFERR BT, SRR BS.LN SERAGRIES, BRI, ERMS
2001-2006 . . , Broadband, search advertising, rich media, Traditional firms use the web to strengthen position; brand
ot Business model; trust and profit ; . ;
Consolidation BlER . (SRR behavioural targeting extension beats new brands
ESH LR B, BEE. BEAK. TATEH Bl FEMZSRIEAT,; ARRERE R TIEFThE
EB.OZ_?S‘W._ Attention: differentiation ?injr‘:[:pnrlones, social networks, apps, cloud, ioi:!il,”r‘noblle, local; user-generated content; on-demand

Read the column “binding constraint” downwards: the industry did not get easier, it changed which problem had to be solved
HEns R —: TUHRERES, RERYITHERIIEEIE T,
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Why the stages still matter today

Today’s toolkit is a layer cake

At 2 ERS KRB

Layer 3 2007 — THE TEST
Social, mobile, local Which layer does this model actually depend on? A

Live-stream selling, social feeds, app-based local services, on-demand delivery. live-stream seller still needs layer 1 to take the

order.

B, XERR. ETNANAIRS. NHEE.

Layer 2 2001 — 2006
Search and rich media WHY IT IS NOT A LADDER

Search advertising, video ads, behavioural targeting, e-mail campaigns. No firm switched on a date. Layers accumulate;

. P . older logic keeps running underneath.
S, SRS, (TR, BRE. gic keep g

Layer 1 1995 — 2000
Static catalogue

A product page, a shopping cart, a payment form — still the base of every order. FOR YOUR ANALYSIS
Dating a model tells you which costs it was designed to

PR, W%, XIRE—DESEITRRIREE.

avoid.
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Four trends, four pieces of evidence

PIREE-SXINOIERE

Textbook §1.4 -

Social, mobile, local
32, ®Bnh. At

Growth concentrates in new markets — the Middle East, South-East Asia and
Africa; most social commerce happens locally in apps.

BREPEPTR. FRETSIEMNSHNGS, HXEESUANBIAAE.

Reg i&l}léﬂ,%gﬁ;(owth

Data safety and privacy
Hupk L5k

Data is treated as part of national security and of individual rights; consumers in
the EU and North America withdraw trust after a leak.

HEFEMAEREZES P ANFN—ED, BEEEEETHERIELEEE.

Tru% &sﬁﬁ%ﬁset

The app ecosystem
RIFRERS

Almost 2.8 billion people used mobile apps in 2020; mobile marketing and
advertising kept growing at very high rates.

2020 F2BRE 28 ZNERBHINA, BalEHEST SIFEEERIEK.

2.%0&@5;3

ESG concerns
ESG %5

Fast fashion is producing more clothes and more pollution; labour protection and
local market protection attract more attention.

RESETHRES XA SIER, DRPESAEHISRIFREESZ KT,

Green %g%!@\%ﬁ-carbon

Note what the textbook does not claim: these are directions, not forecasts with dates. Treat them as questions to test.

TRHEMIRARNSE: XERSR, ARHHERT; NIFEIenYREE.

Ecommerce & Cross-border Ecommerce - Chapter 1 - EISEEIS
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14- Two cautions before you use any of this

Where the framework breaks

15 (i R e

( N
CAUTION 1 - iBfE— CAUTION 2 - i2fE—
Not every market climbs the same ladder. A trend is not a prediction.
A market can adopt mobile payment before desktop retail matures, then backfill “Saocial, mobile and local will grow” is a direction. It gives you no number, no
the web layer. Reading the three stages as a queue misreads that market. date and no threshold — so it cannot be tested, only observed.
BmmTE RS, BT MERZEIISEBIEE.
& J
SO WHAT SHOULD YOU DO WITH A TREND CLAIM? - EZ{EHEiCHNZELLIE
Convert it into a measurable statement Check the scope before the size Ask who benefits from the framing
“Social commerce in South-East Asia grew by X% Does it include services? Which markets? Which A platform’s own report is marketing as well as
inyearY.” platform? data.
"IRRANAL SR TE Y SRIEK X%, " EEARS? WLHiZ? BNES? TFeBERERHHE, EEEHE.
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1A Date these four models 8 minutes - 4 SSEREINT, 4 SEREIE

K3" oottt

A live-stream seller with a shopping cart in the stream A brand’s static catalogue site with a cart and a payment form

B MIEEFSERL, FWNESXIRE
A retailer bidding on search keywords and running video ads A QR-code order at a table in the same city
TERRRERRERF R & BRI R R

THE POINT OF THE EXERCISE
Every one of the four still runs on the 1995 layer. The stage tells you which cost the model was built to avoid — not how modern it is.

Model C is the hardest: search advertising is a consolidation-era tool still used inside reinvention-era businesses.
CHRME: BFR SEEAHIER, MPESEMERITIVEEA.,
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s4 Terms and takeaways Session 4 - close

NESER

Term Working definition THREE THINGS TO KEEP
20 BEENX

— Each stage changed the binding constraint.

Dot-com crash The 2000 collapse of internet-company valuations. FNERXE AR,
BEWEIARIRE 2000 FRifGEBRMABHEXRIE TE.
— Layers accumulate; nobody switched on a date.
Venture capital Money invested in young firms for equity, high risk. BRREM, SEEER—HIR.
XG4 ARSUR N RHAB VRIS KO B E .

— A trend is a direction, not a forecast.

Consolidation 2001-2006: business-driven, broadband, search ads.
A 2001—2006: MV&33RzH. B8H. HEE.
( )
BEFORE SESSION 5
Reinvention 2007-: social, mobile, local; user-ge\nerated content. Find one headline with an ecommerce number in
Bt 2007 £F/5: #1325, Bl Aty FFERAE. it. Bring the number, the year and who published
it.
Web 2.0 Applications that let users generate and share content. B—RaBEBHFHEnE, TREF. Fhokm
Web 2.0 FRPERS S ERERINA, &.
Banner advertisement A display ad placed on a web page, first sold in 1994-95. L )
ralEs & R ERRRS &, 1994—95 FERHE,
ESG Environmental, social and governance criteria.
g, He5eE NE, HeRESATIREINE,
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SESSION 05 OF 6

Table 2-1, scale versus penetration, and the data

gap

90 minutes
T + REES + WK

Ecommerce & Cross-border Ecommerce -

Chapter 1

How big is it, really?
EEEA

IN THIS SESSION - FHEIR
Separate scale (how much money) from penetration (share of retail).

XOHHR (Z0%h) S2EXR (AFESD) .

Compare at least three economies on 2020 data and explain why the ranking

changes with the metric.
F 2020 FEERLLIRED=ANEFK, FHERIRISREEE AL,

Explain why domestic online retail data cannot stand in for cross-border data.
BN LAERMNE T EHIE e B ISR R EdE.
Read a connectivity indicator for what it can and cannot support.

BRI I ERAE ST S RES T ALEIE.

15 35 30 10
Warm-up Concept Task Wrap
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22/ Two headlines, one COIlfllSiOIl Same week, same world, different

2.8 FHEtTER , —TRE objects
HEADLINE A HEADLINE B
“Worldwide ecommerce sales passed US$5 trillion “B2C ecommerce was only about 18% of global retail
in 2022, more than a fifth of all retail.” in 2022.”
2022 FEBFERHERSK 5 B2, BETELHIIRASZ—. 2022 F B2C BBR{N G EIRFEL 18%,

A student concludes that ecommerce is both enormous and small. Is one of the two wrong?

THE ANSWER - &%
Neither is wrong. A counts worldwide ecommerce sales (B2B and B2C together) as a share of all retail. B counts only B2C as a share of retail. Different
numerator, different denominator.

WHAT A ADDS THAT B DOES NOT WHAT B ADDS THAT A DOES NOT

® Business-to-business transactions: components, supplies, resale. ¢ A retail denominator, so the share means something.
EAERS: FTEkt. Fr. %8 UFERSE, SEABENX

® Wholesale volumes that never reach a consumer. ® A consumer-only numerator, so it maps onto shopping.
MRENKHZRE AT R EL, itiE#EE, AR "W .
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.2, Scale and penetration are different questions How much money moves vs how deep

MRS ZEREM A online has replaced offline
( )
SCALE - #it& PENETRATION - &FE=
Online retail sales, usually in US dollars Online retail divided by total retail
Answers: how much money is moving through online channels in this market? Answers: how deeply have online channels replaced offline retail in this
market?
l)‘l_l\;EjJ7
|\ J
penetration = online retail sales + total retail sales — with the two numbers from the same year, in the same country, over the same
definitionspl retaily—mx F—ey,
Growth is a third metric Scope decides the ranking Penetration is not maturity
IERE B ="MER ORREHFSZ BERAFTHAE
A market can grow in value while penetration falls, if Include services, or exclude informal retail, and the High penetration can sit on a small, urban, high-
offline grows faster. order can change. income market.
B4 MEKER, SHIGKASEERTEE N, ERARS. EAIHEENTE, HBUEEHF. NI, BRARHIZ RS ERRS.
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Seven economies, two rankings

TR, PR

THE SECOND RANKING: PENETRATION

0,
1414 $K%ea 25.9%

China 24.9%

United Kingdom 23.3%

=E
United Kingdom . 131
Singapore I 11.7%

China

FONIR

Korea Australia | 9.4%

BRI IE

nEX

United States | 14.0%

23 =E

Canada I 28 Canada I 6.2%
Australia I

Singapore

READ THE TWO TOGETHER
China is the largest market by value; Korea and the UK are at

0 200 400 600 800 1000 1200 1400 1600 -
least as digital by share.

B2C online retail sales, 2020. Bars show scale only.
FIPNBEERD (H73=T) .

Both rankings are correct. They answer different questions — that is the whole lesson of this session.
FHEZERER, RERESARBE—XHMENRRNEEBER.,

Ecommerce & Cross-border Ecommerce - Chapter 1 - EISEEIS 46/ 65



Table Three readings of one chart

21" —SRER=FPisE

Read the bars
EUESIS

EI=Faynd

Read what is missing
IEEIRIRAIE

China is about 1.8x the United States and about 13.5x Korea. On scale, the gap is an order of magnitude, not a margin.

RELIEER) 1.8 5. BERY 13.5 %, MEEEEHER, FE/IMERT.

Korea 25.9% is slightly above China 24.9%; the UK is 23.3%; the United States is only 14.0%.

HEEE 25.9% ST FE 24.9%, =E 23.3%, =E(X 14.0%.

No growth rate, no profit, no cross-border trade. The chart measures 2020 online retail value and share, nothing else.

IRBIGE, REME. REERES, BRI 2020 FAIMETERS AL,

THE ONE SENTENCE THAT SURVIVES ALL THREE READINGS
“In 2020, China was the largest B2C online retail market in this table with a 24.9% penetration rate, while Korea and the UK were at least as deeply

digitalised.”

‘ Read the percentages

Ecommerce & Cross-border Ecommerce - Chapter 1 - EISEEIS 47/ 65



ski. Four labels before any comparison e [ < Yemy» Ganes

. L e

Object Metric Year Source

IOES =178 Fip KR

What is being measured? Which indicator exactly? When was it measured? Who published it, and is it a re-quote?
) ) )

MEISREHA? BRI IER? B—FRIEUE? A, BENESI?

THEN — AND ONLY THEN — COMPARE

This routine is slower than reading a headline. It is also the difference between a finding and a coincidence.

® Most errors disappear at step 2, when the metric is named. ® The rest disappear at step 4, when the source is checked.
SHEHRIESR 2 DHIHK: WiEiEtR. HARES 4 BiHK: BOIFEIR.

If a comparison fails any one of the four labels, write “not comparable” and stop. That is a correct answer, not a failure.
UIRHE—IAARLES, S5 "AEltL” FHET—XRIERER, FEEW.
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China’s position is three different numbers

PERNVER=1FRNEF

Domestic market size
ERHIZITE
In Table 2-1, China is the largest B2C online retail market in 2020: US$1,414.3 bn, 24.9% of retail.

F 2-1 7, 2020 FHEREKGEAN B2C ETEM: 14,143 {255T, HFE 24.9%.

Platforms and firms
Eaes5ilk

Chinese platforms operate internationally; their GMV can include sales in many countries.

FEFEHEERLEE, H GMV IS SIFZERHE.

Cross-border export capability
BiEHOeen

Customs statistics measure trade between customs territories — a different object from domestic retail.

BREHEEXRZENES, SERTEEFRNR.

Domestic market - platforms and firms -
cross-border capability

THE ERROR THIS PREVENTS

“China’s cross-border ecommerce is

as large as its domestic online retail.”

The two are counted by different authorities, on
different objects, and neither covers the other.

Domestic online retail counts purchases inside China.
ERSE
Cross-border counts transactions between customs

territories.
KIEZ BN

Platform GMV may include many countries; customs

data may include many platforms. They do not line up

neatly.
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2.2.3 e L C
/ B2C 1S VISIble; B2B 1S lal‘gel' Why the global figures are so much

2.3.2 B2C E%Ur]u, B2B Ej( bigger than shopping
( )
B2C - fRIVSiHESE B2B - fRikRdEil
Visible, familiar, countable Larger, quieter, harder to count
® You are the buyer, so you can see the transaction. ® You never see it; you only see its output.
THELR, RBEBL. FEAREE, REFEHFH,
® Measured by household surveys and platform reports. ® | ong-term contracts, not single orders.
SEFREESTaIRESLT. KHAGE, MAFREITER.
® About 18% of global retail in 2022. ® Makes global “ecommerce sales” much larger than shopping.
2022 FHHELHKEE 18%. F2Ik "EEHER TATWIITE,
. J

AND THE FIRMS ARE NOT RANKED BY ONE METRIC EITHER

Alibaba, Amazon, JD, Pinduoduo, eBay, Rakuten, Mercado Libre — ranking them depends on whether you use GMV, revenue or market value.

fIER. WoEh, Wik, #1552, eBay. HK. Mercado Libre: F8 GMV. IWNIRETHEHEF, SieHAHERE.,

THE PRACTICAL RULE

Never mix a B2B-inclusive global figure with a single country’s B2C retail figure. The difference between them is not growth.
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pAT When the number does not exist
A LR (R

Connectivity is not market size - HFRR

Kenya Nigeria Bangladesh
B I==F3INIG FIIHLE
5.0 % 41.2 53.4 %
BEXMERE - internet use BEM{ERE - internet use BEXM{EFEER - internet use
WHAT IT CAN SUPPORT - ft%is WHAT IT CANNOT SUPPORT - AgEXIF
® How many people could, in principle, reach an online store. ¢ How much anyone spends online.
20 AR _EBEtiTR12 E RIS, HIANFELAL T 208K,
® A precondition for ecommerce, and a constraint on it. ® Whether payment, delivery or trust actually work.
EERSRYRIIRSEM, RIS xfJ. BOXSEERERIETA.
® Comparison over time within one country. ® A market size, a growth rate, or a comparison with China.
E—EZREERILR. HiZHE, 5%, BSFEER.
When no comparable ecommerce figure exists, the honest answer is “no comparable data” — not zero, and not a neighbour’s

IDREIERT, WELHERRE "TrttEdE" | BARE, AR MBERIEF.

AND A WARNING ABOUT THE INDICATOR ITSELF
Survey years and methods differ between countries; missing years are gaps to be shown, not values to be interpolated without a note.

Ecommerce & Cross-border Ecommerce - Chapter 1 - EISEEIS 51/65



Three headlines, one wrong division Aworked error - SMEHIER, JEST

p— —H Nz =l S 2R
=&, —IRiEI=RAIRIE e
2022 global ecommerce sales above US$5 trillion, including B2B and B2C 4 WHY THE DIVISION IS MEANINGLESS R
OBJECT
One country vs the world
2020 China B2C online retail US$1,414.3 bn, 24.9% of retail
METRIC
B2C retail vs all ecommerce including B2B
2024 Kenya internet use 35.0% YEAR
2020 vs 2022
SOURCE
A national table re-quoted vs an industry estimate
THE STUDENT’S MOVE
B + A = “Chinais about a quarter of global ecommerce.” Four labels, four mismatches. The problem is not the arithmetic — the
question cannot be answered with these inputs.
She divides 2020 one-country B2C retail by 2022 global ecommerce including B2B.
N J

WHAT CAN BE SAID INSTEAD
“In 2020, China was the largest B2C online retail market in Table 2-1, with
a 24.9% penetration rate.”

2020 FHERFR 2-1 P& AR B2C NEEEMG, BB 24.9%, "
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1A Defend it or withdraw it

10 minutes -

K4 Sveswr, siiiEe

THE BRIEF HOW YOU ARE GRADED ON THIS

Each group writes one ecommerce claim it has heard — from Answering “this cannot be answered with these

a news story, a platform, a lecturer. numbers” counts as a correct answer.

i "RAXMEHFAERE |, RIEHESR.
BASH—FIMIRERICHT: KEME. FERE,

Then label it: object - metric - year - source.

FOUR TIMED STEPS - Wit}

o  Write the claim in one sentence. A GOOD REWRITE LOOKS LIKE THIS
BickH Bl —aiE. X “China dominates global ecommerce.”

v “In 2020, China had the largest B2C online retail value among the seven
4 Underline every number; write the four labels beside it.

e A e - — . economies in Table 2-1.”
NHEBN T, BAENMRE.

o  Mark it: supported / unsupported / cannot be answered. L
Nt BXEF / X / MEHFLERE.

NOTE

Two or three groups read theirs aloud. Listen for the year and the source — that is
where most claims break.

2  Rewrite one unsupported claim so that it holds.
B P W 3 (13 B 1A A VA= =1 e
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auz F1ve questions

hiEB N

Answer individually, 6 minutes

Which indicator is closest to “the total value of goods traded on a platform”?

In Table 2-1, what share of total retail did China’s online retail represent in 20207

China’s domestic B2C online retail can stand in for its cross-border ecommerce. True or false?

Which best describes the period after 20077

Which pair can be compared without any adjustment?

Answers: 1-B, 2-C, 3-False, 4-A, 5-D.
%ﬁ 1_Bl Z_Cl 3_%%-1%1 4_A1 5_Do

A Platform net profit

C Revenue

A 14.0%

C 24.9%

A True

A Social, mobile and local

C First venture capital

A 2022 global incl. B2B vs 2020
China R2C

C 2021 global retail ecommerce
vs 2025 China exports

GMV

Average order value

18.0%

25.9%

False

Static web ads only

Ordering by telegraph

2024 Kenya connectivity vs
2020 China nenetratinn

2020 China penetration vs 2020
Korea penetration
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ss Terms and takeaways

NESER

Term Working definition
287 EEEN

Online retail sales
LR ERN

Penetration

GMV
PREZISER

B2C / B2B
IS EZRE / kgl

Digital buyer

Connectivity
EEE

Data gap
#EERO

Retail value transacted through online channels.
B FRESRNETEEM.

Online retail divided by total retail.
MRTE HTELEAILLA,

Total value of goods sold on a platform; not its revenue.

FamZBmEaE, FAETFERA.

Selling to consumers vs selling to businesses.
HEBHEHE / AREWHE.,

A person who buys online in a given period.
FERERHIRALEIRIA.

Share of a population using the internet.
SEFEERRIRIA O,

No reliable comparable data — not a value of zero.
TRAETEERTEEER, MAREAT,

Session 5 -

THREE THINGS TO KEEP

— Scale and penetration answer different
uestions.
MRS EEERRIEARIER,

— Four labels before any comparison.

FEE B NE I MRS,

— A gap is not a zero.

RAOREFTE.

BRING TO SESSION 6

Your chain diagram and the four labels you wrote.
Session 6 puts a price and a risk on every box.

H LIRE CRRESII MRS, B/NRIRGE—8E
fir. EXPZ.

55/65
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Advantages, challenges, synthesis
SESSION 06 OF 6 L. PEksSsa

§1.6 — 1.8, the chapter in one page, and the group IN THIS SESSION - AR
workshop State five advantages and seven challenges, and say who bears each.

IRHATLE S tIbk, FrixbAsE BiERE.

Explain the social cost of ecommerce without collapsing into optimism or alarm.
IRBREEEIRNA, BEAERFRNEARSEI,

Apply one four-question routine to any claim about cross-border ecommerce.
F—EMiRiE QI RIS R e .

. Present a group assessment of one order chain, with risks and remedies.
90 minutes INBITIR—STEREE0RS, K ST,
R + BREES + KGR

15 35 30 10
Warm-up Concept Task Wrap
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Five advantages, for whom Toxibook 81,6 - fHt

hIffE, 2alESH

Convenience 24 hours a day, 7 days a week; revenue while you sleep.
fEEF! . - Benefits:iég@%and seller
eXIEEW, EREAHBEENR, -
More selections Online stores carry a wider array than a shop, plus exclusive inventory.
PN
BEEIEE Benefg@iBuyer

L& EMRESTINE, TERRES.

Low start-up cost No storefront: no rent, insurance, building maintenance or property tax.

[EERANE Benefits: Seller
FEITE: AEES. 6. PSR, —

International sales As long as you can ship — international logistics, overseas warehouse, or FBA.

Sl =t=
SRR 5 . . Benefits: Seller
REGERL: ERDR. 85k FBA, SEK

Easier retargeting Ads, directed campaigns and pop-ups follow the browsing customer.

EHZBEHE Benefits: Seller
&, EMESHER IR SR

Four of the five advantages are the seller’s. Only one is purely the buyer’s — remember that when a platform advertises

| TogrstifiBhBensfitslss, AE—ARIR——FaEf "BEERE HUESX—R. -



Seven challenges, and who carries them Toxibook §1.7 - Hhi
Chihksk, =HIERE

Challenge What it means in practice Borne mainly by
Phhk BRI FERBE

Limited customer service No one to demonstrate the product in person; chat is a substitute, not an equivalent. Buyer

ERZR TASHER, EEERIAZRENR. LR

No instant gratification Waiting for delivery; on international routes it can run into months. Buyer

TRZ RPRTi#E FEIE, BIRAIEATREIARIA. XK

Cannot touch the product Images do not tell the whole story; return logistics is slow and expensive. Buyer then seller
TR R BRTERMRER, FREEERR. SEFR, HIRSER

Fierce competition, strict rules Low entry attracts competitors; SEO and PR become permanent costs; supervision Seller

S/ . tightens. i
SRR, AR (B TMhEIRSSE: SEO SAXMIKERA; hear, =R

Moral and social problems Local shops close; unemployment rises; privacy and data protection are at risk. Government, society
BESHRER AHfEFERE, KW EF, RRASEUEXEG, BFSit=

High traffic cost Search and social advertising get more expensive every year. Seller

=1 N BREMR SRBBEEF LT, =R

Four of the seven fall on the seller. That is why the “low barrier to entry” advantage and the “fierce competition” challenge are

thﬁdﬁﬁ@ﬂﬁﬁiﬁ%t—“ﬁm ] ”*fEE" '3 "ﬁ%%ﬂl?\u\" Hst ——A$;k°
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The part that is neither advantage nor efficiency

Social and moral costs - fI&5iEER

1 7 BRI B EAZERRTAER D &

What it gives What it takes What policy does

Access for small firms that no shop could Footfall from local shops, and the jobs
offer attached

Tariff and tax rules on low-value parcels

INBAERIST VE TSRS FRIRRA

RHEHRIZ R SREZ AR

(RERRAIXTSHIUTRT

® Lower search cost for buyers in thin markets ® Tax base, when sales shift to foreign
platforms

Consumer protection and data rules

MBI PHIESIRZRBA ThE

HERRRINFEIIHRE

HEBBRIPSEIEN

THE BALANCED SENTENCE - F#ifysRit

Ecommerce lowers the cost of reaching a buyer and raises the cost of being found. Whether that is good depends on who you were before it

arrived.
RSP T ANASIRAIRRAS, 268 T HATNMA,; FABATRECRERZ BRI,

The textbook lists both the advantages and the drawbacks; a good answer does the same, and then says who bears which.

M ERSFIHB SR, FRIEZHINL, Fdt—2SiuRsEmiERE.
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sYN Four questions for any claim

The whole chapter in one routine

TH (T(EckrErsaid g

Which scope? Which element makes it Which box in the chain? Which metric, year and
cross-border? source?
B—RpOR? B—ERFHEEIR? SR ERIIBR—HE? BRNMER. FHSEIR?
) ) )
Platform, journey, or firm-wide? Customs territory, settlement, delivery Who controls it, what record proves it. And is it comparable with the other
— and the evidence. number?
Fa. e, EREWER? KR, B8, RI—LURIHE. =, HAICREEIER, SR HFEETLL?

RUN THE FOUR IN ORDER — THEY ARE NOT INTERCHANGEABLE

Most bad arguments skip question 1 and jump to question 4, then compare two numbers that were never the same thing.

SO WHAT DOES A COMPLETE ANSWER TO THE PHONE CASE LOOK LIKE? - FEEFINTERZ 24

Scope Elements Chain Metric
Broad ecommerce, one transaction All three hold, each with a record Eight boxes; weakest link named Not in the retail statistics; customs data
"X, —%€3X5% ZITE, SHBICR J\NERTS; IEHERSE—ER ST s, (UHEXLE
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WOR L4 [ ] )
wsn Assess the chain, price the risk 25 minutes in groups of four - TUA—

op TSR, BRIREMN

e N
THE TASK DELIVERABLE - 7=
Take your chain from Session 2. Put a cost line and a risk on every box, e One diagram with cost lines
then choose the three that matter most. SRR A LR E

GG khe Az g A el e _ e Three risks, ranked by time-to-cash-gap
LB —RZAES—IIXE, BEHREEN=IL, SRR, B "SATHENSHO" HE

e One remedy per risk, with the party who must act

Buyer What you paid, and what you did not expect. SRR —STE, FEBRMEET
e Two minutes to present
PAN-N
Seller What you control, and where cash is trapped. (TR
- J
Platform Which rules you set, and which you only enforce. HOW GROUPS ARE SCORED

v Names a box, notatfodd
Clearance / carrier Which delay is yours, and which is the consignment’s. v Separates what e sslisircontiefs-fram what it does not

v Prices the risk, eign foughly

v Says who must agtjFadwhat. thgy-indust do
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Definition of

ecommerce
EERSHIE X

Electronic completion,

not the object.

Traditional
commerce
S5t&EFEmFHNXE
Reach, channel,
intermediaries.

Narrow sense

53V
Third-party platform
transactions.

Trends

=]
Social, mobile, local;
apps; data; ESG.

wap Chapter 1 in one page

Broad sense

I
Marketing to after-
sales.

Development

KRE
Invention,
consolidation,
reinvention.

Pan-ecommerce

el
Any digitally

conducted business.

Advantages

ne
Five, and mostly the
seller’s.

Cross-border
ecommerce
SIRFER

Three elements, all
three.

Challenges

Pk
Seven, and four fall
on the seller.

Participants

S5FK

Sellers, platforms,

buyers, services.

Three words

=EWHT
Ecommerce,
ebusiness, digital
commerce.

If you can answer the four questions in the previous slide, you can place any claim on this map.
HEFEREIE E—TapPuiE), (HENeHrERsErEXoKIbE,

WHAT COMES NEXT

§1.1—-1.8 - eight sections, four

questions

Ecosystem

Figure 1-3; four flows
and services.

Measurement

m=
Scale, penetration,
scope, gaps.

Chapter 2: business models and market size — B2B, B2C, C2C, platform and direct-to-consumer, and the numbers behind them.

B8 mllEXSTHEZIE—-B2B, B2C, C2C. F&5HE, URESEHEEE.

Bring: your chain diagram, your four labels, and one claim you could not verify.
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Sources and further reading

KR SHREIRIE

Textbook
ESLY]

Laudon & Traver (2022)
#i151F

eMarketer
TR

UNCTAD
PR4AZR

World Bank WDI
HFRRIT

The Economist (2021)
T

Every figure in this deck comes from
one of these

Chapter 1 §1.1-1.8 and Chapter 2 §2.2.2-2.2.3, §2.3.2, §2.8; Figure 1-3, Figure 1-4, Table 2-1.

F—E81.1—18, FE §2.2.2—2.23, §2.3.2, §2.8; B 1-3. 1-4, & 2-1,

Stages of ecommerce development, Figure 1-4, p. 64.

EREARENER, B 1-4, 564 1.

Global ecommerce forecast 2022: US$5 trillion, 2.56 billion participants, US$7 trillion by 2025.

2022 FFLEREEEFTUN: 5 F{ZETT. 25.6 285 A0, 2025 & 7 FH{Z3=ETT.

B2C online retail statistics, Table 2-1 (2020 data).

B2C LTS, % 2-1 (2020 F5E) .

Internet users (% of population), IT.NET.USER.ZS, 2024.

HELR(EEZR, IT.NET.USER.ZS, 2024 £,

“The future of global ecommerce: retailers everywhere should look to China.”

(BB SHEEFHENERTE) , B EEmEL.

Where a number has no source in this list, treat it as a claim to be checked — including any number you hear in class.

RNAELRRREFRETF, SNAAFZERNE

BIERE CITERIEE.
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END OF CHAPTER 1

Thank you.

I,

Six sessions, one order, four questions.
INREY, —EEITE, I ERR,

NEXT SESSION BRING OFFICE HOURS
TRIR Pt R

Chapter 2 - business models B2B / B2C / C2C Your chain diagram and four labels By appointment - £y
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