GUILIN TOURISM UNIVERSITY - MRS =

LESSON 10

The shoe left

in the cart
HERBIRR - AN - BSFIHE - A& - ME U SES
Textbook §3.1, §3.1.1, §3.1.2 - a 90-minute bilingual lesson

90 minutes English first, Chinese support §3.1-8§3.1.1-8§3.1.2 2026 — 2027 Semester 1
—IRAS N FERI - PNIEfR HHAINTS 2026—2027 FFEE—5HE

Course - EIERENEEE Cross-border Ecommerce
Instructor HRHIT FREFF

“She had not failed to decide about the shoes. She could not trust the purchase.”
—AEGIC(E: WARIRBTEAELE, MELASEXXWEL,



How this lesson runs

NRRYHLFTL

min

15
Warm-up: a cart that stalls A 28-dollar shoe in Dhaka, three days in the cart.
=617 FEREYE

30

Five stages, four reasons, four proofs Buyer psychology, then trust as observable evidence.
hER. UER. YiIHE

Local adaptation as customisation Six dimensions: language, size, pay, deliver, return, festival.
AitEFETES!

min

min

20 min

Task and close Diagnose the stage, name the missing proof, pick one change.
REESSKER

Every stage asks one question: which stage is the buyer stuck in, and which piece of evidence is missing?
IR EIE Nl SER-RAEW—RER, TRIB—SIEE?
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our What you will be able to do

NRFIEIR

Explain the five consumer decision stages and why post-purchase behaviour decides loyalty.
ERREREBRROMER, FREATAWRIT/ARES K.

m Compare the four reasons people buy online and explain why total cost includes time and risk.
EriRee ESERIPUSRIER, FikBB AR RIS 28RS X,

m Evaluate the four kinds of trust evidence and explain how each reduces perceived risk.
TN USSR, FAERES B aPE(RRRXEL .

m Distinguish personalisation from customisation, and apply the six dimensions of local adaptation to one product.
XoMECSES, FHEARIERR S MEEN AR—EmL.

Each objective maps to §3.1, §3.1.1 or §3.1.2 and to one row of the audit sheet.
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ROLE

Where this lesson sits

NRENMSRIE

Lessons 8,9 — 10

-

&

BEFORE THIS LESSON - BiEg#liR (8. 9if)

® The order ledger: cost, delivery, after-sales (Lesson 8).
WA : A, RIT5E8RFE (B8R .

® Shopping context: device, payment, pickup, trust (Lesson
9).
W¥iEE: ke, XfJ. BRSEE (BIR) .

® You know whether a purchase can happen; this lesson asks

how.
(FEFBEWLEAREE; AMFEAWSLAMAALE.

A context explains whether buying is possible; a decision path
explains how it happens.

WHAT THIS LESSON DOES - Zi2{EFf

Walk one product through need, search, evaluation, purchase

and after.
B—4EmETSE. BR, 1ML, WLSWE.

Locate the stall in a stage, then name the missing evidence.
BEIEMEIE—ER, BigHRKANEHE.

Turn adaptation into two specific product and service changes.

BRI IEA T m SRS .

Trust is a judgement built from evidence, not a feeling built from

advertising.

Lesson 9 explained the conditions around the buyer; Lesson 10 explains the questions inside the buyer.

2 9 RHIRABERFRM, % 10 FHLROERYER,

04 /28



Three days in the cart Teaching case - H(EFREHIZA

EWIZEER T =X

WHAT THE PAGE SHOWS - RELTHZ

® A 28-dollar running shoe, cheaper than the mall. * Will a 39 fit me? Which width?
28 ETTiEEE, LUEImER. 39 lBEAEH? BEEZD?

® Model photos only, no buyer photos. ®* What does it look like on a real foot?
HEEEE, REERIAE., SFEEAM 2A8?

® Eleven reviews, none from the region. * If it does not fit, what does it cost me?
11 Fi¥h, RE—FKRETHKX, AEREEAGSIMUN?

® European sizes only; card payment only. ® Can | pay the way | already pay?
HERE,; RBERITR. KRR E RIS TUIRR?

® Estimated 18 days; returns to an address in China. * Who answers if something goes wrong?
fiiit 18 X; BESIEFE, HHBIRRA R ER?

The seller assumed price. The stall was in evaluation: the page could not answer the questions that decide the order.
SRR, FIMESTETEMER . TEEZA T RE FRAE-,

Was she undecided about the shoes, or unable to trust the purchase?

This lesson separates five stages, four reasons and four kinds of evidence, so the stall can be named instead of guessed.
NRCOMER. MXERSURIEHEST, iHFWMAI LRGSR, MAREE.
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ocus What to master, what to watch

FIERSHER

Focus and pitfalls

KEY POINTS - 3#3&5

® Five stages describe buyer psychology; a funnel describes
seller actions and counts.
AESEAEROE,; RHERERNESILE ISR,

® Trustis a judgement built from evidence: reviews, return policy,
payment protection, brand endorsement.
SIERHRIEEERRIFIT: 1N, BREBER. XIRME. mEEH.

® Local adaptation changes six details, not just the language.
ARHERCSEENMET, ARERNR.

THE ONE-LINE RULE

COMMON DIFFICULTIES - TJRERTMES

® Treating the five stages as a funnel and assuming every buyer
walks them in order.
BAMERAMREY, FRESSEREPZLEEST.

® Reducing trust to “good feeling” or a star rating instead of
observable evidence.
IBEEER "R HER, MARIZRANIEHE.

¢ Calling a translated page local adaptation while sizes, payment,

delivery and returns stay unchanged.
IEEMFTRITUEMR AAEERS, MRS, 7. BXSREENRE.

Name the stage before you name the fix. A discount repairs neither a size chart nor a return address.
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Consumer decision: five stages §3.0.1 - E31 - BOES

HEEE RRAMER

Need awareness Something breaks or is missing; the buyer notices a gap.

T KIAK SR TR, SEREREIRRO.

Information search Keywords, categories, friends, short video, the brand name.
SR KR, KEH. PIREE. SR mhEE.

Evaluation Price, reviews, size chart, delivery date, return address.
R iNt&. TN, RBER. XAHHEA. 1BEibt,

Purchase Payment security, address, confirmation, waiting.

ML Xid&e, k. A FiE

Post-purchase Fit, review, exchange, return, repeat or never again.
WE1TH B, Y. R 1B, SWEEHAEL,

The first four stages decide whether an order happens; the fifth decides whether there is a second one.
BIPURNERE "SEAXL" |, SEMBRE "CESA=HEXL" .
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Why people buy online: four reasons

2% L SCHIPUSSIE B

Price

s

Lower visible price than the local shop.
RMMETA RS,

Watch: Cheapest is not the same as best value.

Greater comparable variety
EEE A 3RS

More sellers, models and reviews in one screen.

—FEZHNEZER. BE5FMN.
Watch: Choice without a filter is work.

Convenience and availability

BRI SaEMH

About five minutes of browsing, delivered to the door.
AR SN, EELED,

Watch: Waiting time is part of the price.

Lower overall cost

RS TP

Time, freight and risk included, not only the tag.
A, BEESXKE, RRBEF,

Watch: A cheap item with hard returns is expensive.

The four reasons explain why cross-border buying attracts. They also explain why price alone rarely closes the order.

PSSR RIS R AEERS D, AR ANERNRERL.

TOTAL COST, NOT TAG PRICE - S(FpAARZRIN

A 28-dollar shoe with a 9-dollar return and three weeks of waiting can be dearer than a 34-dollar shoe you can exchange across the
counter.
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Trust is evidence, not atmosphere

{SIEEIEEIIRL

1 - §3.1.2 - four kinds of proof

Reviews and buyer photos
T S AFE]
“Does this work for someone like me?”

UG FRIARSER?

Clear return and refund policy
TEMTEIR BB FBUR

“What happens if it does not fit?”
"AEREAT? "

Payment protection
ASERIE

“Is my money safe if the seller vanishes?”
"EFRHANERNEEERE? "

Brand or platform endorsement

MEEFEEER

“Is a reputable party answerable for this?”
‘EEBAREN—LARBRR? "

LIMIT - EBR
Can be faked, or irrelevant to my size.

AJREIER, HAIBESHAIRBEX.

LIMIT - PR
Useless if the address is unreachabile.

HIEARRTA TR,

LIMIT - BfR
Separate from how friendly the seller is.

SxREERERMMNE.

LIMIT - BER
Stronger than a seller promise alone.

SR TR ERSIRIE,

This four-part list is the teaching summary of §3.1 and §3.1.2; the textbook does not list “trust” as a single entry.

XHTURBEREARYT §3.1 5 §3.1.2 EFEN; BMIEERS 5

Cross-border Ecommerce - Lesson 10 - [EIESREEHLIEC
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Local adaptation: six dimensions, not a translation §3.1.2.2 - customisation

AHOIEFECHY7 S MERE
Language Size Payment
5= INE {9
Search terms people actually type, not literal Centimetres, width, fit notes, and a chart with The method already in the buyer’s hand:
translation. how to measure. wallet, transfer, cash.
MIEESBANEZRAE, FEFEENE. K. BE. BRI, LIREZRERR, IRFREEH: &8, BK UL,
Delivery Returns Festival timing
Boix (5324 TIRET =
Promise matched to the real network: pickup An address the buyer can physically reach and Demand, gifting and cut-off dates on the local
point or door. afford. calendar.
FIEICEESIMER . lNEERIRRIREE £, SIREIEFHE Y. (J1SEEATHIL, NEHBLNFEK. EFLSERRE,

Adaptation belongs to customisation: it changes the product and the service, not the wording.
AEFETES: EXNE~RERS, MAREER.

THE TEST - 1818

Translate the page, keep European sizes, accept one card and return to another country — you changed the words, not the purchase.
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Personalisation, customisation, and two numbers

MENH. EFERTEF

PERSONALISATION - Mk
Changes what is shown, and in what order.

®* Recommendation modules and retargeted advertising.
HERRSEEN &.

¢ Same product, different display for different users.
B—rm, MYArERAPAERER.

® Measured in clicks, views and assisted orders.
AR, NS SHHEENTREE.

CUSTOMISATION - &l
Changes the product and the service itself.

Local size chart, local payment, reachable return point.

Configurable versions and bundles.
A RENRASHE,

Measured in conversion, returns and repeat rate.
LARRE. ERSEWEE.

Only a festival banner with no local size is still surface adaptation: it decorates the page without changing the purchase.

RETKER. REAMRE, PRFAmEES: &=in 7 IE, RBEEHL,

TWO NUMBERS FROM §3.1.2.2 - @M=

(0
~ 95 /0 of marketers ran some form of personalisation

97% of that group reported a lift

Two percentages on different bases: do not multiply them, and do not read
them as causal proof.

WHY SEARCH STILL WINS INTENT - At ZEF={NEESE

4 - IOX more effective than traditional advertising

A query states the need explicitly; a banner only hopes for it.
TRIFERHERR, BIEREEEER KT,

Personalisation wins attention; customisation wins the purchase. A page can do the first and still fail the second.

MEUREEE], EFWRENRSE, TEHILUHRRIE, BAMERE.
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One shoe, five stages Exampielil diagrestohont
—XEE, AR

Stage BER What happens £ T4 The buyer’s question SESRAYIEEH
FER REHFA SESRAYIAJRR

Need The old pair has a hole. Is this the thing that solves my problem?

== |HEERR 1 X4 mnRe SRR TR AVIE)RR ?

Search A friend names a brand; she types it. Which words and categories find it?

B8R RRIREI— 1 amh®, WiAEZEAE. Rt 4iR S EHee%E?

Evaluate Two sellers, reviews, size chart, dates. Is this seller, size, price and date acceptable?

T WEEER. N, RIExR. BEA. XNER, RiE, MESHREE#ER?

Purchase Card entry, address, confirmation. Is payment safe and the address right?

L ER, B #A. XIRELE. MWIERIER?

Post-purchase Fit, review, exchange or return. Did it match the promise, and can a problem be fixed?
)= B, TN, BRESRE, ERLERE, DREERER?

Each stage asks a different question. A page that answers the first three and then offers one card and an overseas return

breaks the sequence at the last moment. o L
BMMRAARERR,; RERZ TRI=T, MEEERE—TSK~SEINEEIIL, FHREXE T,
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The size chart that prevents a return

Example 2 - teaching simulation

BEIERERRIRAEER

WITHOUT A LOCAL CHART - i&E4ittREBE WITH A LOCAL CHART - B4t RiE%E

¢ Buyer guesses between two European sizes. ¢ Centimetres, width, and how to measure the foot.
LRER B Z B35, EEXK. TR, LARANEIEH.

¢ Orders the larger one to be safe. ® Buyer checks her own measurement once.
NTREEAR—S, XFRESE—IX,

® Arrives too big; return costs 9 dollars. ® Two of the three returns disappear.
FERmA, 1BE 9 =TT, SIRIBEHFFIRIER,

® Thirty orders, three size returns: 27 dollars. ® One chart, reused on every order.
30 BB 3 RRIBIEER: 27 37T, —ikR, BHEEH.

The chart is a fixed cost paid once and a variable saving earned on every order. Prevention is cheaper than remedy.
RIBRE—RMEIERA. SREECIMITNTE, MBHEHMNIUER.

WHY THIS IS CUSTOMISATION, NOT PERSONALISATION

A recommendation engine could show the shoe to more people and still lose the order at the size question. The chart changes the

product information itself, so the purchase becomes possible.
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The shoe that stayed in the cart Teaching case -

RN ZEE R

background

BACKGROUND AND TIMING - =2 5h1E

A teaching case: buyer, seller and all funnel numbers are fictional. A 28-dollar running shoe sold across borders to a student in Dhaka.

HEFEIRG) TR, ERODIRIAFINEI, — 28 FTHERBETA SI—BFE,

e

THE PROBLEM - 59/ EVIDENCE-BASED ACTION - FiEERM%

® The shoe sat in the cart for three days. * Audit the page against five stages and four proofs.
EEWIEER =X, A ERSIYSSIHESTH R,

° The seller concluded the price was too high. ® Add a centimetre chart with width and fit notes.
SEFRFIMNMEAR. MANFREESIRERFNERRIEE,

* Adiscount was the proposed fix. y gz?;;:c;mbéyflphos from the region.
RINEIRRIERTIR. SR HBIX SLERAT[E],

® Add a local exchange point and a local payment method.
SEIIAHR S RS A 75,

® State the delivery range honestly.
ikSEIBRIXIAX L,

Price was never changed in the test. That is what makes the result a diagnosis rather than a promotion.

WA BH, XIERERETIZHT. MAZRHENREA,

® The real question: which stage, and which missing evidence?
HIFRYRRE: ~EW—MER, GRIEBSSIEE?

Cross-border Ecommerce - Lesson 10 - [EIESREEHLIEC
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case Auditing the page against four proofs U NP
L S R R

Proof ilE}E What the page had TaEIIA Status XS The change &5l
UEHE TREIK RS )]

Reviews and buyer photos 11 reviews, none local Weak Add regional buyer photos and fit notes
TN SIEE 11 4%, FoAit 555 DA SESR AT E S hiR Y15t R

Return policy Returns to China, buyer pays Missing Local exchange point, cost stated
IBEIBER BEIFE, SR TR RiEte s, SR

Payment protection Card only, no local wallet Missing Add the wallet buyers already use
ATRRE R, AR TR BEAIREERR®RE

Brand endorsement No local proof of any kind Weak Show the platform guarantee explicitly
mhEE B B A A HEIERR 555 PR a1ER

Size information European sizes only Broken Centimetres, width, how to measure
REER KRB (e EX. BE. 8%

Four of five rows were weak or missing. A discount would not have moved a single one of them.
RITHBITESSEREK, FTHT—1TEMERT,
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CASE What the test Showed Case - simulated, 500 visits

M Z5ER

Visits in the test Checkout rate before Checkout rate after Size returns
PUEEENES

500 sessions 1.3 % 2.4% 6 —> 2 /100

1&$ 500 JRifiE] HENZ 8l RN g ST

WHAT MOVED - TEMEHZA

¢ Checkout completion rose from 1.3% to 2.4%. ® Price, product and delivery distance.
ZEMTRERM 1.3% FHE 2.4%, iNt&. HmSEXEE.
¢ Size-related return requests fell from 6 to 2 per hundred orders. ® The buyer’s need: the old pair was still broken.

ERFTE: |BEDRERAY.
REBIEGEHENERE 6 IX[EE 2 )R, ) . .
® The evidence was the constraint, not the price.

* Price was unchanged throughout. ARZRUHE, A2MN1E,
SFRERBUN.

These are teaching simulations, not a field experiment. What travels is the method: change the proof, hold the price.
XLRHFR, FNEIHLY,; AIEREA: BOHE, Z(ENS.

THE DIAGNOSTIC SENTENCE - i)

“The buyer is stuck in evaluation because the page cannot answer the size question.”
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cnarr Where 500 visitors stop

500 f\5ipRjESEHE

HOW TO READ IT - EFfiE

Completed 58/ I 12 ® Each bar is a count of people, not a conversion

rate.
BIRERA, FREME.

® 500 to 210 is the size question arriving.
500 %l 210 2RASAE I,

Reached payment 2|37 f}

® 96 to 12 is where the evidence gap is paid for.

Added to cart ¥ 96 2| 12 RiHEROZ(SAANAIHETS.

® Teaching illustration, not a benchmark.
HFETR, FETIEE.

Opened size chart & Ri%% 210

Visits 15 A 500

lllustrative counts for this lesson only.

Read counts and rates together: 61 people reached payment and 12 completed, so the last step lost four out of five.
AHEHERE—REIE: 61 AZT. 12 A%k, Re—SEERDZN,
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. What the five stages do not say o undaries of the model

AEAEENRA T4

It is not a mandatory path

N A familiar category skips search; an impulse buy skips evaluation.
BEARYERER

MR PSR, ST BT IR,

The funnel counts exposures and clicks; the stages are questions in the buyer’s head.

EAEERIE N g g
RS RE, MIRELRMPAYEE.

A bad after-sale restarts it
FERBESIIEEX

A failed purchase sends the buyer back to search, not politely to the exit.
IMAACLFIEEER, MAEIRIEZ.

It describes one buyer, not a market

N e One student in Dhaka is not a national average.
BlA— IR, FE2M7

ER—RBFEAREEY.

| It is not the seller funnel

Use the stages to decide what to say, and the funnel to see how many were lost at each handover. Do not use one as the other.
FAMEBRREZRTA, ARIEERREZTEZOAN, FEE—MHIREISRE—H.
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wrn Six things students get wrong

N E IR

SAY - ERiRix
“The purchase completes the conversion; after-sales does not affect

the business. |,  m=remmiE.
CLARIFY - EEiLis

§3.1.1 says post-purchase behaviour decides loyalty. Reviews and returns

S S e Yo SR T — (SR,

SAY - BRifiE
“Personalisation is local adaptation.”
MECH RN IERS,
CLARIFY - EE#E
Personalisation changes advertising or display; adaptation changes the

AL ANd SOIICe. i SRS .

SAY - ERiiix
“The five stages are the sales funnel.”
"RRAOMERMEHSRS}.
CLARIFY - EEHES
Stages describe buyer psychology; the funnel describes seller actions and

R (e e

Cross-border Ecommerce - Lesson 10 - EIEFEEELE

SAY - ERifiE

“Price is the only reason people buy online.”
"INTERS EWSLAIE—TER, "

CLARIFY - EEHS

Price is one of four: convenience, variety and total cost matter as much.

MERBIRZ—; EF. MESRERARFEER.

SAY - BERiRiE
“Trust is the good feeling an advert creates.”
BRI SEENFR.
CLARIFY - EE#E
Trustis a judgement about predictability, built from evidence a buyer can

K.
R TR, IR .

SAY - BWiRE
“Local adaptation means translating the page.”

SR EENETNE.

CLARIFY - EEHS
Language is one of six; sizes, payment, delivery, returns and festival timing

| h
SR ey R, M. ML RIESTREER,
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ery  Key English terms (1 of 2)

RFRNALE (L)

One-line meaning —{TE X
—ITRENX

Ten terms - first five

Term RiE
ANig

Consumer decision stages
B RN ER

Need awareness
BRIAR

Information search
SRR

Evaluation of alternatives
FETFG

Post-purchase behaviour
WfE1T/9

The five-step frame from need awareness to post-purchase behaviour.
NEFNREIEF1TANRLE HHTHESR.

The moment a buyer notices that something is missing or broken.
LREIREFEYIERREFRIAAIRT Z].

Keywords, categories, friends and content used to find options.
FX##E. KB, FRERESHKEE.

Comparing price, reviews, size, timing and risk across options.
ECENTS. . RED. BIRSXE,

Sharing, reviewing, complaining, exchanging or returning after the order.

WLEMNDE. TN, &F. RESIRE.

Terms one to five describe the buyer’s side of the journey.

AR RIEREIAHFERISEZR—.
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ery Key English terms (2 of 2) Ten terms - last five
RERNALE (F)

Term RiE One-line meaning —{TEEX
ANig —TBENX

Perceived risk The buyer’s subjective estimate of what could go wrong.

REAIXBS LRI BT Bt (A RRAUHR AR EHI BT

Trust evidence Reviews, return policy, payment protection and brand endorsement.

(SENEE . BREBER. ZHRESmEE .

Personalisation Adjusting advertising or displayed content to user characteristics.

ML ZRAPRDRZE SSRTRE.

Customisation Changing the product and service to fit user preference.

EH R RS mE RS S,

Local adaptation Language, size, payment, delivery, returns and festival timing for one market.
AHhERD HAE— M HIZRNES. RB. X1, BiX. BRS5THK.

Terms six to ten describe what the seller can change, and which of those changes count as customisation.
BFRNMRNEMIASZRENHA, AREFBLETES,
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-k Four questions for the room 10 minutes - in pairs

IRETTIEPYIE)

Think of the last payment you abandoned. Which stage were you in, and what evidence would have changed your decision?

[EARYRERIA—IRIGFHIFR: REBMNER? HAIHER S RAIRTE?

In your country, which reduces perceived risk most: reviews, return policy or payment protection? Why that one?

EIREE, . BEBER. XIRE=ZF— &R EBANXE? IHA?

NRMERBM—IUEES, (REBRB. UNHERIRER? HEEE,

Where does the five-stage model fail to describe your last purchase, and what does that tell you about using models?

| If the budget allows only one adaptation, do you change size, payment or returns? State the trade-off.
| T BRRE ARG A A RRITAI—RWSE? XikAERRENE IEHA?

Answer with a stage and a piece of evidence, not with an opinion about the buyer.
EIEELEHN RS —RIHE, MARXERITN,
22/28



sk 12 minutes: cart diagnosis Group task - one page out

12 559 WHIZE2ih

Read the case and mark which stage the buyer stopped in. Give one page-level OUTPUT - S

reason. Stage diagnosis
EZA, mHERERER—MER, FE— 1 RNEEERER. FERIZ I
Four-row evidence audit
PO TIEEE T
Audit the page against the four kinds of trust evidence. Mark each as present, weak One ranked change plus a metric
or missing. —IHEF A SEtn

RISEEHESITRE, RHER. BEgaREK.

TEACHER NOTE - #{fig>

Choose one adaptation from the six dimensions, and say why it is customisation.
Ask for the stage first, then the fix. Most

M NEERIE—TINER, FiRBEATAERETES. groups jump straight to a discount.
FENER, BELSR, SHNESEENRE
AL

Write one metric for the change, and say why a discount would not fix this.

=H

NAENE— MR, FRBBF /A AR RIXNERE,

The best answers separate evidence from promotion, and connect the size adaptation to the cost of a return.
RFNERSICIHESRES T, FHERIEER SIBRMAIELXK,
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Quiz Five qllestiOIlS to Che(:k yourself Answers in the next slide of your notes

Eat=p

0 Name the five decision stages in order, and say which one decides loyalty.

IR H R NRERMER, FHEHBE—NRE B,

a Give the four reasons people buy online. Which one is most often misread?

It HE EMSERIPUSRIEH,; HP—SREmHIRIE?

e List the four kinds of trust evidence. Which is stronger than a seller promise, and why?

HIHPUSEEIEE, W—58T 250RiE, AHA?

° What is the difference between personalisation and customisation? Give one example of each.

MECSERHBAXEI? S50l

e A page is translated, keeps European sizes and returns to China. Is that local adaptation? Explain.

WEHEE, HARE. REFE; XEAERS? 7R,

Question five is the discriminator: if the size, the payment and the return address did not change, the purchase did not change.
FHBREDKE: RiD, ZHSEREMIHRT, WEHMRE,
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UM What tO Cal'l'y Out Of thiS room Three sentences and one bridge
ZNESWE

THE LESSON IN THREE SENTENCES - =4iF

Buying is a sequence of questions, not a single click.
Trust is built from evidence a buyer can check, and the page either supplies it or does not.
Adaptation means changing the product and the service, not translating the words.

Stage first Four proofs Six dimensions
N
1 step 4 kinds 6 rows
BLE TR EE 32T BB 1B5 RES 521 BiXRIR 19K

THE PRACTICAL HABIT - Tl{&{EJIB BRIDGE TO LESSON 11 - T—if
® Write the buyer’s question for each stage. ® Once the buyer can evaluate and trust the offer, how does she
NS HEZRAVIBIRE, find it?

. : IReEHEHEEZE, WEARIE?
¢ Audit the page against the four proofs.

R PYSSIEHERR T TUE. * Search, recommendation and social content are the discovery
¢ Change the two rows that block the order. %‘%nn%% SRS RS TSR,
PR BEES S ERRYPRTT.

® Lesson 11 separates paid from organic search, and two “90 billion

dollars”.
F 1 B IESEAER, LIRS "900 {Z3=T"
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src Sources used 1n this lesson ook otres e
ViNESI]

Source EiR Used for FHi&
B RES

§3.1 consumer behaviour and retention; §3.1.1 five stages and & 3-1; §3.1.2.2 personalisation and customisation; Z 3-1 four

SRC-003
otz A reasons.
A (TR Re) 3.1 MEE(THSE; $3.1.1 ENRSE 3-1; 53122 MELSEH; %31 [XE,
Course case “The shoe that stayed in the cart” — fictional buyer, seller and funnel numbers; 500-visit simulation.
ZNES s BN RO IR, ERSRIEFIINEN; 500 RifEERL
Teaching note The four-part trust list is a teaching summary of §3.1 and §3.1.2, not a textbook entry.
iR PUREEBERENRTT §3.1 5 §3.1.2 T, IEE4iE%.
Calibre All figures except the textbook citations are teaching simulations, not market data.
(EES BREAS RS, SRR AHFRY, AEHIZEUE.

Cite the section, not the slide. If a number has no year and no calibre, do not put it in a decision.
SIS, RES|IRLITH, #FEFm501R, MAEEHRR.
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CARD One page to take away Audit sheet - print or copy
N

STAGE BER NAME ZFR QUESTION TO ANSWER E[O|Z #4055 EVIDENCE TODAY
Need Where does the need come from?
e FENBER?
Search Which words and channels find us?
=R R E) SERE R BIFRA]?
Evaluate Which of the four proofs is weakest?
Bl eSS SEET
Purchase Which payment and address could fail?
s RFRSZ (T SitbtSam?
After What makes a problem cheap to fix?
Ll HA LT MERAMELT?

Fill the last column with what the page actually has, not what the seller believes it has.
RE—YIEREXREtA, MARZRUABHA.

THE RULE - #il

Diagnose the stage, name the missing proof, then change one thing and measure it.

27128



Lesson 10 - BZRERE

Next: how the buyer finds you

B 11R W - 85 - T - A IRARIER

Read §3.3.1 to §3.3.6 before class. Note the four website functions.

IRRE §3.3.1—83.3.6. 10 FRIuSHITILITNRE,

Bring one product you bought after seeing a video. Find one paid and one organic result for the same query.
m—HFE T IR FE LAY . AE—EIR— MBS ERER.

“She was not deciding about the shoes. She was deciding whether to trust the page.”
HMARHEREEAELE, MECRAEEANEEEXTTH.

Cross-border Ecommerce - Lesson 10 - EIESEEEHLE
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