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LESSON 11

Four roads to
one thermos

Wl - FEER - 5 - 1132 - POERAIERERSEA 900 12

Textbook §3.3.1, §3.3.2, §3.3.6, §2.6, §3.5.3 - a 90-minute bilingual lesson

90 minutes English first, Chinese support §3.3-§2.6 - §3.5.3
—IRAT N FERI - PNIEfR HHAINTS

Course - EIERENEEE Cross-border Ecommerce

Instructor FHRHT FEFF

“Same cup, four roads. Different intent, different tool, different cost per order.”

—IiEEiTE: BT, RBE, BEAR. TEFR. SHEATR,
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How this lesson runs

NRRYHLFTL

min

Warm-up: four buyers, one cup Search, feed, group chat, reorder.
ZHIF%: ULR—MF

30

Site, search, recommendation Four functions, two legs, one pipeline.
g, R, H=F

Social, and two 90 billions Spend is not revenue; a coincidence is not a definition.
13254 900 12

min

min

20 min

Task and close Rank the channels and halve the budget.
REESSKER

Every stage asks one question: which channel serves which decision stage, and what does it cost per order?
UM AT AR —NElE . RRERS IR R R, BEREED?
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our What you will be able to do

By the end of the lesson

NRFIEIR

Explain the four functions of a website and the four on-site capabilities that make them usable.
fERERIuLRIPIIITNEE, LARILEEA TR FBRYPULS N EES],

m Distinguish paid from organic search, and compare their cost logic.
XOIEEREBEAER, HURRERMSNEIE,

m Describe a recommendation system as signals, candidate generation and ranking, without mystifying it.
ICHEFERAEAIITHES. BREERSHIF, NEERLAEROAR,

m Compare social marketing with social commerce, and separate the two “90 billion dollars” by calibre.
LB R SHSHRER, FAHRORKSED "9 900 {23551 .

Each objective maps to §3.3.1, §3.3.2, §3.3.6, §3.5.3 or §2.6.
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ro,e Where this lesson sits ssone 9,10 11

NRENMSRIE

4 )

BEFORE THIS LESSON - BIZE40iR (589. 10iR) WHAT THIS LESSON DOES - Fi2{EH

® Shopping context: device and channel conditions (Lesson Give each channel a job: intent, interest, trust, retention.
PEERE: RESREFG (F9R) . HEERE—MES: BE. XB. BF. &F

* Decision stages and trust evidence (Lesson 10). Price the channels per order, not per click.
RRNMBRESEETEE (5 1018) . HEREMARKRGEREREMN.

® You know what the buyer asks; this lesson asks where she Keep the two 90 billions apart in every report.
finds you. TR EEERA 900 25 FF.
(REFELRIEUTA; AR MBBELENR,

Discovery is not one channel; it is a portfolio with different jobs. A click is not a customer, and a view is not a sale.

- J

Lesson 10 ended where the buyer trusts the offer; Lesson 11 asks how she arrived at it in the first place.
£ 10 RIEFEREERMN; £ 11 RS EARIAXE,
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case Four buyers, one thermos Teaching case + #3AEIGEE/)

PUfsEzR, —MRimth

Searches “500ml thermos” Sees a short-video review
1 "500ml {FER" RGN

Explicit intent, ready to compare. No intent yet; interest is created.

BEtEE, L. RRERE, HBRHIE.
Opens a group-buy link Returns to last year’s shop
FIF A= (BB X FSLIRINE

A friend lowered the risk. Already trusts the seller.

AR B 7 XUBs. BEEEEXIER.

The cup is identical. The intent, the tool and the cost per order are not. Which road should a small seller buy first?
wWFxeERE, B5E. TESERMARE, NEZRMITTMPFREE?

THE LESSON’S PROMISE - AFiEiEiE

Four channels, four jobs. Search catches intent, recommendation creates it, social earns trust, direct keeps it.
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ocus What to master, what to watch R

FIERSHER

KEY POINTS - &3J&d COMMON DIFFICULTIES - TJgERgMES
¢ Discovery is a portfolio: search catches intent, recommendation ® Thinking SEM means only buying keywords, and forgetting
creates interest, somal builds trust, direct keeps it. organic search.
SMBES: WRAEEE, EEHEl R, EEHE LAJ9 SEM RESEX#E, BEREAEE,
_I.ED
=E ¢ Describing recommendation as magic or mind-reading rather than
® Search has two legs: paid keywords are variable and instant; a bounded process.
organic rank is slow and compoundln IBEFRIARBEESIZ O, MAREILRRE.

AR (JESEIRE. DN, SRHSEES. SN,

® Treating the two 900 billions as one number, then drawing the

wrong conclusion about social commerce.
¢ Social marketing spend and social commerce revenue are HEES 900 24— N8R, MW AR g E B IRES,

different constructs, even at the same 90 billion.
HREETHSHRERRAZRAEEE, BMEERZIA 900 12.

THE ONE-LINE RULE

Ask what each channel is for, then what it costs per order. A click is not a customer.
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The site as the brand anchor . DUIRTHAE + PUIREE

S /9 AR b R
Set identity and expectation Inform and educate
FEIRAI S TR SEHE
Tesla’s site sells battery technology and range, so buyers imagine Specifications, comparison, guides, honest limits.
GrHBRpEe e, S5, SLFIBIESIAL, G, XIEE. FEEISIRSERIPRE,
Shape the customer experience Anchor and monetise
BIERFUNG HESZ
Navigation, speed, checkout steps, after-sales entry points. Social, email and app messages all land on one promise.
Sin. BE. EKLR. EBFAL, 32, BFS App EREREEIR—EIA.

FOUR ON-SITE CAPABILITIES THAT MAKE THE FUNCTIONS USABLE - itMIRTh&Ea] BAIMNIRISAIEEH

Site search Recommendation Reviews Social link

TANIEER HEFIRIR RNy 1 AZEAE

Can a buyer find it in three words? Does the module match the page? Are they local, recent, photographed? Does a share return to the same
promise?

A site cannot repair a weak product or missing demand. Where platforms dominate, the site supports the brand rather than

car i%% the sale. . . N -
MIAEAIF S~ m ST K, EFaESmn, MubsdEmd, MAREEN,
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Search marketing has two legs

REREHEMFRHE

§3.3.2 - paid and organic

[

PAID SEARCH - {J#i#% (PPC)

® Bid on keywords; the ad appears when the query matches.
FiMXEE,; ERILER SHIll,

® You pay when it is clicked, not when it is shown.
WRERIE, MARHRER,

¢ Stops the day the budget stops.
mE—=, mERME.

® Cost rises as more sellers bid on the same words.
E—#tEENE®E, RAES.

J

Earn rank by content, structure, speed and links.
KRS, &, RESHEESKEHS,

No charge per click, but real cost in research and writing.

AMEREWER, B, SIFS4EFERRMA.

Compounds for months and keeps working after the project
&dEr, MBSFREIELE.

Depends on an algorithm the seller does not control.
RKISEaRTTiA RS,

SEM is the umbrella term. SEO is one leg of it, not a synonym for free traffic.

SEM 2 B, SEO BHAP—FKMR, A2 "RERE" KRN,

WHAT THE TEXTBOOK REPORTS - ##H&Ha9%=
CTR 1% — 4%, average = 2%

PR 1%—4%, 94 2%

4 — 10x more effective than traditional
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Two cost logics, one comparison
PR ANIZAE

§3.3.2 -

Organic search B#Ai#Z
BRER

compare like with like

Dimension $E Paid search {J#&¥Z
MR TEEZR

Cost type Variable: pay per click

% NE5 Trf): RAEIE

Speed to result Immediate, same day

DR BpRt, HRETH

Stops when Budget runs out

faIRH=LE FERAREME

Main risk Bid inflation, click fraud

FEXG N Lk, RTEHIE

How to judge it Cost per order, not cost per click
SN{RTEATY EERERA, TERRRE

Fixed and slow: content and structure
EEBEE: NE5EH

Months, then compounding
HRAREF

Rarely; assets keep ranking
R, Br-iFaHEE

Algorithm change, slow payback
85T, BEWE

Cost per order over a quarter

E— N1 ZFERNESHEAAN

Neither leg is free and neither creates demand that does not exist. The useful question is blended acquisition cost per order.

PN REE, BETRERIERFERIRK, ERNEREZRATESIRENA,
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A recommendation system is a loop

HERTE—IMER

Behaviour signals Candidate Ranking Display Feedback
1THES tFeieration HEF =20 %

View, click, dwell, search,
cart, buy, return.

Mg, <_d. S8 2R

Millions of items cut to a
workable pool.

HE S EmAER IR T

Score the pool for this user;
inventory and margin also

SOBNFEF1TS; B SER

Position on the page,
module, timing.

WENMNE. &R, B,

New behaviour becomes
tomorrow’s signal.

HAT R ABERANES.

W, WL, B, . ths5,
FOUR BOUNDARIES INSIDE THE LOOP - fEIAPIZRHITA/MBR
Cold start Popularity bias Narrowing loop Paid placements
=17 MTERE SE&EE NV
A new item has no behaviour data, Exposure brings data, data brings Feedback loops shrink what each Some slots are bought, not earned.
so it is shown less and learns slower. exposure. user is shown.
BT AR, BYEED. FEE BRYCEREUE, HUETRIE. RIFERES N RREZIINNS. BYUERLXRE, FEERER.
’r%::

For the seller the practical task is to make the item legible: accurate title and attributes, a clear main image, early clicks and low

returns.
NWERMES, LAESEUBREIWETE: RS ENE. sWEE. BEinESEES.
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.3 Soclal marketing is not social commerce GEE - (36 -

R E RS TS

two constructs

SOCIAL MARKETING - #35E48
A promotion method. It is a cost.

® Creators, KOLs and KOCs publish and recommend.
EIfEE. KOL 5 KOC Km5iEE.

¢ Content seeding builds familiarity before purchase.
N B MR SLRTE S ZERY,

® Measured as spend, reach, clicks and assisted orders.

SOCIAL COMMERCE - #3zra7s
A transaction setting. It is revenue.

Social sign-on, notifications, collaborative shopping.
HAER. MEER. MEEHD,

Social search and buy buttons inside the feed.
RS ERIRANESHZHE,

Pinduoduo group buying is the textbook example.

IS, Rk, R SHEnTREE. RS SIHARHFIF.

2020 GLOBAL SOCIAL MARKETING AND AD SPEND - 3=z H

= US$9O billion =26.5% of online marketing
A cost paid by advertisers.

= US$9O billion a smai share of ecommerce

Sales value booked on social platforms.

Same magnitude, different calibre. Never add them, never compare them, and never claim marketing paid for itself with
efdare. O E: A8eEIN. A8EEL, AR AFREHEECHETEC.

Disclosure: when money or goods change hands, the audience is entitled to know. {22 KRNI R,
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Two numbers that look the same

Example 1 - calibre check

Szt AR =
B R ERIEE
s A
§3.3.6 - SPEND §2.6 - REVENUE
Global social network marketing and advertising expenditure, 2020. Global social commerce revenue, 2020, cited from Business Wire.
About 26.5% of all online marketing spending. A small share of total ecommerce; the format is still early.
Question it answers: how much did brands pay to be seen? Question it answers: how much did buyers actually spend?
§ J
If a student writes “social media is a 90-billion-dollar sales channel”, two different things have been merged into one sentence.

NRER, "HAEARHERIRIX 900 12" |, FUERHARIINEH L 7T —aiE.

Check 1&&IR Social marketing t13=4H Social commerce 13/
GBI HRXEH HEAZEERE

What it measures Advertising expenditure Transaction revenue
EBEHA & H BB

Who pays Brands and sellers Consumers

1ERTER FRRESEEER HERE

Can it be added to the other? No No

BEESHEN N g
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exo Why the thermos appears in the feed Example 2 - signals, not mind-reading

REMRATASEREEERE

) i} WHAT THE SYSTEM DOES WITH THEM - EREZBXL(ES
Searched “500ml thermos

. -
5T “500ml R Stated intent ¢ Signals narrow millions of items to a candidate pool.
SSiCHR L BmiERHRIE,
Watched a review to the end i ® The ranking model scores each candidate for click or purchase probability.
® Interest confirmed I .
B—FKIUT HEFREL B MR R B SE =R S

® Inventory, margin and paid placements adjust the order.
o Added a similar item to the cart EF. EFSHELBEREIRF.

=ty =y i) Close to purchase
1y
o * The display produces new behaviour, which updates the signals.

BRTETR, FHTREHRES.
Returrjed twice without buying Price or trust barrier
FRERHARSLE
The feed is a ranked guess, not an act of reading the buyer’s mind. (EEiREBHIEHEN, ARiEC.
SEREEHIFAEN, F2E0,; RHEBR, ABHMEEREN—ED.

WHAT A SELLER CAN ACTUALLY DO - SEREIFHEMAY

Accurate title and attributes A main image that reads at Early clicks and conversion Low returns and honest stock

ERE S BT thifihnal Sz = BHimE 5L RIBLSHCER

Cold start, popularity bias and paid slots are not exceptions — they are inside the loop.
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case  Four weeks, four channels TGRS o A

PufE, PUsRiE

BACKGROUND - &=
A teaching case: seller, product and all performance numbers are fictional. One 22-dollar thermos, four channels, four weeks.

HFEEEM: 2R, FRSEHFRIEAYNERD. —1 22 SRiEn. OERE. TE.

Search keywords Short-video creator

P SiEar FEASREEE

Buyer already types the need. Interest is created by demonstration.
IREHMAFK, HEBRETRSIE,

Group-buy link Repeat-buyer message

LR R EEEWER

A friend carries the trust. The relationship already exists.
RRHHRIEE. XRERFE.

Four weeks later every channel had orders, and the seller could not decide where the next 500 dollars should go.
NEEESRREEAITER, ERANFEZIE 2 500 ETTHImE,
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Channel 28

Search keywords
EERXEIE

Short-video creator
SIREIES

Group-buy link
R E

Repeat message
SEWER

case  Give each channel one job
LEFRREE—MES

Job in the journey TERFEHAYESS

(B2

Catches stated intent
FiERREE

Creates interest and explains use
BENE. RS

Borrows a friend’s trust
ERREEE

Keeps an existing buyer
BEEEXER

Cost per order
BENA

Cost per new buyer
BEEAA

Cost per participant
SL5mA

Cost per repeat order
BEMWHA

Case - before the numbers

Cost unit BE4SEa(s; Metric 4%
7 NEEL v Ei=tn

Clicks and orders
RESITE

Views, orders, new share

BN, TR, FiEGE

Participants, conversion
SEANH. Bl

Repeat rate, 60-day
60 XEMW=

The mistake is to compare all four on clicks. They are measured on different units because they do different jobs.

TRIRE T FREE

RiE;, BiRUAE, RAESFRE.

AN

One rule for the whole table: report spend and revenue in separate columns. 3z HHSU A5,
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case  Cost per order, not cost per click

EERNS, FERRRE

Case - simulated four-week test

Search Creator Group buy

Repeat message
I AN

5.00 $/order 16.00 $/order 2.00 s/order 0.67 $/order

B 3.5% - RER 2.1% & 80 J5 - #e4 1.2% 1200 AB5 - #&1L 9% (L 22%

Channel $gi& New-buyer share FiZ qtt
ES ] Eb

Search keywords 45%
RRXEF =G 45%
Short-video creator 70%
SUSRENEE WG 70%
Group-buy link 20%
HEHHE WG 20%
Repeat message 0%
SWER =Gl 0%

What the number means #{=FHIE X
=Y

Cheap and scalable
EEEAHE

Dear per order, rich in new buyers
BRERR, BNEERS

Cheap, but the audience is borrowed
FH, EZREERN

Retention, not acquisition
=287, Z}Etﬂﬁ

The creator has the worst cost per order and the best new-buyer share. Both facts are true, and they point in opposite

direct

ﬁM’F%E’JEJEEJZZEEE eEaltRs, MIMELHE, HRER.
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cnarr Simulated cost per order by channel

IRRIERIRIU SRR

HOW TO READ IT - EFfiE

Creator Q{E3% 16.00 ¢ Each bar is dollars per order, not per click.
BRIEREHRET, FAREBRRE.
® The cheapest bar is retention, not acquisition.
Search #%
® Teaching simulation, not a market rate.
, HFEIL, RRHIBEE,
Group buy ##HtH NFREHL, ANETIREE

Repeat message Wi 5

REERERER, T2IRE.
5.00 ® The dearest bar may still buy new demand.
B AT RESE R TR K.
. 2-00
I 0.67

lllustrative figures for this lesson only.

A cheap order from an existing buyer does not replace a dear order from a new one. Read the two columns together.
EENEEITRAEBENHFENERITER, WIIE—RIE,
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. What this comparison cannot tell you N A p—

XPMECBIRA T4

I;'Eaf;;;i)c:lt{tg;;ﬁon flatters search It gives all credit to the final click and undervalues the content that created interest.
;A/\\\ |3 ZIR - . \ ——
= SEEHERE—RAE, EEHIESBINE.
Phannels interact A creator video often produces a search query a week later. Neither report shows the
RE=BEFR o . . i
BMEERREE—RETEEER, MNRESPEREX—.
;?'tsé"ffer Cost per participant is not cost per order, and 22% repeat conversion is not a new-
UAE - X .
euslemerriaus s, 22% SMIRENEE,
O?\eﬁmc;nél:;s not a trend Season, stock and algorithm shifts can move any of these numbers by a wide margin.
— A% e A LS L S S
= 1. FEFSEERERREL LXK IR,

The better test is incrementality: run one group with the channel and one without, or pause it and watch what happens to
BHISRINRINE. —ERN. AR, EEEETETIW.
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wrn Six things students get wrong

N E IR

SAY - ERifiE

“SEM just means buying keywords.”
“SEM FlEEXEIH.,

CLARIFY - FEEHS

SEM covers paid and organic search. Buying words without content raises
Ion -run acquisition cos

ENEEERER, RTAMIRNS, KPXENAES.

SAY - BRifiE
“Social commerce and social marketing are the same.”

"HREESHREHER—EE,

CLARIFY - e
Oneis a promotlon method and a cost; the other is a transaction setting and
reve

CRERr pRsA; BARSRRRSKA.

SAY - ERiiix
“Recommendation is mind-reading, or fully objective.”
"HEEEROAN, HETEEW.

CLARIFY - EEHE
It is candidate generation, ranking and feedback, with cold start, popularity bias
and a|d slots inside.

RiEER. AEFSRIR, WEEREN. RITERE SR

Cross-border Ecommerce - Lesson 11 - EIEEEELE

SAY - BRiRiZ
“SEO is free traffic.”

“S EO = uAI}ILEo

CLARIFY - EEES
Ranking needs research, writing, design and maintenance, and months before
it compound

EAN SRS, WA, eitSHln, BENESER,

SAY - ERiRi%
“The two 90 billions are the same number.”

"B 900 ZRE—EEE,

CLARIFY - EE#E
One is 2020 social marketing and ad spend; the other is 2020 social commerce
revenu

NE 9020 FEHAERET SR B— MR 2020 SRS,

SAY - BRifix
“A creator’s recommendation is just a personal opinion.”

"BWFERIHEERETNARRL.

CLARIFY - EE#E
Paid relationships must be disclosed; hidden advertising borrows trust and may
breach platform or consumer rules.

TEXRVINNE, SR SEREE, TEERPamUsiEEEE,
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ery  Key English terms (1 of 2) Ten terms - first ive
RFRNALE (L)

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

SEM Using search engines to build a brand and drive sales, paid and organic.
BR5|12EH FIFEZE |22 RESREE, 2THESERAER,

SEO Improving content and site structure to earn organic rank.

B3R5 12K BEAE Sih RS EAHEE.

PPC Search advertising billed each time the ad is clicked.

EREI%R B EWRIRELTBINEERT &.

CTR Clicks divided by impressions.

REER REREL BRI CRETRILL I,

Recommendation system A loop that generates candidates and ranks them for one user.

R AR ERREAHEFRIEIR.

Terms one to five describe the site and the search side of discovery.
BIR M RNIERER R IR P RINL S8R,
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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

Candidate generation Cutting a huge catalogue down to a pool that can be ranked.
1RIEERK, 82 B RER T HIFIHRIE T,

Social commerce Ecommerce driven by social networks and online relationships.
HAZEER RN S % LR KR IKEIAIER.

KOL A creator with a large audience that can influence purchases.
KRt BERAZNR. BesmESERIA,

KOC An ordinary buyer who influences peers or a small community.
KEENHEE VIESEESEE BN S0 AS/MIERIA.

Disclosure Stating openly that a paid or commercial relationship exists.
e RNIRBAEESZEEEI KA.

Terms six to ten describe the recommendation and social side, including the duty to disclose.
FRNMRNEMIAEESHR—M, SERENS.
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waren Which channel for which product T g
IRFH = mRBCHRRE

Product situation F=galEHz Channel to buy first SIS Reason IE£H
{712 RE M

Clear category, exact keywords Search, paid then organic Buyer already knows what it is
= M= N S e 2 BR, &HEEEA IREMEXEMTA

Visual, demonstrable, new Recommendation and creator content Interest must be created

I, EIES. #om HEESIEFEERS B EIE

Needs explanation or proof Social, with disclosure Trust decides the order

o SRR IERA 132, BEiEE SERENI

Consumable, repeat purchase Email and messaging list Retention is cheaper than reach
¥, TIEW Bt SIREZ R BFLhAER

A small budget should not be spread evenly across four channels. Buy the one that matches the product’s intent and your
abiléy to measure it.
/NFR ERaE

AND ALWAYS CLOSE THE MEASUREMENT LOOP - —EHI&MIE

Last click tells you where the order ended, not what produced it. Test incrementality before you scale.
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-k Four questions for the room 10 minutes - in pairs

IRETTIEPYIE)

In your country, do consumers find products more often through search or through social? Give an example and name the intent
behind each.

FEIrNEE, PREFEEEERARMRAIER? 2AHRESENEE.,
A new product has 500 dollars. Do you buy paid search or creator content? What would you measure?

FmARA 500 =B, (FEROZFLEREZEUFERS? NEHA?

HREEEARSERBER—F, XPahEs,. BESEEETAFN?

How should a small seller disclose a paid creator relationship without losing the audience’s trust?

| Social commerce puts discovery and checkout on one screen. What does that do to impulse buying, returns and trust?
| INERRANMARE ZROWEE X R, EINAKREZREE?

Answer with a stage and a cost unit, not with a preference for a platform.
EEREHRRMEBRESRARN, MARESHIRET .
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sk 12 minutes: budget review Group task - halve the budget

12 28 TREIFEH

OUTPUT - Z4&FeH

Four-row channel table
E=RAINERENNEIZE EERSHVARMNER. PTRIESR

Halved allocation

Map the four channels to the decision stage each one mainly serves.

R E

Compare cost per order, new-buyer share and repeat potential. Mark the trade-off. One metric per channel
BREE—ER

PEREERAA. FEAttESEWEN, RHEE,

Cut the budget in half. Write the new allocation and one metric per channel. TEACHER NOTE - iz

Do not let clicks stand in for success.

mER¥, SHEHoE, HABEEES— MEF. Insist on cost per order plus new-buyer
share.
FELREERAL; RESSREAAINNE
Stk.

Check that spend and revenue are in separate columns, then defend the cut in 30

seconds.
SENHESWAREDY, AR 30 #ikERIER.

Check that no group added the two 90 billions, and that nobody treated creator content as free.
WEIRE/NMEERA 900 {24800, EikB ALEHFERTZMRE,
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Quiz Five qllestiOIlS to Che(:k yourself Answers in the next slide of your notes

Eat=p

Name the four functions of a website and one on-site capability for each.

i tHRuSRIPATRINEE, FaEEC—IuaRBES.

What are the two legs of SEM, and how does each stop working?

SEM MPISIERIA? BESEAKR

Describe a recommendation system in five steps, then name two of its boundaries.

RAESHEMEFERS, Findm T as.

Why can the two 90 billions not be compared or added?

AP 900 {ZABELL R ERHEAN?

e Which channel would you buy first for a product that needs demonstration, and why?

NFEEERTm, REGLERE? ITA?

Question four is the discriminator: the first is a cost, the second is revenue, and neither is the other.
FIREDKIR: BIEEKRE, BERRAN, BEFREN.
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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

Discovery is a portfolio: each channel does one job in the decision.
Search catches intent, recommendation creates it, social earns trust, direct keeps it.
Measure cost per order and new-buyer share, and keep spend and revenue apart.

Four channels Two legs One calibre rule
— & O/

4 jobs 2 search * spend/revenue
BREFAREE NEESISEN XHEAEFTA

THE PRACTICAL HABIT - Tl{&{EJIB BRIDGE TO LESSON 12 - T—if

¢ Give every channel one job and one metric. ® Mobile, social and livestream are three dimensions, not three

HEREE—MESE5—MER. models.
o, HREEERE=HE, FE2=M=ELN.

® Price it per order, then compare.
SR ERTEN, B, ® One live show, three platforms: reach, conversion, ownership.
—EE. =ANFE: A #Bi. 3E.
¢ Keep the calibre label on every number.

B F S L ORI, * Public traffic is rented; private traffic costs people, not media.

RNEGRERERY; FARRARAT, R2EHAK.

26 /28



src Sources used 1n this lesson ook otres e
ViNESI]

Source EiR Used for FHi&
B RES

SRC-003 §3.3.1 website functions; §3.3.2 search engine marketing; §3.3.6 social media marketing and the 2020 spend figure; §3.5.3 big

st N data marketing.
A (TR Re) §3.3.1 FISIEE; 9332 IRA3ISEEM; §3.3.6 MIUMAKETSS 2020 UM, §3.5.3 AHUEE.

SRC-002 §2.6 social commerce definition and the 2020 revenue figure cited from Business Wire.

#rr (ESIRERENS) §2.6 tI3ZERIEN, LAKEES| Business Wire 1 2020 SN,

Course case “Four weeks, four channels” — fictional seller, product and all performance numbers.

ZNES s ‘MU, PUSRERE" —ER. FmO e RIEFYAREN,

Calibre The 90 billion for spend and the 90 billion for revenue measure different things and are never combined.
(EES 37 HHAY 900 {Z5INRY 900 {ZEERREEYI, HBAEFH.

Cite the section, not the slide. If a number has no year, no calibre and no source, do not put it in a decision.
SIRNG, RESIRZANT R, #iFREF . DRS5HL, HAREHRER.
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Lesson 11 - RIPEE

Next: one live show, three platforms

121 Boh - 1R - B 1’8, XESHEA=MEE

Read §2.5 to §2.6 and §3.5.1 before class. Note the four features of livestream marketing.

IRAIEE §2.5—82.6 5 §3.5.1, ic FEREBENNIYEHE.

Bring one livestream you stayed in for ten minutes. Write down whether the audience belonged to the brand.
w—IZRE T TR A LRERE. ST™URREET .

“A click is not a customer. A view is not a sale. Keep the calibre on the number.”

Cross-border Ecommerce - Lesson 11 - [EIESEEHEE
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