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LESSON 13

Where did they
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Textbook §3.4, §3.4.1 and Fig 3-2, read against §3.1.1 and Fig 3-1 - a 90-minute bilingual lesson
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“One rate hides five leaks. A funnel is a list of counts before it is a percentage.”
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How this lesson runs

NRRYHLFTL

12 min

Warm-up: one thousand, twenty One rate, five different leaks.
ZFFn: —FA, Z18

34 min
Six counts and the arithmetic Layer rates, drop-offs, overall rate.
NNTEHEER

26
Diagnose first, then forecast Two uses of one report, in that order.
Foi2l, i

18 min

Case, task and close Fix the checkout before buying traffic.
=, ESEHBER

Every part of this lesson answers one question: which layer leaked, and what is one point of improvement worth there?
NESNMOEERE—NTE: B—FK T, B—TEsREXBEEZD?
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our What you will be able to do

By the end of the lesson

NRFIEIR

Draw the sales funnel and name the six measurable stages from impression through repurchase.
EHEERY, FiiHMMNEEEIEWRY7 SR ER,

Compute layer rates, drop-off rates and the overall rate from one set of counts, and check the arithmetic.
F—EITEITESERHR. REARSEENER, FiZaE.

BRHREATHENER: 2R SRRERIITE,

Separate the seller funnel from the five buyer stages, and explain why the funnel is not a linear law.

m Use the funnel report for two purposes: diagnosing the stuck layer and forecasting orders from traffic.
m KO ERBIFSIRRROMER, AERRIAAAREEER.

Each objective maps to §3.4, §3.4.1, Fig 3-2 or §3.1.1.
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ro,e Where this lesson sits ssone 10,12 2 13

NRENMSRIE

4 )

BEFORE THIS LESSON - BiEHliH (5810, 12i§) WHAT THIS LESSON DOES - Fif{EF

® Consumer decision stages and trust evidence (Lesson 10). Break sales into six counts and five ratios.
IHBEERROMEBRSEELE (85 10#8) . IBEHER S NITES AR,

* Traffic, content and livestream conversion (Lesson 12). Turn a bad month into one diagnosed, forecastable leak.
nE. RESEREN (F1218) . E—MEENR DA —RE 2. AITTAYRK R,

® You can describe a buyer and a channel; this lesson counts Keep the funnel separate from the buyer decision stages.
what each handover costs. R S LRRENER D FT.

REREEAIRERE, ARITHEBRAREETSLA,

The buyer side asks what to say next. The seller side asks how A click cannot tell you the buyer is considering. It can only tell you a
(_ many stayed. ) visit happened.

Lesson 10 modelled the buyer is mind; Lesson 13 builds the seller is dashboard. They can be placed side by side, not merged.
58 10 RERSLERAYN, 56 13 EERAVNFRRE. METULIXIE, FeeEH.
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case One thousand saw it, twenty bought Teaching example - $XEEEp)

—FAER, —+ABSE

Overall conversion is 2%. The team argues about whether 2% is good.
BARAER 2%, BIAERICIXMFIFAL.
THE NUMBER HIDES FIVE DIFFERENT LEAKS - /M FME R AR

Never clicked 800 of 1,000 left at once

. e |
MNigR —TFABRG/\BAZGEFF
Clicked, no cart 110 of 200 did not add
TR —ERAHEEE—E— R —
Cart, no order 50 of 90 walked away —
i) =y e NPRINBEEER-HRFE
Ordered, not paid 20 of 40 failed to settle B
TERER +EREBEE BB kI
Paid, never returned 16 of 20 bought only once 3
IE—REREE THUERBAIURET IR

Each leak has its own denominator and its own possible repair. One rate cannot rank them.
BTG E o BRI EERER, — MERIGELEE(IHF.

Which leak do you repair first, and how do you know that one is the cheapest to fix?
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ocus What to master, what to watch R

FIERSHER

KEY POINTS - &3J&d COMMON DIFFICULTIES - TJgERgMES

® Afunnel is a string of counts, not a conversion rate; each layer ® Declaring the product is bad from one overall rate, without locating
has its own denominator. the Ieaklng layer.
BRI, AR, BERBCHINE. AR BIRE R  EEmAT, IREEMRER—S.

® One percentage point is worth different amounts at different ® Comparing a single layer rate with a generic benchmark instead of
layers; compare by money, not by points. with your own baseline and segments.
— P ESRERNEERNMERE, 2HEIRE, MARZILE, SRR EAREER, MARSECHES. DETUR,

® The report supports diagnosis and forecasting, but the model is ® Assuming buyers walk through in order, ignoring that they loop,
not linear and does not measure profit. compare across devices and return days later.
IRSHRESHFZHT ST, (EEEAREMN, WAEERE, BRELFRZBIEMET, BBRMENISER. BiRER. ZJLRBEE

THE ONE-LINE RULE

Locate the layer first. Only then ask what one point of improvement there is worth in orders and money.
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The funnel as the textbook defines it Gk - as

- wide at the top

HPRIEHE RS

1 Awareness B Interest | Consideration | Intent || Evaluation || Purchase
AR i S ity WIST

clf
af

Marketing arranged in time order: wide at the top, narrowing because leads are eliminated or decide not to buy.

Reading % What the textbook means ##IRIE=E Consequence Z5if
B Vs &Zie

It focuses on the actions of the seller or marketer, not on how the

The funnel records actions So it can be counted

Ny buyer feels. N bt

= > — o e N A W s v = T APRTIES

Rhosa(F CER B R AR, TSRO, PUERTARITEL

The funnel shows numbers and It presents how many prospects sit at each stage and how many So it can be forecast
conversion move forward. P

N St N PN s il
R S RIS R S MR S, SR

The chana ic a <imnlification Buyers skip stages, loop back, or enter mid-way through a search

Keep contact at every stage and move leads down the funnel: that is the aim named in the textbook, not a promise.
TMNBIRE "EBTMERGARHEM,. BEFTIRES"  XEEMN, RTEFE.

It ie a e~rnrehnard

TWO DETAILS THAT MATTER LATER - [SEHZERIINAEMNMED

® Stages are marketing stages; the counts you will use are dashboard events. They correspond, and they are not the same object.
HMMRESHNER, F=)LERNANNTERMERESY, REULXN, ERER—IYR.
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Textbook stage AR ER

count Six events the dashboard can count
(EREBBERRI N S

Countable event BJit&EE4
AT

§3.4.1 stages versus measurable events

BB ER

Awareness A%l
AR

Interest 3

vyl

Consideration ZE

Intent E[E
=
=1

Evaluation {4
L

Purchase T33E
s

The split S FFaIES
SIS

Order versus payment

TRSXADFF

Repurchase versus order

EWSTESFF

Impressions B¢

=4
=7

Clicks (visits) g5 (iAia))
=i

Carts or inquiries fINMAsLIEE
i AEIAYE1E

Orders placed &
TE

Payments S2{F
xfJ

Repurchases S
g1

Why the textbook logic demands it J3{+ AW RHDF

A

Payment failure, cash on delivery and risk review lose buyers

after the order exists.

AWM. BREUTRENIERZAE FREHERE,

Retention and acquisition answer different questions.

B SRERERNENRIERE,

Why it is kept separate A{tAHFC
AHADTF

Every rate below is read against this number.
THEHENMCEREUAE D E,

A visit can be counted; interest itself cannot.
IRAETLATTER, SXEARE.

B2B uses inquiries where carts do not exist.
B2B 5&% emERaE &I,

An order still has to settle before it is a sale.
TRZERESTHSTAEEE.

Failure, cash on delivery and regret lose buyers here.
TR, BENTIRESRIBEHEXEEA.

It measures retention, placed after the purchase.
BEERTF, TWEZE.

Risk if merged §HAIXE
BFRIXEG

Otherwise the loss is invisible
BNXEEREEBARAR

Otherwise retention is counted as new sales
BUBEFSWHEAHAEE
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wary Three rates, three questions Definitions - X

=NEEER, =ANalk

Layer conversion rate Drop-off rate Overall conversion rate
R =R MR BIREEIER
Next layer = this layer 1 — layer conversion rate Bottom - top of the funnel
E + FE — AR imHES + RRSHR
It locates the leaking layer. Layer rate and drop-off add to 100%. It summarises the chain, and hides the leaks.
BEMRKEEER—E, ARG RAFENZEN 100%. EHHEERMER, TRk,

CHECK THE CHAIN - #3830

0.05 X 0.20 X 0.40 X 0.75 = 0.0030
30 + 10,000 = 0.30% - through repurchase 6 + 10,000 = 0.06%

IS BREERIIER—, ~—EEN85iE

Rate b= It answers B0 Rule (SN
EbER a2 Ay

Single layer How many moved from this layer to the next? Compare with your own baseline
BRLEER rEETF—EETSZLAN? SHCRIEZLL

Overall How many survived the whole chain? Never use it to locate a leak

BRELER BAHIRFIZOAN? REERRERLRIXK

Cohort How did one group behave over time? Compare groups that entered together
[EIHAEFEL R [E—4E g RERt 2RI a ? AR EIRBH NRYBFA
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Two examples Example 1 - Example 2

M

One million? No: ten thousand impressions A percentage point not equivalent
— I RBES RIS — N EDRFHAREMN

PR Impressions 10,000 Move & gg;;iate effect Orders T
Bz i iTa
=G Clicks 500 e

about +6 paid

N Carts 100 Click rate +1 point +100 clicks

EE +1 A ESA % 100 R O et
TE Orders 40
. +0.3% of 40 about +0.4 of an
S2N] Payments 30 TPayme4r1at rate +1 p]?mt o _ t
%\‘1@ yeElosds far more4@d§@% ﬁg%%%g_suag%ﬁ‘[? oS
=17 Repurchases 6 expensive place to buy an extra order.

— 1)
0.05 X 0.20 X 0.40 X 0.75 = 0.30% Concept: translate one point into orders and money.

Concept: layer rates multiply into the overall rate. FHRRHLS: IB—AEO ARSI 5,
REIRS: RECRERGRIEIRLLER,

Compare extra orders per dollar at each layer; the biggest leak is rarely the cheapest repair.
REEN—BNRAEREZENER, REEZHE—REEAERERRIEER.
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Two uses of one report . in this order

— iR SHIFE &

USE ONE: DIAGNOSE - Hig—: i2ih USE TWO: FORECAST - Hi&—: faill
® Ask which layer loses the most people in absolute terms. Paid orders = traffic x click rate x cart rate x order rate x
[31]1 ey =H e SESEENO A e payment rate.

, , L : : BT8R = 8 x REE x IR x TRR x XIFK,
® Ask which layer is worst against its own baseline, not against a

benchmark.
A —EEN B CHNEESRE, MAERBENEREE. Forecasting gives a basis for stock, staff and ad budget.

: : : TRNAER. A5 STRERMEKIE.
® Then price one point of improvement at each layer.

HIREAN%, — BB SR, Using only one half means using half of the tool.
SAER— AR, FFRA¥IE,

THE ORDER MATTERS - |iFEREE

* Diagnose before scaling: more traffic only multiplies a downstream leak.
FZHTENE: ZXRERSMEMATNIFRY/RIX,

® A beautiful top with a broken checkout says stop spending and repair the leak.
IERES. SEERE, RHENER. BRI,

After an intervention, compare the changed layer with a control group, not with last month is overall rate.
TR ERAXRALVEMER, MARS E1BRYZIRELREL,
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Two ways to reach forty-five orders Forecasting

AR+ R BRI SRS

Baseline 10,000 impressions — 30 paid orders Attach a basket value and the orders become money.
i 1 JRERES 5k 30 Bz S’ =y, ITEATRE.

Path A: buy traffic 15,000 impressions at unchanged rates 45 orders cost one third more media; nothing

BRA TR bR, BRANE 1.5 5 dowASITeaMNIMDIGYAsS  Ti—igas,

Path B: lift the layers Four steps each up 10% relative 1.1 to the fourth power is about 1.46: 30 orders become
B&1Z B: $atb= PN ST AERHET 10% bowipkders20 1.46: 30 BSR4 B,

Assumption & How to state it EAS Warning 128
Rz BLE il

Rates hold Write which rates you assume stable, and test high and low A point forecast without assumptions is
by s scenarios. decoration

AR SHBREMLLLRGE, FHASRRBRMEDNE, BRI RFTNR 2%
Sample is big enough Four of fifty is noise; fifty of five thousand is a signal. Check the denominator before quoting a rate
HEARIBEK A+EENEONEES, A TEENATEES. 5| FtLERRISTE S &
Reversals are outside Returns and cancellations mean a paid order is not final revenue. Close the report only after the return window
REEARTEN BRESEHERE XTI BEARERERA. d7IREEOBSERS
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. Buyers do not walk in a straight line Model limits - 4

LRAEE

They loop

IRSEIR

Click, leave, compare on another device, read reviews, return days later.
R, B, gEtR. &N, Z/LKRBERE,

Repeat skips the top

EMWSIITRER

A returning customer never sees the top of your funnel again.
EELEASBEIRIVIRHIER.

Model {58 It describes SR {T4A
=2 HA

They enter mid-way
BANFEHAN

A shared link or a creator mention drops the buyer straight into a product
PEREHERIA NIEFLL SIRERHF N R,

Returns reverse payment

B EREEST (S

A cancellation can undo revenue after the report has closed.
BESHERAERSEXAEREEH.

It answers EEZH4A
[EIE=S

Sales funnel Six countable seller-side events and their conversion How many we lost at each handover
HER SESRM7SN AT EE MR EEE BRIEEZTSOA

Decision stages Need, search, evaluation, purchase, post-purchase What the buyer asks at each moment
RRANER =R, R Hh WX WiE SEFIEAIFEEH A

B2B reality Longer cycles, several people involved, purchase without a cart Why one model rarely fits both

B2B sk B, ZA&5. alREisainy At A—EEEERTIER

Stage counts cannot show that a buyer is considering. They show that a visit happened.

BTSSR ER "[EEER" | RERFRET X6,
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suno A healthy funnel can still lose money

What the report leaves out

HERASFTESIR

Logistics cost Commission Discounts

YT (il i

Not in any layer rate Taken after the sale, absent here Lower revenue, same order count
Gross margin Product quality Demand itself

EF) FrmERE BRAG

The report stops at the payment event Returns arrive after the window No tool creates demand that is not there

THE SENTENCE TO REMEMBER - Eig{¥iy—aif

A funnel report is a process report, not a financial statement.
mEHREREERE, FNEUSHRE.

It can look healthy while the business loses money, because it never subtracts logistics, commission, discount or margin.
EAUEERRERMESESE, BACAAITR. B, mN5FEF.

Use it to deC|de Where to Iook then open the ledger before deciding what to do.

Process tells you where to look. The ledger tells you whether acting there is worth it.
HRESFRZERE, KASRIREIRENFEEES,
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Counts for the SiX Stages Teaching illustration - =1

INTERBIER AZY

HOW TO READ IT - EfiEXiKE

Repurchases 5 6
Bars are drawn by count, so the last three lie almost flat on

the axis. That shape is the funnel.

Payments i{\j‘ 30 *I?}ﬁA%ﬁé/ﬁ\ﬁ;” ] EE$E}1%ZW\51‘@/ \EIEQEE;FES‘I—E’\JH:Z){ﬁO

In charts of this kind the bracket is a share of impressions,
not the layer conversion rate.

Orders TH#. | 40 FEEEES R RN, RREEEE,
Read numbers, not bar length.
Carts & | 100 BT, FTEEEK,

Clicks xi{if I 500 Stage [iE& Count AZ{ What it points to {IgFE{t4A
BiER N =Gl
. The denominator every later
RES— TS

First real leak: creative and

» . R e Clicks 500 )
A& REHEFEG|, IEESLIRHEEE St 59 targetlngﬁ ‘ N
FAREL/RK: EMEER
Pavments 30 Funnel bottom before
§1\¥J 0.3% retention
' BEZBRYRHE

Repurchases 6 Retention, counted after
= 0.06% purchase

WSt ERIET
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Before you believe any rate

RIEEAIERZE

Fixed definitions and window
EEHGEXSHEEO

If the event definition or the attribution window moves, a month-to-month

comparison says nothing.
SHENEHAREN—%, BERILRHMIREENX.

Check the denominator
SBEot

Two of four is noise. Ask how many people the percentage actually covers

before quoting it.
OPNABHNR RS, SIFESRItIEBEEZ DA,

THE DISCIPLINE - 42

Four checks - POIf&

Segment before concluding
FEDEH NEIL
Split by channel, device and new versus returning; the overall rate can rise

while every segment falls.
BRE, R\, MEZDE: BRI EAMB N REMEEL.

Wait for the return window
FHREEN
Returns and cancellations mean a paid order only becomes revenue once

the window has closed.
BESEEEKREENTREY TIREEOAEK.

Hold the definition fixed, segment the numbers, and only then compare with your own past.

EEEX. P, BSECIEEIE.

A funnel can be a perfectly credible scoreboard and still prove nothing about cause.

RS LAR— RS ERISRIC oS, AMBAAIERRA T RR,
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case The leak that looked small Teaching case + #3AEIGEE/)

AR/ RO

BACKGROUND AND TIME - 2504
* A fictional accessories seller with a 60 dollar basket reviews one month of funnel data.
REFIRIERIMSESR, =AY 60 375, E8— 1 BIRIEIE.

® All counts and rates are teaching simulations, not a real shop.
FRBIHEELEERIS AR EEN, A2EE.

THE PROBLEM - HI5aYIE5S WHAT THE TEAM DID WITH EVIDENCE - BiEERIME
® Overall conversion is 0.0475%, and the team wants to buy more Record every layer count and compute five rates.
traffic. ICREB—F1T#, BHAMEE,
= 0. %, BBMENNSERE. - :
PR3 0.0475%, BEIVEBIISRAER Check shipping display, local payment methods and recovery of
¢ Operations suspects the checkout instead. failed payments.
EERARAMBERERNTDRIIERE, WMEIEERRER. MSIHE R SERM HEE.,
® The question is which layer to fix first, and what fixing it is worth. Set internal targets of 48% cart-to-order and 90% payment, plus a
24-hour cart reminder.
[EIRRESEW—R, BiFESZ Dk, IRENMWETE 48%. 32fF 90% BIARERBTR, FIEMN 24 NIFHWIEEE.

The targets are internal aims set by this case, not industry benchmarks. That distinction decides how you quote them.
AENBRERINIRE, TRITEE, RPMXIIREIREASIAEN].
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oara One month, five rates Case counts - B8
— B, BAME

Count 12§ Number = Rate against the layer above 5 Et—E Reading i&Ei%
T8 H=x HE—2 A

Impressions 80,000 — Top of the funnel

B AV} e imHT

Clicks 4,000 5.0% Creative and targeting look normal
R P+ BaZh EMESEAEEXRIES

Carts 600 15.0% Weakest against its own baseline
il =] BpoZth ENEERBN—E

Orders 240 40.0% The controllable leak

TH =l Bozl+ AlERiRZKO

Payments 192 80.0% Then recoverable by payment fixes
<A —Bt+= BozZ/\+ B (HEERE

Repurchases 38 19.8% Retention, not acquisition

=10 =+/\ HEXTER BfF, T2RE

TWO OVERALL RATES, TWO MEANINGS - FNESLLE, HRHENXY WHY THE SECOND NUMBER IS THE DRAMATIC ONE - H{t4S$E—/ &

192 + 80,000 = 0.24% %h%'lﬁ‘ekadline rate quoted in the meeting counts repurchase, so it mixes
38 + 80,000 = 0.0475% iR eRv i esaisiom, JEEFRMH TIRE.
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wary Repairing the checkout

[BEEX—2F

zZ-H

Layer B4 Before Z Bl
B ZHl

Cart to order 40.0%
InaE ~E Bozl+
Order to payment 80.0%
TEREISZT BaZ/\+
Settled revenue usD 11,520
ZEEE 11,520 =T
Repurchase about 20%
=1 ER[753]3)3

BEFORE - ZHl

USD 11,520

192 paid orders at a 60 dollar basket

48.0%
BoZl+/\

90.0%
BOZN T

USD 15,540
15,540 %55

about 20%
297k

600 x 0.48 = 288 orders, against 240 before
600 x 0.48 = 288 &, ILFIH 240 B

288 x 0.90 = 259.2 paid, against 192 before
288 x 0.90 = 259.2 883717, LEEIA 192 B2

192 x 60 and 259 x 60 at the same basket
ZRNER 60 =T

The case fixed checkout, not retention
AEENRER, 287

AFTER - 2/

USD 15,540

259 paid orders; about 4,020 more per month
259 3711, 8H%% 4,020 ==t

Before and after -

No extra traffic was bought. The whole change came from two layers that were already losing recoverable buyers.
RBEINRE, £ ERERERRHERKIREILERIVIAT,

BIfEXIEL

Target BIfR Arithmetic §3{
Bix =2y
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car. Why twenty per cent more traffic fails Diagnosis before spending - SEISRFFTEE

I LS LR ERERE

THE WRONG ORDER - $Ei2R9IIf KEY NUMBERS TO CHECK - ENZJRYKBHF
® Extra impressions meet exactly the same 40% and 80% layers at 600 x 0.48 288 orders

the bottom. 288 &2

AR RENBEISE£1EREAY 40% 5 80%. 288 x 0.90 259.2 paid

® You pay media cost for every extra click that fails at checkout. 259.2 g5fd

SREEET XIS, (BRI, 192 x 60 USD 11,520
11,520 =55

® More traffic does not move the leak; it multiplies it. -

FESHEASHERRK, REERKMEEHK, change about +4,020 per month
BH4% 4,020 ==t

Targets are internal aims in this case, not industry benchmarks.

READING THE RESULT - Z&REAIE

® The biggest absolute leak is at the top: 76,000 impressions never became a click.
EXTMARARIZINER: ChN TR ERBE TR,

* The most repairable layer is cart to order at 40%, where the seller controls page, shipping display and payment method.
O ENEINWE TR 40%, XEEFRENNHE. EHERT™STHI.

® Compare cost per extra order, not the size of the percentage. The answer decides where the budget goes.
ZICREEII—BHNA, MARBERDREIAN, XNERRETNE R,

Fix the layer you control, then buy traffic into a funnel that keeps it.
FlreeizErE—E, BiERELH— T EB TRt
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wrn Six things to unlearn

NE WiIRAE

01 COMMON SAYING HERifi%

The funnel is the consumer decision stages.

AR S RRAMER,

WHAT TO SAY INSTEAD ({&IFii%

The funnel counts seller-side events; the stages describe the buyer mind.

SRR Hpredside hyEsiger DOSaWEDPeL XIRE, FAEETK.

03 COMMON SAYING RNtk
More traffic always means more sales.
nEHS, HE—TEHE,

WHAT TO SAY INSTEAD {EIFiRi%
When the downstream leaks, extra traffic multiplies the loss. Repair the

stysidaver befaresaatingiwxSia; s EaERE.

05 COMMON SAYING HRitix
The funnel is the linear path every buyer walks.
SR ENIREPEERLEIRT.

WHAT TO SAY INSTEAD {&IFifii%
Buyers loop, skip, change device and return days later. The funnel is a

segrebpard, pebEdawRigR  IILRERR; BHRIESkE, FAREE,

Cross-border Ecommerce - Lesson 13 - [EESEEEHS

02 COMMON SAYING ERiii%
The overall conversion rate tells you where the problem is.
BN ERBE S RARIBIRAERR.

WHAT TO SAY INSTEAD {EIEifii%
The overall rate hides the layers. Locate the leak with layer rates and

dropeoffEatess . EREELR SHRAEREAIR,

04 COMMON SAYING FERiiix

The layer with the highest drop-off is always first.
MARRSIBF—RKITIIE,

WHAT TO SAY INSTEAD ({ZIEiji%

A high rate on a small denominator can be noise. Compare absolute loss,

gontroliailist pac oastpereximprdaizting A SEIEIN—E AR,

06 COMMON SAYING % Ritix
A healthy funnel means the business is making money.

HE R BRES L.

WHAT TO SAY INSTEAD ({EIFiiti%
The funnel measures process. It never subtracts logistics, commission,

fiscaupbermaginiT. B, IHNSER.
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TERMS Key EngliSh terms Ten terms - +MARIE

KR ANE

Sales funnel Marketing and sales arranged by Drop-off rate Those who do not move to the

SR+ e R SRR TR 06 R39S prem A A mERAL
£idiE. A9ELAHI,

Impression One showing of an advert or Lead A prospect who can be followed

e P e R . R BB hsraree, RIS

Click-through rate Clicks as a share of impressions. Pipeline The progress of leads from entry

R SRR ORI, HEEE BB\ 2R,

Add-to-cart The event of putting an item into Attribution The method of crediting a

o s N e 3R TEREEn R A Jusnoint.y.

Conversion rate Those who move to the next stage Repurchase rate Customers who buy again inside a

Bl WSROI 84 B 38T en Azt Shy= PN e sz aopRES St
EEAi. °

Two of these ten are only useful together: conversion rate and drop-off rate add to one hundred per cent of a layer.

X+ MIEER MR RS RARENT BZENESZE. 2o 28



TALK Class discuSSion Four questions - P&

TRETJIE

Pick a shop you know and estimate the six counts. Which number are you least sure of, and why?
RGBS, EENTITE. BN R&IRICE? It A?

Answer with counts and a denominator, not with an impression.

High carts but low payments: rank the likely causes from cheapest to most expensive to verify.
MBS, SZHE: RIGIERAMNEEISHFIRTEREA.,

Answer with counts and a denominator, not with an impression.

EWMAE—ENME: AR — P EoRESDEK" Rki?

Answer with counts and a denominator, not with an impression.

When would a funnel forecast be worse than simply averaging the last three months?
tABR T, BTN TE=1"A¥Y" &&?

| Your manager funds only one layer. How do you argue for it using what one point is worth in money?
| Answer with counts and a denominator, not with an impression.

Refuse answers that quote a single percentage. Ask for the layer, the counts and the cost of the next order.
BEIR—EONER: EaEl—R. iH8ES)>. T—REERSDE,

Cross-border Ecommerce - Lesson 13 - EIEFEEELE 23 /28



Find the leaking layer 2 e - (el

iRk

From the case counts, compute every layer rate and the overall rate.
R HEHEER SRR,

Six rates written down.

Name the layer with the largest absolute loss and the layer that is most repairable; explain
IR HerRASE A SRR, HIFREER,

Two layers named, with reasons.

Compute the extra paid orders from one extra point at two different layers.
ERTMTEEEE +1 MNEDRERANEEX T,

Two different numbers.

Write one experiment for the chosen layer, with a success indicator.

P P u— - . _ One testable change.
RiEEEE— NI SR, g

STUDENT OUTPUT - 247

A complete funnel table plus one paragraph of advice naming the layer, the arithmetic and the condition.
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QuIZ Flve qIIICk CheCkS Answer before discussion - BB ITIS

=Rl

In the worked chain, why does 30 + 10,000 equal 0.05 x 0.20 x 0.40 x 0.757?
&%, F1+4 30 + 10,000 &F 0.05 x 0.20 x 0.40 x 0.75?

In the case, which layer loses the most people, and which layer is most repairable? Say why they differ.

PP —EREARRS. B—ERATIE? RERE NEARR.

Why would buying 20% more traffic make the month worse before the checkout is repaired?

EEBIBIFZR, FHASE 20% RELIHXABEM?

One extra point on click rate is worth about six paid orders; one extra point on payment rate is worth about 0.4 of an order. What

follows?) ~moy e 6 B, TR +1 AESALIE 04 B B ALE?

How do the five buyer decision stages differ from the six funnel counts?

LRARAMER SR MTHEE T AARE?

A correct answer always names the denominator. Without it, the same number can support opposite decisions.
[FRNERRERHS T, REAE, E— 1 EHFALFEHERAYRTE.
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WRAP Take-aways What to carry into Lesson 14

ARG

THE ARGUMENT - FiRfI4EiE WHAT TODOWITHIT - E4H
® Afunnel is a chain of counts before it is a percentage; each layer Report layer rates and the overall rate together, never one alone.
has its own denominator.
TR —HRIt, RAEFEAED, BEEECHNSE. ERHRSRERSERE, FERR—,
® Diagnose before forecasting, and repair the layer you control Convert one point into orders and then into money before
before buying more traffic. choosing a layer.
FOZHBIN, STEECREHNE—EBIRE. EEZASGE— T ESRITENITE, BiTEkk.
® The model is a scoreboard: buyers loop, enter mid-way, and Keep the buyer stages for message design and the funnel for
returns reverse settled orders. loss control.
REZICHE: EIRFMER. NPEHEN, BEESREZRETITER, REMBRATRNRAA, AT 6K,
Number #{= What it describes EiEiR{t Rule (&N
1 ES R4 A
80,000 versus 10,000 Two exercises, two denominators Never divide across them
I\BS—h WIEG, mIDE NGINESEELEIRS
Layer rate Compares one handover Your own baseline and segments
BELE= EvaR—IR A H% S58CHEZMDELL

‘ The last count of this funnel — repurchase — is the subject of Lesson 14: what makes a buyer come back.
R E—ME—8W—IERSE 14 RA9FHA: HALLERERR,
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SRC Sources and calibre Where each figure comes from
KRESOF

Source K& Section & What it states [EXHS Used for FHi&
KR & AE s

Funnel defined as

marketing arranged by

stage, narrowing
SRC-003 downwards; two uses Definition, six stages, diagnose and forecast
§3.4—8341 of the report EX. 7"MER. ZirsT

SHEN : ZINERHE .
J:%?&LISZ?E; RS
1=

The funnel figure in the

SRC-003 The shape used on the chart page

Fig 3-2 ;;;;Eggg‘fﬁ e ESRARIRAR
/IS8 =
Consumer decision
SRC-003 stages, for contrast Why the funnel is not the buyer mind
§211 Fin 3-1 only AR S A B ST 5 I

Number #{= Status [%[& Warning 128
= MR 1282

Cart to order 48% Internal target set in the case Not an industry benchmark

I TER 48% AERENREBEIR FfTllErE

Payment rate 90% Internal target set in the case Not an industry benchmark
X7 90% AEIENREBEIR ATl EE

Monthly +4,020 259 x 60 - 192 x 60, message cost excluded Write the exclusion when quoting
8RXN% 4,020 55T 259 x 60 - 192 x 60, KitiHEMA 5| NIRRT TA

Internal targets and teaching simulations must be labelled as such every time they are quoted.

REBE RSB F USRS | R SRR,
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LESSON 13 - THE SALES FUNNEL

Count it, then

repair it.
S, B,

NEXT: LESSON 14 - F—i&

Customer retention: what makes the last count move.
MEBEF: Bea—MTEHHBRtTARE.

FEISEEEHIE - Cross-border Ecommerce - Guilin Tourism University
BREUT REFF - 2026—2027 ZEF—FH]

“A funnel is a chain of counts. Fix the layer you own before buying traffic from somewhere else.”
KER—E1E . mSHR SR, EeseLal ARUREZAI, SE(ReetRBE—E,
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