GUILIN TOURISM UNIVERSITY - MRS =

LESSON 14

Why do they
come back?

EBF - =/Mainsmin T

Textbook §3.1.2 — §3.1.2.2, §3.3.4, §3.3.5, read against §3.1.1 - a 90-minute bilingual lesson

90 minutes English first, Chinese support Lessons 8, 13 2026 — 2027 Semester 1
— IRy N FERI - PNIEfR BIEANIR 2026—2027 FFEE—5HE

Course - EIERENEEE Cross-border Ecommerce

Instructor FHRHT FEFF

“Retention is a relationship measured over time, not a discount bought once.”
—aIESGIC(E: BEEMEEENXR, T2 RMESERAT.



How this lesson runs

NRRYHLFTL

12 min

Warm-up: why old buyers return Three ordinary reasons, one coupon myth.
=PI BEATARE

34 min
Retention, lists, affiliates, recovery Four concepts, each with its own metric.
BfF. B8, KB5S

26 "
Case: two retention plans Compare contribution, not repurchase alone.
=0 MIMBFEAZE

18 min

Task and close Write a capped recovery sequence.
REES IR

Every part of this lesson answers one question: does this action change the relationship, or only buy one more transaction?
RNES M OEERE—NIE: XNMINERR TRR, RRRELRE—IRRZZ?
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our What you will be able to do

NRFIEIR

Define retention and measure it with repurchase rate, cohort retention curves and service response time.
ENXBF, AREWE, FHfFBEFHESRSHNAEEEE.,

Use the textbook cost and response figures to explain why email and messaging lists keep relationships strongly but acquire
customers weakly.
FRERRIRA SN ZEREYE, BRHMGSIERBZB YR RRRE. RS,

m Name the four participants in affiliate marketing and compute what a given commission leaves of a given margin.
HHEKBEEENINRSEE, FHitESEEEERFENERIZD.

Design an apology — compensation — root-cause service recovery sequence with a cap, and explain why it is not a
discount.
it EIRAY "EM—FME—IREEE" RS«NIRF, FERCHEAFTI,

Each objective maps to §3.1.2, §3.3.4, §3.3.5 0or §3.1.1.
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ROLE

Where this lesson sits

NRENMSRIE

Lessons 8, 13 — 14

-

&

BEFORE THIS LESSON - BiEE%liR (8. 13i8)

® Order cost, delivery and after-sales service (Lesson 8).
UBERA,. OS5EE (B8i]F) .

® Funnel counts and how repurchase is counted (Lesson 13).

RHTEEEWEITEL (55 13 )

® You can cost one order and count one funnel; this lesson

asks what makes the last count move.
FESE—BRA. 28—5%kY, NROEURE—MTHEHRAARE

-]

Acquisition and retention are two jobs with two toolboxes, not
one job with two names.

WHAT THIS LESSON DOES - Zi2{EFf

Explain why the last count of the funnel is the hardest one to
move.

fERERRE— MU IR,

Show that retention is produced by fulfilment, product

information and service recovery — not by coupons.

IRBHERFHEY. BmERSIRSHNGTE, THILBSTE.

Give the arithmetic that separates a retention project from a

dISCOU nt.
LHX o BEEINE SITHIRNEAR,

A coupon can raise repurchase for a month and leave the

relationship untouched.

Lesson 13 counted the leak at every handover. Lesson 14 asks who is responsible for the last handover of all: the second
erderR T BIRAIERIRK, F 14 RENREIRIE—F "R—HIERR.
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Cheaper ads, or fewer mistakes?

BEEN S, REEDPHKIR?

Winning a new customer is said to cost far more than waking an old one. The multiple differs by shop;
reazany singleraticasapsiliastrabiomiarotastatistie - LR QEELTE, TaEUFIL

THE USEFUL QUESTION IS WHY THEY RETURN - HIFGHIAREEEZTAEE

The parcel arrived as promised Fulfilment kept the promise made at acquisition

A e oy |
BERFERIA [BL95e I T 3R R R
The size was right first time Product information told the truth on the page

. . . |

RBSE—IRFIS T I 7 Eig
Someone answered when it broke Service recovery repaired the mistake, not the

. . .
] BN ESPNE v RepHh SRS, FEIBE

None of the three is a coupon. A discount can lift one month and still leave all three untouched.
FERE—FRENES: e — A, XX=RELFMN.

THE TEMPTING WRONG ANSWER - =& 5%I1Ba%s

® If repurchase is low, the cheapest-looking fix is a voucher. It raises the count and lowers the margin of orders that would have

happened anyway.
S (AT, EERSSOREELSS: A = i, AERT RS RERTTRIER.

Which of the three reasons is a marketing job, and which belongs to the warehouse or the product page?
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ocus What to master, what to watch

FIERSHER

KEY POINTS - 3#3&5

® Retention is a relationship measured over time, not a one-off
discount.
BFEMEEENXR, R XRIEH.

* Email keeps relationships but does not acquire at scale; affiliate
marketing acquires but does not retain.
BB AP X REAREARUMERL; BXERRERFTEA AR T,

® Service recovery runs on speed, apology, compensation and root-
cause removal, and its cost is compared with the lifetime value it

tects.
BRI e EH. IMESEREE, ERAESTRPASHE

tEiR.

THE ONE-LINE RULE

Focus and pitfalls

COMMON DIFFICULTIES - TJRERTMES

Treating a voucher as retention, when it buys one transaction and
trains buyers to wait for the next one.

BREFINET, MERIE—RRZ, ERIGMEEF K.
Concluding from a rising repurchase rate without checking the
cohort, the window or the traffic mix.

BIEWR FAHTEES, MeERRRE. FaEOsmEstd.
Taking good reviews as proof of retention, when satisfaction,

review bias and repurchase are different measures.
VISYFHIERREETE, MrsE. TMRESSEWEANEET.

Ask what changed the relationship. If the answer is a price cut, count the margin you gave away on orders that would
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Retention as the tethOOk defines it §3.1.2 - strong relation, loyalty, stickiness

A PRI AT

Customer retention: building a strong relationship, raising loyalty or brand stickiness, using personalised

advérasiig atRbetstanisatmnmisatt, FREFB M S5EH.

Measure §#F What it counts Bitft4 Reporting rule 3N
b=t A SR

Repurchase rate Share of buyers who buy again inside a defined window State the window every time
Sl FEENBEONBRWIAIESR GEE BIXREESBEEO
Cohort retention curve One first-purchase month tracked across later periods SRS @elieln; (RS [gEe) i) GUMIENE

— 2= = HAR separately
[EIHARF B T L, HEMEERLERARIRI EIERRES . HAE S5 FHE

Qarviea racnnnen How fact and hnw eonmnletelvv a nrnhlem i handled Qneed itealf i nart nf tha cervire

Retention is not satisfaction and not a coupon. Satisfaction is an attitude, a coupon is a price concession, retention is repeated

behaviour observed in a defined window . - .
BEAEREE, BAENES PREECE, NESEMSHE, BEEENEORNREINESTA.

THREE CONTRASTS THAT PREVENT MISTAKES - BhlERiBAI=4A%IE]

¢ Attitude versus behaviour: a happy buyer may never return, and a returning buyer may never write a review.
SESITH: WERIERARERAEESL, BISAISLRAEMARTIFAN.

® Price concession versus relationship: one buys a transaction, the other produces the next one without being paid for again.
MBILESXRR: AIEXL—RRS, FEEABRNENER FE T8,
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Reading a COhort retention curve §3.1.2 - period falls, cumulative rises

u7|‘$ A HAEF AT

One thousand buyers acquired in January, tracked for three months.
—F2 1 FEWmE, Rir=1H

Period FHj Who returned STAAZY Period rate HiIEJE37F Cumulative Ri1E7F
[EHA SMAZL HARER7F RitBE
Month 1 180 of 1,000 returned 18% 18%
F11H 1000 AR 180 AEM HAEEETE 18% it 18%
Month 2 90 more returned 9% 27%
F21H BH 90 AEW HAEEETE 9% it 27%
HOW IT RUNS - #{aiE{E CONDITIONS AND LIMITS - F{45RE
® Group buyers by acquisition month, count who returns in each ® The window must match the natural repurchase cycle: ninety days
later period, plot the share against time. means nothing for a product bought once every three years.
BIRERDE, FiSaEUEHRNEWAL, EEHRIEIEEEL. BOZRBEASWEE, =F4XL—XMEm, 90 REFIEEN.

® The curve falls first, then flattens. The flat part is the loyal core.
® The cohort must be fixed. Recomputing on a changing mix can
HZ&BEETEEEY, BEATHo 28z 0. make retention look better while every cohort gets worse.
EHREFREE, AR EEEMES, el BFERRET
. MIENEEREMERE.

The period rate falls while cumulative retention rises. Both are true, and they answer two different questions.
HIBRRTREMRITEEF LT REHE, RIZFHERNAERIE
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Email and messaging liStS §3.3.4 - keeps relationships, does not win new

BpESHEZ R ones

Typical click rate Cost of a list name Direct-mail postcard Cost of sending

3—4 % 5—20 cents 75—80 cents =~ O per send

—RXE, NEEE 1B FY) 5—20 X5 29 75—80 =5n/4 RIXJF 52k
HOW IT RUNS - #[{aiE(E CONDITIONS AND LIMITS - F45RE
® Collect consent at checkout or registration, segment by behaviour, ® Deliverability and spam filters cut reach; over-sending raises
send one relevant message at a time, then measure delivery, unsubscribes; addresses decay and lists need cleaning.

,u#_SZEEHﬂLHQxﬂ%, RITADEE, —REK—SIEXES, BEEE EHEETE,
£, E BTSSR ® Abought list is both ineffective and non-compliant. Consent is not
® Use it after the sale: usage guides, replenishment reminders, a formality.
service follow-up, member events. REREWEN B RETHBAEN,; AEER.

RTWREAT: ERERE. WMURE. RSRASSRIE.

The textbook conclusion should decide the placement' email maintains customer relationships and is weak at acquiring new

s. Do not ask it to fill the top of the fu N L N
%5(1‘2‘ E’Jé:.:.tl’ef“ RECHINE: HMHE QE?F'EF'%“? 7f‘ BRIREEE, A2 eiEmRHRER.

CONTRAST - SiEiEHLSAIXS

A permission list is a licensed asset you own; an audience on a social platform is borrowed and can be repriced at any time.
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Affiliate marketing: fOllI' partiCipantS §3.3.5 - pay for performance

EREEEHIIIRES 55

Affiliate network Publisher Customer

BXEERI4S EhE =

Records the sale and handles The affiliate member who places the The buyer whose tracked purchase
payment between the two sides. tracked link or code. triggers the commission.
BRI IRTFRAYFIETT . MEIEREEE B AIB R R H )BTt AR S (THISEESR,

Margin EF| Commission &€ What is left FlR Decision ¥k
ER B R FIIbR
30% gross margin 20% commission 10% left before logistics, returns and fees Watch contribution
FEF 30% BE 20% . 1IBERSZAERIRE 10% ZETH
15% gross margin 20% commission Negative before any other cost Refuse the deal
FEF) 15% B 20% Rt Ef AR5 N =164
Amazon Associates Up to about 10% Platform-specific ceiling Check the current terms
T EhhEXER =2 10% ERERI LR AN
eBay partner network About 1% — 6% Much thinner than the generic range Do not average them
IFAXE
HOW IT RUNS - J{Ei&(E CONDITIONS AND LIMITS - £{45SRH
® Publisher places a tracked link; network records the sale; ¢ Last-click attribution can steal credit; fraud or incentivised traffic
advertiser pays and keeps the return risk. inflates sales; high commission on thin goods can exceed the

ROEREREE, WEBICRAR, | SERARBREXG, marain.
I3 %ﬁﬁ%&%ﬁ—b’tﬁﬁ@i; HERGRRMEREIE R (REFEmAY
SAErsEEE EF.

Affiliate marketing buys acquisition, not retention: the audience and the relationship stay with the publisher.

ERBEHINIRIRE, TRBTF: ZREXREETRMEFT.
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recoy Service recovery in three moves gy - GRS © (e

RSN =2

Acknowledge and apologise Name what went wrong instead of saying sorry for the inconvenience.

HAFFERR

A generic apology reads as a script. RBMEHE, MARN "RIETERAEREHN

1B BRI R EIE AR,

Compensate proportionately Replacement, partial refund or a return label, inside a range the front line may authorise.
BEEAME

Compensation without a range invites abuse. 5T, EBOIRFEGREIRE, FE—LR TRIRNAIXIE,

B XERMESIBEGR A,

Remove the root cause If the wrong size keeps shipping, change the size chart or the picking process, not only the
RRIER complaint.

Without this, the same failure returns. MRBEREBRB, MBRERSHFERE, MAFCERR,

DTIX—E, FFNRREER,

Speed matters because uncertainty is worse than a known delay. A slow reply plus a generic voucher is a second failure: the

buryer is disappointed twice. . o .
FEEE, FARELCAERER. BESN—KERLESFRETRKR: MEREMAX.

Compare the cost of recovery with the lifetime value it protects; a complaint is the second chance a discount cannot
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Private traffic is a cost transfer §3.5.1 - owned, reusable, not free

NN

e A
WHAT THE TEXTBOOK SAYS - ##380iki% WHAT IT COSTS - BEE(JHA4
® Private traffic is owned by the firm and reused at no extra media ® A community needs moderators, content, service replies and
cost. someone to handle complaints at weekends.
NSRBI ECHE, ESERAEINEARKA. HHREEER. RE. BRES, DNRERCERIFHA,
® It converts through campaigns, promotions and one-to-one ¢ Communities decay: members mute it, the same ten people
conversation. reply, and owned reach shrinks to a tired few.
B iE. (BHS—X—aEstIiiEEL, AR RREW: RS, KT+ MARSE, BEERIMHALERN—/\BF
i %\_\‘/\
The media bill falls. The payroll does not. REEA.
\ J
Item IRQ Direction Fa Note 15288
= yalla 17288
Media cost Falls: no repeated payment to reach the same person  Real, and easy to over-claim
SRR T AR —ATRBESEE HxL, BEZHEXK
Operating cost Rises: staff, content, moderation, service Appears on a different line
EERA FF: A BB, B Bk ICER—1THA L
Decay Owned reach shrinks if the community is not fed Needs a maintenance budget
=W REEREEN B EMAZEYE BEEFIE

Private traffic is a management task and a cost transfer, not a free asset. It lowers the price of repeated contact, not the price of

th k.
*A%Z%%Kiﬁ%'—i%’ﬂ&%, FRRERT: CHEEESMERNE, RFETERSAINE.
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c.ear Three clarifications that prevent confusion SO - S © R

Pl REHN=RES

Retention is not a coupon A discount buys one transaction and trains buyers to wait for the next
BBIEAEfES one, while cutting margin on orders that would have happened

Tﬁ?[l;&—/ X5, EDGFMESTRIT, FERERSRMSLERNTER

HYEF.
Good reviews are not retention Reviews measure satisfaction at a moment, skew towards extreme
prancy Nty o experiences and can be incentivised. Repurchase is observed
behaviour. — .
IMNMEEE—ZINHREE, RERkiniAle, WraIseaemn, SWENRE
BT,
Recovery is not unlimited compensation Compensation must be proportionate and capped, or it rewards the
AN B TPRA M loudest complainers rather than the worst failures.
tM=ZERRELR]. BLERR, BURMHESRSFIIA, AR ERIEXK.
A shop can hold a high rating and still have only one-time buyers. The rating and the repurchase count are different
instruments . .
—xJE _IL/Lﬁ MRS, MREXERE, FRSEWTEERRER.
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Measure With COhOI’tS and With money Before you call it a retention programme
AR St EE

Step S What to do fifif+A4 Rule #2
% A A

Track repurchase at 30, 60 and 90 days and compare curves

before and after the change C NEHRRE e by
BRES 30, 60, 90 KEWI, LLAMEhRIEAIML: MRIAREF, —RES

Group by acquisition month One cohort, one curve

BIRERMH

Split by first product, channel and

discount Cohorts won with a discount often retain worse Segment before concluding
_H:/I\E'\EH ¥/ 41 BH ZN\ 75
IR SE SRR TR ENRIRF T EEEEE SEOEB TSR
Compare contribution with Email tools, service staff, community operation and . :
; . : Two points up can still lose money
programme cost compensation all sit on the cost side ST A sS4
EEMWTIEA- ST E FA LR TR, BRAD. HEEE 5 MEEERAN SRR ¢

Treat lifetime value as an
assumption

eEsMEAFRIR

A precise LTV from three months of data is false precision Write the assumptions down
F=1"BEUES LRIER LTV SRE/RETH BRIZE Tk

THE TEST THAT DECIDES - [RIEfdaoitis WHAT THE NEXT COHORT SHOULD TEST - F—{ARHRESZIH A

If the extra contribution from repurchase is smaller than the ® Run the next cohort without the discount and compare curves,

cost of the programme, it is not a retention strategy. so the gain can be told apart from seasonality.
INREMHRANEETEVNTIERA, EHASEFLES. T—HREREA I OB —EH R A, 7fﬁb¢lﬂi E5FHHXS

7.

Acquisition and retention are two jobs with two toolboxes. Affiliate and paid reach win the first order; email, personalised
contact and service recoveg protect the seco

IRESBERMIDITE. MEIH: KRES(IZERM **%*EIE%—% BRI, MEHIER SRS HNIIRIFSE R, 1428



=1 Read the cohort, not the monthly average

IZEHAEE, AR EFY

One thousand first-time buyers in January, three months of follow-up.

—T1= 1 BEWE, RE

m="1H.

Cohort size

r Month 1
EIRBEF AR

180 buyers

HAE] 18%, Fit 18%

1, 01010, buyers

1 B EXWEAImE

READING THE MONTHLY AVERAGE - iEZHE¥1Y

® A monthly average mixes new and old buyers. If traffic grows fast,
the average can fall while every cohort improves.
REBIEHEZEAE—RE, REREGKE, WYETETRE, me
[EIHREF &R IS

® It cannot tell you whether this January group is better than last

January group.
ELEEFFESE 1 BXARBHLEF 1 BEFEEL.

Month 2

QO rmore

HAIE) 9%, it 27%

Month 3

4.0 more

HA[E] 4%, FKit 31%

Worked example -

-

READING THE COHORT - {E[FJHBE¥

® The period rate falls from 18% to 9% to 4%, while cumulative

retention rises from 18% to 27% to 31%.
HAIBIBRTEM 18% [EZE 9%. 4%, MEITEFM 18% FHEI 27%. 31%.

® Both statements are true; they answer different questions: who

returned now, and who has ever returned.
HOEHE, EEHNEARIT™M: X—EhgERSY, LAIKIESHRIRL,

Concept used: the cohort retention curve. Report period and cumulative retention separately, and never let one replace the

other.
RIS BHRFBRFHL. HRaBRFSRITEFSHFIRSG, AEFA—E&R5—1.

A falling period rate is not bad news by itself; it is the normal shape of a curve that is about to flatten.

151728
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e, Ten thousand names: emalil versus postcard Worked example -

—hRBE. HESHER

EMAIL - BB DIRECT-MAIL POSTCARD - EIHBEB(SH
10,000 X $0.10 10,000 X $0.80
~ $1,000 ~ $8,000

List cost at ten cents a name; sending is almost free. Printing and postage differences are counted separately.
% 10 £0/B1TTERIBEMA, REJLFRE. EPRISHREF ST,

THE GAP IS ABOUT EIGHT TIMES - =JELY/\Z

Point B Detail i1 Why it matters A+ AEE
B | I LEE

Cheaper reach Sirgr?tlrl]r;‘a t(;wheelsistthceoz?me ten thousand names for roughly an Cheap is not the same as effective
\j: = . . . . —— \% 2
MABEE BB\~ — B0 B A AR A EEFSTHEN

A cheap list bought without permission is ineffective and Consent s the asset, not the address

non-compliant YRECEEEE Sy
R A IS e A S BT R AT Sty AR

Consent still required
HHRERR

Concept used: list cost, not the full campaign cost. The comparison is about reach price, not about what the message

HORNBS, . BERNA, TRTEMRMNA. - ERAVZ SNSRI RIAHTRER.
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case Two retention plans Teaching case + #3541 (F240)

M EFELE

BACKGROUND - E250a

A fictional cross-border home goods shop: 1,000 first-time buyers a month, 40 dollar basket, 35% margin (14 dollars an order), 12%
HietyEdiszvenhrcREsd 0 ehindlEsig dresiaitSachirginitati&g. 14 555T) |, 90 REMEL 12%, FiBHEF AEFE.

PLANA - BEA PLANB - 5% B
A 15% voucher for every buyer Post-purchase email, local size chart, 24-hour
LERTBXR 15% 0% Soriice stithdard 24 /\RSTNE
® Margin per order falls from 14 to 8 dollars. ® Programme cost is 600 dollars a month.
FEEFIM 14 =R 8 =T. InEmAEA 600 3T,
® Repurchase rises from 12% to 14%: 120 to 140 orders. ® Repurchase rises from 12% to 18%: 120 to 180 orders, margin
SWM 12% FHEI 14%: 120 £E] 140 &, unchanged.

SMWM 12% FE 18%: 120 BZl 180 8, FEFIARZE,

THE QUESTION - THIEAYIERE
Both plans claim to raise repurchase. Which one adds contribution, and what must the shop measure to know?

Question |aJ8& Method F5i% Reason 12
(A ik I

Which adds contribution Compare contribution, not the repurchase rate alone A higher rate can still lose money
IR DOSI AR EE oIk, MAREREWE EEHLERNATRES R
What to measure Next cohort without the voucher, compared curve by curve Tells the gain apart from seasonality

B3P TR, SERREEE e EET R ST 17128



The arithmetic that decides Contribution

IRTERHIEAN

Plan 53 What moves ZEALIR Why B{t4 Result
PaE R LA A
PlanA FEA Baseline 120 orders Margin falls from 14 to 8 dollars 120 x (-6) = =720
BFEA Heg 120 |2 EFIM 14 fEEI 8 =T -720
PlanA BEA Extra 20 orders at 8 dollars gglé;zcremental e IS 20 x 8 = +160

= o= V= =
JREA i A B Begr T e +160
PlanA BEA Net monthly contribution ;I;]Zecﬂztcount on baseline orders is part of ~ -560 dollars

= D) N . 29 -560 35T
ERA it HETE ORI RAA 7 73605
PlanB 1% B Extra 60 orders at 14 dollars Margin unchanged at 14 dollars 60 x 14 = +840
VaES:] IEE 60 8, §H 1455t FERARZE, 814 55T +840
Plan R =Z R Nat mnanthh/ ~Aantrihiitinn |l ace tha ANN dnllar nroaramme _cnct ~ +240 dnllare

THE COMMON MISTAKE - B IENEIR HOW FAR PLAN B STRETCHES - 5% B GEIEZI—3

¢ Counting only the twenty extra orders and forgetting the discount ® At 900 dollars of service cost the 240 dollar gain disappears.

paid on the one hundred and twenty baseline orders. AR5 AT 900 SE5ThY, 240 SETHUEEIHK.
RE 20 5=, 288 120 . :
RIBR SRS LATHHET. ® The result depends on the service standard really being kept.
* Keep the incremental effect and the price effect as two separate FERINRTIRSB IR ERRHHIIT,
lines.
IR E N SNBSS BRI T, L J

Plan A is not useless: it can clear stock or win a first order. It simply cannot be called retention. The twelve per cent baseline is

a teachlng ure, not an industry benchm 5 .
= A . ERILUBERaSRET, RER a‘éﬂu‘%‘?‘ 12% BEERHFHF, F2ITWEIE,
18 /28
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ric How one transaction becomes the next The retention loop - EB7ZERR

—IRRZZUMAZER R—IR

o1 05

First purchase Fulfilment and Service recovery Personalised Repurchase and
product information — — contact referral

EPNOPS BHSEmiER RS HME MEHATE S5 A

The promise made by Parcel on time, page tells the Repair the failure, not the One relevant message at a Feeds the next cohort

B CRT, TERES PBRoEsE, REiEE timg s —iRX(EE

Fulfilment decides the first experience, service recovery repairs the mistake, and personalised contact creates the second

gtapeesBredsaniimdousdthiRl oopsteHE S iE S Rs, HEI—HETF, BRI,

( N

WHERE A COUPON ENTERS - {iE8#i# \RIE WHERE THE LOOP RESTARTS - BRI ER
® Avoucher sits outside this loop. It does not make the parcel arrive, ® Arepaired complaint can re-enter through personalised contact,

does not correct the size chart, and does not answer a complaint. so the figure is a cycle rather than a one-way funnel.

HAMIEHSF AT LU MECAAEITIAN, EIXKEZREIR, ~28HM

MESFEXNMERZIN: EARILBERINEIL, A2EBIERBR, B =

BRI ® Repurchase and referral feed the next cohort and are measured
® It can pull one more order through node five without strengthening together with response time.

nodes two and three. L SWSHENERE T EHEE, HEFNAE—EEE., )

EREEE—RAEEANTR, ARIESE . F=1TR.

The first two nodes decide most of retention. No coupon repairs a wrong size or a late parcel.
AN T RRERED BT, MEFENHERRIBEIREIEE,
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How to read the loop

IC u\*il;& 1X g‘k =

Read it as a cycle, not a one-way funnel
EPLIEER, AR

The first two nodes decide most of retention
BN RREAS D BF

The last node feeds the next cohort
Be— 1T RBEE T EHEE

Reading guide -

A repaired complaint can re-enter at personalised contact; the arrow back is
part of the model.

BHNIEIEOF AT AN MEAERHN, [ERAIEISLRREA—ER5

Fulfilment and product information are where the promise is kept or broken;
coupons cannot repair them.

BHSBmERRFRER MBI TIRIMS, WEHERTFE].

Measure repurchase and referral together with response time, or you will
read the loop as a single month.

EWEENEEMIDNAE—EEE, SNIRSICEINERRBEUE.

The figure is a teaching illustration of the argument, not a measured flow of any real shop.

AERICIENEF R, AREUELEHIISDIRE.

IEER
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wrn Six things to unlearn

NE WiIRAE

01 COMMON SAYING HERifi%

Retention means sending vouchers.

BEHERINES.

WHAT TO SAY INSTEAD {EIFifiix

A voucher buys one transaction and can train buyers to wait for the next

pnessetentionrisssapeater:bepayiedeprpducedh e lufimestpadsenices
7.
03 COMMON SAYING B
Affiliate marketing is a distribution channel.
RS S HE

WHAT TO SAY INSTEAD {EIFiRi%
Affiliates do not take stock or pricing power; they are paid for results and

heBrHIEE SR, NRIBYRESRER, SRSXRBERKRET,

05 COMMON SAYING HRitix
Good reviews prove retention.
YFITREIEAREE TR,

WHAT TO SAY INSTEAD {EIFiii%
Reviews measure satisfaction at a moment and are biased; retention is

[RRME BRSC ONReTY RS SIS R AR B [ IR BN ES WL,

Cross-border Ecommerce - Lesson 14 - [EESEEEHS

02 COMMON SAYING ERiii%
Email can acquire customers at scale.
HRAHF BT LAKRIARALHT .

WHAT TO SAY INSTEAD {E1Fiji%
The textbook says email keeps relationships strongly and acquires

wagkhailtar ardpaortisievegienitisaos & s o — w5,

04 COMMON SAYING FERiRiE
Private traffic is free.

PR BT,

WHAT TO SAY INSTEAD {EIFiii%
Media cost falls, but operation, content, service and promotion remain; the

g maveRirommedioprpeapiR SIRGE; MAMBAREBIIAL.

06 COMMON SAYING % Ritix
Service recovery means compensating until the buyer stops complaining.
RSB RAMER R E A BT

WHAT TO SAY INSTEAD ({EIFiiti%
Recovery is a specific apology, proportionate compensation and root-

FRESE ERRYR, RN aURpReECanAg AR ARUSShi
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TERMS Key EngliSh terms Ten terms - +MARIE

KPERANIE

Customer retention Keeping customers buying and Opt-in list A list of people who agreed to

PR S FRREE D AP ORRB = e FanTEEs R B R,
Bir.

Stickiness How strongly users keep returning Affiliate marketing Paying promoters by results rather

L1E AR SR, BB 2 DX PO marma s,

Cohort A group acquired in one period Commission The share of order value paid to

[FIRARE AP aRaRI08o e sermrmng— iEa e PO e 2,
HmzE.

Retention curve The share of a cohort still active or Service recovery Apology, compensation and root-

BRI e e T BRI it e VB AL S
HIECHIFRZE. IR,

Repurchase rate Share of customers who buy again First-contact resolution Share of problems solved at the

Shg= e e A sz Sk — Rk L RN = s i RRAOH 1

Cohort and retention curve are only meaningful together: a curve without a fixed cohort is a monthly average wearing a
different na

FHRF ST E%’%M\ MpXIER: IRBEIERMFEAIE:, REBRTB2FRIR RS,
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TALK Class discuSSion Four questions - P&

TRETJIE

Name a brand you buy from again. How much of the reason is price, and how much is service or product detail?

H—MRAERRE, FEESORNG, S0 RRESHERMET?

Answer with a window, a cohort and a cost, not with an impression.

If you could keep only one retention tool — post-purchase email, community, or local returns — which would you keep, and
WA sREE—NEE T E— SHEE. HESARS—(RMREBA? FHA?

Answer with a window, a cohort and a cost, not with an impression.

30% FEFI L5 20% BRI ERISD? HABR TEFI%ESR?

Answer with a window, a cohort and a cost, not with an impression.

How do you tell service recovery that saved a customer apart from compensation that only bought silence?
RIMAXS “MEFRERNRSHNE 5 "RLETTEREIME" ?

Answer with a window, a cohort and a cost, not with an impression.

| On a 30% margin with a 20% affiliate commission, what is left? When should the seller refuse the deal?

Refuse answers that say only the discount worked. Ask what happened to margin on orders that would have happened anyway.
BEERR AR NER: ERkarERNTRERE THE,
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Design a recovery and retention plan 12 minutes - pairs

IRITHMEEBELE

Choose a product and write its natural repurchase cycle and a 90-day baseline.
E— 1 Em, SHEASWERRS 90 XEZ.

One product, one baseline.

Pick one lever among voucher, email and service recovery; estimate its cost and its effect
PAESBHICARRE. PRSHMNErRIE—1, R SXISIAIRAN.

One lever with two numbers.

Compute monthly contribution, including the discount on orders that would have

PeBRRRes AMAVEYHS K A ARTE IR, A signed monthly figure.

Write an apology, a compensation cap and a root-cause fix for one failure.
A—IRKMEHER. *M=LRSREIEES,

A usable recovery script.

STUDENT OUTPUT - 247

One page: the contribution arithmetic with its assumptions, plus the recovery wording with an explicit cap.

24 /28



QuIZ Flve qIIICk CheCkS Answer before discussion - BB ITIS

=Rl

For the January cohort of 1,000, give the period rates and the cumulative retention at months one, two and three, and say why
b SRR BPAYSs sE 1. 2. 3 M BIIIBESRITEE, FRERANT T,

Plan A raises repurchase from 12% to 14% and still loses money. Write the two effects separately and the net monthly figure.

T A BEMM 12% 185 14% HE5E: IBRIMBNSHE, FReHAEHE.

On a 30% margin, a 20% commission leaves what share before logistics and returns? When is the deal refused?

30% FR LS 20% (e, MIRSIRERIERIZD? HARBR MXERZIZHIEL?

Ten thousand names cost about 1,000 dollars by email and about 8,000 by postcard. Why is this not the full campaign cost?

—RRBE: #1429 1000 55T, BBER%0 8000 £5t. N AR ZETeEEMIZAA?

What is the difference between service recovery and compensating until the buyer stops complaining, and why must the cap

RIS WMEBIREREIRE EBIRHA? FHARRE LR?

A correct answer names the window, the cohort and the margin. Without those three, the same number can support opposite

decisions. =~ ) o 5 N
g RTREEN. REESERN, 7 X=I, E—MEETLSOFERARE.
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Take-aways

ARG

What to carry into Lesson 15

THE ARGUMENT - ZFiBfy4Eic

® Retention is a relationship measured over time, and it is

produced by fulfilment, product information and service recovery.

B EEEENAR, HEY. BREESRSHNGTE.

® Email keeps relationships and does not acquire at scale; affiliate
marketing acquires and does not retain.
HRIHEP R R, RBEARUERL, BXBRRERT. AR

® Avoucher can raise the count and lower the margin of orders

that would have happened anyway.
s aEitE, MERAKMESRERTTRFER.

Tool TH What it does Efffift4
TH A

Voucher Raises one month of repurchase
s am—TANER

Email Keeps the relationship

s HHPRAR

WHAT TODOWITHIT - EZH

Report period and cumulative retention separately, on a fixed
cohort.

TREERRE LD FRSHIEBFSRITER

Compare the incremental contribution with the full programme
cost before calling it retention.

FLEBRIEE RSB SA, BIUEERF

Write recovery as apology, compensation and root-cause
removal, with an authorised cap.

EANEERER. FMESRERE, FahRN LR,

What to check Ef2&H4
mEHA

Price effect on baseline orders
STEZT BAYNTERUNL

Weak at filling the top
MEIKIERHITED

The last count of the funnel — repurchase — is not the closing move of marketing. It is the score kept by fulfiiment, product

information and service on the promises acqﬂ%lsmon mad

SHRE—MTTE—EW SR SRR

EEY ﬁnu1.:.

SRSIREFEES IANC S
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SRC Sources and calibre Where each figure comes from
KRESOF

Source K& Section (& What it states [EX AR Used for FHi&
KR NE AR s

Retention as a strong

relationship, loyalty or

stickiness, through
SRC-003 personalised advertising ~ Definition and the three measures
§3.1.2—83.1.22 and customisation EXS="1EIR

B BUFEXR. &

B ERE T, FEREIEME

wrE5EH

Email to an opted-in

audience; clicks about

3—4%; list about 5—20

SRC-003 cents a name; postcard  channel role and cost comparison
§3.3.4 about 75—80 cents SEES T SEEALLS

ERERAERTIASAR; A
S 3 4%; BERL) 5
20 £5/8; BIERL 75—

Number £ Status T4& Warning 128
e R FERE

12% baseline Internal figure set in the teaching case Not an industry benchmark

B 12% RRENHFHTF FRITWEE

Plan B +240 dollars 840 - 600, staff and software excluded Write the exclusion when quoting
J5%€ B +240 =5t 840 - 600, Rit ARSHHF 5| FREIERITTA

3—4% click rate General range given by the textbook Not a promise for any list

miEE 3—4% i EH—ARX(E AR RREE

Teaching simulations and internal baselines must be labelled as such every time they are quoted.
AR S NEPE LIRS | B S EER.. ~
S —X IS 2728
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LESSON 14 - CUSTOMER RETENTION

Keep the promise,

not the discount.
SFARE, TIARSSHET.

NEXT: LESSON 15 - F—i§f
The long tail: why the catalogue can hold what the shelf refused.
KE: MMt4% EBRESNLINIZRIERIE M,

SESEERIHLES - Cross-border Ecommerce - Guilin Tourism University
BRIm SRR - 2026—2027 FEFE—FH

“Repurchase is not the closing move of marketing. It is the score kept on the promises acquisition made.”
KR—a1E: EWAREHENKE, MEXNRERENSEANCT.
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