Chapter1 Overview of Cross-
border E-commerce
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[ Ability Objectives]

O Be able to introduce the E-commerce in English f81% F 9515 /48 HL 175 4%
O Be able to communicate with customers in English f&%% H 9515 5 Bl & 22 I ;
O Be able to read and comprehend some articles related to cross-border E-commerce Ag %

I 15 0 P g 5 885 55 FL R 458 ORI S =
[ Knowledge Objectives]

O Master typical expressions about cross-border E-commerce 242553 FL 77 55 11 4 4L
wik;
O Memorize new words and phrases in the texts B %1012 3C & A 1 #0A] 5 4615 .

[Key Words]

E-commerce (HLTT&45) ; cross-border E-commerce (¥ HL 7/ 45)

Section 1.1 Overview of E-commerce BB H0LA

New Words
E-commerce n. TR 55
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commercial adj. WO mkEys BRI DORAN B R
n. (RS ECFEMRRTIRD T
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browser
extranet
intranet
concept

perspective
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accelerate
transactions
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geographic
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competitors
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perishable
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resistant adj. (A 71E PO S A7 1 0 PO 1< P S W
n. s FIPUIRART
conflicting adj. A0 AHM SRR
merchant n. R fORR:  OUR ROtk GEE3D
BIrE
adj. i E1RIEH
vendors n. (GER) HERIR: Nk
Phrases
at the request of DAL fE R
in addition Hhb: BRitzAh: IFH
to concentrate on LT EEARESRT
Internet protocol(IP) N ERINA
business transactions H5Z T &t s WEH%
electronic data interchange(EDI) L2 AS e
generalized E-commerce INGISE - Eis
workflow automation TAEH A Bh ik
medium-sized enterprises S RRICEa I SPANE TR 4 R P s 5 1o 4
outdated information FRIE SRHE R SRR A
Sentences

1. Hello, welcome to my Internet shop.
PRI ARG BT IR

2. Welcome to my store on the Internet.
X' e R A

3. Starting an online store has advantages over having a physical storefront.
T8 I 7 B SR T A 3

4. After all, starting an online store today has become simpler than ever.
S OE T IE M R D AR A L LAATE R 2 T .

5. Can I be of some help?
A A2 AT LA B s g 2

6. Thank you for shopping at my Internet store.
SRR AT I )

7. Are you being helped?/ Are you being served?
PR E TS ?

8. Hello, this is seller No. 1. Are there any questions?
e, B 1S, AT AZEE R ?

9. Have a nice shopping.

BB o
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10. We can start thinking about who can help to handle some of the product management.
AT 4675 FEHERE 75 B AL B — 287 i A B L

11. He has worked in the cross-border electricity business for more than ten years, with roles
in management, technical marketing, product marketing, and product management.
M CRAERS T AT TAE 7248, GHOTEE. BORT. 7 i U™
EELTAE.

12. As with other aspects of product management, spending extra time and effort defining the
problem in advance can save more time and effort after carrying out task.
5 g B AR VE 2 7 TR, 22 A8 S TRURTRS 3R A IR 1] R, W] DLETT &
AR 548 58 22 1 () ARG )

13. There are big differences between product management and project management.
7 NI H A B A BRI ZE 5

14. To fulfill both the strategic and the new tactical product management functions, we must
pick personalities compatible with the task at hand.
NT SEDLER IS FUE AR e ST RS, FRATTE A 2 20065\

15. Product management is concerned with the life of the product, from conception,
development and eventually to discontinuation.
PAE B0 B AN A ] MR RERIE ST

Conversations

1. Welcome

salesman: Good morning, madam. Is there anything can I do for you?
customer: Yes. I’d like to buy the dress.

salesman: You mean this one? It’s the latest fashion.
customer: What is this dress made of ?

salesman: It’s made of silk. It’s perfect, isn’t it?

customer: I want to buy the purple one.

salesman: What size do you wear?

customer: Size L. I will pay for it. How much is it?
salesman: 698 yuan.

(A few days later)

salesman: Hello, how does the dress fit?

customer: It’s perfectly. I will give a positive review for you.
salesman: Thanks. Welcome back again.
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s XAFALIRR AT A R ?
Tebh: X2, RER, Ang?

s BAR KA

B BFE2R5H?

JiE: L. ARSI 2. XPFALIRE R
BRI 698 TT.
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i REH. RSHHIFR.
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2. Inferior/Unqualified Products Faulty Materials

A: Have you seen our surveyor’s report of your products?

B: Yes. I'm feeling very sorry.

A: There are too many faulty materials in the goods which you have shipped to us.

B: I’'m sorry. That’s quite unusual for our company. What can we do to make things better?

A: We would like to ship back all the goods to you.

B: No better way?

A: 1 think this is the best solution.

B: That is all right. We will send you a replacement right now.

A: Thanks for your cooperation.

2. SR

A BENRITH P A AR 1 ?

B: JEH, B+

A ARITFF IR P A PR Z T .

B: AiFEi. AR T FRIR D R AN . IBBAERAINZE A TR?
A FATEIEEBEA AR 2.

B: A ELFHIINE 12

A BARRX R A AR R TS %

B: G, A1 BN I 2.

A: BHEHRIETE.

Text

1.1.1 The Concept and Characteristics of E-commerce EE &5
HOMESFDAEAE

At present, it’s certain that E-commerce will become an important part of the global economy.

The infrastructure of E-commerce is a computer network. Today, whether it is in the commercial
sphere, family or government agencies, computer network has become standard computer
e 5.



OV wseysgzmess
application environment. Through communicate network, many computers and its external devices
can be connected. In this way, the computer user can communicate with different computer users in
the network but in different locations to obtain or exchange information on the computer. More and
more people have connected to the Internet global network environment, or joined to corporate
Internet.

W4, HLF R 55 O E B 22 B B B ARy COROE R e TR 95 B R AR T B AL 45
Bansy, BRI FEEEZBUTIR, RS LByt EALN A S AR
o WA HFEEE ML, 2RISR RS 2ERE . XM, HENE A
BT DL AN R DR AN [ B S 5 58 3t LASRAS B A A5 R

1. Definition of E-commerce B F/IZHIE X

E-commerce is a new concept, which describes the process of trading, the exchange of goods,
services and information via computer networks (including the Internet).

RS2 — DM S, BRIE 7Y, RS LU Bl v LR % (RIS T
W) 525 R .

E-commerce is defined from the following angles: From the communication point of view,
E-commerce transmits information, product/service or pay through the telephone line, computer
network or other electronic means. From the business perspective, E-commerce is the technology
application implemented to facilitate business transactions and workflow automation. From the
service perspective, E-commerce is the tool used to help companies, consumers, or managers
reduce service costs, improve product quality, and accelerate the speed of service. From the online
perspective, E-commerce supplies the information of purchase and sale of goods through the
Internet and other online services.

L 95 AT UM LR A BEROE S MAZIR I A BER G, HE 7 S5l f il 2. 155
WU 2% a2 FoAts i 507 SR IA R B P2 eI gs s ANRL A EER UG, 7RI 55 2 Tt
18 9558 2 A0 AR B S IRHE RN L s WIRSS AR, BT R SR AR B AR L &
FECE B F IR RS A, SR BT R AR THIR S ROCR I TR R BRI A R,
HL YR 550 0 LI B FLAth 2 b ik 95 SR A SR 3E .

People regard the commercial affairs as the behavior of transactions between business
partners. Therefore, for some people, the concept of E-commerce is narrow. So many people use
the term E-business, that is, generalized E-commerce. Generalized E-commerce is not just about
buying and selling, also includes service for customer, cooperation between business partners and
the electronic transaction within corporate organizations. As Lou Gerstner, the IBM CEO, remarks:
“the generalized E-commerce is a complete cycle, which means high-speed, globalization, increase
of production, acquiring new customers, and sharing competitive advantage.

AT 55 A AR £ 2 (R AE S5 AT o DRGSR A SR, FELT- 7 45 M 2k
. Y2 NI E-business Hisg) XA T RIS, |7 XA T RS AR R T LLH,
EFER A RS TSR TR S AR ARMb 2 A 758 5 o TE 40 3 [ [l bR s F HL
AT RS« LT T R TR SRS BRI, X ERAE EE.
. 6 .
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2. Characteristics of E-commerce B S5 HI4HE

1) The Benefits of E-commerce H ¥ 55 FIIL 34

As the computer network can promote the exchange of information in a quick and inexpensive
way, Internet has now extended to every corner of the world. Small and medium-sized enterprises
can establish contacts with trading partners around the world. The high-speed network makes the
geographic distance become irrelevant.

1T SN 2 AT DA A A B AP B i 77 AR 2054, ELBRAEIZMEE S BB
TAEATE . /N AV AT DL T 57 R 58 S AR A LR R o el ) I 2 A P B R AN T
HE,

Companies can more easily sell goods, explore new markets and identify business
opportunities outside the traditional markets. Small and medium-sized enterprises that are unable
to establish overseas offices before can now show themselves to every corner of the world.
Enterprises may gather information about products, buyers and competitors through the Internet to
enhance their competitiveness.

N AT LA Gy AR LR A, R, RIUES T2 AR L 2 . IRLE 2 R
ANBERESLHFHN TP LI N Y AV ELAE AT A ST S o O k] DU .
HRPSER P ity SR L RSE SR FHIE R, DUERE S5 /1.

Companies will maintain their competitive advantage by establishing close contact with
customers via the Internet, and providing the latest information about product and service 24 hours
a day. In addition, the data can be updated at any time, so the problem of outdated information does
not exist. Internet companies can supply many markets and endless marketing opportunities in
cyberspace, and also it can enhance contact with the buyer.

Ailb Ay DAL LI 5 A R R DRI 2R, SR BEERCHT B B B DL K 4 R A IR 55K
REFFHGEF NS Toh, BRI AT DLAEAE i (8] SE R8s, P AME B2 TH B o) A B A7 AE
B 2w A] DAAE M 2% 23 RS B 2 i LR R Tl &, i HUE AT BARE 98 SE 5 2 )
AR 2R o

Use of multimedia features can effectively make people accept a group of icons, as well as the
trademark of products and services via the Internet. Detailed and accurate sales data can help to
reduce inventory levels, thus reducing operating costs. Detailed customer information, such as
consumption patterns, personal preferences and purchasing power etc., can help companies
develop marketing strategies more effectively.

i3 F ELHR I o 22 SR R R TT DA R A AT T3 32 IR, RA S i B AR A RS o T
RS T PR 0 8 508 TT AR AR A7 i, T BRAIRIZ A . PREBR 2 (5 8, il 9t
Ti 30 AN NEIF AR SE F )55 0] DL RO 3 B 22 5] 0T A0 B AR

2) Disadvantages of E-commerce HiT 75 45 11155 %

(1) Technologies are changing rapidly, and keeping pace with change will ultimately become

too costly.
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IEAREE R, BHE AR, SRR BRI SRR E K.

(2) There is frequent employee turnover. Many skilled employees leave and start their own
businesses or for higher salaries.

NFBTHE, FE2HAEERMNATAT A CONEE & TSI,

(3) Many companies face cultural and legal impediments when they start E-commerce
business.

VR 2 A AE FF i HL 15 55 B0 I A T Wi A SC A S g

(4) There is difficulty in integrating existing database into the E-commerce software.

A FIEE BB A 2 B TR ST A o A T Y

(5) Some consumers are still fearful of sending their credit card information on the Internet.

A L AT SRR ST A AT RIS A5 S A LR XA oS

(6) Other consumers are simply resistant to purchase online and are uncomfortable viewing
merchandise on a computer screen.

FoAtr i R o2 s A e e A X I, AT S 5 R e 0 N R it AN

(7) Internet laws are confusing and conflicting.

BRI AER AL R o

3) E-commerce Safety Problems

Tips for safe shopping on-line:

ATV E R

(1) Know the merchant. Find the company physical location.

TR, B FR A F RS E

(2) Know the refund and return policy.

TR BL AR BREUR

(3) Protect our Internet passwords.

R B CHISATE

(4) Protect your privacy. Input your credit card and social security information only in secure
environment.

Ry B CRER, e TmAE CiEH RIS Z2EE .

(5) Keep accurate shopping records.

FEHECRAE I % o

(6) Know your consumer rights.

TR E TR AL .

As the traditional markets, there are lots of fakes in shopping online. Consumers and vendors

should beware.

AfEgE iy —+E, W EIWA 2 ARG, s 5N N%E Y .
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1.1.2 The Development History of E-commerce B ¥R SHIAE

The development of China’s E-commerce presents typical block economic characteristic.

o ] R 55 B R R B v [ ROTR 28 5 1) M R £

With gradual establishment and improvement of domestic logistics, payment system, and
further development of information infrastructure, E-commerce market in China obviously got
resuscitated, and market vigor of E-commerce market significantly strengthens.

WA AR SSRGS BIERE SO R IB S r 5 e, TP EE R TR ST
WA ERAECR,  H 7 55 T 37 O3 0 W] i 1 5

Indeed, E-commerce in China worth many hundreds of billions of dollars. Online retail sales
in China have soared in recent years.

bR b, HEEETRESMMEB ML, VRN B LR R

Generally speaking, the China E-commerce market contains huge commercial opportunities,

and the development prospect is extremely broad.

AR, EE TR S A R BRI, R TSR

Section 1.2 Overview of Cross-border E-commerce

BRBEFasMt

New Words
blog n. ke
platform n. &
memorandum n. IS
custom n. R,
transaction n. Loy, W55, H%: JAEE, A
logistics n. YR J5 8
definition n. E S R
argument n. FriR, Fub; 1R
distribution n. PN VO i}
consumer n. WO, WK
individual adj. AN AT
n. NN A&
process n. JUN i
import V. s gl A
n. oy HE, B otk
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exhibition
disseminate
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qualification
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self-operated
warehousing
facilitate
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retailer
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ecosystem
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utmost
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vigorous
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reshuffle
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vertical n.

adj.
subdivide V.
practitioner n.
rationalization n.
Phrases

cross-border E-commerce

capital market

free trade zone
international business
foreign trade

to confuse ...with...

to be concentrated on

overseas logistics company

as much as possible
ways of spread
information flow
investment platform
return service
direct purchasing
television set
business model
private individual
direct mail

supply chain
content sharing
third-party platform
systematic docking
self-operated platform
after-sales service
supply channel
operating cost
third-party payment
customs clearance
tax refund

quality inspection rate
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technical level FORJZH

series of — 55

annual growth rate GRLAISUY) S

tuyere industry P47

subdivided market Mo iy

to keep up with Ralfl; R REFIRR
B2B (business to business) Al X A HL 7 4%

B2C (business to customer) AP N TR 55

M2C (manufacturer to consumer) AR N B LTRSS
C2C (consumer to consumer) A AR N L7 55

SKU (stock keeping unit) PEAFE AL, /MR
Sentences

1. These are new products from our warehouse.
XA TATA T 7 i o

2. There are as many as 100 new products on show.
Jee BB = AN > 100 F.

3. Do you want to see the samples?
BRI ?

4. I"d like to give you a detail introduction of the new products.
FRIAE TR 2 — T IRATHH ™ i o

5. Our new products are among the most popular ones on the Internet.
FATHIH = i AE P L e B SE WG 7 2 —

6. The new products are suitable for 1-18 age groups.
KRGS 1~ 18 SR B .

7. The new products are very much to the taste of our market.
XA b AR R T b RS R

8. It is a busy season for our new products now.
FATTHHT = b I AERE

9. They are in large demand.
R S R K

10. Our new products will be launched into market at the end of this month.

FATHIH iR AEA ] RST80T -
11. Let me explain the specifications of this new product.
LR PR AFRE— T X FCH ™ i IR
12. Are you interested in our new products?

TR FRATTH ™ B R ?

e 12 .
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13. I have searched that the foods of that quality will never sell.
AR T, IRERTR AR S A0 LA %

14. Have you searched? What about quality control?
RAER T EA? BEEHE AR

15. We found the quality of the goods is much inferior to the samples.
AR BRI BRI i o R RAR T i

Conversations

1. Introduction of New Products

David: What can I do for you?

Tom: I’ve been attracted by your products. Could you give me more information on them?

David: I'm pleased to be of any help to you. Our company specializes in making better quality
office furniture and equipment. Please have a look at the pictures of our newest
products.

Tom: How do you ensure quality?

David: All of our new products have a 1-3 year testing period.

Tom: What happens if I’'m not satisfied with my purchases?

David: Your satisfaction is guaranteed, or you can return products without reasons in seven
days and we refund your money.

Tom: I see. But I have to talk it over with my boss before I make a decision.

David: OK. I hope we will get in touch soon.

1. f=mA®

KRI: FTEAAH B2

Dl BOURATHI P RARIEOGER . B8 TR IA AR S 25 25 2

RI: ARIREAERDT . BATAR L TIVE R A% . HE — T RATEH ™
MR o

Dl ARATE A DRI i BB ?

KD TAIA R s A 1~3 ER R

Bt KT ZJEAHEE AT

KRE: FAVRIEA PR, ARAT LB RICH dR T, B0 E RATHER K.

D JFNIE T, IR IEMIE 2 TR R E T .

KRE: 8, ABEATAABA] LI R

2. Searching

0

A: Have you ever tried searching some products online?

B: No, never. I prefer to actually seeing and touching what I’'m buying before paying for it,
especially for clothes and shoes. So I always try it on in the store first and then go searching
online and purchase it online.

A: That’s right. Seeing is believing.

13
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B: I’ve heard some friends say when they get the goods, it’s quite different from what they see
on the website advertisement.

A: That happens. Without close quality examination, we may encounter fraud, and the E-shop
may suddenly disappear.

B: What’s more, it’s not always so safe for us to pay online as hackers might steal the user’s
name and password.

A: It s said that some measures have been taken to deal with this problem. Paying online is

much safer than before, but I still have the feeling that it’s not safe enough.

oo}

: I can’t agree more. That’s why I only do street shopping.
A: Me too. Sometimes I surf online shops to check some related information, and then go to

the physical store to do the actual shopping.

B: That’s a good idea.

2. W EEE

A RTER] b SEad K pG g 2

B: W&Kid, FILRENRAAELZHIRBKRZ N, Rl K. AR 2%

FESHARSEREF 1, A _E3E.

W, BRI,

FMr F AU I A AT T R b S 3 B ARV AN ) - B AR A —F
SEAXME . AR iE, PR KEMRDT, WS LRRE K.
M H WA A I A 224, B Re il H 7 A .

Wr it C 22 B fE AR XA R R T BIAERY EATSRLEDLAT 222 1, (HIIER 5
PRI 24

B: RULAFARS 1o BT AR AE SEAKE SEZR TG

A: R, ANBERSEEMNE, B N7mER, RE RIS EK.

B: MBEZE—MFEE.

Text

1.2.1 The Definition of Cross-border E-commerce EiEHE -+
SRS FYFAE

gl e

Cross-border E-commerce is a kind of E-commerce. As the largest E-commerce platform in
the world, Amazon entered Shanghai Free Trade Zone on August 20, 2014. The memorandum
signed on cooperation shows that “Amazon will open its new cross-border E-commerce platform
in the free trade zone”. From here we know that cross-border E-commerce must have been
translated from the English. So, what exactly is the definition of cross-border E-commerce?

PSSR TR S — ML TR 55 AF N RERECKII RIS T B, ST 2014 4E 8 H
20 H#EA EiFEHHHA S IX . BENEGIFRERER, “WHEREE 5 5 X T so s
BT HSTE” o WX HEIRATRERS 5 -7 35 55— MAZ 2 B Ih #iEm ke . B4,

e 14«
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5 B P 7 55 B R AZ AR RE XL ?

In Wikipedia, cross-border E-commerce refers to an international business activity where the
trading entities that belong to different customs achieve transactions, payments, and cross-border
logistics delivery through the E-commerce platform.

FEYEFE TR, BT R 55— A E bR kg s, Horb s T AN RS HI 52 5 S ik
W TR ST ARG S MEEBYIRASAT -

1.2.2 The Classification of Cross-border E-commerce [EiZHF
CEESEaES

1. Import Cross-border E-commerce # O EEE FH 5

1) M2C Model M2C ## =,

It is an investment platform, and it is manufacturer-to-customer. In this model, merchants
need to obtain qualifications and authorization for overseas retail sales. The products are directly
mailed overseas and can provide local return service, but usually the price is relatively high.

Ko —MRET A, B FZNESW. ERMEXT, | RTERGESNTHER R
AR o ELAR MR 27 BIHESNI P b o] ASR A IR B AR 55, (HO Rl 3 LA o

2) B2C Model B2C #x{

It means self-operated and direct purchasing, and it is business-to-customer. In this model, the
platform will generally directly participate in the flow of goods purchasing and logistics
warehousing. For example, buying a television set from an electronics retailer would be a B2C
transaction.

XTEHI 2 HEMEERE, g s. EXMEXT, FEe—RSEES 5k
RIGADDR AR FIE, T o 7 AR K AL & B2C 52 5

3) C2C Model C2C iz,

Consumer-to-consumer, or C2C, is the business model that facilitates commerce between
private individuals. Whether it’s for goods or services, this category of E-commerce connects
people to do business with one another. The goal of a C2C is to enable these relationships, helping
buyers and sellers locate each other. Customers can benefit from the competition for products and
easily find products that may otherwise be difficult to locate.

FPXE, N C2C, Rt MA S AMAZ R SE 5 KRR . TR T ik kS5,
XM T RSIEAIRAA R, IHBITEAMER. C2C W HrRKIIXE R R, #H)
DLRCSK T MISETT o 2 A A= i se b3kt ,  IF HAR S 5 #0378 HAd S T AT AR AR A4
2 R it o

4) B2B Model B2B #i3{

That is business-to-business which refers to commerce between two or more businesses such
as those involving a manufacturer and wholesaler or retailer. In general, it is used to improve

efficiency for companies.

15
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RAMER AR, 5 B2 A BCE 22 A b 2 (R B AT 9, B B il v ANt A e B
TEMEL . —fekE, e THR&A AR,

5) Overseas E-commerce Direct Mail #4117 55 ELHE

The representative company is Amazon. The model is characterized by having a global
high-quality supply chain system and a wealth of SKUs.

RERF WG SRR R A Bk i BN B R G KR A7

6) Third Partner £ =75

In fact, there are two types of this model: One is technical, and the other is operational.
Generally, there are advantages in the early stage of cross-border E-commerce. It is easy to start
with low cost, rich SKUs, but lacks competitiveness, and needs real-time updates and other strong
technical support.

Hg b, IMEAAPIMER: —MREARE, H—MEEE. —BoRE, B
THRSVINEANS . EHE, REA, HFEERES, HRZ55T), &2 EE
AN A 554 T BRI -

7) Content Sharing/Community Information P &3 /4 X5 R

This model is the promotion base for brands, because it mainly achieves natural conversion
through content.

R 2 i R A HE T SR, ROy I P A S B AR

2. Export Cross-border E-commerce i O BEEHE FE %

1) B2B Model B2B ##x{

It is divided into two types: information service platform and transaction service platform. For
the information service platform, it is mainly to conduct information distribution or information
search to complete transaction through a third-party platform. The representative companies are
Alibaba International Station and Global Sources. The transaction service platform is to build a
platform business model that enables online transactions and payments between supply and
demand parties. Representative companies include Dunhuang. com and etc.

B NMMER: FEIRSTFEMZ SRS TE. WTERERSGFEmE, EELE
A2 =05 TR B ARATEUE SRR MAL 5y ARG 2 =] & Pl B B2 EL [ Bl AT R
Wil ZHMRFFEREL—FEMNFEA, SCRHMETHT W ELSE M AT, H
(AR 2 G T

2) B2C/C2C Model B2C/C2C #3{

It is divided into an open platform and a self-operated platform. The open platform realizes
the systematic docking of applications and platforms, and builds an ecosystem around the platform
itself. The representative platform includes Amazon, Wish, AliExpress, eBay, Lazada, and other
small-scale platforms. The self-operated platform manages the products in a unified way. It trades
online and delivers products to consumers through logistics.

ENITBCFEMBEEY-&. TFHCE G528 7 N HBEFARE G RgnE, JFESr
SHEWE T - MEESRG. REMEFE0FE TS, Wish. AliExpress. eBay. Lazada
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1.2.3 The Development of Cross-border E-commerce in China

FEBEERRE FESHA R

1. Dilemmas of Cross-border E-commerce F&iE B F & SHIEIE

When the cross-border E-commerce has been developing at a high speed in recent years, it has
also received great support with policies. However, the entire process of cross-border E-commerce
needs the integration and cooperation of procurement supply, logistics, distribution, payment, and
after-sales service to achieve stable development. At present, it still faces the following dilemmas.

AR B TR 95 A s, RN WA IR Z BRI Rr. (B2, B 7RisH g
R BRI, WAL BUIE . SRS JEIRSS A ResE AR g A e . HAT, EhsRmin LA
.

1) Logistics Constraints 47t PR il

Logistics is a core factor in both cross-border E-commerce and traditional trade. At present,

=

logistics is also a major bottleneck among cross-border E-commerce. Restrictions are mainly
reflected in two aspects. First, there are still large gaps between the logistics companies in different
countries. If trans-shipping the goods, the supply chain will easily break and eventually affect the
logistics speed of goods. The usual solution is to establish overseas warehouses. Another dilemma
is how to increase the turnover of overseas warehouses and reduce operating costs.

YRR s S TR S AME R R ORI R . BT, Y0 R S B R T 45 B 2
o PR FEARBEMNTTE . 558, NRERBYRARFERNZER, SBISEEY
LR BEIR 5 2 Wi, BRZREma) i fE . Gl R R T R ESLIEANME . IR, PR
P PR S5 S e 65 0 0 P D ML BB PR T BRAS

2) Online Payment Dilemma 1E 28 32 /-] A 35

The development of the third-party payment industry is undeniably rapid. For example,
Alipay and PayPal have been eligible for cross-border E-commerce. Even so, payment still face
many difficulties like customs clearance and tax refunds. In cross-border business, convert, credit,
security and risk are also factors of restricting.

=07 AT R SR T B B ) . 140, ST PayPal CL4 REREAT 5 58 HL 11
%57 BMEANLE, AFRULIRI A 1 aiE S AR B AE 2 e, RSV, B (5
BT 22 A A R 2 BRI R 2R

3) After-sales Service Problems & 5 i 4% In] @il

After-sales services are very important links. The after-sales problem of cross-border
E-commerce is also an important factor that discourages consumers because of the numerous links
in the entire process, such as customs clearance, logistics, and so on. The after-sale cost is high.

With the continuous development of cross-border E-commerce, the above problems are in fact still
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inevitable. However, when you understand China brands, these problems can be solved.

B IE RS R AR R . FE T 55 RO S A R R R IR L, R
BANEPERZIH, i@k, Wi, BEIRS AR,

WA BE B T R S AT A R, SBr b Bk ) TS AR R AN TS ) o (HOR, R T AR
T RS, XL ] R AT DA

(1) China brands have more than one million products covering more than 100 categories. The
entire suppliers are more than 10,000 with more than 1,000 brand suppliers.

The quality inspection rate is 100%, guaranteeing the quality of all products on the platform.

Hh E A I 100 5 SRR = 5 100 22 52 A RIRE EERE 10 000 5K, HH 1000
25 LN . R RN 100%, RIS HRIIET & FHTE P fh i & .

(2) China brands cooperate with 1000+ leading logistics companies in the world, with more
than 10,000 logistics lines, covering more than 200 countries and regions in the world and China
brands storage covers more than 20 countries around the world.

I SRS 4 ER 1000 2 KUV A RS, #1E 10 000 VIR EL, Bie
Bk 200 AN E AN, of ] 5RO AR B ER 20 2 ESK

(3) For the after-sales services, after cooperating with China brands, we will provide 6x24
hours of customer service, 100% real-time online reply, and the customer service language covers
Chinese, English, German, French, and other 10 languages.

MNTEERS, SHESEEERR, RATRIREE 6x24 NRFHIZE RS, 100%H] 5L
FELRIE, &P RFIEFTHREDOE. 5. 85, EEF 10 FES.

2. Trends of Cross-border E-commerce #E15H F i S HI#E T

Most of the above-mentioned cross-border E-commerce dilemma exist at the technical level.
The difficulties will be solved one by one with the vigorous development of the cross-border
E-commerce industry and the support of the governments’ series of policies. Let’s forecast the
future trend of cross-border E-commerce.

AR A P 55 R 8K 2 A A TR T T o B 5 5 P 557 R R R AN
I — RIVBORAI S, IXLEIR R IE — k. FATRIN — TS5 7 55 AR KE S

1) Rapid Growth PR HE K

Throughout the past few years, the average annual growth rate of the cross-border
E-commerce industry has been above 30%. In fact, few industries can maintain such a high growth
rate, because the premise is that the environment will not change within a few years. Therefore, we
can boldly predict that the cross-border E-commerce industry will continue to maintain rapid
growth in the next 3-5 years.

FERL LU, BT ST E I KR OB 30%. FsEb, R
g ORI QIR A, RO RTSERIABEANSAE LS R B AL . R, 3RATTRT LUK E T
W, B R P S5 AT AR AR K 3~5 AEHG Ak SR AR PRI

2) Big Seller K3ZXK

Any tuyere industry will experience a process of reshuffle. In the future, the overall resources
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of the cross-border E-commerce industry will be further concentrated on the large platforms and
big sellers. This trend is unavoidable, but it does not mean that small and medium sellers have no
chance at all. They will generally enter the vertical and subdivided markets.

AEART AT ML #ORE 22 P BB e R I AR . RoR, B 58 R 1 95 AT L ) R AR B URORE 32—
AR TR MRLER . ZMEHRATT RG], HXIHAEWRE P NLEFIRARA
Blss, EATEH N B 1 M7 i .

3) Professional Competition % MV 5%

For the high-speed-development of the cross-border E-commerce industry, it can be said that
the package does not keep up with the pace of development, but it does not mean this will always
be the case. For cross-border E-commerce players, the requirements must be higher. In the future,
the competition will be more professional.

M TSI BT R AT e R e, AT AU — T RIERAS B R AR, HIFAR
WRAE SR, X TR TR %2 5E kU, EORBATE S . AR, e EmEbit.

4) Standardization f5HE1L

For an industry to have a benign development, there must be standardized policies. For the
cross-border E-commerce industry, whether import or export, there are now more and more related
policies. The industry will be more standardized in the future, and for the practitioners, there will
be more rationalization requirements.

—AMTWAEER MR, SO PR ECE . XTSI, Gkt
P, IUAEARA O AH RO . ARRAT A B AR AEAL,  XFT- Mk R 43
K2R E L ER,

[ Exercise )

1. Translate the following phrases into Chinese.

at the request of,

concentrate on

Internet protocol(IP)

generalized E-commerce

electronic data interchange(EDI)

2. Translate the following phrases into English.
AT
B 551X
[l B i L
HIER
Mortids
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3. Please give the definition of the following words or items in English
B2B model

B2C model
C2C model
4. Please answer the following questions.
(1) What is E-commerce?
(2) What is cross-border E-commerce?

(3) What are the trends of cross-border E-commerce?
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