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| \WVARMING-UP

1V7:%1\ @ Look and Match

1. Transportation is a fundamental component of the cross-border logistics system. It connects all
other steps and is essential for international goods movement.

2. Warehousing is a key part of cross-border logistics. Effective warehouse management helps
build strong and reliable partnerships within the supply chain.

3. Cross-border packaging mainly falls into two categories—consumer packaging for the end-
user and industrial packaging for shipping and protection.

4. The support and assistance provided by a business to customers before, during and after
purchasing its products or services, aimed at addressing inquiries, resolving issues and

ensuring satisfaction.

dil! :ImUnderstanding the Basics of Cross-border E-commerce

1V:%1,\ @ Read and Discuss

1. What are the main differences among B2B, B2C and C2C?
2. What are the risks for cross-border e-commerce?

3. Why do you think Chinese products have gained global popularity?
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Cross-border e-commerce refers to online trade between businesses and consumers
(B2C), between businesses (B2B), as well as between individual consumers (C2C) through
platforms like Amazon or eBay, and leading Chinese marketplaces such as AliExpress and
Tmall Global.

As for the risks in the field of cross-border e-commerce, businesses should be aware
of three main types. First, fraud remains the biggest challenge for merchants selling
internationally. Therefore, selecting a payment service that understands local customer
behaviour becomes crucial. Second, logistics and return management are equally important
since they can directly influence local customers’ perception of your business. Consistent
logistics is necessary for companies that want to capitalise on cross-border opportunities.
Third, local government regulations and taxation require careful examination as they might
negatively affect your business.

Despite these challenges, cross-border e-commerce has become a significant driver for
China’s exports. China has rolled out a series of policies, including establishing cross-border
e-commerce pilot zones and supporting overseas warehouse construction, to facilitate the
industry’s development.

Chinese cross-border platforms are growing in popularity worldwide. Many products,
such as clothing, handbags, and accessories that are assumed to be European-made, actually
originate from Chinese factories. Global shoppers can purchase these items directly from
Chinese merchants through platforms like DHgate. On April 15, 2025, DHgate reached
No. 2 in the US App Store. Sales of home appliances, outdoor sports equipment, pet
supplies, healthcare and beauty products, as well as electronic devices have demonstrated
robust growth overseas.

China is willing to work with all countries to strengthen cooperation
and promote the healthy, sustainable development of cross-border

e-commerce. With technological advances and infrastructure improvements,

cross-border e-commerce has become a powerful growth engine in the
field of international trade.

Z
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1V:%Y. 9] Read and Decide (T/F)

(
(

) 1. Cross-border e-commerce is carried offline.

) 2. There are three main types of risks for cross-border e-commerce mentioned in the
passage.

) 3. Customers are not allowed to buy products outside the borders of their countries.

) 4. The government has no influence on local business.

) 5. Cross-border e-commerce is a form of foreign trade.

) 6. Some products, assumed to be European-made, actually originate from factories in
China.

) 7.0n April 15,2025, Tmall hit No. 2 in the US App Store.

) 8. Overseas shoppers can buy products directly from DHgate.

17:91 &) Read and Complete

© 0 N O U A

Ve R\

be aware of referto roll out originate from as well as
as for capitalise on in the field of be assumedto work with

. When writing the research paper, students are required to at least three

academic journals to support their arguments.

. These imported goods various countries, showcasing the diversity of cross-

border trade.

. Our company plans to a new cross-border e-commerce platform in Southeast

Asia next quarter, aiming to expand our market share and provide more convenient
shopping experiences for local consumers.

. You should the factors that affect the sales of the store.

e-commerce, online shopping festivals attract millions of consumers every year.

. Our company local logistics partners to ensure fast delivery.
. This store sells clothing accessories to customers overseas.
. Many stores are trying to lower prices for the coming holiday.

. Online reviews in e-commerce influence consumers’ purchasing decisions

significantly.

the difficult client, our manager had to deal with him personally.



mChoosing a Product

1V:%1. &) Listen and Choose

1. When does the conversation take place?
A. In the morning. B. In the afternoon.

2. The woman is keen on :
A. a leather backpack B. a laptop backpack

to the man.

B. the product link

. What is the laptop backpack made of?

A. Cloth.

5. Which of the following statements is TRUE?

A. The backpack sells well.

3. The woman sends
A. the product picture

B. Real leather.

MODULE @ Global E-commerce Operations

C. In the evening.

C. a popular schoolbag

C. nothing

C. Eco-leather.

B. The man will give the woman a 5% discount if she buys more than 6 backpacks.

C. The woman decides to buy one backpack at once.

-, @74 Listen and Complete

1. Interior Material:

2. Measurements: inches long,

inches in height.

3. Handle Strap Description:

and

backpack straps.
4. Interior Details:

elastic loops.

5. Normal price:

inches wide, and

back luggage strap,

zipper pocket,

top handle,

slide pockets,

Z
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§V.%] &) Role-play: Product Selection Meeting

Task Description:

Your team works for a cross-border e-commerce company. You need to decide whether to

sell a kind of laptop backpack. Discuss the product’s strengths, risks and market potential, and then

/
make a final decision. /
/
I
\ )
Team Leader (Lead the meeting.) // -
Market Researcher (Talk about customers and competitor’s products.) |
Finance Helper (Talk about cost and profit.) l o
\
Steps & Example Sentence \
1. Start the Meeting (Kick off the discussion and introduce the product.) . .
Team Leader: Let's talk about the laptop backpack. What do you think? N
N

Market Researcher: | think students will like this backpack.

2. Discuss the Market (Talk about customers and other sellers.)
Market Researcher: Is this backpack different from others? Why is it special?
Finance Helper: How much does it cost? Can we make a lot of money?

3. Talk About Money (Discuss the price, cost, and how many to buy.)
Finance Helper: We must buy 100 bags first. Is that a good idea?
Team Leader: Is there a risk? What if the sales are not good?

4. Make a Decision (Say yes or no to the product.)
Market Researcher: Yes, | think we should sell it. It is a good product.
Finance Helper: Yes, if we can sell it for 125 yuan each. D
Team Leader: OK, let's try it. We will order 100 bags.

.

[ .
. 0
s - e "
R A
- -
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dil! :ImSeIecting a Sales Platform

'z

border import retail platform, dedicated

Z

Tmall Global is Alibaba’s cross- TmalthIObaI &

to offering Chinese consumers globally- \

sourced goods. It is also the preferred platform for overseas brands to reach Chinese consumers
directly, build brand awareness, and gather consumer insights. Tmall Global has launched an
English-language website, offering a range of solutions to streamline the process for brands
joining the platform. Brands can learn about and compare the multiple solutions to enter the
Chinese market. In this way, they no longer have to rely on face-to-face meetings with Tmall
Global representatives to decide which strategy works for them.

Every brand is required to complete a questionnaire which describes their products and
services, and within 72 hours, Tmall Global will contact the proper candidates to discuss the
onboarding process. This ensures that brands do not have to wait months to find out if they are
a good fit for a Tmall Global solution.

Most importantly, for brands, Tmall Global website also offers different models for them to
enter China. Whether brands choose Tmall Overseas Fulfillment, Tmall Direct Import, or Tmall
Global Flagship Store, they can familiarise themselves with the operational mechanism
of each model prior to engaging with Tmall Global. Each of these models offers brands
different solutions to help them enter China. While entering the Chinese market may

seem straightforward, cross-border expansion is neither overly difficult nor

overly simple.

Currently, Tmall Global hosts over 40,000 international brands
from more than 90 countries and regions around the world, and it is
able to attract small and medium-sized brands from other countries.
Its growth rate is expected to accelerate in the coming years.

" A
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178 @& Read and Choose

1. Tmall Global has launched a(n) language website.
A. English B. Spanish C. Japanese D. Korean
2. Successful brands can be contacted within days by Tmall Global.
A. one B. two C. three D. four

3. Which of the following statements is TRUE?
A. Tmall.com only allows local Chinese to sell products.
B. Brands can understand how various models work in advance.
C. Brands attracted by Tmall Global are mostly large-sized.
D. Cross-border e-commerce is very easy.
4. How many kinds of models are mentioned for brands to enter China?

A. One. B. Two. C. Three. D. Four.
5. Tmall Global’s growth rate is expected to for the coming years.
A. decrease B. speed up C. reduce D. remain the same

1V:%1. 9 Read and Translate

1. Brands can learn about and compare the multiple solutions to enter the Chinese market.
A. mESRILLT AR ZMHENFEDIZIBRRISZ
B. feh@h AT LB LI N E A SMRIR S 2R .
C. mEL LI T BHLICRERTEHZIZMBAL R, BEERZE.
2. Every brand is required to complete a questionnaire which describes their products and
services.
A. mhEBIBETR—HEE, &R TR miiRS AN .
B. ®SmEFEZ2ES—MAE, @&/ T I8 milr-miEe.
C. B mhBEHEZ T — M imd it IR~ mARS DS
3. This ensures that brands do not have to wait months to find out if they are a good fit for a
Tmall Global solution.
—IE A REETNEFH A X T RE A EREER L %=
Wumhﬁz%{xﬁuuﬁiﬁ%é EHHA THRBECESEaHAXIEET.
C. LE%{KTDDHE'EET\' VEFH A RAEMI R EEa REEEBAL =,
4. Each of these models offers brands different solutions to help them enter China.
A. B—MIREER N mhEH N FEHIRRME TR ERIBRIRTTE
B. B— MRV EBIR M T A BRI S = BN e N FE ™
C. B—MRIE N mEBHNFETHRER T HRTIRIBRR TS .
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5. Its growth rate is expected to accelerate in the coming years.
A, TRV FEIB K ERSH—2 IR,
B. UEE R, K/ FEKBELFGERLE T,
C. Tt AR LFIBIRA R H— 0 .

1Y% &) Speak and Perform

1. Do you ever buy things from overseas websites? Which platforms do you use for shopping?
2. Imagine you're starting your own online business, what would make you choose one sales

platform over another, and why?

Here are some tips:

Watching Your Budget

Starting a business means watching your budget. You'd probably compare
setup fees, sales commissions, and other charges across different platforms to find
one that fits your financial situation.

Finding Your Customers
Think about where your potential customers like to shop. A platform popular
with young professionals might be perfect for tech gadgets, while handmade crafts
could sell better on specialty marketplaces.

Running Your Business

Some platforms make it easier to manage your store with user-friendly tools
and reliable shipping options. These features can save you time and help your
business run smoothly.

Building Your Brand

If you want to create a unigue shopping experience, you'll need platforms that
allow store customization and offer good marketing tools to help you stand out.
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']EIMDescribing a Product

Product Description

Product descriptions are crucial in an e-commerce
business. Effective product descriptions can capture
the attention of potential customers, influence their
purchasing decisions, and help drive sales.

Crafting a great description involves a few key
steps.

First, identify your target customers and your
product’s key features, functions and advantages.
Then, decide on the best way to organize the

G . information. Be concise and clear. Finally, use

storytelling to make your description more powerful

and interesting.

10



Sample 1:
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Shoes [FASHION & ACCESSORIES]

X0 _ )

r AR -7

Sample 2:

© Constructed with our toughest fabric blend to withstand heavy
use, the backpack offers ample space, convenience and
durability you need to keep mobile when climbing long routes.
Inside, an internal sleeve accommodates a hydration reservoir,
while a zippered stash pocket keeps small items secure and

within easy reach. The waist strap is removable for clean hauling.

Backpack [0UTDOOR GEAR]

An external pocket fits a guidebook, hat or gloves.

Description

© This ballet-inspired
silhouette is designhed
with a rounded toe, a
walkable 2-inch block
heel, and an elasticized
back for extra comfort.

T
D

etails

© True to size, take your
usual size

O Leather & suede: 100%
Italian leather

© Made in Montopoli in
Val d’Arno, Italy

11
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Sample 3:

Hand Sanitiser [CLEANING]

© Qur hand sanitiser is made from 100% natural cold-pressed orange
oil, which gently cleans your hands while keeping them moisturised.
The food-grade formula is free from artificial fragrances—featuring
only a light, refreshing orange scent. Turn your daily hand-washing

routine into a fresh and delightful experience!

V-1, &) Read and Match

A B
1. features AN a. S{Em A AN
2. size b. iZHEAY
3. leather c. lZ%&
4. convenience and durability d. FmiEs
5. moisturised e. R K
6. scent f. &I

178193 Simulate and Compose

# H: 100% BE%, ERRUEE, 2TE.

R J: 70cmx=x50 cm, HEA(EREREN, RETELR,
merkaE: SHmerthieE, 8REMEEERFIERAINERF .,
i% i FERPMEFEFERT 30° BKFFxI Tk,

Material:
Size:
Colour and packages:

Wash:

12
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Selling Your Product to the World
[

Workplace Scenario:

As a new intern at “Global Bridge Digital”, your team’s mission is to launch a

Chinese product into the global market. You will go through the complete process—
from selecting a winning product and creating its online listing to choosing the right

sales platform—and present your launch strategy.

Your Project Roadmap:

Step 1 Brainstorm & Select Your “Winning” Product
© Form small groups of 3~4 students.
© Hold a team meeting to brainstorm and choose a product with strong cross-border
sales potential (e.g. a silk scarf, a smart gadget, a special snack).
Step 2 Craft Your Compelling Product Listing
O Collaborate to write engaging and professional product descriptions in English. Be
sure to highlight key features, materials, functions and benefits.
O Draft a complete product listing page that is both attractive and informative,
convincing shoppers to click "Add to Cart”.
Step 3 Platform Analysis & Choose Your Sales Channel
O Research and compare at least two different global sales platforms (e.g. Amazon,
AliExpress, eBay). Consider factors such as costs, target audience and competitive
landscape.
O Decide which platform best suits your chosen product. Be prepared to justify your
' choice with clear and logical reasoning.
" Step 4 The Final Pitch—Present Your Strategy
| © Summarize your team’s decision-making process Q
, throughout the project. v

\'\4* 3%
*
@ -
*

O Deliver a presentation to the class.

13
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FOCUS ON CHINA ;

How China’s Cross—border E—commerce Redefines
Global Brand Identity

In recent years, China’s cross-border e-commerce has won the hearts of global consumers
with high-quality products and innovative services. From smart home appliances to intangible
cultural heritage crafts, from fashion apparel to green technology, “Made in China”is redefining
global market standards with excellent quality. This is not only a commercial success but also a
vivid reflection of China’s cultural confidence.

Chinese cross-border enterprises have achieved comprehensive upgrades through
rigorous (F*1&AY) quality control, original design, and technological innovation. For instance,
Shenzhen’s 3C brands dominate Western markets with military-grade durability, Yiwu’s eco-
friendly homeware meets EU certifications, while Jingdezhen'’s ceramics grace ({F1Z¢)
overseas museums.

Cross-border e-commerce showcases the modern vitality (7&/7) of Chinese culture: Hanfu
merchants demonstrate ancient weaving techniques via livestreams, Dunhuang-inspired
digital accessories fuse tradition with innovation, and TCM brands package Eastern wisdom for
global audiences. These products transcend functionality to become cultural bridges. A French
buyer remarked, “Chinese tea sets taught me the philosophy of ‘harmony between man and
nature”’

This success stems from dual strengths: rigorous adherence to ISO standards, while
transforming cultural heritage into competitive edges. The “quality + culture” formula is
reshaping China’s brand identity.

As the “Digital Silk Road” expands, China’s cross-border e-commerce will continue to
showcase a multidimensional national image—a modern civilization that respects global

norms while radiating cultural innovation.

When we're selling cultural products like traditional Chinese tea sets or silk scarves.to a
global audience, how do we stay true to their authentic roots while also ensuring they truly

appeal to international customers?
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