Unit 3

Text A

E-commerce Website Design

Designing an e-commerce site is not just about building a website to sell products but

designing a pleasant online shopping experience.

1

Design E-commerce for Trust and Security

First and foremost, it is important to design a website that shoppers feel they can

trust. Most shoppers are concerned about privacy and whether the site will protect their

personal data by providing a secure transaction. If the website does not feel trustworthy,

they will simply choose to shop elsewhere. Here are some methods that will communicate

trustworthiness:

Include an overview of the business: Provide general information, contact
information, links to social media and a Frequently Asked Questions (FAQ)
page.

Publish store policies and make sure they are not too difficult to find: Provide
shipping and return policies, outline the returns process and what products can
be returned, and provide easy access to a privacy policy that covers shoppers’
personal and financial information (this is crucial).

Write in plain language and avoid legal or internal policy jargon.

Share product reviews. Provide product reviews to help shoppers understand more
about the product. This will help alleviate any concerns they may have and
provide great e-commerce UX. Take it a step further by offering product reviews
along with additional information about the reviewers, or by summarizing the
reviews. This step can help make it easier for shoppers to get the full benefit of
others’ opinions.

Use a secure server. Shoppers expect that their personal information will stay
secure while they purchase online. SSL (Secure Sockets Layer) certificates
authenticate the identity of a website and encrypt information that needs to
remain safe. It is an essential sign that indicates checkouts are secure. Assure
shoppers that their data is protected by implementing SSL and displaying SSL

certificate badges.
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2 E-commerce Ul Design Considerations

The look and feel of a website is the main driver of first impressions. Research
concludes that people will determine whether they like a website or not in just 50
milliseconds.

Here are some essential Ul design tips:

* Follow the brand identity. The branding should be apparent throughout the
website. Choose colors that reflect the brand, and set the style in order to make
clear what type of products are sold. Ensure brand experience is consistent across
all channels—whether online, in-store, or on a mobile device. This will help
build a strong brand-customer relationship.

* Adopt visual hierarchy. The most critical content should be displayed above the
fold. In some cases, using less white space to bring items closer together is better
than pushing critical content below the fold.

* Do not over design. Limit font formats such as font face, sizes, and colors. When
the text looks too much like graphics, it will be mistaken for an ad. Use high-
contrast text and background colors to make the content as clear as possible.

e Stick to known symbols. Use icons or symbols that are ecasy to identify.
Unfamiliar icons will only confuse the shoppers.

* Avoid popup windows. Popup windows are a distraction.

3 The Importance of Frictionless E-commerce Site Navigation

3.1 Well-defined Product Categories

The top level of navigation should show the set of categories that the site offers.
Group products into categories and subcategories that make sense. Category labels work
best as single words that describe the range of products, so shoppers can scan through
them and instantly understand what they represent. It’s best to user-test site navigation
as much as possible for great e-commerce UX as it’s a key make-or-break feature of the

site.
3.2 Product Search

Simply put, if shoppers cannot find the product, they cannot buy the product. So
take the following actions to build a search function that helps them easily find what
they are looking for:

° Make search omnipresent. Put the search box on every page and in familiar

locations. The box should be visible, quickly recognizable, and easy to use.
Standard positions to implement the search box are the top right or top center of

the pages, or on the main menu.
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* Support all kinds of queries. Searches need to support all types of queries such as
product names, categories, and product attributes, as well as customer service
related information. It’s a good idea to include a sample search query in the input
field to suggest the shoppers the use of the various functions.

* Have a search auto-complete functionality. Auto-complete functionality makes it
easier for shoppers to find what they are looking for and increases sales potential
by suggesting things within the area they are already searching.

* Allow sorting and filtering of results. Let shoppers sort search results based on
various criteria (best sellers, highest or lowest price, product rating, newest
item, etc.) as well as eliminate items that do not fit within a certain category.

See Figure 3-1.
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Figure 3-1 Sportsgirl allows sorting and filtering the search results

3.3 Filtering Products

The more choices given, the harder it is to choose. Help shoppers find the right
products by implementing filters. It will help them narrow their choices and jump to

their desired product range directly.
3.4 Product Quick View
A “quick view” reduces the time it takes for shoppers to find the right product by

eliminating unnecessary page loads. Typically, the product details are displayed in a

modal window® over the viewed page. Do not try to show all the product details,
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instead, include a link to the full product page to view complete details. Also, be sure to
include a prominently positioned “Add to Cart” button as well as a “Save to Wishlist”

functionality. See Figure 3-2.

UO Corduroy Puffer Jacket
$109.00

okeskk 01w

Figure 3-2 A “quick view” modal window from Urban Outfitters

3.5 Special Offers

Shoppers always look for special offers, discounts, or best deals. Make exclusive
offers visible so shoppers know about them. Even if the price differences aren’t that
great, the psychological feeling of saving some money creates an illusion of having an

upper hand.
4 E-commerce Product Page Design

Design a product page that creates an experience that is as similar to an in-person
shopping experience as much possible by including lots of images, dectailed descriptions
and any other useful and related information about the product. Let’s take an in-depth

look at what this means.
4.1 Provide Great Product Images

With e-commerce, shoppers cannot touch, feel, or try out the product. Instead,
everything depends on what they see online. This is why providing product images that
clearly exhibit all aspects of the product is critical. See Figure 3-3. Here is a checklist for
perfect product images:

* Use a white background. The background for product images should not distract

or conflict with the product itself. A white background works best because it

allows the product to stand out, and works with almost any style or color scheme.
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PAUL SMITH
‘Wool And Cashmere-Blend Bomber Jacket
£554.17 / Approx. AUD $938.93

EDITORS' NOTES =

Paul Smith knows the devil is in the details and with this moss-green

bomber jacket, it's what's inside that counts. It's fully lined with vivid
peacock-blue satin, offset by the brand's signature multicoloured striping
underscoring the trim and zip. Made in Italy from a soft brushed wool and
cashmere-blend, this cover-up is ideal for tricky in-between season
dressing. Shown here with Boglioli rollneck, Barena trousers, Paul Smith

sneakers, Falke socks.

SIZE & FIT +
DETAILS & CARE +
DELIVERY & FREE RETURNS +

Colour: Green > Select size v
5 ey
< > >
v ADD TOWISH LIST - [[%] ADD TO BAG |

VIEW FULL SIZE IMAGE VIDEO

Figure 3-3 Product images include a zoom feature and even a video

* Use high-quality, large images. Good images sell the product. High-quality
images catch shoppers’ interest and show them exactly what they are buying.
Having large images lets shoppers zoom up and examine a product in fine detail.

See Figure 3-4.
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Figure 3-4 High-quality product images on a minimalist Ul
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* Use a variety of images. Display the product from a number of different angles
and include close-ups in order to provide a more complete sense of the product. A
360-degree view, where they can move the product around, is a good way to
provide an experience close to physically going into the store and engaging with
it. VR e-commerce is the next wave of this experience.

* Use video. Videos have the ability to deliver a lot of information in a short
amount of time. Use a video to show the product in use, and to provide as much
functional information as possible.

* Be consistent. Use images that are consistent across multiple pages and are also in
line with the look and feel of the rest of the website. This will keep everything
looking clean and uncluttered. The main product image should be the same across

all areas of the site, such as product highlights or in the featured items section.
4.2 Give Just the Right Amount of Product Information

Give shoppers detailed information about the product so they can make an informed
purchase decision. Show availability,options for different sizes or colors, dimensions, a
size chart, materials used, total cost, warranties, and more. The fewer remaining
questions they have about a product, the more likely they are to make a purchase. See
Figure 3-5.
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Figure 3-5 Detailed product information

4.3 Show Related and Recommended Products

Display similar products that shoppers might also like, or products that others have
purchased. This can be displayed on a product detail page or in the shopping cart and will

help guide shoppers to the products that meet their needs, potentially encouraging them

to continue shopping—a great way to cross-scll related products.
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Shopping Cart Design

The shopping cart is essential as it is where shoppers review their selected products,
make the final decision, and proceed to checkout. The primary goal of the shopping cart
is to lead shoppers to checkout. The following are tips on designing a shopping cart that

is user-friendly, and will encourage shoppers to purchase further.

Use a clear Call To Action (CTA)?. The primary call to action on the shopping
cart page should be the checkout button. Use bright colors, plenty of clickable
areas and simple language to make the checkout button visible, straightforward
and easy to use.

Provide adequate feedback. Make sure when a product is added to the shopping
cart it is immediately and clearly confirmed. Shoppers get confused by inadequate
feedback, such as showing inconspicuous confirmation text. A good idea is to use
animations, as movement attracts the human eye.

Use a mini cart widget. Allow shoppers to add products to their cart without
leaving the page they are on by using a mini cart. It also allows them to navigate,
discover, and add more products. Mini cart widgets should always link to the full
page shopping cart.

Display product details. Displaying details like product names, images, sizes,
colors, and prices in the shopping cart helps the shoppers to remember each
product as well as to compare products. Link products in the cart back to their
full product pages, so shoppers can review more details when necessary.

Make the cart easily editable. The ability to remove, save for later or change
details like size, color, or quantity should be easy to access.

Avoid the surprise of unexpected shipping costs and taxes. Unexpected shipping
costs are one of the leading reasons shoppers abandon their shopping carts. Place
shipping options and taxes with precise calculation of the costs, and an expected

delivery date up front.

E-commerce Checkout Design

Here are a few ways to build a well-designed checkout page, which will contribute

to a successful conversion:

Offer various payment options. Different shoppers have different preferences

when it comes to making payments. Provide as many payment options as possible

(@)

A Call To Action (CTA) is a marketing term that refers to the next step a marketer wants its audience or
reader to take. The CTA can have a direct link to sales. For example, it can instruct the reader to click the buy button
to complete a sale, or it can simply move the audience further along towards becoming a consumer of that company’s

goods or services.
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(contingent on the target audience) to expand the customer base, and to make it
easy for shoppers to complete their order.

* Keep it simple. Minimize the number of ficlds and steps to complete the
purchase. Using shipping address as billing address by default is a good way to
minimize the number of fields—ideally, design a single page checkout where
shoppers can view their cart and enter delivery and payment information.

° Make registration optional. Forcing shoppers to create an account prior to their
first purchase will drive the shoppers away. Give them an option to register after
the purchase is complete, and highlight the benefits of registration when asking
them to register. Benefits include faster checkout thanks to personal information
like saved shipping address or payment information and access to exclusive offers
that are only available to registered members.

* Use clear error indications. There is nothing more frustrating than not being able
to make a purchase or figure out why. Instead of showing the errors after a form
is submitted, make error notifications come up in real time. Place clear and
concise error messages directly above, or next to the item that requires
correction, so shoppers will notice and understand them.

* Keep people on track. When using a multi-page checkout, include a progress bar
that shows how many more steps are left to complete the purchase. This will
eliminate any ambiguity, and assure shoppers they are on the right track. When
the purchase is complete, display an order confirmation and order status with
shipment tracking.

e Offer support. Include a live chat or contact number throughout the checkout
process, so when shoppers have questions, they can quickly get answers rather

than having to leave the site and go elsewhere.
7 Summary

All online shoppers expect frictionless experiences. When designing an e-commerce
site, it is not just about building a website but creating an online shopping experience

that will convert passive shoppers into paying customers.

Weow Words

pleasant ['pleznt ] adj. A Nt s KA
security [st'kjuorati] n.w®AeH

shopper ['[opa] n. (EIEEDBE, X AREH A
transaction [traen'zek(n] n. X5 . EF %
trustworthy ['trastwa:oi | adj . EHEEHE,.TEH

link [link ] no& v i
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popup window

main menu

quick view

modal window EAHH

Add to Cart N B g 4
upper hand (7 o T B A
depend on BT s R T
stand out R 48 AE
zoom up A E

a variety of & &
size chart R %
product detail page e R
confirmation text ik X

mini cart * AR W4 %
full page BT s B R
contingent on ... A =ee 17
customer base PR

error message 4 E &
progress bar #HE &

order confirmation AT B, E S£4T %
order status T HER A
Albbreucations

FAQ (Frequently Asked Questions) % W 9] AR

UX (User eXperience) PR

SSL (Secure Sockets Layer) REEEE

UI (User Interface) ]

VR (Virtual Reality) JE WL 5L

CTA (Call To Action) T80 A
Ererncises

Answer the following questions according to the text,

1. What is it important first and foremost when designing a website? What are most
shoppers concerned about?

2. What do SSL (Secure Sockets Layer) certificates do?

3. What are some essential Ul design tips mentioned in the passage?

4. Why 1is it best to user-test site navigation as much as possible for great e-

commerce UX?
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5. What actions should the designer take to build a search function that helps shoppers
easily find what they are looking for?

6. What does a“quick view” do? And how? Where are the product details displayed
typically?

7. How can we design a product page that creates an experience that is as similar to an
in-person shopping experience as much possible?

8. What is the checklist for perfect product images?

9. What are the tips on designing a shopping cart that is user-friendly, and will
encourage shoppers to purchase further?

10. What are the ways to build a well-designed checkout page?

| €99) | Translate the following terms or phrases from English into Chinese or vice versa.
. Add to Cart 1.

. customer base

. mini cart

. order confirmation

. order status
R

. BB OER
cadj .S E W

L. gk

10. adj. HP &R

[€5&) | Fill in the blanks with the words given below.

© 00 N O O s W N~
© 00 N O O B~ W N

—
()

important purchasing orders tracking review

information system fulfillment experience customer

Three Reasons to Provide Order Tracking

1 Reduce costs

With e-commerce order tracking, there are significantly fewer inquiries. Once
implemented, all the tracking 1 is automatically provided to your customer.
And if there are any issues, you can easily search through all of your orders to find what
you need.

Order tracking automates the process without creating any extra work for you,
putting less burden on your 2 support team without compromising quality. By
saving time and money, you have more resources to invest in other methods of improving
the customer 3

2 Meet customers expectations

97% of customers expect the ability to monitor their orders throughout every step of
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the shipping process.

Shoppers have obviously become accustomed to having a high level of visibility into
their 4 . Online shopping basically demands it with such a competitive e-
commerce landscape. Having an e-commerce order tracking 5 in place is
mandatory if your brand doesn’t want to lose business to Amazon and other major
retailers.

If you can’t provide the expected level of service, shoppers will take notice, posing
a risk to customer loyalty. By providing order 6 that gives the up-to-date
information your customers want, their expectations are met and they are more likely to
give you a good 7 , buy from you again, or tell their friends.

3 Have more control over fulfillment

Your job is not done once the box is packed and in the carriers’ hands. With order
tracking, you maintain more control over the order 8 process and can quickly
address any issues as they arise with ease. Without a system, 9 tracking
information can get missed, resulting in a backlog of emails from unhappy customers.

Customer acquisition is great but the real money is in having repeat customers who
keep 10 more from you. The right e-commerce fulfillment strategy, which
includes order tracking, can help minimize issues as well as increase the lifetime value of

your customers and win more sales.
(@) ] Translate the following passage from English into Chinese.

Four Ways to Proactively Reduce Returns

It’s clear that creating a great return policy is important for increasing sales and
building customer loyalty. But with the average retailer spending 8.1% of total sales on
reverse logistics, it can pay to reduce overall return volume as well.

1 Create clear product descriptions

With online shopping, what you sce isn’t always what you get. That’s why 88% of
shoppers characterize detailed product content as being extremely important to their
purchasing decision.

Giving reliable info about your product upfront can also decrease returns. When
what customers receive matches their expectations, they’ll be less likely to return that
product. Make sure that the product pages on your website are descriptive and include
high-quality, accurate product photos.

2 Increase return time window

Customers expect at least 30 days to return an online purchase. But only 5% of
shoppers say they return online orders more than 30 days after purchase.

Being lenient with return time limits (e.g., a 60-day vs. 30-day policy) can actually

decrease returns by creating less urgency around returns for the customer.

56



Unit 3 —

3 Conduct regular quality testing

If your product page seems to reflect the product accurately, and you're still getting
a high rate of returned items, there may be an issue with the item itself. Assess the
quality of the item, do product testing, and check in with your manufacturer to address
any production or quality issues.

4 Identify trends in commonly returned items

You can also include a quick one-question survey in the returns process asking why a
customer chose to return a certain product. If your returns process is easy to complete,
customers will likely be happy to select a return reason from a list of preset options.

This can be particularly helpful in identifying a quality issue with a product, such as
a fit issue with apparel. For example, if clothing items are being returned because they
are too large, you may be able to identify a potential sizing issue with your
manufacturer.

Gathering information on the return side can help you identify trends and issues

with your products and make the necessary improvements to future inventory.

Text B

How to Write a Product Description in E-commerce

A product description is the marketing copy that explains what a product is and why
it’s worth purchasing.Its purpose is to supply customers with important information
about the features and benefits of the product so they’re compelled to buy.

A well-crafted product description moves buyers through your conversion funnel. If
you add a bit of creativity, your product pages instantly become more compelling,
leading to more conversions from casual shoppers.

To succeed in writing product descriptions, you need to answer questions customers
have about your products:

° What problems does your product solve?

° What do customers gain from your product?

* What makes it better than the competition?

A product description should answer these questions in a fun and engaging way.

Online stores often make the mistake of listing product features when writing
product descriptions. This likely results in lower conversions because people don’t
understand how the product helps them.

Let’s look at how you can create perfect product descriptions that sell for you.
1 Focus on Your ldeal Buyer

Understanding how to write a product description requires putting yourself in the
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shoes of your audience. When you write a product description with a huge crowd of
buyers in mind, your descriptions become wishy-washy and you end up addressing no one
at all.

The best product descriptions address your target audience directly and personally.
You ask and answer questions as if you’re having a conversation with them. You choose
the words your ideal buyer uses. You use the word “you”.

When it comes to writing your own product descriptions, start by imagining your
ideal buyer. What kind of humor do they appreciate (if any)? What words do they use?
What words do they hate? What questions do they ask that you should answer?

Consider how you would speak to your ideal buyer if you were selling your product
in-store, face to face. Now try and incorporate that language into your e-commerce site

so you can have a similar conversation online that resonates more deeply.
2 Entice with Benefits

When we sell our own products, we get excited about individual product features
and specifications. The problem is our potential buyers are not as interested in mundane
features and specs. They want to know what’s in it for them—how it will address their
biggest pain points. How does your product make your customers feel happier, healthier,
or more productive? What problems. glitches, and hassle does your product help solve?

Don’t sell just a product, sell an experience.

3 Avoid “Yeah, Yeah” Phrases

When we’re stuck for words and don’t know what else to add to our product
description, we often add something bland like “excellent product quality”.

That’s a “yeah, yeah” phrase. As soon as a potential buyer reads “excellent product
quality” he thinks, “Yeah, yeah, of course. That’s what everyone says.” Have you ever
heard someone describe their product quality as average, not so good, or even bad?

You become less persuasive when your potential buyer reads your product
description and starts saying “yeah, yeah” to themselves. To avoid this reaction, be as
specific as possible.

Product details add credibility. Product details sell your product. You can never

include too many technical details in your product descriptions. Be specific.
4 Justify Using Superlatives

Superlatives sound insincere unless you clearly prove why your product is the best,
the easiest, or the most advanced.
If your product is really the best in its category, provide specific proof why this is

the case. Otherwise, tone your product copy down or quote a customer who says your
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product is the most wonderful they’ve ever used.
5 Appeal to Your Readers’ Imagination

Scientific research has proven that if people hold a product in their hands, their
desire to own it increases.

You’'re selling things online, so your web visitors can’t hold your products. Large.,
crystal-clear pictures or videos can help, but there’s also a copywriting trick to increase
desire: let your reader imagine what it would be like to own your product.

To practice this copywriting technique, start a sentence with the word “imagine”,
and finish your sentence (or paragraph) by explaining how your reader will feel when

owning and using your product.
6 Cut Through Rational Barriers with Mini-stories

Including mini-stories in your product descriptions lowers rational barriers against
persuasion techniques. In other words, we forget we’re being sold to.

When it comes to telling a story about your products, ask yourself:

* Who is making the product?

* What inspired creating the product?

° What obstacles did you need to overcome to develop the product?

* How was the product tested?
7 Seduce with Sensory Words

Adjectives are tricky words. Often they don’t add meaning to your sentences, and
you're better off deleting them. However, sensory adjectives are power words because
they make your reader experience the copy while reading.

Dazzle your readers with vivid product descriptions. Think about words like

“velvety”, “smooth”, “crisp”, and “bright” if you’re selling food products.
8 Tempt with Social Proof

When your web visitors are unsure about which product to purchase, they look for
suggestions about what to buy. They’re often swayed to buy a product with the highest
number of positive reviews and testimonials.

Try to include an image of the customer to add credibility to a quote. It also makes
your online business more approachable and relatable. You can even integrate a social
media feed filled with user-generated content that shows real people using your products.

Most buyers are attracted to buying something that’s popular. When it comes to your

e-commerce website, highlight the products that are customer favorites.
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9 Make Your Description Scannable

Is your web design encouraging web visitors to read your product descriptions?

Packaging your product descriptions with a clear, scannable design makes them
easier to read and more appealing to potential customers.

Here are some areas to focus on when designing yours:

* Entice your web visitor with headlines.

* Use easy-to-scan bullet points.

* Include plenty of white space.

* Increase your font size to promote readability.

* Use high-quality product images.
10 Set Goals and KPlIs

The goal of a product description is to move a shopper toward purchase. But how do
you know if your descriptions are working or not?

You'll want to decide on a set of metrics to track on your product pages. Defining
these metrics will help you understand what product descriptions are working best and
improve on underperforming ones.

Common KPIs to monitor include:

* Conversion rate.

* Shopping cart abandonment.

° Return rate.

* Support inquiries.

* Organic search rankings.

New Words
description [dr'skripfn] n. #k, P9
explain [1k'splern] v. R Ed

well-crafted
creativity
casual

wishy-washy

[ wel kra:ftid]
[ ikrizer'trvati |
['kaezuol ]
['wifi wofi]

adj . K Aty

n. Rl K, A A

adj. B %80 R 6 5 18 45 8
adj. 5 LA W= 0 T

conversation [ kpnve'serfn] n. WK IE
appreciate [o'prifiert ] v. REGEME, S
resonate ['rezonert | vi. Fug, R
entice [n'tars ] v BEGAR
mundane [man'dein | adj. F L8y, F %t
spec [spek] n. AR H
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hassle [ 'heesl]
persuasive [po'swersiv ]
credibility [ikreda'bilati |
superlative [su'ps: lat1v]
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crystal-clear
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a bit of

potential buyer

pain point

bullet point

conversion rate
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Abbreucations
KPI (Key Performance Indicators) * 4 b 54 AR

Ererccses

(@S] Answer the following questions according to the text,

1. What is product description? What is its purpose?

2. To succeed in writing product descriptions, what are the questions customers have
about your products that you need to answer?

. What does understanding how to write a product description require?

. When do you become less persuasive?

. When do superlatives sound insincere?

. What has scientific research proven?

. What do you ask yourself when it comes to telling a story about your products?

. Why are sensory adjectives power words?

© 0 N O O s~ W

. What are some areas to focus on when designing your product descriptions?

10. What do common KPIs to monitor include?

(@' | Translate the following terms or phrases from English into Chinese or vice versa,

. search ranking 1.

. return rate

. product description

. conversion rate

. conversion funnel

o AE BE L AT AE

Cn SEIR SRR

cadj  JESE RS R 1
Cn S UL

10. n. #@#il

© 0 N O O B W N
© 0 N O O B~ W N

—
o

Reading Material
How to Choose Products That You Can Sell Easily

1 Product Research

If you want to sell products easily on line, you will have to carry out product
research. The first thing to understand is that not all products are the same. While this

may seem obvious when comparing, say, bicycles to bookshelves, it also reflects in more
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subtle” ways—such as how popular the product is, how well the supply chains run, how
much its shipping charges will cost, and so on.

Product research simply refers to the process of choosing products with good market
potential® and discovering how best to sell them.

If you don’t have the right product, for the right audience, and at the right price,

your listings will simply be irrelevant® on any digital marketplace.
2 Product Criteria—What to Look Out for

At the core of every product research study is the collection and analysis of a few
key metrics. While there’s more to look at, you will need to put these four factors under
the magnifying glass®, so to speak.

Here’s what you need to observe when vetting a potential new product.
2.1 Profitability"

If there’s one thing you shouldn’t take your eye off in the e-commerce game, it’s
your product’s actual ability to generate a profit.

By buying low and selling high, you generate a better return on investment. This
means that the first thing you need to calculate when looking at a new product is the
cumulative® total overhead cost® associated with sourcing it.

Perhaps your product cost is cheap. However, if you end up® paying a significant
amount in duty, shipping, payment processing fees and more, you will compromise your
overall profitability, and make your business growth weak and your sustainability®
lower.

Try to keep your product cost price about one-third of your sales price. This brings

us to...
2.2 Pricing
You might have heard of how several major companies spend ever-increasing®

percentages of their budgets on marketing efforts. There’s a good reason why they do
this.

@ subtle ['satl] adj. Wb H), B,

@ market potential: TPz )1,

® irrelevant [1'relovent] adj. TLR'EEHLY,

@ magnifying glass: T K85,

® profitability [iprofito'biloti] n. Y& 25 1 ; Fl 25 % .
©® cumulative [ 'kjumjolotiv] adj. FLEM . Bt

@ total overhead cost: B[4 9%, G B2 .

® endup: %, F%K,

© sustainability [saisteina'biloti] 1. gkt

@ ever-increasing ['eve m'kri:sig] adj. NWiIEK ),
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