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PROJECT 1.

F2F WITH ENGINEERS

By sharing engineers' stories, ALTEN China showcases its professionalism to clients(B2B
marketing) and attracts more engineers(B2C marketing) to join the platform.

Back to the Table of Contents



Content Matrix

1 2 3Engineers Interview Industry Knowledge Sharing ALTEN Engineers Community

4Online Campaigns & Offline Events 5Annual Awards: Star Engineer of the Year

By sharing engineers' stories, ALTEN China showcases its professionalism to clients(B2B
marketing) and attracts more engineers(B2C marketing) to join the platform.



Engineers Interview
By Industry
By Function
By Job Level
By Region
By Skills Portfolio
Special festival, unique
personal story, ...

      Go To 

1 on 1 Interview 
Ten Years Ago, an R&D Engineer Began as an Assembler

Go To

1 on 1 Interview 
What Are We Talking About
When Discussing User Studies?

Go To

1 on 1 Interview 
Ensuring Aircraft Safety: My Only Job

Go To

https://mp.weixin.qq.com/s/YcJSnvhCaUsYL6IFJeT9_g
https://mp.weixin.qq.com/s/YcJSnvhCaUsYL6IFJeT9_g
https://mp.weixin.qq.com/s/B_13zNhPvOc9Jn95nMqUAg
https://mp.weixin.qq.com/s/si20FAmycOPyu7Jq-QboNw
https://mp.weixin.qq.com/s/9dCwtCdkBFaQrlmm2IxHFA


Engineers Interview
By Industry
By Function
By Job Level
By Region
By Skills Portfolio
Special festival, unique
personal story, ...

      Go To 

Round Table Discussion
Breaking Barriers: What’s It Like to Be
a Woman in Engineering?

Go To                                         

Office Tour
Introducing Chongqing Delivery
Center: Teams Behind the Scenes

Go To

https://mp.weixin.qq.com/s/YcJSnvhCaUsYL6IFJeT9_g
https://mp.weixin.qq.com/s/YcJSnvhCaUsYL6IFJeT9_g
https://mp.weixin.qq.com/s/FrUon1B_xW3UD8TIW7SsYA
https://mp.weixin.qq.com/s/FrUon1B_xW3UD8TIW7SsYA
https://www.bilibili.com/video/BV13k4y1P7LS/?spm_id_from=333.1387.upload.video_card.click&vd_source=b856c98318d8cd07b6e904463a5db8d0


Events

Online Campaign & UGC Engagement
1024 Programming Day

Go To

Offline Event
AEA Innovation Lab@Changsha

Go To

https://mp.weixin.qq.com/s/FE7MtNyaWPp5GbiQZpukQg
https://www.bilibili.com/video/BV1HK4y1F7qK/?spm_id_from=333.1387.upload.video_card.click&vd_source=b856c98318d8cd07b6e904463a5db8d0


Knowledge Sharing

Industry White Paper
Proposal & Outline (English)
Text (Chinese)



Knowledge Sharing

Xiaohongshu
For women in tech, I built a Xiaohongshu
content hub: language learning |
engineer success stories | PM tips.
Followers grew from 100+ to 4k+

Go To

https://www.xiaohongshu.com/user/profile/5e99cf610000000001007261?xsec_token=YBil_ke1PKV9tHWeBCs5SVkJ8Wg4p5KoTbhE1KDKi_DoM%3D&xsec_source=app_share&xhsshare=CopyLink&appuid=6180c6ae0000000002019234&apptime=1747844888&share_id=f8beaa6e2597420c81afcb9857b47e2b&share_channel=copy_link


AEA Community

ALTEN CMS & WeChat Group
We developed an internal forum, a content management
system (CMS), and WeChat groups for ALTEN engineers
to share knowledge, communicate, and connect with
peers in the engineering community.



Process & Timeline, Interviews (Example)



Process, Events (Example)

Back to the Table of Contents



PROJECT 2.

BILINGUAL WEBSITE
RELAUNCH

How I created content and solved unexpected technical challenges (and beyond)?

Back to the Table of Contents



Step 1 Relaunch, Why?



Step 2 Action, Process?



Step 2 Action, Content & Visual Development



User Journey Stage B2B Enterprise Client Content B2C Talent Candidate Content Content Role Description

Awareness
Thought leadership articles, Industry
insight blogs

Star Engineers, Company news,
Cultural showcases

Attract initial attention from target users to ALTEN by showcasing expertise
and corporate culture to elevate brand awareness and establish a positive
image.

Consideration
Service introduction pages, Industry
case studies, White papers and
solution reports

Engineer growth stories, Career
experience sharing, Corporate
cultural activity coverage

Help potential clients and candidates better understand ALTEN’s professional
capabilities and employment advantages, fostering interest and alignment
with audience needs.

Decision
In-depth client case studies, Client
testimonials and reviews, Contact
inquiry form (business inquiries)

Job description pages, Job
application forms, Recruitment
process guides

Provide detailed information and clear action points to drive clients and
candidates to finalize decisions (e.g., submit inquiries or applications).

Loyalty
Continuously updated industry blogs,
Newsletters, Client-exclusive updates
and reports

Engineer interviews and stories,
Internal training opportunities,
Career development resources

Maintain long-term trust and loyalty among existing clients and employees
through ongoing engagement, reinforcing brand relationships and
encouraging retention.

Step 2 Action, Content & Visual Development



Step 2 Action, How Content Drives Automation?



Step 2 Action, How to Use AIGC Tools, Define Technical Challenges & Solve Them?



Step 2 Action, Work With Vendors



Step 3 Results

New Bilingual Website ✔                   ICP Certification ✔

65%↑
Website SEO

2.1 Times
Average Page Dwell

32%↓
Budget

89%
Satisfaction in Qeestionnaire

Personal recognition from ALTEN China CEO, Marketing Director &
Business Directors of ALTEN China ✔

After-Action Review: Attachmen OR Go ToGo To

Back to the Table of Contents

https://docs.qq.com/pdf/DQ1NPc1VBdHZVYnNY
http://www.alten.com.cn/


PROJECT 3.

FRENCH FLAVOR MEETS 
GEN-Z VIBES

Lesieur China Glow-Up Plan: For young foodies & social media addicts.

Back to the Table of Contents



What, Why?

Make French mayo/salad sauce
COOL in China!

Goal

Compete with big players
 (Kewpie, Heinz) with limited $$$.

Challenges

How? 
Disney-like IP magic + French vibes
+ Chinese family trends.

Result? 

210% 
Social Media Growth

61%
Repeat Buyers

Solutions
Be the French Lifestyle Vibes
Ambassador 🇫🇷✨ (not just a
sauce brand)!



How?

Meet your new BFFs (Best Flavor Friends):

Mr. Mayo: Dessert Guru  | Secret Health Hacker 

Madame Salad: Fashion Mom  | Mixology Queen 

Tomato Ketchup Sis: Tomato Queen  | Your Sauce Squad’s MVP

Thousand Island Bro: Salad Scientist  | Chill Sauce 

Step 1: Sauce Squad Unite



How?

Step 2: World Building - Lesieur Flavorverse

Plot Twist: Weekly "Kitchen Showdowns"
(healthy vs. indulgent recipes)
You Decide: Vote for your fave sauce
characters’ recipes on Weibo!

Step 3 Content Creation Machine

Our content was produced in bulk, with weekly
challenges, monthly themes, and seasonal stories.
Each character got their own visual identity – we
wanted them to feel real and relatable!



Platform Strategy Gen-Z Translation

WeChat AR sauce characters mini-game “Snap a mayo mustache selfie!”

Weibo #SauceSquadChronicles hashtag Daily sauce memes + recipe duels

Xiaohongshu Aesthetic recipe templates “Make Insta-worthy bento boxes”

How?

Social Media Content Plan

Back to the Table of Contents



PROJECT 4.

EXPLORE CONTENT FOR A
BRAND-NEW PLATFORM

Where I learned that content originates from brand positioning.

Back to the Table of Contents



Brand Launch & Content System 0-1 
Role: Content Lead | 0-1 Brand Building | Content System Architect

Background

Challenges

Key Actions & Deliverables Results

Takeaways

Yizhong Technology launched a new dual-sided platform
targeting:

SMEs (B2B): Flexible talent supply solutions
Freelancers (B2C): A trusted remote work ecosystem

Amid shifting strategic directions, I led the brand’s 0–1
planning and execution, building a unified messaging
system and cross-channel content matrix to support
platform launch and market entry.

Strategic Uncertainty: Frequent shifts in platform
positioning and monetization models required ongoing
realignment of brand and content strategies.
Time-Resource Pressure: Tight delivery timelines for
website launch demanded parallel progress on market
research, brand positioning, and multi-stakeholder
coordination.
Trust Building: Both SMEs and freelancers expressed
concerns over platform reliability. The brand needed to
rapidly establish credibility and perceived safety through
strategic messaging and content.

100k+

Brand messaging system
Website & Blog & WeChat & Weibo
Multi-channel content matrix
TDK, SEO, Automation

Cross-platform content views

Established

Brand Clarity from Day One
Even at MVP stage, a strong brand
narrative is essential to guide product
direction and marketing focus.

Content is Cross-Functional
Effective content leadership requires
tight coordination across teams
(product, design, sales) to maintain
consistency and impact.

Brand Foundation: Conducted competitive benchmarking & stakeholder interviews (CEO, R&D), set a clear
brand positioning and messaging to guide all marketing efforts.
Dual Narratives: Crafted tailored messaging for each segment – B2B: “flexible talent supply chain”; B2C:
“growth ecosystem for freelancers”.
Content Platform: Developed the entire content ecosystem (website & blog) from the ground up, leading
content strategy and all copywriting.
Trust Building: Created a trust-driven story via a “Visualized Credibility System” (highlighting features like AI
talent matching, escrow service, dispute resolution, and ratings).
Multi-Channel Launch: Initiated a broad content presence (WeChat, Weibo, SEM landing pages, blog),
publishing 30+ articles to engage the community.

Link: 

Back to the Table of Contents



CASE 1. ENGLISH CONTENT CREATION
@TEKNOS GROUP
English? More than English...

Back to the Table of Contents



Brochure (Website, Offline Store)
Design | Typesetting | Copywriting Go To

https://www.teknos.com/globalassets/decorative-product-guide---v3.pdf


Brochure (Website, Offline Store)
Design | Typesetting | Copywriting Go To

https://www.teknos.com/globalassets/decorative-product-guide---v3.pdf


Linkedin
Video/Animation Production | Product Highlights, Outline | Screenscript  & Copywriting | Video & Design Samples

Go To Go To Go To

Go To

https://www.linkedin.com/posts/teknos_5-reasons-to-choose-teknoblade-9000-activity-7214500782161743872-GAWm?utm_source=share&utm_medium=member_desktop&rcm=
https://www.linkedin.com/posts/teknos_want-to-cut-costs-in-your-painting-line-activity-7251540264744304640-PVNw?utm_source=share&utm_medium=member_desktop&rcm=ACoAACWuLV8Bf8LLYdY2i5wwyvpzvHyGviE6XQs
https://www.linkedin.com/posts/teknos_onze-collega-ronald-kouwenhoven-heeft-voor-activity-7239270337073352706-QmEJ?utm_source=share&utm_medium=member_desktop&rcm=ACoAACWuLV8Bf8LLYdY2i5wwyvpzvHyGviE6XQs
https://www.linkedin.com/posts/teknos_fensterbaufrontale-teknos-wemaketheworldlastlonger-activity-7183343211111661568-LwYi?utm_source=share&utm_medium=member_desktop&rcm=ACoAACWuLV8Bf8LLYdY2i5wwyvpzvHyGviE6XQs


Instagram
Video | Screenscript | Outline of Copy



Youtube
Video Production & Localization| Screenscript | Outline of Copy

The CSR event organized by Teknos' German team
Challenge? All materials were exclusively in German.

*Similar Projects I’ve Rocked at Teknos
CEO talks
Partnership initiative
Factory tour

Go To

https://www.youtube.com/watch?v=ntIa9tEKlEs


Other  Languages

English

Voice
Generation

Voice
Generation

Translation

Translation

Mandarin

Video Production & Localization, More Than Just English, How?

Back to the Table of Contents



CASE 2. MY CONTENT STRATEGY

Back to the Table of Contents



Direction

Expression Performance

DistributionBRAND
MARKETING

CONTENT
MARKETING

CHANNEL
MARKETING

FIELD MARKETING

Sales funnel

DIGITAL MARKETING

Automation

Content, Everywhere....



Step 1. Content Direticon
Know Your Market

Conduct market research - emerging trends &
consumer behaviors.
Macro and micro trends and regional nuances.

Know Your Client
Create buyer personas.
Personalize content at scale and align with
client needs.

Know Your Business
Collaborate with stakeholders and review
industry reports for insights.
Align content with your overall business goals
by building feedback loops with teams.

Know Your Brand
Regularly revisit brand positioning, values, and
messaging.
Brand stories  - adapting to local preferences.



Step 2. Content Standardization

Customer Journey Segmentation
Awareness, consideration, purchase, and loyalty.
Personalize content for different audience segments.

Content Creation Cycle
Purpose, plan, create, review, publish, promote,
and analyze.
A/B testing.

Cross-Functional Collaboration
Ensure holistic storytelling that aligns with brand
goals across all departments.

Platform-Specific Strategies
Tailor content for each platform’s strengths (e.g.,
short videos for TikTok, long-form for YouTube).
Align content formats with user preferences.

Data-Driven Insights
Annual/quarterly/monthly/weekly data report.
Content benchmarking - streamline creation and
delivery.



Step 3. Content Optimization, My Approach to Storytelling = Trust Building

A. Craft Content as a Cohesive, Relatable Narrative B. 360° Narrative: One Theme, Infinite Perspectives
C. Human-Centric

Go To

https://mp.weixin.qq.com/s/YcJSnvhCaUsYL6IFJeT9_g


Step 3. Content Optimization, My Approach to Storytelling = Trust Building

Go To

Go To

D. Gen-Z Hook Formula: Meme-Worthy Topics × Bite-Sized Formats = UGC Gold E. Data Talks
F. Details Matter

Back to the Table of Contents

https://mp.weixin.qq.com/s/FE7MtNyaWPp5GbiQZpukQg
https://mp.weixin.qq.com/s/NYBgHSVtuB63q5LchHaCWw


Contact Charlotte
Email: cong.chi@foxmail.com
Cell/WeChat/WhatsApp: (+86) 135 0175 6697

YOUR TRUSTED ONE-PERSON
CONTENT AGENCY

Back to the Table of Contents
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