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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.
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Content Matrix

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 (Industry Knowledge Sharing

.

ALTEN Engineers Community

\_

Online Campaigns & Offline Events

{ Annual Awards: Star Engineer of the Year




Engineers Interview

e By Industry

By Function

By Job Level

By Region

By Skills Portfolio
Special festival, unique
personal story, ...
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1 on 1 Interview
Ensuring Aircraft Safety: My Only Job

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

ALTEN China

1 on 1 Interview

What Are We Talking About
When Discussing User Studies?

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
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e By Industry

« By Function
« By Job Level Office Tour
« By Region Intfroducing Chongqing Delivery

Center: Teams Behind the Scenes

By Skills Portfolio
Special festival, unique
personal story, ...
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Round Table Discussion
Breaking Barriers: What's It Like to Be
a Woman in Engineering?
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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
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Offline Event

Online Campaign & UGC Engagement
AEA Innovation Lab@Changsha

1024 Programming Day
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Knowledge Sharing

Proposal - Tech Magazine

Proposal - Tech Magazine
. Budget & Timeline

Proposal = Tech Magazine A Proposal — Tech Magazine
B8 summary - What, Why, How !
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Industry White Paper
Proposal & Outline (English)
Text (Chinese)
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Knowledge Sharing
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Xiaohongshu

For women in tech, | 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

[T]

Alten Engineers Alliance

ALTEN Engineers Alliance (AEA)

AEA Community

Join the official community for engineers, where you can participate in both online and offline activities,
contribute your knowledge, and grow alongside a network of around 400 peers.

=

Access industry information | Stay updated on industry
and valuable skills training f \ events, such as AUTOSAR, as

Engage with a diverse
network of around 400
peers and benefit from

courses. well as exclusive AEA events.
mutual learning. / \

JOIN AEA

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.
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Process & Timeline, Interviews (Example)

Find a talented engineer with a fantastic story

One on one interview - interviewee's personal
expertise & special stories

to tell

Phone discussion - knowing the story details &
confirm the interview details

Write interview outline & attentions base on
phone discussion & internet search - highlights
of this industry / position...

Offline interview & shooting

Official interview

Process

Theme interview - Chongging ODC office tour
as an example

Online interview & recording

Video editing & article writing

Social media

Publish

SEO

After-action review

Proposal

Find target guests base on the topic

Channels

Highlights

Things need to be improved

- Expand topics during the interview
- Make the guest feel comfortable & cozy
- Manage the interview time

AEA communities, BMs dept, social media.

Invitation agenda

Align with MK T/company events

Interview agenda

Timeline

Location

Video editing & article writing

Social media

Publish

SEO

After-action review

Channels

Highlights

Things need to be improved

Date Forms Topic Location
Feb. 1vl Industrial or online
automotive
industry
Mar. Theme AEA-related/TBD Beijing
discussion
Apr. 1vl Retail industry online
Jun.  Theme AEA-related Guangzhou
discussion
Jul. 1vl Life science online
industry
Sep. Theme AEA-related/TBD Suzhou
discussion
Oct. Theme 1024 TBD
discussion programming’s Day



Process, Events (Example)

Content Materials Prep. After
Date, (Social media posts, Before the Day (Content creation,
Topic & Process Stakeholders location, staff video trailer, historical (Rehearsal, distribution, content
Design (BMs, MKTs) arrangement video for the day) materials check) pool, data results...)
¥ L -+ # . L 3 L L # & L
Proposal, Host & Guests Offline Materials Prep. Automation Prep. The Day Review &
budget, (Engineers, BM; backup (Invitations, poster, KV, (CMS — email, online Hospitality Optimization
agenda, X2) Q&A cards, food, gifts, registration, online Shooting
timeline equipment, label,...) audience, ...) Host...

Back to the Table of Contents




PROJECT 2.

BILINGUAL WEBSITE
RELAUNCH

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

Back to the Table of Contents




Step 1 Relaunch, Why?

Client profiling
Brand workshop Brand positioning

Competitor analysis

Necessity of relaunch
Annual client satisfaction survey " | ALTEN China website

Situation

Brand new VI from HQ

MNegative feedback of ALTEN China website content structure & design, UX & SEO from engineers(toc user), BU team and RC team
Tech problem: ICP certificate failed, why?

Task Rebuild & launch the bilingual website on time



Step 2 Action, Process?

Preparation £

Vendor Management £

Action '_ ..............................
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Using AIGC tools to solve tech problems {1}

Testing & Deployment £}



Step 2 Action, Content & Visual Development

Business strategies, selling-points & highlights (from BUs), ..
Solutions - product, service, sector, ..
Added value

Direction, keywords of business

Solutions - product, service, sector, ...

Added value

Content Integration - where to find content for new website? History. identity, core values, ...

Global content localization
Old content selection
Content outline or summary of each page
Breadcrumbs/ Breadcrumb trails (ESESHR)
Content & Visual Development Website Structure - what should be included? Visual target & reference -
Sitemap, SEO-TDK

Product/service selling-points, case study; text, layout,
visual assets, language, sitemap, SEO-TDK, links, ...

Exisiting materials collection

Localization & translation

Event tracking




Step 2 Action, Content & Visual Development

User Journey Stage

B2B Enterprise Client Content

B2C Talent Candidate Content

Content Role Description

Awareness

Consideration

Decision

Loyalty

Thought leadership articles, Industry
insight blogs

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

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

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

Star Engineers, Company news,
Cultural showcases

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

Job description pages, Job
application forms, Recruitment
process guides

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

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

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

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

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



Step 2 Action, How Content Drives Automation?

TOB leads - business consulting Industry insights - white paper, tech infographics, partnership, ... Views & followers & registers
e
TOC leads - upload resume Review & optimization

Promoting & Leads Generation Branding & internal events

Email

WeChat [content pool, mobile]




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

Why failed? Legal person change & original doman contained banned terms
1. Verified new domain name for the website.
2. Coordinated cross-border domain transfer.
Process to solve problems 3. Calibrated new legal entity and domain information.
4. Managed DNS pointing for ICP certification process.
5. Addressed legal entity face recognition issues, etc.
Chinese management CEQ, CFO, HR Director, CTO (France).
Marketing department (China): Marketing Director (transitioning), myself.
Legal teams (China, France) & Executive Assistants (China).
Using AIGC tools to solve tech problems
Local tech team (China).
Stakeholders involved Website vendor (China).
Domain management agencies (France, India).
Global domain manager (France).
Group IT team (France, UK).
External support (China): Alibaba Cloud, Ministry of Industry and Information Technology.
France team: DNS failed
What happened, new problems?

China team: The selected company entity’s already taken.

Process to solve new Choose the option that is most convenient for
problems stakeholders with the fewest steps required.



Step 2 Action, Work With Vendors

Freparation Research & Planning Stakeholder feedback (TOB-clients, TOC-engineers, sales/BMs, Recruits, management team) B

4 criteria: design capabilities, technical proficiency, cost

Select new vendor
efficiency, historical project performance

Contract negotiation(scope of terms, pricing,...), compliance, legal, budget management. ..

Clear guidance - project requirements document

Vendor Management Collaboration Regular meeting, milestone & timeline control, quality control

Mo misleading - all internal opinions to me, one voice to
them

Megative feedback? cheer them up & suggest solutions
Monitoring, evaluation, posi-project review
Function not available? Check with ChatGP T/experts



Step 3 Results

New Bilingual Website / ICP Certification /

- 65% 1 2.1 Times

ENGINEERING

FOMORROW'S Website SEO Average Page Dwell
BWORLD

32% | 89%

RS2 |4t R TSRk — Budget Satisfaction in Qeestionnaire

INEERING TOMORROW'S WORLD

|

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

Go To After-Action Review: Attachmen OR Go 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?

Goal

Make French mayo/salad sauce

COOL in Chinal

Challenges

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

Solutions

Be the French Lifestyle Vibes
Ambassador B (not just @
sauce brand)!

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

Result?

210% 61%
Social Media Growth  Repeat Buyers




How?

Step 1: Sauce Squad Unite

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

o Thousand Island Bro: Salad Scientist | Chill Sauce




How?
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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 Weibol

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!



How?
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Social Media Content Plan

Platform Strategy Gen-Z Translation

WeChat AR sauce characters mini-game “Snap a mayo mustache selfiel”
Weibo #SauceSquadChronicles hashtag | Daily sauce memes + recipe duels
Xiaohongshu Aesthetic recipe templates “Make Insta-worthy bento boxes”
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PROJECT 4.

EXPLORE CONTENT FOR A
BRAND-NEW PLATFORM

Where | learned that content originates from brand positioning.

Back to the Table of Contents




Brand Launch & Content System O-1

Role: Content Lead | O-1 Brand Building | Content System Architect

Background

.

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, | led the brand’s 0-1
planning and execution, building a unified messaging
system and crosschannel content matrix to support
platform launch and market entry.

Challenges

« 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
brand positioning, and  multi-stakeholder
coordination.

Trust Building: Both SMEs and freelancers expressed

research,

concerns over platform reliability. The brand needed to
rapidly establish credibility and perceived safety through
strategic messaging and content.

Key Actions & Deliverables

T HFmLH
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« 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 Al
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.

Results

Established

« Brand messaging system
« Website & Blog & WeChat & Weibo
« Multi-channel content matrix

« TDK, SEO, Automation

100k+

« Cross-platform content views

\

Takeaways

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.

.

/

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,

Design | Typesetting | Copywriting

it .
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PRODUCT & COLOUR GUIDE

INTERIOR / EXTERIOR DECORATIVE PAINTS

ffline

Go To
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SUSTAINABILITY

Granted by Nordic Ecolabelling, the criteria takes nto account the
stages of the product lifecycle that hawe the biggest impact on the
environment, including: The raw materials used, the quality of the
product and even the instructions on the can

M1 classification is a voluntary labelling system for low-emitting

construction materials or furniture used indoors. The criteria for

M1 -certified building material was published for the first tima in 1996
The classification is granted by the Building Information Foundation
RTS, a leading provider of construction information in Finland

The antimicrobial functionality of BioCote® technology gives
antimicrobial properties for the paint coat, making it mare hygienic

and pratecting it aganst seweral microbes such as bactena and mould.

The label granted by the Finnish Allergy, Skin and Asthma Federation
{a non-profit public organization) tells that the product has been
developed ensuring its maximal safety for allergy, asthma and skin
disease patients

\WERE EASY ON
THE ENVIRONMENT

olour Your Story
1ery and



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

Brochure (Website, Offline Store)

Design | Typesetting | Copywriting

COZY WEEKEND

KANELSNURR
T1696

NAKU
T1694

Go To

A whistle of the tea pot, a creak of the floorboards
Oh! How lovely it is to be at home.

=
Lawering with different
shades of the same
colour helps achiewe a
contoured feel,
JUURI FREDAGSMYS FIk& KANELSNURR HYGGE
T1692 T1700 T1723 T1696 T1710

NORDIC PHENOMENA

Nordic Phenomena is a callection of cool, calm colours with hues of blue and green that
bring northern themes into your home. Shades of refreshing water and ancient forests
take you closer to nature, creating a tranquil atmosphere.

PICKLED HERRING ICE HOTEL HELLO LIGHT BABYBOX
11475 nm T1403 T1608

BLUE MOMENT SAARISTD HAPPINESS COTTAGE FEVER
T1478 11437 T1405 T1655

NAPAPIRI FJORDS VANDRA LILLE LBRDAG
T1443 T1438 T1407 T1656

NORDLYS 15U MORKD FOREST
T1481 11431 T1408 T1619

LAGOM
T16569

CITY RABBITS
11667

MOSSY
T1658

SOOMAA
11585

PICKLED HERRING
T1475

FOREST
T1619

Combine colours from
the Cozy Weekend
collection to create

a warm and homely
ambience. If you prefer
coaler shades, try mixing
with calours fram the
Ceal Living collection.



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

Linkedin

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

s Teknos
'U-' 18,584 followers
10mo = m

Attention wind turbine maintenance managers!

Tired of long maintenance times and high costs? Our game-changing coating
solution for wind turbine blade repair cuts downtime, saves money, and can be
applied in temperatures from -8 to 50 °C.

TEKNOBLADE 9000 TRADITIONAL LEP SOLUTIONS

Reason #2

Back to service
after 1 hour VS after 24 hours

5 reasons to choose TEKNOELADE 9000

cee 34 7 reposts

& Like & Comment o Repost «7 Send

Go To

s Teknos
,"U" 18,584 followers
Tma « )

Want to cut costs in your painting line?

One way of lowering costs in the painting process is by taking a look at your
energy consumption.

Energy consumption has a big impact on your overall painting line costs.

In our latest blog post, we explore how you can save on energy costs in the
painting process.

Get expert tips from Harri Lipsonen, Product Development Director at Teknos.

Find the link in the comments below -
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From insightful conversations to showeasing our latest
innovations, FENSTERBAU FROMNTALE was an event to remember.

Thank you to all our visitors who came by during the week and special shout-
out to Superwoed collaboration and bringing our products into lifel

Check out our exterior products and coating solutions form our
website: https://brow.ch/21wiDgs

#FensterbauFrontale #Teknos #WeMakeTheWorldLastLonger
#IndustrialCoatings
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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
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teknospaints Are the traces of everyday life too
easily visible in the hallway? ¥ &, “*

Here are 3 tips to keep hallway surfaces looking
beautiful and intact for as long as possible:
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teknospaints The most beautiful colour
combinations for home facades, which is your
favourite? @4
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teknospaints 8 tips on how to make your exterior

painting project a success and get a more durable
finish =~

« T

teknospaints Are the traces of everyday life too
easily visible in the hallway? ¥ i, =

Here are 3 tips to keep hallway surfaces looking
beautiful and intact for as long as possible:

i) For hallway walls, choose a paint with a
semi-dull gloss finish. A semi-gloss surface is more
resistant to cleaning and wear than a frosted
surface. For example, BIORA® 20 waterborne
interior paint is a good choice for the hallway. Invest
in paints that can withstand wear and splashes, and
regular cleaning for walls and furniture.

£) For a durable finish, choose colours that last -
colours you won't get tired of immediately.

E) Chairs, stools, nail boxes, doors, window frames
and mouldings - our waterborne FUTURA® AQUA
furniture paints are suitable for all of them.

Pl SAVE the tips for later use.

el
Wall: BIORA® 20 waterborne interior paint in the
shade MINIMALISM T1777

Bench: FUTURA® AQUA furniture paints in the
shade GONE ICEFISHING T1483

Skirting: FUTURA® AQUA furniture paints in the
shade HUSKYRIDE T1779

Dots-rack S: FUTURA® AQUA furniture paints in the
shade HEAVY METAL T1782

Dots-rack M: FUTURA® AQUA furniture paint in the
shades NO OHO T1512 and HUSKY RIDE T1779
Dots rack L: FUTURA® AQUA furniture paints in the
shades GONE ICEFISHING T1483 and BLUE




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

J- s - _

Thomas Skoven |? - \ ) - U FC]Ci'Ol'y tour

« Partnership initiative

APETR A;
P> Pl ) 032/1:29

Go To


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

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

Receiving non-EN/CN video Other Languages

materials Ask for timeline & subtitle first

R —— 1 Voice

Video > Subtitle Subtitle generation : WhisperDesktop | Tronslohon

Generation

Al-powered tools in Canva

I |
: | .
Speech > Language conversion : : Enghsh
. Tools on the Internet |
) i Voice : }
Localization s
Remove BGM Adobe PR & Audition
. Voice
Translation ,
e Generation
. . " " I |
Language correction & optimization | DeepL, ChatGPT, manual :
L ————————————— |
_ _ Mandarin
Materials Integration Adobe PR, Canva

Back to the Table of Contents




CASE 2. | MY CONTENT STRATEGY
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Content, Everywhere....

DIGITAL MARKETING
Automation
BRAND Direction CONTENT Distribution CHANNEL
MARKETING MARKETING MARKETING
Expression Performance
Sales funnel

FIELD MARKETING



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.

Why ALTEN China — B+C

* Good reputation ( successful projects, on-site
engineers' benefits, colleague's referral)
*  Service Quality { quick response & delivery, staff
stability, engineers' competencies)
* Global cooperation relationship
* Local client relationship
» Good corporate qualification
Professional
Innovation
Passion

ALTEN China client profile

Role

Initiator

User
Iriflisences
Drecider
Buyer

Tithes:
Head of operation, GM, RED Hesd, Dept. Director/Manager, Purchasing Manager,

*=  Purchasing Manager

Sourcing assistant. Domain awner * R&D Head

RED Manager, Production Manager, Quality Manager, S, Durector, VP, Progect
ManagerfLeader, Tearmn Laad Line Manager, Dormain Owrer, Section Manager

Wzer rpsourca Naably, Interviewer, Purchasng Manager, Finance, Sourcing

R&D Director process. Project Manager, G\, Purchasing Manager. Line Manager,

Purchasing ialist/S i nager S ing Manager, Line Manager

=  HRBP

G P, P q Director, HRBP

«  Develop more technical resources for projects
= Deliver projects on time and with guality
*  Find appropriate candidates to meet R&D needs

*  Reduce cost and ensure the balance of the team

= Compliance & Stability & Sustainability

*  Sourcing Manager

Their goals & concerns

Why ALTEN China - TOB

= Trustworthy client stories/projects -
* Reasonable price -
* Compliance

Target role of client company

Keywords for Engineers Searching ALTEN/ALTEN China [Based on Monthly SEO report]:
**Company Information:** **Topics Related to ALTEN:**
- Woarking Experience

- ALTEM + zhihu

- What's the Company’s Business
- ALTEN Group
- ALTEN + outsourcing
= ALTEM + salary
**ALTEN in Specific Locations:** - ALTEN + consulting
- ALTEN + Shanghai
= ALTEN + Dalian

- ALTEN + compensation
- ALTEN + reliable

- ALTEN + technology

- ALTEN + relationship

- ALTEN + Chongging

- ALTEN + Changsha
- ALTEN + Chengdu
- ALTEN + Beijing

= ALTEN + foreign company

Why ALTEN China — TOC

Promising career path

Fantastic team & project

Target role
+  ALTEM engineers

* Potential engineers across China

Their goals & concerns

+  Career development

* Company benefit

= Working experiences in each project team
= Project stahility & technology

+  ALTEN's background




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.

CONTENT
DIRECTION PURPOSE DETAILS IMPORTANCE
ALTEN Chin; hi n r m
Company - LTEN China ) branding & leads NSO, News, prize, business
backsround information expression enaration
o ALTEN Group £ cooperation, M&A, prize...
BeC brand story - anicle, video, ...
company culture -
Brand - value purpose/missionfvison spirit delivery branding festival hotspot
. tore values, people
ALTEN China - history, news, prize, business.
industrial insight, such  capture amention, tech report
Knowledge as digitalization, ESG, 2- showing ALTEN's branding
generation, professionalism panel conference
TOB why outsourcing <use
other words to describe  industrial education leads generation
Service =
push them to make leads
ALT li
why ALTEN decision operation/sales client case study
improvement
materials from AEA
skills improvement,
knowledge expansion, capture atwention,
¢ P P branding & leads
Knowledge peer branding - employee eration online event - panel conference/communication, |
communication/finteract care & training fun games
T0C an
engineers QBA series
mpan kgr ran I ALTEN pr
Service why ALTEN T — branding company backgroud, brand values, ALTEN projects,
working package, engineers sharing, ...
Trust management, leads generation,
{
stay in ALTEN branding - employee b d': ' engineers interview, engineers sharing, AEA
randing
arn raining

Awareness

States of chents

Purpose Create/Inspine interests

Content it : ,':'__ .
solve problems

Channel Social media

Al the moment, potential clients don't
know what specifically they really want

Case Study

Sell products & services/Sales pitch

Consideration

&

Al the moment, clients aré swaré of
what they want, and start 1o compare
each supplier

After Sales

Clients bought produdts o sérvices

Maintain & explore long-term &

sustainable cooperate relationship,
expand scope of cooperation

Let clients well know your products,
focus on expressing product/service

values

- How you match their needs

- What's your advantages

Sales material

Official vstbsntr. Official WeChat or sakes
material

How to attract followers & engagements? Key figures of monthly social media report

* Improve the quality of content » WeChat » WeChat Video
= Followers growth = Followers g
* Launch more online events to gain UCG = Total posts published * |mpression
content & interactions = |mpression & viewership " Likes
= |ikes = Comments
* Lead readers from other social media * Comments * Shares
platforms / offline events / onboarding = Shares = Engagemen
website / Official Website / AEA / = Engagement rate = Complete r:
recruitment channels to WeChat * Complete rate of posts
= Manu interactions

# Zhihu & Xiaohor
= Followers g
= |mpression
" Engagemen

* Use Al tools like ChatGPT & Midjourney
to improve content creation &
distribution efficiency

Fragquancy: 2-4 par month - siness Ervalist 2024/1/5
- Follower: 4000+
---------- sl Male & Femnale: 28/72
Branding
Xiachongshu - Stick to the name | |__Ceompany evants & activities
“Alterrwormen” with more genaral =
content Xiaohongshu

Frequency: 3-4 per month 202a/1/5
Follower: 150+

Highest view: 7900+

Zhihu

Zhihu - Where theme content itself Compny i, Sants & st
is more important than attract
followers

Welhat Video o~ e Pk



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

A. Craft Content as a Cohesive, Relatable Narrative

Clients

Case Study

(1
1

B decide to do— quality is needed

[ | ught t
- could we do it?

Business Introduction X

ALTEN Group videos - axist

Mini Documentary of
CEO/Founder

[Branding Video]

Company Culture

[Theme Shooting] - engineering spirit

T

Office Employees

Engineers

#
@

Theme Intgrview
Industrial‘Education?

Working Experience
At ly';- scene - Q&5A

'-J.'|: a normal working
day <Mot just 5H>

B. 360° Narrative: One Theme, Infinite Perspectives

C. Human-Centric
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https://mp.weixin.qq.com/s/YcJSnvhCaUsYL6IFJeT9_g

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

D. Gen-Z Hook Formula: Meme-Worthy Topics x Bite-Sized Formats = UGC Gold
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E. Data Talks
F. Details Matter
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"B—TREES  \EBRUBRERET, f (HLEN) FHEAL, B—TRUHAERNAHRBKG,
sEHEitENHESEN."
Junhui Guo
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Joey Zhou
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https://mp.weixin.qq.com/s/FE7MtNyaWPp5GbiQZpukQg
https://mp.weixin.qq.com/s/NYBgHSVtuB63q5LchHaCWw

YOUR TRUSTED ONE-PERSON
CONTENT AGENCY

Contact Charlotte
Email: cong.chi@foxmail.com

Cell/WeChat/WhatsApp: (+86) 135 0175 6697
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