
Awen Wen: Hi, everyone. Welcome to my session. My name's Awen Wen. I'm a content 
strategist from Alibaba Group. Today, I'm very glad to talk about UX writing for 
international audiences with you. First of all, let me briefly introduce myself to you. My 
name is Awen, it's actually a Welsh name. It means inspiration. I'm from China. English 
is my second language and first passion. Sometimes I feel like my life is like a circle. 

I grew up in Changsha, China, and then I went to Hangzhou for my undergrad. After 
that, I went to Seattle for my master's degree. When I graduated, I worked for some 
local startups and Microsoft. Last year, I came back to Hangzhou and joined Alibaba, so 
it's like a circle. When I was in Seattle, I attended Confab as a volunteer. That 
experience made me want to focus on content strategy and UX content. At that time, I 
was telling myself one day I'd like to be up on the stage sharing my experience with 
other talented and passionate content professionals. Four years later, here I am 
presenting my story and experience representing Alibaba. 

Before I jump to how we do content strategy at Alibaba, I'd like to introduce Alibaba 
Group and Alibaba Design to you. Some of you might relate Alibaba as the Chinese 
Amazon. In fact, we're different in many ways. What we are trying to do at Alibaba is we 
want to enable businesses to transform the way they sell, market, operate, and improve 
their efficiency. We're building an ecosystem here. For Alibaba Design, it's a community 
for all the designers, content strategists, and researchers within the Alibaba Group. 

As a content strategist, the platform I work on is called AliExpress. It's an ecommerce 
platform. About our content team, we're the biggest international content team at 
Alibaba and in China. We do UX content, sales content, content strategy, and 
localization for 18 languages. Our headquarters is in Hangzhou, China. We also have 
other two offices in Madrid and Moscow. 

Now, let's talk about how we do content strategy at AliExpress. What you see here is 
our normal workflow. We started with the planning stage where we met all the 
stakeholders and understanding their project background, their needs, and then we'll 
move on to the content production and localization stage. Once that's done, we'll 
analyze the results and manage the content for real use. 

Here, I'd like to dive deeper to quality control. Here are some things we would do to 
ensure the quality of our content. The first thing we do is content crits. Sometimes all 
the content strategies will gather together and then we'll share feedback on each other's 
work. Then sometimes, we'll also do design reviews. Here's a screenshot of our banner 
review for one of the sales we do. All the content strategists or writers, they will get 
assigned for banner review in their own languages so they can flag the issues they see 
to the designers directly. 

Sometimes we'll do testing for some big sales and top-priority projects. Everyone will 
download the testing app and then we'll report the issues to the product manager and 
developers. After launching a product or delivering the content for a while, we will start 
collecting feedback, analyzing results, and managing the content. For results 
measurement, those are the things we would normally do. Like many companies, we 
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would run A/B testing, usability testing, and sometimes we'll work with the user research 
team and language quality team to conduct some surveys. Our language quality are not 
here on NPS and PSAT. 

Those surveys are not necessarily about owning content quality. It's more about a 
general idea of how our users, customers see our product. As for content management, 
we have a term base glossary to make sure our content is consistent. Also it would be 
very efficient for us to reuse the good content. Also, we'll create templates, case studies 
to educate our new hires and our stakeholders to get their buy-in and let them 
understand the value of content strategy. 

As we work through the workflow and throughout our day-to-day work, we develop 
some best practices that are proven to be useful in terms of developing localization-
friendly content. I will be sharing six of them with you. The first one is, be aware of your 
own cultural biases and assumptions about other languages. As a bilingual myself, I 
have to admit this is very challenging and it's something I'm still trying to learn and to be 
aware of all the time. But at least we can try to form some basic understandings of other 
languages from our friends or from your own learning or own reading, highly 
recommended. Those sorts of things I learned through working closely with our 
localization writers. 

As you can see here, all the languages are very different in many ways. For example, 
unlike English and those other European languages, which are SOV, Subject-Verb-
Object languages, this is how we structure. Korean, Japanese, Turkish are Subject-
Object-Verb languages. They are different, huh? Because of all the language 
differences, please always check with your localization experts and writers on important 
concepts, for example, namings and constant changes. Why is that? Here's a question 
for you. 

Let's say one day a product manager comes to your desk and asks you, "Hey, can we 
please directly remove this variable from the sentence?" The sentence is, "You received 
a certain amount of bonus." What's your answer? The answer is no, never do that. 
Here's why. On the left is the original text. On the right is the content after making edits. 
See where I highlighted all the changes were not as easy as removing the variable. 
There are some other small changes as well. Some of you may wonder, "Oh, I don't 
have a localization team I work closely with. I can't reach out to them directly and I don't 
have that many foreign coworkers I can talk to in office. What am I supposed to do?" 

Here's some solutions for you. You may want to use a content brief and set up your 
glossary and term base to ensure content consistency and make your ideas across. 
Here's an outline of a content brief that is proven to be helpful for our translators. Even 
though they don't work with us in-house, they still can have a better understanding of 
the background of the project. Also we'll make sure they understand what are the key 
concepts and what are the proper nouns, brand names in some style guide. 

When your localization writers have access to content briefs, templates, term base, 
content guidelines—make sure you provide them with more context and guidance than 
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you think they need. Why is that? Here's a little story. We have this channel called Feed. 
It's like a newsfeed where all the users, customers can browse through some interesting 
posts and items. To us, we thought Feed is very self-explanatory and it's ready to go so 
we didn't provide any definition to it. It turns out some translators translate that to fish 
bait. Amazing, right? 

You never know what could go wrong. Once we have all the understandings, 
knowledge, and rules, it's very important to scale and to work smarter because Alibaba 
is a very fast-paced company. We come up with a solution. We will build our fixed and 
known rules to our content production tools and systems such as date format, some 
styling and character limits will be embedded within our system. We don't need to 
remember all the details. It will be automatically formatted. Lastly, try to get involved in 
the product design process as early as you can. 

Try to use content strategy to shape the product experience from the very first 
beginning. I know this is a challenge most of us have been faced with, but we still have 
to try, try even harder. Things you may want to try at work are hosting a Bloomberg 
meetings, some sharings and to show your case studies, to prove the impacts of your 
content, and show your stakeholders and partners how you can help them using 
content. Moreover, you can try to build closer personal relationships with designers, 
developers, product managers, and researchers through team outings where you can 
invite them for coffee, for lunch, et cetera. 

Lastly, I'd like to share some personal tips. Hopefully, they can help you develop a 
global mindset. Before I jump to that, I'd like to show you this lovely picture of other 
people who've worked on our content team. As you can see here, we have a very 
diverse and international team, and here are my tips, go global. While you're reading 
through this, I'd like to share some personal experience with you. When I grew up, I was 
always fascinated by all the culture differences and languages, so I decided to read 
more and watch more movies about different countries and regions, and I worked very 
hard on learning English. 

Gradually, I found myself feeling more relatable to people with diverse background, 
international experience. I'm just very genuinely curious about other differences, so I 
decided to study abroad. That experience really strengthened my idea to help more 
people develop their global mindset.  

And that's a wrap. Let's stay in touch. You can reach me through my email or my social 
media accounts. You can also join my Pinterest collection. I'm always looking for 
collaborators. If you're interested in knowing more about how we do design research 
content at Alibaba, you can follow us on Medium, LinkedIn, Behance. 

Lastly, I just wanted to say I know this is a tough and challenging time, but no matter 
where you are, we're in this together. If you ever come visit China or you're interested in 
joining us, feel free to message me or email me. We're hiring talented content 
strategists. Let's stay in touch. Thank you, [unintelligible 00:12:40]. Take care. 
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[00:12:43] [END OF AUDIO]
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