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Assigned Objectives

Highlight areas of opportunity/improvement in the following areas:

e Community Management
Discord Management and Server Structure (how to facilitate and drive more
engagement)

e Onboarding into the Community
Social Media Management



Framework

e Define thesis
e Align approach to thesis
e Align strategic execution to approach

Enables
How do you know if it's good enough?

e Rapid iteration/pivoting
e Gives room for creativity
e [Effective advising feedback




Preso Structure

Current Landscape

Thesis

Approach

Strategic Execution



Current Landscape



The Most Glaring Problem

X is not LEADING the CULTURAL VALUES



Loss of Trust
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Product x Community

An Ethical Example of NFTs Done Right

Consumer investment in Web 3.0
products represent an extension of
their identity

Transparency is a technical
implementation of the blockchain and
a cornerstone of the “Web 3.0 ethos”

A success metric for Web 3.0 is
community support + quality (social
media, Discord, etc.)




Observable Effects

Overall sentiment: X is acting based on community response, not leading the

charge.

e A lot of channels are heavy in negative-sentiment feedback

e A majority of team interfacing happens in the above channels as well
e Missing engagement in channels

[ ]

Lengthy announcements that include apologetic language

Repairing loss of trust is X’s current identifiable cultural statement



Current Landscape to Future Landscape

X is lauded as having the best community.



What makes the BEST Web 3.0 Communities?
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Brand-Centric

The community rallies around a unifying
brand.
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Fun

User engagement is effortless and organic.
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Bragging Rights

Users feel their investment is an extension
of their identity.
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Community Empowerment

Users are moved to participate and
represent the brand.

—— -
—— - - ——

Users are and feel like an irreplaceable and unique part of the brand.



AZUKI -

VISION & VALUE

We are the skaters of the internet. [We’re skating between the bl

36 views 0:03/1:14 x 7

red lines of
hey are beginning to blend/
community of individuals who aren’t afraid to push the boundaries, challenge

the status quo, and communicate boldly. We’re making an pact on web3 culture.

Our vision is to create the largest decentralized bgpdnd for the metaverse that

is built and owned by the community.

Values:

ing starts and ends with the community. The moment we
ing other than the community will be the beginning of the end.
We won't let that happen, because we'll always have community as the #1 value

of Azuki.

creative,

brave, relentless. It's easy to follow

t's harder to be original and do dope sh*t. Azuki @

We pave our own path. On the first « . e ey
second evening, @L o brought the energy. @LION

entralized movements can't turn both evenings, filling the room with soulful vibes ‘

Good things take time. Des

Trust the process:

SOTRE as—quiekdy’ as centralized movements, and\that's both a blessing and a

"So come and skate with me, just a rebel looking for a place to be."
curse. Decentralized doesn't mean there can't be le

aders. The core team will

provide guard rails and resources for all beans to grow
happen overnight. !ttp

ogether, but it won't



Thesis



Thesis = Brand

All things revolve around the Brand.



What makes the BEST Web 3.0 Communities?

Brand-Centric

The community rallies around a unifying
brand.
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Fun

User engagement is effortless and organic.

—— -y
—— o - - —

oom o e m mm m e e e e M e e e oy

Bragging Rights

Users feel their investment is an extension
of their identity.

—— -
—— - - ——
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Community Empowerment

Users are moved to participate and
represent the brand.

—— -
—— - - ——

Users are and feel like an irreplaceable and unique part of the brand.



Define vision and values

Vision & Values

We Are X!

Backed by renowned gaming experts and the most passionate
community, we are overthrowing the relics of tired gameplay.
Release the shackles of yesterday and join us!

Forging the Future
<Insert established product statement>

Etched in History

The blood, sweat, and tears of our community will be etched in
history! You are the future, and we cannot forge it without you. We
will be the pioneer and leader in transparent and player-informed
game development.




Approach & Execution



Approach - Bragging Rights + Community Empowerment

Embrace the Project X identity and amplify it.



What makes the BEST Web 3.0 Communities?

4 @\

Brand-Centric

The community rallies around a unifying
brand.

- J

Users are and feel like an irreplaceable and unique part of the brand.



Bragging Rights

Project X is an extension of my identity.

_I_

Community Empowerment

[ am moved to represent the brand.



And while executing all of this...

...It needs to be FUN!



We are Project X!

We are forging the future of gaming,

and etching our progress in history.
“We are "




It feels good to finger-point
Avoiding the “try-hard” trap

A lot of things have to go well

Community has Established at the same time
Patterns




Snowball Method

Broaden and Bolster the Brand Identity

A. Small and routine - Focus on the chat

° Chatting is the lowest investment and most organic engagement
method, reward and genuinely hype positive behavior

e  Broaden your understanding of the member’s identity

e  Goal: Guarantee participation at B

B. Medium and approachable - Tailored activities

e B events are strongly tailored to the community (built organically
from inside jokes, special interests, etc.)

e By broadening the member’s identity in A, you’ll have more of a
bucket to pull from for B.

e B activities need to be either marketable and be high in
accessibility/participation

e  Bolster community empowerment

C. Big and impactful - Rally Cry Heard ‘Round the World

e  Team-led, brand-centric initiatives

° Geared towards differentiating X as a superior community to
external viewers

° By doing B, your community understands how to “show up” for
the brand.




What Was Covered

Current Landscape

Thesis

Approach

Strategic Execution



Next Steps



Forming the Snowball

Work backwards to move forward



Current Rally Cry?

Non-existent/”Bo0000” - Negative sentiment is seen both
internally (Discord) and externally (Twitter/social media)

You have a cult - Project X has an /

impressive Twitter following of “V###

You’re not using it

e There are very few posts that are
calls to action for the followers

e Comments are negative or not
impactful

° Users do not know how to rally
around your posts (not
re-tweeting community content
b/c there is none)




Rally Cry Heard ‘Round the World

Guiding Questions: What do we want to see on social
media? What’s the rally cry? And how is it tied to the Brand?

Brand: We are all Members!
Bragging Rights: | am part of the best Web 3.0 community.

Internal Objective: We want every user to be empowered to
brag about joining the community.

Social Media

e On-brand hashtags
e Screenshot of the community welcoming them
e Branded welcome celebration

k3 VALERIA
&V sneak peck: Tuming green for a new photo I'm working on.. @ 2 &
Deat D ifr



Tailored Activities/Initiatives

e Create a contest based on popular common interest that can be shown off on
Twitter

e Create an onboarding flow where they’re encouraged to post on Twitter with a
screenshot + the main account re-tweets

e Create a #x-follow-x channel so your community gets connected on Twitter

e Plan to schedule an event with X person on the team



Focus on the Chat

e Give special attention to newcomers - ask them about their person in addition to
encouraging help.

e Hype people for completing an onboarding flow + first achievements etc.

e Find out the biggest non-NFT interests (art? music? cosplay? anime?)

e If you find members with special talent, make note of it, and asks details on ways they’d be
open to demonstrating that talent within Project X-context

e Allow mods to assign a role that highlights existing community members being particularly
helpful or awesome to new members

e Personal attention from X person on the team - have them say “hi” and personally welcome
them from time-to time.

e Create a!"* command that:
o Fun cultural statement
o  Short-list of getting started
o Ifyou need help, we’re always here - @Mod-Role + @CommunityManager, #help for community help
o  Maybe a fun random GIF



Forging the Future




Rally Cry Heard ‘Round the World

Guiding Questions: What do we want to see on social media? What’s the rally cry?
And how is it tied to the Brand?

Brand: We are forging the future!

Bragging Rights: | bought in and am part of the coolest + best product in the
market. Out of all the products, WAGMI.

Internal Objective: We want every user to be empowered to brag about using the
product.

Social Media

e Accessible, story-based, time-sensitive content



Wen: They won't break us again.
Wagmi-san: The gentle breeze will become a hurricane.
Wen: Our frens will help us.

1 0 KT F - Story _Driven Pro duct D evelopment Wagmi-san: | wonder how many will come. Maybe we'll have enough help to

make some improvements to the shop...
a case study

I never wanted what must come next, but the first step on this path was
taken long ago.

Accessible - Users rally around product development A e et

e Surface level of the product is versatile and approachable
e  Product uses depth and anticipation to draw in users
e Lore on Twitter is an accessible facet of the product

COMB

LEVEL2 GEAR

Story-Based - Stories drive emotional investment

e X Example of Lore/Story to mobilize the community to
interact
e The lore, not the utility, is the soul of the project

; 4 Wagmi-san
°%2' Gotta shut it down in 1 hour. 10ktf

N

Time Sensitive - There is a time limit for all holder actions

e Promoting urgency has been a huge part of their
post-launch marketing i T
e These new developments are kept fresh by gating activities )
behind certain time frames

I
E



Tailored Activities/Initiatives

Lore-based fan art
Marketing campaigns based on lore
e Live lore readings from the team or
get volunteers to read
e |ore-specific events leading up to a

product drop — '

just dropped




Focus on the Chat

e Post longer lore-based announcements leading up to the product drop + link to
the Tweet in the announcement

e Encourage mods to talk about the product drop

e Make jokes related to the storyline

e Create new commands related to the product drop (like for 10ktf, it could be
Isavewagmi)



Using Your Resources




Empowering the Mods

Provide them with a playbook
Structure time slots for mods to be active for more regular presence

e |tis recommended that mods should be compensated in some way, whether it
be in $token or airdrops

e Rehire the mods once they understand these responsibilities, onboard some
community pillars who are up to the task



Mod Task Bucket

Low Investment

e Hype someone up in #reveal

e Acknowledge a comment in #feedback

e Talk with someone about their hobbies in
#general

e Go to #newbies and call someone out, talk
with them in #general

Medium Investment
e Rally the community around a Twitch
stream, watch it together

High Investment
® Recruit someone to make a flyer for X
e Run a hashtag campaign, mobilize the
community to interact
e Propose community activity, organize and
host it, bringing in community members




Distribute the Work- The Bounty Board

e Create graphics for different things re: the
current meta, art for twitter/discord banners

® Relieves the short-handed team of tasks of
mid to low priority

® Increased sense of community
involvement/collaborative nature

e $token rewards are distributed to different
types of players (not just concentrated among

skilled players)




Bounty Board Implementation: First Steps

e Pilot a single bounty with $token reward

e Community mods and community manager decide
on a winning design that receives the bounty

e Twitter post to show externally the
community-driven approach to building, aligning
with the web3 ethos

e Get X+ Immutable leadership to brag about the
community building for each other
#bestcommunityever



Example Bounty

e Create an infographic listing some of the most effective ways for new players
to enter the ecosystem that fit the current meta

e Stratify this infographic around three budget tiers for accessibility

e Community Mods judge the submissions, vote for the best one, cosigned by
the Community Manager, published in the Discord by the team as a resource



The Big Picture

e Let’s strategize the release of the Cultural Statement (Brand).
® Let's snowballl
o Increase the attention and vibe in the chat
o Work with mods and community members to start running small random events
o lterate on the snowball
e Focus Head Mod’s energy on -
o Mod management and feedback
o Big initiatives
o  Snowball iteration
e |et’s see how the above is going, and once it feels stable and comfy, let’s shift focus to content
and marketing (build up to rally cry).



