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Background: 
X is a social media platform founded by Jack Dorsey in 2006, which underwent a 
significant transformation in 2023 when Elon Musk acquired the company and 
rebranded it from Twitter to X. The platform is designed for real-time public 
communication, allowing users to post short messages (originally called tweets, now 
called posts), share media, and interact with content through likes, reposts, and 
comments. 

Context:  

Content Growth Loop Retention Strategy for X 

●​ Current Challenge: 30% user drop-off after 12 months 
●​ Primary Competitors: TikTok, Instagram 
●​ Critical Focus: Improving user retention to compound growth effects 

Content Champions Program: Executive Summary 

Core Purpose 
The Content Champions Program is a strategic initiative designed to enhance user 
engagement, content quality, and platform growth through a sophisticated rewards 
and recognition system. 

 

 

 

 



 

User Journey in the X App (AARRR Model) 

1. Acquisition: How Users Discover X 

●​ Journey in the App: Sarah, a 28-year-old news enthusiast, hears about a 
trending X conversation on a podcast. She searches for the hashtag on Google, 
lands on X’s website, and downloads the app to explore the conversation. 

●​ Growth Loop Type: Content Growth Loop 
○​ Reason: Sarah discovers X through organic content (a trending hashtag 

and conversation) that ranks well in search results. X’s strength in 
real-time, user-generated content drives organic traffic without direct 
paid efforts. 

●​ Mechanics: 
○​ What: Creation and visibility of trending content (e.g., a hashtag or viral 

thread) that attracts new users via search engines or external mentions. 
○​ Who: Content creators (X users posting about the trending topic) and 

consumers (potential users like Sarah searching for the topic). 
○​ Why: High-quality, timely content (e.g., a thread about a political event) 

attracts organic traffic through SEO and word-of-mouth, leading to new 
user acquisition without direct marketing costs. 

2. Activation: The First Meaningful Interaction 

●​ Journey in the App: Sarah signs up, creates a profile, and follows 35 accounts 
(e.g., news outlets, celebrities). X suggests accounts based on her interests, 
and she engages with a trending thread by liking and replying to a post, 
experiencing X’s core value of real-time conversations. 

●​ Growth Loop Type: Content Growth Loop 
○​ Reason: Sarah’s activation is driven by engaging with high-quality, 

user-generated content (trending threads) that X surfaces through its 
algorithm. This aligns with the organic content loop, as the platform 
relies on content quality to hook users. 

●​ Mechanics: 
○​ What: Sarah interacts with valuable content (e.g., a trending thread) and 

follows accounts, experiencing X’s core value. 
○​ Who: Content creators (users posting engaging threads) and new users 

(Sarah, who engages with the content). 
○​ Why: High-quality content encourages interaction (liking, replying), 

which helps Sarah see the value of X, increasing the likelihood she’ll 
return. This engagement also fuels more content creation, perpetuating 
the loop. 

3. Retention: Keeping Users Coming Back 

●​ Journey in the App: Sarah returns to X every few days, especially during news 
events. Her feed is tailored to her interests, and she joins a Space discussion 



 

and a Community about political activism, spending 20 minutes daily on the 
app. 

●​ Growth Loop Type: Content Growth Loop 
○​ Reason: Retention is driven by personalized, high-quality content in 

Sarah’s feed, as well as interactive features like Spaces and 
Communities, which are fueled by user-generated content and 
engagement. 

●​ Mechanics: 
○​ What: Sarah engages with tailored content, Spaces, and Communities, 

which keeps her coming back. 
○​ Who: Content creators (users posting in her feed, hosting Spaces) and 

engaged users (Sarah, who interacts with the content). 
○​ Why: High-quality, relevant content and community engagement create 

a habit of returning to X, as Sarah finds continuous value in the 
platform’s ecosystem. Her engagement (e.g., joining a Space) also 
contributes to more content creation, sustaining the loop. 

4. Referral: Encouraging Users to Invite Others 

●​ Journey in the App: Sarah shares a viral X post with her friend Mark via 
WhatsApp, prompting him to sign up. She also retweets a thread, which her 
followers see, increasing visibility. 

●​ Growth Loop Type: Viral Growth Loop 
○​ Reason: Sarah’s sharing behavior leverages X’s network effect—her 

actions (sharing, retweeting) increase the platform’s value by exposing it 
to new users, a hallmark of a viral growth loop. 

●​ Mechanics: 
○​ What: Sarah shares a post with Mark and retweets a thread, inviting 

others to join or engage with X. 
○​ Who: Existing users (Sarah, who shares content) and their network 

(Mark and Sarah’s followers, who see the shared content). 
○​ Why: The loop leverages the network effect, where X becomes more 

valuable as more people join. Sarah is motivated by social incentives 
(e.g., sparking a conversation, gaining likes on her retweet), driving new 
user acquisition. 

5. Revenue: Monetizing the User Base 

●​ Journey in the App: Sarah sees a targeted ad for a news subscription service 
and clicks on it, generating ad revenue for X. She also subscribes to X Premium 
Basic to edit her posts, contributing to subscription revenue. 

●​ Growth Loop Type: Paid Growth Loop 
○​ Reason: X invests in targeted ads to monetize users like Sarah, and the 

revenue (from ads and subscriptions) can be reinvested into more 
marketing efforts, aligning with a performance marketing growth loop. 

●​ Mechanics: 



 

○​ What: X serves targeted ads to Sarah, and she subscribes to X Premium, 
generating revenue. 

○​ Who: Marketing team (who manage ad campaigns and premium 
subscriptions) and users (Sarah, who interacts with ads and subscribes). 

○​ Why: Revenue from ads and subscriptions is reinvested into more 
marketing (e.g., ad campaigns to acquire new users or promote X 
Premium), creating a scalable, data-driven growth cycle. 

Summary of Growth Loops in the User Journey 

AARRR Stage Growth Loop 
Type 

What Who Why 

Acquisition Content Growth 
Loop 

Creation and 
visibility of 
trending content 
(e.g., hashtags, 
threads). 

Content creators 
and consumers. 

High-quality content 
attracts organic traffic via 
SEO and word-of-mouth, 
driving sign-ups. 

Activation Content Growth 
Loop 

Sarah engages 
with trending 
content and 
follows accounts 

Content creators 
and new users. 

Quality content hooks 
users, encouraging 
interaction and increasing 
return likelihood. 

Retention Content Growth 
Loop 

Sarah engages 
with tailored 
content, Spaces, 
and Communities. 

Content creators 
and engaged 
users. 

Relevant content and 
community features 
create a habit, sustaining 
engagement. 

Referral Viral Growth Loop Sarah shares a 
post with Mark 
and retweets a 
thread. 

Existing users and 
their network 

Network effect increases 
X’s value; social 
incentives motivate 
sharing, driving new 
users. 

Revenue Paid Growth Loop X serves targeted 
ads; Sarah 
subscribes to X 
Premium. 

Marketing team 
and users. 

Revenue is reinvested 
into marketing, creating a 
scalable, data-driven 
growth cycle. 

 



 

Based on the user journey analysis for X (Twitter) using the AARRR model, the Content 
Growth Loop was identified as the dominant loop driving Acquisition, Activation, and 
Retention. This loop leverages X’s strength in user-generated content to attract 
organic traffic, hook new users, and keep them engaged.  
 
We will be improving the Content Growth Loop in the Retention stage to drive future 
growth, as retention is critical for compounding the effects of acquisition and referral, 
and X faces challenges with 30% of users over 12 stopping usage due to competition 
from platforms like TikTok and Instagram. 
 

Why Focus on the Content Growth Loop in the Retention Stage? 

Rationale from User Research and Product Strategy 

1.​ User Behavior Insights: 
○​ In the user journey, Sarah returns to X every few days, particularly 

during news events, spending 20 minutes daily on the app (up from 10 
minutes initially). Her retention is driven by personalized content in her 
feed, as well as interactive features like Spaces and Communities. 
However, only 56% of U.S. users check X daily (84% weekly), indicating 
room to increase daily engagement. 

○​ Web sources (e.g., Sprout Social, SocialBee) highlight that X’s algorithm 
prioritizes engagement (likes, retweets, replies), and users who engage 
with content are more likely to return. Sarah’s participation in a Space 
discussion and a Community about political activism keeps her engaged, 
but X could deepen this engagement by making content discovery and 
interaction more rewarding. 

2.​ Product Strategy Alignment: 
○​ X’s core value is real-time, unfiltered conversations, with 504 million 

tweets sent daily and 100 billion daily impressions. The Content Growth 
Loop is central to X’s ecosystem—high-quality content attracts users, 
encourages engagement, and fuels more content creation, creating a 
self-sustaining cycle. 

○​ Retention is a key lever for growth loops, as noted in web sources like 
Growthmethod.com. Better retention compounds the effectiveness of 
acquisition and referral—users who stay longer are more likely to create 
content and invite others. Improving retention through the content loop 
can help X address its 30% user churn rate and compete with platforms 
like TikTok, which excel at keeping users engaged with algorithm-driven 
content. 

3.​ Competitive Landscape: 
○​ Platforms like YouTube and TikTok use content loops effectively to retain 

users. For example, YouTube’s loop involves users watching videos, 
which improves recommendations, leading to more watch time and 
content creation. X can adopt a similar approach by enhancing content 



 

discovery and rewarding engagement, ensuring users like Sarah return 
more frequently. 

○​ Web sources (e.g., Phiture, Clevertap) emphasize that content loops 
thrive on quality, engagement, and SEO optimization. While X excels at 
real-time content, it can improve retention by making content more 
interactive and rewarding, encouraging users to engage more deeply. 

4.​ Opportunity to Leverage Existing Features: 
○​ X’s Spaces and Communities are underutilized retention tools. While 

Sarah joins a Space and a Community, these features could be more 
integrated into her daily experience, encouraging her to engage more 
frequently and contribute content, thus fueling the content loop. 

Opportunity for Improvement 

●​ Current State: Sarah’s retention is driven by personalized content, Spaces, and 
Communities, but her engagement is inconsistent (every few days, not daily). 
X’s algorithm tailors her feed, but there’s no mechanism to reward her for 
engaging with or contributing to content, which could deepen her habit. 

●​ Opportunity: Introduce a feature called “Content Champions,” where users are 
rewarded for engaging with and creating high-quality content (e.g., 
participating in Spaces, posting in Communities, or creating viral threads). 
Rewards could include visibility boosts, badges, or access to exclusive Spaces, 
encouraging more engagement and content creation, thus strengthening the 
Content Growth Loop. 

Improved Feature: “Content Champions” Program 

Feature Overview 

The “Content Champions” program will incentivize users to engage with and create 
high-quality content on X, focusing on Spaces, Communities, and threads. Users earn 
points for actions like joining Spaces, posting in Communities, or creating threads that 
receive high engagement. Points unlock rewards such as visibility boosts (e.g., 1.5x 
more impressions for 7 days), badges (e.g., “Top Contributor”), or access to exclusive 
Spaces hosted by high-profile users. This program will deepen user engagement, 
increase daily active usage, and fuel more content creation, strengthening the Content 
Growth Loop in the Retention stage. 

 



 

Epics for the Improved Content Growth Loop (Content Champions 
Program) 

Below are the epics for implementing the “Content Champions” program, along with 
their prioritization and rationale. 

Epic 1: Design and Build the Content Champions Framework 

○​ Description: Develop the backend and frontend infrastructure for the 
Content Champions program, including a points system, tracking user 
actions, and managing rewards. 

○​ User Stories: 
■​ As a user, I want to earn points for engaging with content (e.g., 

joining a Space, posting in a Community) so I can work toward 
rewards. 

■​ As a user, I want to see my points and progress in a dedicated 
“Content Champions” dashboard in the app. 

■​ As a user, I want to receive a notification when I earn points or 
unlock a reward. 

○​ Priority: High (Must-have for the program to function) 
○​ Rationale: This epic is foundational—without the infrastructure, the 

Content Champions program cannot exist. It ensures X can track user 
actions (e.g., joining a Space, posting a thread) and award points 
accurately. This aligns with the content loop’s need for engagement, as 
noted in web sources like The Good, which emphasize that encouraging 
interaction is key to sustaining content loops. 

Epic 2: Define and Implement Reward Mechanisms 

○​ Description: Establish the rewards for the Content Champions program, 
such as visibility boosts, badges, and access to exclusive Spaces, and 
integrate them into X’s systems. 

○​ User Stories: 
■​ As a user, I want to earn a visibility boost (e.g., 1.5x more 

impressions for 7 days) after earning 100 points so my content 
reaches more people. 

■​ As a user, I want to receive a “Top Contributor” badge after 
earning 50 points so I can show off my engagement. 

■​ As a user, I want to unlock access to an exclusive Space hosted 
by a high-profile user (e.g., a celebrity or thought leader) after 
earning 200 points. 

○​ Priority: High (Core to motivating users) 
○​ Rationale: Rewards are the key driver of the content loop. Web sources 

like Clevertap highlight that psychological triggers (e.g., recognition, 
exclusivity) can drive engagement. Offering visibility boosts taps into 
users’ desire for social capital (a key motivator on X), while badges and 



 

exclusive Spaces provide recognition and access, encouraging more 
frequent engagement and content creation. 

Epic 3: Integrate Content Champions Prompts into the User Experience 

○​ Description: Add prompts and entry points within the app to encourage 
users to participate in the Content Champions program, such as after 
joining a Space, posting in a Community, or creating a thread. 

○​ User Stories: 
■​ As a user, I want to see a prompt to join the Content Champions 

program after I participate in a Space so I can start earning 
points. 

■​ As a user, I want to see my points increase in real-time after I post 
in a Community so I feel motivated to keep engaging. 

■​ As a user, I want to receive a push notification encouraging me to 
create a thread after I’ve earned 20 points, with a suggestion to 
aim for a visibility boost. 

○​ Priority: Medium (Enhances adoption but not critical for launch) 
○​ Rationale: Seamless integration reduces friction and increases 

participation, a key aspect of content loops. Web sources like Phiture 
emphasize the importance of understanding user behavior and placing 
prompts at high-engagement moments (e.g., after joining a Space), 
which leverages users’ emotional investment to drive further action. 

Epic 4: Enhance Content Discovery for Spaces and Communities 

○​ Description: Improve the discoverability of Spaces and Communities to 
encourage more users to engage, such as by surfacing relevant Spaces 
in the feed or recommending Communities based on user interests. 

○​ User Stories: 
■​ As a user, I want to see a “Recommended Spaces” section in my 

feed so I can easily find discussions to join. 
■​ As a user, I want to receive a notification about a Space related to 

a trending topic I’ve engaged with so I can participate. 
■​ As a user, I want to see a list of suggested Communities based on 

my interests in my profile settings so I can join relevant groups. 
○​ Priority: Medium (Improves engagement but can be phased in) 
○​ Rationale: Increasing the visibility of Spaces and Communities ensures 

more users like Sarah engage with these features, fueling the content 
loop. Web sources like SocialBee note that X’s algorithm prioritizes 
engagement, so surfacing interactive content (e.g., Spaces) can drive 
more participation, leading to more content creation and retention. 

 

 



 

Epic 5: Measure and Optimize the Content Champions Program 

○​ Description: Implement analytics to track the program’s performance 
and iterate based on data, ensuring the content loop is effective and 
sustainable. 

○​ User Stories: 
■​ As a product manager, I want to track the number of users 

participating in the Content Champions program, points earned, 
and rewards redeemed to measure its success. 

■​ As a product manager, I want to A/B test different reward 
thresholds (e.g., 100 points vs. 150 points for a visibility boost) to 
optimize engagement. 

■​ As a user, I want to receive feedback (e.g., a notification) when 
my thread goes viral and earns me bonus points so I feel 
rewarded for my contribution. 

○​ Priority: Medium (Critical for long-term success but can start 
post-launch) 

○​ Rationale: Data-driven optimization is essential for content loops, as 
noted in web sources like Growthmethod.com. Small improvements in 
engagement and retention can compound significantly, ensuring the 
loop remains effective over time. 

Prioritization Using the RICE Framework 
The RICE framework calculates a score for each epic using the formula:​
 

RICE Score = (Reach × Impact × Confidence) / Effort 

●​ Reach: How many users will be affected in a given time period (e.g., 3 months)? 
●​ Impact: How much will this epic contribute to the goal (increasing retention via the 

Content Growth Loop)? Scored on a scale of 0–3 (0 = no impact, 1 = low, 2 = 
medium, 3 = high). 

●​ Confidence: How confident are we in our estimates for Reach and Impact? Scored 
as a percentage (e.g., 80% = 0.8). 

●​ Effort: How much effort (in person-months) will this epic require? A higher effort 
increases the denominator, lowering the score. 

Assumptions and Context 

●​ User Base: X has 611 million monthly active users (MAUs) as of 2024. Let’s assume 
50% (305.5 million) are active enough to potentially engage with the Content 
Champions program within 3 months. 

●​ Goal: Increase daily active usage from 56% to 65% of U.S. users (a 9% increase) 
and reduce churn (30% of users over 12 stop using X). 

●​ Team Capacity: Assume a team of 5 engineers, 2 designers, and 1 product 
manager, with each epic’s effort estimated in person-months. 



 

RICE Scoring for Each Epic 

Epic 1: Design and Build the Content Champions Framework 

○​ Reach: 305.5 million MAUs could potentially be affected, but let’s assume 
10% (30.55 million) will interact with the program in the first 3 months as it 
rolls out gradually. 

○​ Impact: 3 (High). This epic is foundational—without the infrastructure, the 
program cannot exist, and it directly enables users to engage with the content 
loop. 

○​ Confidence: 90% (0.9). We’re highly confident this is necessary, as it’s the 
backbone of the program, though user adoption rates are slightly uncertain. 

○​ Effort: 4 person-months. Building the points system, tracking, and dashboard 
requires significant backend and frontend work (e.g., 3 engineers and 1 
designer for 1 month). 

○​ RICE Score: (30,550,000 × 3 × 0.9) / 4 = 20,636,250 

Epic 2: Define and Implement Reward Mechanisms 

○​ Reach: Same as Epic 1—30.55 million users will interact with the program 
and be eligible for rewards. 

○​ Impact: 3 (High). Rewards are the key driver of engagement, directly 
motivating users to participate in the content loop, which is critical for 
retention. 

○​ Confidence: 80% (0.8). We’re confident rewards will drive engagement 
(based on examples like Dropbox’s referral program), but the exact reward 
structure’s effectiveness is less certain. 

○​ Effort: 3 person-months. Integrating rewards (e.g., visibility boosts, badges) 
requires backend changes and coordination with X’s algorithm team (e.g., 2 
engineers and 1 designer for 1.5 months). 

○​ RICE Score: (30,550,000 × 3 × 0.8) / 3 = 24,440,000 

Epic 3: Integrate Content Champions Prompts into the User Experience 

○​ Reach: 20% of MAUs (61.1 million) will see prompts, as they’ll be triggered 
by specific actions (e.g., joining a Space, posting in a Community) within 3 
months. 

○​ Impact: 2 (Medium). Prompts will increase participation by reducing friction, 
but their impact is secondary to the core program and rewards. 

○​ Confidence: 70% (0.7). We’re moderately confident prompts will drive 
engagement, but their effectiveness depends on placement and user 
response. 

○​ Effort: 2 person-months. Adding prompts and notifications is relatively 
straightforward but requires UI/UX design and some backend logic (e.g., 1 
engineer and 1 designer for 2 months). 

○​ RICE Score: (61,100,000 × 2 × 0.7) / 2 = 42,770,000 

 



 

Epic 4: Enhance Content Discovery for Spaces and Communities 

○​ Reach: 15% of MAUs (91.65 million) will see improved Spaces and 
Communities recommendations, as these features will be surfaced in the feed 
and via notifications. 

○​ Impact: 2 (Medium). Better discovery will increase engagement with Spaces 
and Communities, fueling the content loop, but it’s not the core driver of the 
program. 

○​ Confidence: 60% (0.6). We’re less confident in the exact impact, as Spaces 
and Communities are underutilized, and user adoption may vary. 

○​ Effort: 3 person-months. Enhancing discovery requires algorithm changes 
and UI updates (e.g., 2 engineers and 1 designer for 1.5 months). 

○​ RICE Score: (91,650,000 × 2 × 0.6) / 3 = 36,660,000 

Epic 5: Measure and Optimize the Content Champions Program 

○​ Reach: This epic primarily affects the product team, but indirectly impacts all 
30.55 million users in the program by improving its effectiveness over time. 

○​ Impact: 1.5 (Low-Medium). Analytics and optimization are critical for 
long-term success, but their immediate impact on retention is less direct than 
the program itself. 

○​ Confidence: 90% (0.9). We’re highly confident that data-driven optimization 
will improve the program, as this is a standard practice for growth loops. 

○​ Effort: 2 person-months. Setting up analytics and running A/B tests requires 
data engineering and analysis (e.g., 1 engineer and 1 product manager for 2 
months). 

○​ RICE Score: (30,550,000 × 1.5 × 0.9) / 2 = 20,636,250 

RICE Scores and Prioritization 
 

Epic Reach Impact Confidence Effort RICE Score 

Epic 1: Design and 
Build Framework 

30,550,000 3 0.9 
 

4 20,636,250 

Epic 2: Define and 
Implement 
Rewards 

30,550,000 3 0.8 
 

3 24,440,000 

Epic 3: Integrate 
Prompts into UX 

61,100,000 2 0.7 2 42,770,000 
 

Epic 4: Enhance 
Content 
Discovery 

91,650,000 2 0.6 3 36,660,000 
 

Epic 5: Measure 
and Optimize 
Program 

30,550,000 1.5 0.9 
 

2 20,636,250 

 



 

Prioritized Order Based on RICE Scores 

1.​ Epic 3: Integrate Content Champions Prompts into the User Experience (RICE 
Score: 42,770,000) 

Reason: This epic has the highest score due to its high reach (61.1 million users will 
see prompts) and low effort (2 person-months). While its impact is medium, it 
significantly increases participation by reducing friction, which is critical for the 
content loop’s success. 

2.​ Epic 4: Enhance Content Discovery for Spaces and Communities (RICE Score: 
36,660,000) 

Reason: This epic has a high reach (91.65 million users) and a medium impact on 
engagement, but lower confidence (0.6) due to uncertainty around Spaces and 
Communities adoption. It’s a key enabler for increasing content engagement, 
supporting the loop. 

3.​ Epic 2: Define and Implement Reward Mechanisms (RICE Score: 24,440,000) 

Reason: Rewards are critical for motivating users, with a high impact (3), but the reach 
is lower than Epics 3 and 4, and the effort is moderate (3 person-months). This epic is 
essential but prioritized after enabling participation and discovery. 

4.​ Epic 1: Design and Build the Content Champions Framework (RICE Score: 
20,636,250) 

Reason: While foundational, this epic has a higher effort (4 person-months) and a 
lower RICE score. It’s a dependency for the program, so it must be started early, but its 
direct impact on users is less immediate than rewards or prompts. 

5.​ Epic 5: Measure and Optimize the Content Champions Program (RICE Score: 
20,636,250) 

Reason: This epic has the lowest impact (1.5) on immediate retention, as its benefits 
are long-term. However, its low effort (2 person-months) and high confidence (0.9) 
make it valuable for ensuring the program’s success over time. 

Final Implementation Order 

1.​ Epic 1: Design and Build the Content Champions Framework (Start immediately 
due to dependency) 

2.​ Epic 2: Define and Implement Reward Mechanisms (Start after Epic 1’s core 
infrastructure is ready) 

3.​ Epic 3: Integrate Content Champions Prompts into the User Experience (Start in 
parallel with Epic 4, high RICE score) 

4.​ Epic 4: Enhance Content Discovery for Spaces and Communities (Start in 
parallel with Epic 3, high RICE score) 



 

5.​ Epic 5: Measure and Optimize the Content Champions Program (Start 
post-launch to optimize based on data) 

Expected Impact on the Content Growth Loop 

●​ What: Users engage with and create high-quality content through the Content 
Champions program, earning points and rewards. 

●​ Who: Content creators (users engaging and posting) and consumers (users 
interacting with the content). 

●​ Why: High-quality content and engagement attract more organic traffic, 
increase retention, and fuel more content creation. The program’s prompts, 
rewards, and improved discovery make engagement more rewarding, creating a 
self-sustaining cycle. 

Metrics to Track 

●​ Increase in daily active usage (target: 56% to 65% of U.S. users). 
●​ Participation in Spaces and Communities (target: 20% increase). 
●​ Engagement rate on threads by Content Champions participants. 
●​ Retention rate (target: 10% increase in users returning within 7 days). 

Content Champions Program Requirements Matrix 

Epic 1: Design and Build the Content Champions Framework: 
 

Req # Category Requirement 
Description 

Acceptance Criteria 

1.1 Points 
System 

Develop real-time point 
tracking mechanism 

1) Points update within 100ms of 
action. 
2) Support multiple interaction types 
3) Scalable to 10M+ users 

1.2 Tracking Create comprehensive 
user engagement 
logging 

1)Log all point-earning activities 
2)Maintain data integrity 
3)Support retroactive point 
calculations 

1.3 Dashboard Design intuitive points 
visualization interface 

1)Real-time point display 
2)Mobile and desktop responsive 
3)Accessibility compliance 

1.4 Notifications Implement 
multi-channel 
notification system 

1) In-app, push, and email 
notifications 
2)Personalized milestone alerts 
3)User preference settings 



 

1.5 Security Ensure point system 
fraud prevention 

1)Implement transaction audit logs 
2)Create point dispute resolution 
process 
3)Comply with data protection 
regulations 

Epic 2: Define and Implement Reward Mechanisms: 
 
Req # Category Requirement 

Description 
Acceptance Criteria 

2.1 Reward 
Structure 

Create progressive 
reward tier system 

- Clearly defined point thresholds 
- Diverse reward types 
- Automatic reward unlocking 

2.2 Visibility 
Boost 

Develop content 
visibility enhancement 
algorithm 

- Fair boost distribution 
- Performance tracking 
-Transparent allocation rules 

2.3 Badges Design recognition and 
badging system 

- Visually appealing badges 
- Clear achievement hierarchy 
- Social sharing capabilities 

2.4 Exclusive 
Access 

Implement gated 
Space access 
mechanism 

- Automated access management 
- Clear entry/exit criteria 
- Unique value proposition 

2.5 Redemption Create reward 
management and 
redemption system 

- User-friendly interface 
- Reward usage tracking 
- Expiration and management policies 

 
Epic 3: Integrate Content Champions Prompts into User Experience: 
 

Req # Category Requirement 
Description 

Acceptance Criteria 

3.1 Prompt 
System 

Develop contextual 
and intelligent 
prompting 

- Personalized prompt variations 
- Minimal user interruption 
- Machine learning optimization 

3.2 Point 
Updates 

Implement real-time 
point update 
mechanism 

- Instant point reflection 
- Low-latency calculations 
- Visual feedback animations 

3.3 Notifications Create 
engagement-encouragi
ng notifications 

- Personalized content suggestions 
- Smart scheduling 
- User preference controls 



 

3.4 UX Design Optimize prompt 
placement and design 

- Non-disruptive integration 
- Consistent visual language 
- Accessibility compliance 

3.5 Analytics Develop prompt 
interaction tracking 

- Comprehensive metrics collection 
- A/B testing framework 
- Performance impact analysis 
 

Epic 4: Enhance Content Discovery for Spaces and Communities: 
 

Req # Category Requirement 
Description 

Acceptance Criteria 

4.1 Recommendat
ion 

Create machine 
learning 
recommendation 
engine 

- Personalized content 
suggestions 
- Diverse recommendation 
strategy 
- Continuous learning algorithm 

4.2 Spaces 
Discovery 

Design intuitive 
Spaces exploration 
interface 

- Dynamic, personalized display 
- Advanced filtering 
- Comprehensive metadata 

4.3 Community 
Suggestions 

Develop intelligent 
Community 
recommendation 

- Multi-factor matching 
- Trending topic detection 
- Inclusive recommendation 
approach 

4.4 Notifications Create contextual 
discovery alerts 

- Smart notification scheduling 
- User preference configuration 
- Relevance scoring 

4.5 Analytics Implement discovery 
interaction tracking 

- Performance metrics collection 
- Continuous improvement 
mechanism 
- Transparent recommendation 
scoring 

Epic 5: Measure and Optimize the Content Champions Program: 
 

Req # Category Requirement 
Description 

Acceptance Criteria 

5.1 Analytics 
Dashboard 

Create 
comprehensive 

- Real-time data visualization 
- Granular participation metrics 
- Multi-level reporting views 



 

program 
performance tracking 

5.2 A/B Testing Develop experimental 
design and analysis 
framework 

- Statistically significant testing 
- Automated result analysis 
- Flexible configuration 

5.3 Viral 
Content 

Implement viral 
content detection 
mechanism 

- Multi-factor virality scoring 
- Real-time identification 
- Fair bonus point allocation 

5.4 Optimization Create continuous 
improvement toolkit 

- Predictive engagement modeling 
- Automated optimization 
suggestions 
- Minimal manual intervention 

5.5 Compliance Develop program 
integrity monitoring 
system 

- Fairness detection mechanisms 
- Transparent reporting 
- Ongoing quality assessment 

System Architecture: 

 

 

 

 



 

Wireframes: 

 

Key Assumptions 
1.​ User Motivation 

○​ Users will be driven by recognition and tangible rewards 
○​ Gamification can increase platform interaction 
○​ Social validation encourages continued participation 

2.​ Technical Feasibility 
○​ Platform can support new features with minimal disruption 
○​ Scalable microservices architecture 
○​ Low-latency point and reward systems 

3.​ Behavioral Insights 
○​ Incentive system will maintain or improve content quality 
○​ Diverse user segments will engage differently 
○​ Rewards should prioritize meaningful interactions 

Conclusion 
The Content Champions Program represents an innovative approach to building a 
dynamic, user-centric platform that evolves with technological advancements and 
user needs. 
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