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Week 3
Content Playbook

Campaigns give you a direction, not a script. Your
audience already trusts your voice — do not
replace it.

Prepare content
that feels real.

Week 3 of 3 · Six campaigns, content rules, and the worksheet for drafting your own ideas before
launch.
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The campaign principle

Start with a useful idea. Tell it in your own voice. Choose a campaign angle that fits your
course and your real experience. Make the post useful to another student, show only what you
have actually tested, and disclose your creator relationship.
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The six pre-launch pillars

You start posting before the product exists, so these six pillars are your entire content
plan until V2 lands. None of them require a demo, a screenshot or a pitch.

PILLAR 01
The Journey
“Day 1 as a Founding Creator.” Builds your
creator brand and makes the network visible to
people already watching you.

PILLAR 02
The Problem
“Why studying in Nigeria is broken.” Sets up
the solution without ever pitching it. This is
the pillar that makes launch convert later.

PILLAR 03
The Build
“What I am building with 500 other creators.”
Creates anticipation, and makes joining feel
like momentum rather than a job.

PILLAR 04
The Tips
“3 study hacks I actually use.” Your normal
content, with a subtle affiliation to the
network. Consistency here compounds fastest.

PILLAR 05
The Network
“Meet the other Founding Creators.”
Cross-promotion, and it grows the network
itself while growing your reach.

PILLAR 06
The Countdown
“Something is coming. Here is what I know.”
Anticipation, plus a concrete reason for your
audience to keep following you until it drops.

THE RULE UNDERNEATH ALL SIX
Never pitch the product before it exists. Pitch the journey, the problem and your own
story. When V2 lands you pivot to product content — into an audience that already trusts
you. A creator who spends six weeks pitching something that does not exist loses the only
advantage they had: credibility.
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The six campaigns

Campaigns run from launch onward. You may also run any of these on your own initiative — but
you must still follow the content rules and disclose.

CAMPAIGN 01
Meet UNIUI
Introduce the platform: what it is, who it is
designed for, and why you chose to try it.
Prompts: “One study problem I want to make
easier”; “What course-grounded AI means to
me”; “My first impression.”

CAMPAIGN 02
Test UNIUI
Ask UNIUI a difficult academic question, show
the actual answer, and share your honest
reaction. Prompts: one concept from a real
lecture; a question with a checkable source;
what you would verify next.

CAMPAIGN 03
Can AI get this right?
Explore how confidence cues and sources help
you judge an answer. Show both what seems
supported and what remains uncertain. Prompts:
source check; compare with your notes; show a
limitation honestly.

CAMPAIGN 04
My semester with UNIUI
Document real use over time rather than
presenting one interaction as proof of
results. Prompts: a weekly study check-in;
what changed in your workflow; one thing you
still verify manually.

CAMPAIGN 05
UNIUI Challenge
Create the most useful academic demonstration
you can. Keep it fair, course-specific and
grounded in real product behaviour. Prompts:
explain a tricky idea; a short source-check
walkthrough; invite peers to suggest a
question.

CAMPAIGN 06
Launch Week
The coordinated push around the V2 launch.
Every active creator posts in the launch
window. Briefs and timing are issued by the
team; this is the highest visibility campaign
of the year.

Campaign brief — fill this in before recording
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PLAN
My audience
Which students or
course cohort will
find this useful?

PLAN
My point
What is the one
thing a viewer
should understand
or learn?

PLAN
My proof
What real product
interaction,
source or personal
observation
supports it?

PLAN
My boundary
What should I
avoid claiming,
showing or
exposing?
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Content rules

Trust is the campaign. Protect it in every post — a single overclaim costs you more
commission than a month of good posts earns.

DO
Use your own voice
Campaigns are prompts, not
scripts. Do not copy a
testimonial or claim that
does not match your
experience.

DO
Disclose clearly
Every post must include
“I'm a UNIUI creator” or
#UniUICreator. Tag @UniUI
where appropriate.

DO
Show what is real
Only demonstrate features
available to you. Label
concept visuals as
illustrative and do not
present them as a live
product screen.

DO
Keep academic integrity
Do not say UNIUI guarantees
grades or does assignments.
Do not share confidential
assessment material.

DO
Respect people and
schools
Get permission before
showing other people. Avoid
implying official
university endorsement
unless approved.

DO
Be constructive
No competitor claims, fake
engagement, spam or
fabricated results. Ask the
team if a claim is unclear.

YOUR WEEK 3 TASK
Pick two campaigns. Draft three video ideas for each — six ideas in total. For every
idea, include the audience, the one-sentence point, the real proof you will show, and
your disclosure. Post your ideas in the group for feedback.
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Idea worksheet

Six starting points for your own concepts. Write in your own words — the point of the
worksheet is to get your thinking down, not to produce finished scripts.
DRAFT

Campaign 1 · Idea A

Campaign 1 · Idea B

Campaign 1 · Idea C

DRAFT

Campaign 2 · Idea A

Campaign 2 · Idea B

Campaign 2 · Idea C

BEFORE YOU SUBMIT
Include which two campaigns you chose, your six ideas, one disclosure line, and any
product detail you want the team to verify.
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Posting cadence

Two posts a week during an active campaign is the commitment. Consistency matters more than
intensity — a creator who posts reliably at lower frequency out-earns one who posts three
times in one week and then disappears.

CADENCE
Baseline
Two posts per week while a campaign is active.
Pick fixed days so your audience learns when
to expect you.

CADENCE
Launch week
Post in the launch window. Briefs and timing
are issued by the team.

CADENCE
Between campaigns
Post when you have something genuinely useful.
You are not obligated to post when there is no
brief.

CADENCE
Minimum for Active status
Two posts per week for four consecutive weeks
earns Active status.
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Reading your own numbers

Views are not what you are paid on. Understanding which numbers actually move your
commission stops you optimising for the wrong thing.

METRIC
Clicks
How many people opened your
referral link. High clicks
with low signups means your
hook over-promises relative
to the landing page.

METRIC
Registrations
How many people created an
account. This is the first
number that predicts
commission.

METRIC
Activated users
Registered, uploaded
material and asked a real
question. This is what the
leaderboard ranks on.

METRIC
Paying subscribers
Activated users who
subscribe. This is what
sets your commission tier.

METRIC
Earnings
Your accrued commission
after the hold period. What
you have actually earned
versus what is still held.

METRIC
Reach
Useful for judging content,
not for judging income. Do
not chase it.

THE HONEST OPTIMISATION
The highest-earning creators are usually not the biggest accounts. They are the ones
whose content sets an accurate expectation, so the people who click actually want what
they get.


