Amplification and
Designs

Social Media Amplification & Design Strategy

Facilitator: Timothy Avidime
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Introduction — Defining Content
Amplification

Objective: Move content beyond your existing follower
base to achieve exponential impact and mobilize

support.

What is Amplification? Amplification is the strategic
process of getting your mission and stories seen by
people outside your core supporter base. It turns
awareness (who sees the cause) into mobilization

who acts on it).




The O Pillars of Amplification (Boeses,

Pillar Definition Driver
1. Owned Media Your profiles, website, newsletter. Consistency, Mission Value
2. Paid Media Social Ads, boosted posts, PPC. Targeting, Grant Funding
3. Earned Media Shares, mentions, UGC, PR

Design & Emotional Resonance
coverage.

The Core Challenge: Organic reach is decreasing, making strategic amplification — powered by
exceptional, shareable design, non-negotiable for spreading critical awareness and driving action.
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The Algorithmic Reality in 2025

Algorithms are designed to prioritize relationship and reflection

over passive consumption.

Old Metrics (Passive)

Likes

Follower Count

Impressions

New Metrics (Active &
Reflective)

Saves (Resource Bookmarks)

Shares (Mobilization)

Watch Time & Completion Rate

Why they matter

Consistency, Value

Targeting, Budget

Signals emotional connection and
commitment to the story (especially for
video).
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Key Takeaways for Content Strategy:

e The Hook: You must grab attention in the first 2-3

seconds of a video or with the top half of a static
post.

e The Signal: Design your content to be useful and
emotional, prompting a Save or a Share rather than

just a quick like.




Pillar 1: Strategic Content Designh —
The Shareability Formula

Design is not decoration; it is the delivery mechanism for virality.

1. Emotional Engagement (The Why)

Content that evokes high-arousal emotions (Awe,

Amusement, Shock, Anger, Utility) is significantly more

likely to be shared.

e Design Focus: Use contrasting colors, expressive

typography, and clear visual hierarchy to quickly

convey the core emotional message.
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2. Visual Appeal & Instant Clarity (The What)
Humans process images 60,000 times faster than text.
Your design must communicate its value instantly.

e Rule of Utility: Does the graphic provide a how-to
volunteer guide, a quick fact sheet, or a solution to a
problem? Content with practical value is highly
shareable.

e Design Focus: Avoid clutter. Use clear contrast,

accessible font sizes, and branded consistency.

FOCUS ON THE ART
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EXAMPLE

FEF-OSC

CAPACITY

BUILDING Capacity Building on

WORKSHOP COMMUNICATING
FOR IMPACT

JOINUS FOR
AN EXCLUSIVE
WORKSHOP EVENT

18TH-21ST
AUGUST 2025
AT 8:00 AM

16™ JULY 2025
AT 10.00 AM

Exploring Impact Reporting, Storytelling,
and Amplification via Design and Digital Tools
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3. Format Adaptability (The Where)
e Ensure every asset is created in a high-resolution,
platform-optimized format (e.g., vertical video, 4:5

image ratio for Instagram feed).
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Design for Platform Velocity (Technical Specifications)

To earn algorithm favor, you must respect platform mechanics.

Platform Format Priority Design Tip

Use on-screen text overlays, trending sounds, and avoid

TikTok [ Instagram Reels Vertical Video (9:16 ratio, under 90s) watermarks from other platforms.

Carousels maximize time on post and encourage Saves.

Instagram Feed Carousels & 4:5 Portrait Images PTG RS SETaE e EaiE e
. Carousels (PDF/Multi-slide) & Native Carousels are excellent for B2B thought leadership and data
Linkedin ) . . N .
Video sharing. Design for professionalism and clarity.
- : . Design for immediate conversation-sparking—use bold
X (Twitter) Threads & Single Image/Video J P v

headlines and compelling statistics.

Key Design Action: Test the 4:5 image crop (1080x1350 px) to dominate the
user's mobile screen and increase the chance of stopping the scroll.
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Designh Case Study: The High-Utility Carousel

The carousel post is a desigh opportunity to maximize utility and saves.

How a 5-Slide Carousel is Designhed for Amplification:

1.Slide 1: The Hook. (Visual Title) Bold headline, strong image, and promise

of a solution. Objective: Stop the Scroll.

2.Slide 2: The Premise. (Data/Problem) Use an infographic or concise text

to explain the challenge. Objective: Establish Value.

3.Slide 3-4: The Value. (The Solution) Use consistent color coding and
hierarchy to deliver the step-by-step information. This is the content
people save. Objective: Drive Save Action.

4.Slide 5: The CTA. (Call-to-Action) Explicitly ask the user to: "Save this
post for later,” "Share this with a teammate,” and then include a simple

brand logo/link. Objective: Nudge Amplification.
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Pillar 2: Technical Amplification — Social SEO

Just like Google, social platforms use search ranking factors to determine visibility.

1. Keyword Optimization:
e Profile/Bio: Include industry keywords where appropriate.
e Captions & Alt-Text: Use relevant, specific keywords in the first line of captions and in
image alt-text (Instagram SEO).
2. Hashtag Strategy:
e Specificity over Quantity: Use relevant, niche hashtags that align with your content, not
just generic trending ones.
e Targeted Communities: Utilize niche subreddits (Reddit) or specialized Facebook groups.
3. Timing & Consistency:
e Post Scheduling: Use analytics to identify the exact peak activity times for your audience
(e.g., mid-day breaks, commute hours).
e Consistency: Algorithms reward creators who post reliably (e.g., 3-5 Reels/week, 2-5

LinkedIn posts/week).
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Pillar 3: Earned Media & Community Leverage

The most powerful amplification comes when other people promote your content for free.

1. Employee Advocacy:
e Encourage and equip employees to share company news and content on their
personal networks (LinkedlIn, X).
e Action: Provide them with easy-to-share branded assets and pre-written captions.
2. User-Generated Content (UGC):
e Actively solicit and repost content created by your users (reviews, tutorials, photos).
e Benefit: UGC is seen as highly authentic, builds trust, and encourages more users to
participate (viral loop).
3. Strategic Tagging & Collaborations:
e Mentioning: Tag brands, partners, and creators relevant to your post. This prompts
them to engage and reshare.

e Co-Post Feature: Use platform features (like Instagram's Collabs) to share content

ownership and instantly double the organic reach.
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Paid Amplification: The Smart Boost Strategy

Paid media should act as a targeted acceleration layer, not a replacement for organic content.

1. Audience & Creative Testing:
e Use paid ads (Facebook Ads, TikTok Spark Ads) to A/B test different
creatives and audience segments quickly.
e Goal: Discover which visual styles, headlines, and target groups generate
the highest Saves and Shares organically.
2. Conversion Alighment:
e Prioritize paid spend on content with clear business objectives (Lead
Generation, Product Sales).
e Example: Boosting a high-utility carousel that links to a gated e-book
(lead magnet) is more effective than boosting a brand-awareness post.
3. The Content Funnel:
e Use owned content (the best performing Reels or Carousels) as the
foundation for your paid campaigns. This lowers Cost Per Acquisition

(CPA) because the content is already proven to engage.
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Measuring Success: Beyond Vanity Metrics

Focus on metrics that directly correlate with amplification and organizational value.

Amplification Indicator

Why it Matters

Share Rate High-Arousal/Emotional Content Directly measures earned reach.

Save Rate High-Utility/Evergreen Content Signals long-term content value and SEO relevance.
- : , : Indicates that th ntent rk nuin

Comment/DM Ratio Conversation & Relationship dicates that the content sparked genuine

interaction, a powerful algorithmic signal.

Click-Through Rate
(CTR)

Measures the content's ability to drive users to your

Link/Website Traffic owned properties (ROI).

Analytical Action: Regularly audit content performance. If a post has a high Save Rate, it should be
repurposed and amplified across all channels (newsletter, Linkedin, etc.).
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Summary & Action Plan

The Amplification Mindset: Design content that people feel compelled to share or keep.

3 Key Takeaways:
e Design for Emotion & Utility: Content must be visually

striking and practically valuable.

«

e Focus on Saves & Shares: These are the new algorithmic
currency. Nudge users to perform these actions with
specific CTAs.

e Be Platform Native: Tailor your format (video length,
image ratio) and SEO (keywords, timing) to each

network's unique dynamics.
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Summary & Action Plan
Your Next Steps

e Content Audit: Review your top 10 best-performing posts from the
last quarter. What was their Save/Share Rate?

e Test the Carousel: Implement a 5-slide high-utility carousel on
LinkedIn or Instagram this week.

e A/B Test the Hook: Create two different video intros (2 seconds

each) for your next Reel, and use paid media to see which one drives |

higher early watch time.
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