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INTRODUCTION

¥ CHANGE

What We Offer:



Algorithm Change on Different
Platforms

A challenge faced by Changel was
managing content performance across
Facebook and Instagram, two platforms
with different audiences and algorithms.
Despite synchronized posting, there is an
engagement gap between the two social
media platforms. Instagram’s algorithm
favored interactive and engaging content
from Changel, resulting in stronger
audience response, while Facebook posts

received significantly lower engagement.

Tailored Plan for Social Media

Create a structured yet flexible content
calendar tailored to the specific types of
posts identified by Changel. It will
incorporate suggested ideas and topics
while allowing adaptability for hosts to
post as needed and adapt to emerging
trends.
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Slow Audience Growth

Even though Changel has been
active on social media for several
years, there is a stagnant growth of
the audience. To combat this, there
needs to be a reassessment on
content strategy with additional
content aligning with current platform

trends to better engage followers.

Educational Content

Develop informative and educational
content designed to spark dialogue
and raise public awareness about
foster youth. The content will be
aimed to increase visibility of the
organization, ensuring the messaging
not only educates but strengthens
recognition and understanding of
Changel’s mission.
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Content Structure:

Format Mix:

Collaboration & Tagging Strategy:

Email Strategy:



When we first met with Changel, the team
expressed a clear goal: increase reach and
engagement, especially among non-followers. To
meet this, we implemented a full-funnel social
media strategy designed to attract new
audiences, keep the organization top-of-mind,

and convert casual viewers into loyal supporters.

We posted consistently, two times per week,
with each post serving a specific stage of the
funnel. One post focused on engaging existing
followers, sharing updates on internal initiatives,
community collaborations, and awareness
campaigns tied o monthly observances (e.g.,
National Child Abuse Prevention Month in April).
The second post was designed to expand reach,
using trends and shareable content like the
“Word of Kindness” reel to connect with a

broader audience.

Using a funnel framework:

* Top of Funnel (Awareness &
Consideration): We measured success
through accounts reached (+231.7%) and
profile visits (+180.2%).

* Mid to Bottom Funnel (Conversion &
Loyalty): We tracked external link taps
(+231.5%) as a measure of engagement, and
follower growth (+12.1%) as a sign of long-

term audience building.

This approach allowed us to not only meet, but
exceed Changel's initial goals, driving growth at
every stage of the user journey and strengthening

their digital presence.
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NEXT STEPS

Social Media Posts

Email Marketing / Newsletter

Feedback
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