
Your content marketing, after all, is strongly about teaching people. Knowing a bit about educa-
tional theories will improve your content marketing. Let’s take a look at the different ways people 
learn, and how you can tap into that.

1. Constructivism: Using Our Experiences
In constructivism, we use our own experiences to understand what’s going on around us.
  Illustrate constructive experiences you have had (or someone you know who is experiencing your audience’s  
 challenges):

 1.

 2.

 3.

 4.

 5.

 6.

 7.

 8.

 9.

 10.

The most important part of this is illustrating an experience your audience will be able to interpret the meaning you 
extracted from it.

Apply an anecdote to all of the experiences. This is telling a story at the start of your content, but with a twist to 
provide the meaning of the story according to how you want your audience to understand it:

 1.

 2.

 3.

 4.

 5.

 6.

 7.

 8.

 9.

 10.

What experiences can you turn into how-to posts? Write the numbers of the experiences you just worked through:

What experiences will work for teaching your audience “what works and what doesn’t” storytelling types? How can 
you teach your audience about what to do and what not to do in order to be successful?

   

2. Behaviorism: Focusing On Behavior 
In behaviorism, the sole focus is on the observation and teaching of behavior. 
A call to action can help you tap into that behaviorism. 

Write five call-to-action that can incite the behavior of buying, right now. 

 1.

 2.

 3.

 4.

 5.

 
Behaviorism is impacted by the threat of scarcity. Brainstorm how you can infuse scarcity into your o�ering:

Many readers are influenced by the reward feedback system. What kind of reward could you give for your content? 
Ex. Ad-free/popup-free access

 1.

 2.

 3.

 4.

 5.
 
 
 

3. Brain-Based: Your Brain Wants To Work
We have spatial and rote memory, and they work in di�erent ways. 
 –Immediate (sensory)
 –Short-term (working)
 –Long-term 

How can you provide immediate takeaways in your content?

How can you provide short-term takeaways in your content?

How can you provide long-term takeaways in your content?

Our brain creates patterns, both for learning and also to provide understanding. 
 –For example, sad shoppers tend to spend more, and people who are in a grumpy mood actually feel better   
 after shopping. 

How can you apply patterns to your content to help your audience understand your information faster and more 
easily? Hint: Think of step-by-step types of content.

Learning uses your whole body and all the senses.

How can you provide multiple di�erent sensory experiences with your content?
 Hint: Think of visual, audio, and text-based types of content.

Learning happens best when we are challenged, not threatened.

How can you appeal to challenges your audience is facing?

How can you include challenges in your calls to action?

Our brain works to understand the whole and the part, and can perform several functions at once.

How can you make your content easy to digest quickly, especially thinking of those “scanner” audiences?

It’s like thinking of the brain as a pincushion, with all of the different pins at an angle trying to find that place in 
each individual where the brain grabs on and really gets it.

4. Motivation: We Do What We Want 
What are your readers motivated to do?

 1.

 2.

 3.

 4.

 5. 

 
 Once you know what motivates your readers, then you can funnel that motivation into the behavior that you want 
from them. 

How can you tie what your readers are motivated to do with what you want to say? 
ex. If your audience is interested in saving money, tell them not only that they can save money but also how. 

1.“Tired of living paycheck to paycheck? Here’s your way out.” is a bit more specific, and taps into a more specific 
(and deeper) motivation.

2.

3.

Can you get the right behavior if you tap even just a little bit into a motivation they already have? How?

Can you reward that right behavior and combine reward with motivation for an even stronger conversion? How?

Connect the dots between your audience’s motivations and your product or service:

 1.

 2.

 3.

 4.

 5.

5. Social Cognition: We Do What Others Do 
Social cognition learning theory asserts that we learn based on what everyone around us, and our culture, is doing. 
How can you create content for your niche solving the problems that others try to hide? 

How can you become an authority, a credible expert, in your niche? 

 1. You can create a micro-culture in your followers. You can create a culture there with your own traditions,   

     regular features, jargon, expectations, ethos—you get the idea.

 2. You can use social proof to indicate a culture preference. 
  3.
 4. 
 
 
At the most basic, you’re etching an understanding in someone’s brain, an understanding of information, behavior, 
and experience.

When you’re ready to teach your readers and create awesome content, 
try CoSchedule for free. It’s your all-in-one marketing calendar. Start 

your 14-day free trial today! 
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You just created a fantastic piece of content. 
Awesome.

Now, before you go ahead and share it with your audience, follow this social media plan 
template to make sure you’re actually participating in the conversation.

First, the basics (you knew this was coming!)

Find out where your audience is actually hanging out on social media:

Go ahead, search a bit, and write ‘em down (networks, groups, forums, lists, blogs, etc.)

Plan how you’ll share your content.

For every hour you write your content, spend 15 minutes sharing it.

Share what you already know will be successful.

Make sure your social media messages connect with at least one of these things:

 This message supports a cause my audience can get behind.
 This message helps my audience connect with others.
 This message helps my audience feel involved in the industry.
 This message entertains my audience.

HEAR THE RAVES

“I need to keep our editorial 
calendar sharp, coordinate our 
guest contributors, and make 
sure we are amplifying our blog 
posts with social media. For 
me, CoSchedule does all that 
perfectly. It’s like magic for my 
blog!”

—Jay Baer, Convince & Convert
Bestselling Author of YouTility: 
Why Smart Marketing Is About 

Help Not Hype

“I use CoSchedule to promote 
every new blog post and to re-

  stsop ralupop tsom ym etomorp
on a regular basis. It is a one-stop 
solution, since I can post to every 
social media channel from within 
WordPress. It is simple, elegant, 
and an indispensable part of my 
toolbox.

Michael Hyatt , New York Times 
Bestselling Author of Platform:  

Get Noticed in a Noisy World


