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At WeAreTeachers and MDR, we reach millions of 
educators every month through the WeAreTeachers 
website, email, and on our social media channels. 

At the same time, we design and execute hundreds of exciting 
marketing, email, and custom content programs for clients looking 
to reach our educator audience. Along the way, we’ve learned a 
lot about educators and what they want and need from companies 
that support teachers and students. Our expert education content 
and marketing team reviewed hundreds of campaigns from 2022 
and analyzed the top performing content across all channels. 
These are the best practices you can implement into your 
marketing strategy today. 
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Bring in real voices with UGC.
Creating user-generated content (UGC) should be a breeze, right?  
Yet so many brands still aren’t incorporating it into their marketing strategy.  
It’s easy to see why: As marketers, we’re programmed to create long-term 
promotion plans. Set budgets, rounds of review 
... often tiptoeing the line between overplanning 
and just letting content be what it is: content. 
Something people can connect with. A photo 
that looks like the inside of a real classroom. 
A lesson plan that teachers can see themselves 
printing out and using. A video clip of their 
students having a movement break during the 
last few hours before holiday break. All of this 
is user-generated content, and UGC is king.

Ditch the professional photo shoot. Give people 
what they want: raw, real-life images.
We’ve established that UGC is king, but how do you make it all happen?  
Try opting out of polished photo shoots or perfect mockups and invest that time 
and money into user-generated content. UGC creators are the perfect avenue to 
get realistic and relatable content that will resonate with your audience.

Here’s how you can find it:

• Scour social media where teachers are  
already posting.  
Use the search bar and type in your brand name, your 
brand hashtag, or other important phrases that tie back 
to your key audience. If you find a teacher posting 
your content, like this amazing tweet from science 
teacher Ms. Zielewicz, interact with the post—retweet 
it, comment, share it!—but also private-message the 
teacher and tell them how much you love what they’ve 
done. Ask for permission to share their photo across your 
other social channels. Ask if they want to be credited, 
and always ask them to sign a simple release form. Once 
you’ve done this, start using this piece of content across 
your own channels.

• Put a call-out on your own channels.  
If you already have an established audience, don’t 
be afraid to ask for exactly what you’re looking for. 
Give the details. People are eager to contribute.

• Let the platforms do the work for you.  
If you don’t have established social media channels, 
or you don’t know how to reach the right audience, 
head over to TikTok Creator Marketplace. TikTok 
has already put in the work—you can search for 
creators and invite them to collaborate for your 
brand. If you don’t think you’re TikTok-ready yet, 
don’t knock it before you try it. TikTok is growing at 
an incredibly fast pace.

SOCIAL MEDIA 2

THE GOOD NEWS?  
Teachers are natural UGC 
creators. Just look at the 
10M #teachersofInstagram 
photos or scroll #teachertok 
for a minute or two. This 
audience is eager to share. 

23 DIGITAL MARKETING TRENDS  |  3

https://mdreducation.com/2022/12/15/marketers-look-to-teachers-for-user-generated-content/
https://mdreducation.com/2022/12/15/marketers-look-to-teachers-for-user-generated-content/
https://twitter.com/MsZielewicz/status/1589725534904516608
https://twitter.com/MsZielewicz/status/1589725534904516608
https://www.instagram.com/p/Ck3ScndNU-Z/
https://www.instagram.com/p/Ck3ScndNU-Z/
https://creatormarketplace.tiktok.com/
https://www.instagram.com/explore/tags/teachersofinstagram/
https://www.tiktok.com/search?q=teachertiktok&t=1668530240134
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Don’t get locked out of your Facebook account.  
It’s time to double down on your social media 
account security.
If you’re managing social media channels, you’re most likely familiar with two-
factor authentication. Also known as 2FA, this process verifies your identity by 
requiring two confirmations to log in instead of just one, like a password. It keeps 
your personal account and your brand accounts safe. 

Two action items to take today:
One: If you have multiple team members set up as administrators on your social 
media pages, triple-check (and require) that they all have 2FA enabled on their 
personal profiles. If their page gets hacked, it puts your business pages at risk too.

Two: Many platforms, like Meta, enable you to choose your recovery method if 
your account is compromised. We cannot stress enough that you should choose the 
text message (SMS) option. This means if you get locked out of your account, your 
phone will get a text code for you to complete your login. The other option is using 
an authentication app. The downside to an authentication app is if you get a new 
phone, you lose access to your app, making it virtually impossible to log in.  
Trust us, we’ve had team members lose access to their personal pages of 10+ years. 

Yes, you should be using AI to post social  
media content at 3 a.m. 
This study from Echobox on the importance of night and weekend posting 
to Facebook is worth a read. You may think posting during the nighttime 
hours isn’t important. But take a step back and think about your nighttime 
habits. People are on their phones almost constantly. Maybe a new parent is 
up feeding the baby in the middle of the night. Or a sleepless principal is up 
at 2 a.m. thinking about the next day. And then there’s the teacher who scrolls 
TikTok or Facebook in bed because it’s their only downtime. Your customers 
are open to receiving messages from brands, and nighttime might be a great 
time to reach them. At any rate, it’s worth testing. 

4
Learn from our 
mistakes! We’ve 
had team members 
lose access to their 
Facebook profiles  
of 10+ years.
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It’s time to take Instagram seriously as a traffic driver. 
The days of Instagram as a photo-only, non-traffic-driving platform are over. Start taking 
Instagram seriously as a traffic driver using Instagram’s “Link in Bio”! If you don’t already 
have a platform to create a robust Link in Bio, check out Later, Linktree, Tap Bio, or 
countless others. These platforms let you link to multiple posts on your Instagram profile 
with a single URL. Consider driving traffic to your blog posts, product pages, customer 
reviews, and more. Invite followers to head to your Link in Bio to read more on the topic 
within a specific post, check out a product, or get a free download. You might be surprised 
at the number of clicks to your profile if you are able to stop their scroll. WeAreTeachers has 
seen over 40,000 clicks to our site per quarter from our Instagram Link in Bio in 2022.  
Be sure Instagram is in your plan to drive site traffic in 2023! 

40K+
Instagram Clicks 

per Quarter

Successful brands won’t talk only about themselves.
Your brand’s Instagram or Facebook channels don’t have to be a show all about you! 
If you see an awesome idea that relates to your niche, a customer sharing their experience, 
or simply an image you think is awesome, share it! Over on the WeAreTeachers Instagram 
channel, we frequently share classroom ideas from other educators. Our followers love 
seeing these ideas in action. Sharing a great idea, such as the cloud spotter we posted,  
has the potential to gain thousands of followers for your brand. 

Very important: Credit the owner of the photo. We recommend tagging the account on 
the photo and mentioning their name in the caption to make clear you are not claiming the 
content as your own. We’ve seen great excitement from teachers who are ecstatic to be 
featured on our Instagram page! 

Engage your audience without pushing your own brand by asking questions. Spark 
conversation around your niche and get your followers talking. Try asking a question, 
using a fill-in-the-blank, or having followers share a story! Make your Instagram page  
a place people want to visit with a variety of interactive content and great ideas from  
your brand and others too.

6
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https://later.com/
https://linktr.ee/
https://tap.bio/@tap.bio
https://www.instagram.com/weareteachers/
https://www.instagram.com/p/CaS04ppudeC/
https://www.instagram.com/p/CiGjtWVuq9a/
https://www.instagram.com/p/CcrM9DINt4L/
https://www.instagram.com/p/CeuaoMkpF8k/
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Listen to your audience through Facebook groups.
As marketers, we are most effective when we listen to our audience.  
It can be hard to find a space to openly see discussions, hardships, and positive 
feedback in our respective niches without opinions being skewed. So? Build your 
own space within a Facebook group! This can be a place for your audience to share 
opinions and ask questions of others with similar interests. WeAreTeachers monitors 
four different Facebook groups that we created. Members make the group what they 
want it to be, often seeking advice from fellow educators. Creating these groups  
gives us a space to get a true read on the climate of education, discover trending 
topics, and find content areas that may be lacking where our brand can help. Do some 
research into Facebook groups in your brand’s space, and even join those to listen in 
on conversations!

If you do just one thing on LinkedIn, it should be this.
Chances are when you hear someone mention LinkedIn, your first thought is “finding  
a new job.” You’re not wrong—LinkedIn is a major hiring hub. But it’s also a place 
for content distribution. And most importantly, it’s a place for employee advocacy.

Let’s dive into that. Whether or not you have a LinkedIn account for your business, 
it’s likely your employees each have personal profiles. Personal stories and anecdotes 
are LinkedIn’s most popular content. That’s why you see so many viral posts that  
come from personal profiles, not brands. (Go scroll, you’ll see!)

It’s time to get your employees posting. Tell them to be themselves! Share what they  
love about the job, thoughts about the industry, questions, blog posts—you get the 
idea. You have a full team of thought leaders at your fingertips.

Facebook isn’t dead for teachers.
We recently surveyed teachers across the country to find out how they’re really  
using social media and which channels they spend their time on. 

Drumroll … 

7
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82%
of teachers still say 
Facebook is their 

number-one channel.

64%
of teachers say they 
visit Facebook every 

single day.

65%
of teachers belong to 

at least one education-
focused Facebook group.

Sure, there is a shift to Instagram and TikTok, but don’t give up on Facebook just yet. 
The key is to keep content fresh and exciting. Stay true to your brand. When you’re 
creating an ad campaign, create three different creatives per piece of content at a 
minimum. There is a lot of noise on the platform, so make sure you stand out. 

Facebook 
Groups Are 

Popular
65% of teachers 

belong to at least 1 
education-focused 

Facebook group.
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SOCIAL CHANNELS
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% OF TEACHERS WHO
VISIT EVERY SINGLE DAY
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TikTok
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TEACHERS USE SOCIAL MEDIA TO…
Get inspired 

with new 
teaching ideas Find resources 

for the
classroom

Stay on top 
of trends 
and news

Connect 
with other 
educators

Find teacher 
discounts 
and deals

Participate
in an online
community

Follow
education

companies and
 organizations81%

80%

77%
57%

52%

35%

47%

35%

How Teachers Use Social Media 
Teachers use social media daily to search for classroom ideas, connect to one another, and shop for deals. 
It’s important for brands (and marketers!) to make social media a part of their multi-channel strategy to be 
visible and interact with teachers in the places they spend the most time.  

MDReducation.com  •  800-333-8802

Source: “How Teachers Use Social Media,” WeAreTeachers.com Survey, 2022

WANT TO REACH EDUCATORS ON SOCIAL MEDIA? WE CAN HELP!

Every day, 250,000 teachers like, comment, and share on WeAreTeachers 
social channels.

Every month, the WeAreTeachers website receives nearly 5 MILLION visitors. 
Check out weareteachers.com/advertise to learn how we can help your brand 
build deep connections with educators on social media.

8 out of 10 teachers 
know and love the 

WeAreTeachers brand.
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• Video is the fastest-growing  
digital content format.   
Many platforms accept video, which  
means you can reach a wider audience than 
ever before. And that’s not all: Users are 
more likely to pay attention to your videos 
than other content like text posts or images. 
When asked how they’d most like to learn 
about a product or service, 73% said they’d 
prefer to watch a short video.

• Videos lead to more engagement. 
According to LinkedIn, videos generate 
1,200% more shares than text and image 
content combined. The bottom line here? 
People want to see what you do, not just read 
about it or hear about it or look at pictures 
of it. They want to watch how your product 
or resource works firsthand, which makes 
video content such a great tool for increasing 
engagement on social media channels.

• Video helps people better 
understand your product or service. 
Videos can be used to educate your 
audience, explain complicated processes, 
and demonstrate products and services 
in a way that is easy for your audience 
to understand. According to a Wyzowl 
survey, 94% of marketers say video has 
helped increase understanding of their 
product or service, and 81% say video 
has directly increased sales.

• Video makes it easier to tell your 
brand’s story. 
Show off the people behind your brand—
customers love to connect with real faces. 
Use video for promotions, events, and 
giveaways. Do yourself a favor and create 
every video in vertical format. Think 
TikTok and Instagram first. You can do this 
easily with an aspect ratio of 9:16, or the 
equivalent of taking a vertical video on  
an iPhone. 

10
Four reasons why you should be using video content 
on all platforms.
Haven’t starting using video yet? It’s time! Video is one of the most popular forms 
of content on all digital platforms, and it isn’t going away anytime soon. In fact, if you 
aren’t using video to tell your story right now, chances are you’re missing out on a lot of 
potential business opportunities.

VIDEO CONTENT
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https://www.wyzowl.com/video-marketing-statistics/
https://www.wyzowl.com/video-marketing-statistics/
https://www.wyzowl.com/video-marketing-statistics/
https://www.linkedin.com/pulse/social-video-generates-1200-more-shares-than-text-image-moroles/
https://www.wyzowl.com/video-marketing-statistics/
https://www.wyzowl.com/video-marketing-statistics/


BRAND +  
CONTENT TRENDS

Your customers want to know your brand’s core 
values and will notice if they’re missing.

In 2022, customers cared about brands’ values and positions on social topics.  
In fact, 93% of Gen Z and 81% of millennials say that brands’ social and 
environmental positions are important. Educators in particular want to know that 
brands they support in turn support schools and educators. A recent WeAreTeachers 
survey found that four out of five teachers say that they prefer to buy from brands 
who have shown strong support for education.

But thinking about your 
core values isn’t just about 
looking good to your 
customers. Identifying your 
core beliefs can also help 
you make decisions about 
your company culture and 
product road map, and 
solidify your identity in 
an increasingly crowded 
marketplace. If you’re  
new to brand values,  
we like Brand Deck  
as a starting place.

Your brand can’t talk to post-pandemic educators 
the way you did in 2019.

There’s no doubt about it: The pandemic changed how educators feel about their 
jobs in fundamental ways. Teacher burnout is at an all-time high, and only 1 in 10 
educators say they’d recommend teaching to a young person. 

It’s time to show up for educators. Focus on what your brand is 
doing to solve specific pain points—teachers’ lack of work-life 
balance, for example, or the increased classroom management 
issues educators are facing post-pandemic. Avoid the temptation 
to be Pollyannaish (“Teaching is the best job ever!”) or to 
overpromise (“Our brand makes teaching reading easy!”).  
Be honest and realistic about the extreme pressures teachers 
are under, but celebrate the small victories too—in most cases, 
they’re what keep an educator in the classroom.

80%
of educators

indicate that 
burnout is a 

serious problem.

12

11
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https://www.seerinteractive.com/insights/why-consumer-connection-is-important-for-brands-in-2022
https://www.weareteachers.com/about-weareteachers/
https://www.weareteachers.com/about-weareteachers/
https://branding.cards/
https://www.weareteachers.com/teacher-shortage-statistics/
https://www.weareteachers.com/teacher-shortage-statistics/
https://www.weareteachers.com/social-skills-gone/
https://www.weareteachers.com/social-skills-gone/


For every hour you spend creating new content,  
spend 5 hours promoting it.
We heard this adage in an Ad World session, and we’ve adopted the  
1:5 rule ever since. 

Why? Think of every article or video like a seed planted in your garden.  
If you plant a bunch of seeds and walk away, you’re probably not going to get 
a big harvest. But if you spend the time watering, weeding, and fertilizing, 
your chances look a lot better. We evaluate all our recent content weekly and 
monthly to see how it’s performing, what adjustments we might make (a new 
headline, fresh image, or social copy), and analyze cross-channel opportunities. 
Where is it performing best and do we want to add promotional dollars on that 
channel? In the end, for an article that takes an hour to write, we easily spend 5 
to 10 hours ensuring its success.

Updating your old content is just as crucial  
as creating new content.
Last year, none of our seven top-performing articles on WeAreTeachers.com was 
originally written in 2022. Let’s say that again. None of our top seven articles was 
new, and together they drove over 3 million pageviews, from both organic search 
and social platforms! 

Building on the 1:5 rule (spend 5 hours for every hour of content creation),  
the time you spend investing in content doesn’t end after one month, two months, 
or three months. In fact, we spend more time updating and re-promoting older 
content that is already performing well than writing new pieces. Why? These are 
already proven, audience-tested pieces, and they’re working! 

Because organic and social algorithms both favor more recent pieces, however, 
we take the time to revisit each of our cornerstone pieces, make sure they are still 
accurate, add any new or valuable information, and update the publish date. And 
this strategy pays off. Since we started updating cornerstone content a few years 
ago, our organic traffic has more than doubled. What content on your site could 
help drive your pageviews up?

1413
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You need both gated content and ungated content.
Of course you want leads, and gated content is the best way to get audiences’ emails, 
interests, and other key information. But in order to build trust and engagement with 
that audience, ungated content is necessary too! 

To convince audiences that your brand has something that’s worth giving their 
information for, you’ll want to use ungated content to showcase what your brand has 
to offer. It’s worth incorporating, because an entirely gated website can turn visitors 
off. We’ve found that a balanced mix of gated and ungated content will give your 
brand the best boost. Ungated content, like helpful infographics or articles showing 
thought leadership, will benefit SEO and build trust with a wide audience. At the 
same time, gated content such as downloadable resources will help you grab the 
best-qualified leads from consumers who are already in their decision stages. 

This balanced method allows your brand to build relationships with audiences in 
every stage of their journey, while generating the best possible leads. Give it a try 
and let us know what you think!

Create interactive content beyond the quiz.
We all know how engaging a quiz can be: It’s difficult to resist clicking through 
Buzzfeed to find out “Which Taylor Swift Song You Embody.” But it’s time to put 
new types of interactive content to work. They’re just as effective, and novelty is  
our friend! 

We’ve found that interactive content like surveys can motivate teachers to 
engage with content. One article with a pop-up survey saw approximately 4,000 
pageviews and 1,000 survey fills. That means a stunning one in four teachers who 
saw the article clicked through to fill out the survey—wow! Not only is this more 
engagement than we usually see, it also allowed teachers to provide us with valuable 
information for segmentation, personalization, and all-around audience knowledge. 
Putting interactive content to work can boost your brand too. 

Teachers will appreciate being 
asked their opinions in surveys or 
social polls, or receiving content 
they can use with students, like 
Kahoots or Google Classroom 
activities.

16

One article with  
a pop-up survey  
saw approximately  
4K pageviews and 
1K survey fills. 
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EMAIL
Add video and polls to your emails to increase CTRs. 
Long gone are the days of boring, static emails. When you send out emails with 
interactive elements, you allow your audience to engage with your content in a new 
and exciting way. Interactive elements are any content your readers can click, like a 
scratch-off coupon (see our example to the right) or quizzes, polls, embedded videos, 
slideshows, rollover images, or even infographics.

Not sure where to start?  
Try embedding a short video or put together a 
poll that lets you get insight into your audience. 
Case studies show that interactive emails  
result in increased registrations, conversion 
rates, and click-through rates.

Put the megaphone down.  
Your email should be conversational.   
Who are you more likely to engage with? The person with the megaphone shouting  
out the benefits of their product or the one who invites you to sit down and enjoy a nice 
vanilla latte while they ask about your needs and how their product might fit? Exactly. 

In 2023, successful emails are trending toward very conversational.  
This includes personalizing your subject lines and/or opening sentences. “Hi Jane, 
thanks for subscribing!” You’ll also see polls and surveys that help you further tailor 
your future emails. “What grade do you teach?” “What would most help you succeed 
as a teacher?” Brands are also encouraging feedback. You’ll want to start asking your 
readers to respond, engage with you, provide their feedback, and see you as the  
humans you are behind the brand.

Grow your opt-in with pop-ups.  
Building your opt-in email list is critical for furthering customer engagement and 
relationship building. This is your year to exponentially grow that list! 

How? Make sure you have an enticing signup on every page of your website. If possible, 
link it to a discount, giveaway, free download, or something that makes your customers 
want to sign up. Once you’ve added your subscription box, consider adding a pop-up 
overlay too. This appears over the content after a customer is on your site for a certain 
period of time or views a certain number of pages. You know they are engaged, so the 
pop-up is the perfect way to get them to sign up. 

18
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https://www.campaignmonitor.com/blog/email-marketing/why-interactive-email-is-great-for-your-marketing/
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SEO SEARCH 
Siri and Alexa have a permanent spot at the table. 
Here’s how to optimize for voice search. 
“Hey Siri, what’s the best way to teach phonics?” 

“Alexa, add the new Erin Condren Lesson Planner to my shopping list.” 

Nearly half of people in the United States use voice-activated search every day, 
according to eMarketer. Voice-activated assistants are quickly becoming more 
capable, and teacher influencers and content creators make sure their content can be 
listened to and read. Because most people use their phones when it comes to voice 
searches, a good place to start is with mobile optimization. Even Google is also 
starting to prioritize voice SEO.

Learn some SEO techniques that make your content more likely to appear in voice 
search results. Think about the common verbal questions educators might be asking 
Siri or Alexa. “Find me a lesson about dinosaurs.” So, what’s different about voice-
activated SEO? It’s more conversational. Instead of writing in notebooks using the 
Cornell Method, you might search, “What ways can I teach note-taking?” Think 
about how a person might wonder about something. The more you 
do it, the better you’ll get at figuring out how to be 
the answer to what educators are asking about.

Start using TikTok and Instagram as search 
engines—just like your customers do.

When it comes to Gen Z and increasing numbers of millennials, they’re looking 
for recommendations on TikTok and Instagram. Finding a restaurant in a new city? 
Looking for a new hair-care product? These customers are searching social media 
platforms for user testimonials, raw reviews, and influencer favorites.

Does your brand have influencers or even everyday people talking about your 
product? The search bars on TikTok and Instagram are search engines in and 
of themselves. Get your brand at the top of the list by sending freebies (like 
free classroom handouts or printable activities), encouraging reviews, initiating 
influencer campaigns, and ensuring you have a brand presence with video content. 
Think about key words your customers are searching for in your space. 

TikTok and Instagram aren’t going anywhere anytime soon, and it’s time to 
view them as a place to be seen by your customers when they’re searching.  

21
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https://www.insiderintelligence.com/content/voice-assistant-and-smart-speaker-users-2020
https://www.businessinsider.com/nearly-half-genz-use-tiktok-instagram-over-google-search-2022-7
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Don’t be afraid of Google’s Performance  
Max campaigns.
If you aren’t running paid search campaigns through Google, now is the time. 
It’s predicted that paid search will account for 30% of total media ad spending 
by 2026. Makes sense—you’re reaching customers who are actively searching 
for something you offer. 

When you start building campaigns, we recommend experimenting with 
Performance Max. This allows you to create a single campaign across all of 
Google’s channels like YouTube, Display, Search, Discover, Gmail, and Maps.

Design SEO content around the questions your 
audience is asking. Here’s how.
Looking for an untapped gold mine of content ideas for your blog?  
Uncover the questions your customers are typing in search engines.  
An easy and inexpensive way to do this is by using the free 
version of Answer the Public. It’s an SEO tool 
that listens in to autocomplete data from search 
engines like Google and then creates word 
clouds to visually represent all the useful 
questions and phrases people are asking about 
your keywords. This can help you identify new 
content opportunities or find creative new ways 
to approach topics.

For example, if you type the keywords 
“financial literacy” into Answer the 
Public’s search bar, the tool produces 
several search clouds with results such  
as “why financial literacy is not taught 
in schools” and “Are financial literacy 
programs effective?” 

You could then create blog posts that 
align with those specific search queries. 
Remember, SEO content often 
experiences slow growth, and it can 
take up to 12 months or longer 
for an optimized blog post to 
take off on search. For a more 
immediate boost in traffic, you 
may consider putting AdWords 
dollars behind your post. 
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It’s predicted that paid 
search will account for 
30% of total media ad 
spending by 2026. 
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https://www.insiderintelligence.com/content/paid-search-rules-cyber-five
https://answerthepublic.com/users/sign_in


For more info:
weareteachers.com/advertise

Contact Us:  
mdreducation.com/message-us

We can help your brand reach 
these educators across all 
platforms. 

About WeAreTeachers 
WeAreTeachers is the voice of 
educators—a powerful media brand 
that teachers trust and appreciate. With 
an average of over 5 million pageviews 
every month, WeAreTeachers publishes 
education stories, innovative classroom 
ideas, learning-packed student printables, 
special offers, giveaways, and valuable 
sponsored content from brands like yours. 

About MDR 
MDR, the education division of Dun & 
Bradstreet, helps brands, marketers, and 
sellers establish valuable relationships 
with educators using vital data, 
intelligent targeting, engaging content, 
and integrated multichannel strategies. 

23 DIGITAL MARKETING TRENDS  |  14

https://www.weareteachers.com/hub/advertise-with-weareteachers/
http://mdreducation.com/message-us
https://www.weareteachers.com
https://mdreducation.com/

