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The Framework Flywheel

The System in One Page

Here is the entire content strategy in one paragraph.

Mamta writes one deep piece of content — a newsletter edition — every two weeks.
That single piece generates eight content assets: three LinkedIn text posts, one LinkedIn
carousel, one expanded blog essay, one parent-friendly summary, and two quote
graphics. She spends five hours per week total. Everything connects to The Learning
Conditions. There is no off-topic content. The flywheel spins because every piece of
content creates awareness, awareness builds credibility, credibility earns trust, trust
drives conversion, and conversion creates advocates who share content. The wheel
accelerates itself.

This is not a content plan. It is a content machine built on one engine.

The engine: The newsletter. The fuel: One framework, four conditions, 45 pre-mapped
topics. The weekly commitment: Five hours — three on Sunday morning, two distributed
across the week. The output: 12-16 LinkedIn posts per month, two newsletter editions
per month, one blog essay per month, and two to three podcast guest appearances per
quarter.

The four strategic principles that make this work:

1. Own the language. The Implementation Gap, The Learning Conditions, “Methods
don't fail — conditions fail.” When teachers use Mamta's language, she owns the
conversation.

2. Start with diagnosis, not prescription. “Why your methods aren’t working” is
more compelling than “here are my methods."” Diagnosis is the hook. The
framework is the answer.

3. 80% value, 20% CTA. Education audiences are allergic to selling. Generosity-first
content converts better than any pitch.

2 The Learning Conditions



4. Match content to the school year's emotional calendar. September excitement.
November fatigue. January renewal. March burnout. May reflection. The right
content at the right emotional moment lands with far more force.

1. The Five Content Pillars

Every piece of content Mamta creates belongs to one of five pillars. Each pillar serves a
distinct function in the flywheel and speaks to a different segment of the audience.

Pillar 1: The Diagnostic Lens

Purpose: Help educators identify what's wrong before they reach for a new method. The
“"why your methods aren’t working” angle — the framework’s core value proposition.

Funnel stage: Top of funnel (awareness) Primary audience: Classroom teachers, school
leaders Tone: Incisive, validating, slightly provocative

Example topics: - “Why inquiry-based learning fails in some classrooms” - “The
implementation gap: the reason nobody talks about” - “Your PBL unit isn't the problem —
the conditions are” - “Three signs student agency is being suppressed in your
classroom” - "What school leaders see during walkthroughs vs. what's actually
happening”

SEO targets: “Why PBL doesn't work,” “inquiry-based learning problems,”
“implementation gap education”

Pillar 2: Classroom Stories

Purpose: Build trust through narrative. Memoir-style accounts from Mamta's 20+ years
across India and Canada. Each story illustrates conditions in action — or their absence.
Emotionally resonant, practitioner-voiced, specific.

Funnel stage: Middle of funnel (trust-building) Primary audience: Teachers
(identification), parents (understanding) Tone: Personal, reflective, warm, precise
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Example topics: - "I killed her instinct to know more” (Speak with Intention) - “The day |
let go and everything changed” (Honour Agency) - "What | learned watching a teacher in
Mumbai rebuild her classroom” (Cultivate Safety) - “The program was structured and yet
the children felt the freedom” (Design Liberating Structure) - “Before and after: what one
classroom looked like in September vs. March”

Pillar 3: The Conditions Deep Dive

Purpose: Build credibility through technical depth. Detailed explorations of each
condition — behavioural markers, how to build it, how to assess it, what undermines it.
The educational manual for serious practitioners.

Funnel stage: Middle of funnel (credibility) Primary audience: Teachers seeking
practical application, school leaders evaluating rigour Tone: Precise, evidence-
grounded, practical

Example topics: - “The Complete Guide to Cultivating Safety in Your Classroom” (pillar
essay) - "Behavioural markers: how to tell if agency is present” - “10 questions that open
thinking vs. 10 that close it down" - “The Liberating Structure audit: assessing your
classroom routines”

Pillar 4: The Practitioner’s Voice

Purpose: Position Mamta as a thought leader. Opinion pieces, responses to education
debates, challenges to conventional PD wisdom. Contrarian, provocative, designed to be
shared and discussed.

Funnel stage: Top of funnel (attention) Primary audience: School leaders and decision-
makers evaluating thought leadership Tone: Bold, direct, informed

Example topics: - “Why most professional development is expensive theatre" - “The
uncomfortable truth about international school PD" - “Stop adding methods. Start
diagnosing conditions.” - “What education can learn from medicine: diagnose before you
prescribe” - “The difference between what schools say they believe and what actually
happens”
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Pillar 5: The Bridge (Cross-Cultural)

Purpose: Leverage Mamta’s dual India—Canada perspective. This is the credibility no
other education content creator can claim. Builds the international school market.

Funnel stage: Top of funnel (differentiation) Primary audience: International school
administrators, IB coordinators Tone: Observational, comparative, respectful, surprising

Example topics: - “What Indian classrooms teach us about authority and learning” -
“Student agency in a culture that honours the teacher” - “The same lesson, two
continents: what | observed"” - "Why the IB PYP framework looks different in Delhi than in
Toronto" - "What ‘classroom safety’ means when class sizes are 40+"

Pillar Distribution
Pillar LinkedIn Newsletter Blog
Diagnostic Lens 30% 25% 25%
Classroom Stories 25% 30% 25%
Conditions Deep Dive 20% 20% 30%
Practitioner’s Voice 15% 15% 10%
The Bridge 10% 10% 10%

2. Content Clusters: 45 Topics Pre-Mapped

Each condition anchors a pillar essay (hub) surrounded by 10 cluster essays. Together
they build SEO and topical authority. Every topic is pre-mapped — no blank-page

moments.

Condition 1: Cultivate Safety

Hub essay: “The Complete Guide to Cultivating Safety in Your Classroom”
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Cluster Topic Format SEO Target

1 Why your students are afraid to be Blog essay “students afraid to be
wrong wrong”

2 Physical safety vs. intellectual LinkedIn carousel “intellectual safety in
safety classrooms”

3 How your response to mistakes Blog essay “responding to student
shapes culture mistakes”

4 Safety during morning meetings LinkedIn post + “morning meeting

newsletter classroom safety”

5 When safety breaks down: Blog essay “recovering from
recovering from a bad moment classroom conflict”

6 Safety across cultures: India vs. Blog essay “classroom safety
Canada (Bridge) across cultures”

7 The quiet student: silence isn't LinkedIn post "quiet students in the
safety classroom”

8 Peer dynamics: when students Blog essay “peer pressure in the
police each other classroom”

9 Safety for the teacher Newsletter “teacher emotional

safety”

10 Assessment and safety: when Blog essay “grades and

grading undermines trust psychological safety”

Condition 2: Honour Agency

Hub essay: “What It Means to Honour Agency (It's Not What You Think)”

Cluster Topic Format SEO Target
1 You can't “give"” students agency Blog essay “student agency
definition”
2 The illusion of choice LinkedIn “student choice in the
carousel classroom”
3 Agency vs. permissiveness Blog essay “student agency vs

permissiveness”
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Cluster Topic Format SEO Target

4 What happens when you actually let Classroom “student-led inquiry”
go story + blog
5 Agency in early years Blog essay “student agency in early
childhood”
6 The agency paradox: controlling LinkedIn post “teacher control vs
teachers who believe in agency student agency”
7 Agency across cultures: the Blog essay "agency in international
authority question (Bridge) schools”
8 When agency “fails” Blog essay “student agency
challenges”
9 Agency in assessment Linkedin “student-led
carousel assessment”
10 The IB PYP student agency mandate Blog essay “IB PYP student agency”

Condition 3: Speak with Intention

Hub essay: “The Words You Choose Are Shaping How Your Students Think”

# Cluster Topic Format SEO Target

1 When teacher language Classroom story “teacher language impact on
backfires + blog students”

2 Questions that open vs. close Blog essay + “open-ended questions for
thinking carousel students”

3 Praise that harms Blog essay “why good job is bad for

students”

4 Invitation vs. command LinkedIn post “classroom language”
language

5 Thinking time: the power of LinkedIn carousel “wait time after questions”
silence

6 Narrating learning: making Blog essay “making thinking visible in the
thinking visible classroom”
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Cluster Topic Format SEO Target

7 Teacher self-talk Newsletter “teacher self-talk and
students”
8 Language across cultures Blog essay “teacher language across
(Bridge) cultures”
9 When language triggers LinkedIn post “student withdrawal causes”
shut-down
10 The language shift that Classroom story “teacher language
changed everything transformation”

Condition 4: Design Liberating Structure

Hub essay: “Structure and Freedom Are Not Opposites — They Need Each Other”

Cluster Topic Format SEO Target
1 Structured yet free Classroom story “structure and freedom in
+ blog education”
2 Why routines aren't creativity's Blog essay “classroom routines and
enemy creativity”
3 Co-creating classroom Blog essay + “student-created
agreements carousel classroom rules”
4 Three routines that give real Blog essay “liberating structures for
choice teachers”
5 When structure becomes control LinkedIn post “classroom structure vs
control”
6 Beautiful constraints Blog essay “creative constraints in
education”
7 Structure across cultures Blog essay “classroom routines around
(Bridge) the world”
8 The unstructured classroom LinkedIn post “unstructured learning
myth problems”
9 Teacher-designed to student- Blog essay “gradual release of
designed structures responsibility”
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# Cluster Topic Format SEO Target

10 Assessment structures that LinkedIn carousel "alternative assessment
liberate methods”

Meta-Layer: Intentionality

Hub essay: “The Gap Between What Schools Say They Believe and What Actually
Happens”

# Cluster Topic Format

1 Values on the wall vs. values in the classroom Blog essay

2 Why PD doesn't change practice LinkedIn post
3 The moral dimension of the conditions Blog essay

4 Daily micro-decisions that make or break conditions Newsletter

5 Intentionality is not perfectionism LinkedIn post

Total pre-mapped content: 45 cluster topics + 5 hub essays = 50 pieces = 12+ months
of weekly publishing. The blank page is never a problem again.

3. The LinkedIn Playbook

Profile Optimisation

Element Specification

Headline “20+ Years in Progressive Classrooms — India & Canada | The Learning
Conditions: Diagnosing Why Teaching Methods Fail”
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Element Specification

About Para 1: The implementation gap (name the problem). Para 2: The Learning
section Conditions (name the solution). Para 3: Credentials — 20+ years, IB PYP,
cross-cultural. Para 4: CTA — download the Quick Diagnostic.

Featured Pin: (1) Quick Diagnostic PDF, (2) best-performing carousel, (3) Practitioner
section Guide download

Banner Branded with “The Learning Conditions” and tagline

image

Experience "Education Consultant & Creator of The Learning Conditions”

Post Types and Templates

Type A: The Diagnostic Hook (30% of posts)

[Specific classroom problem — one sentence]

Your [method/approach] isn't the problem.

Here's what's actually happening:

[2-3 sentences diagnosing through the conditions lens]
The condition that's missing: [Name].

One thing to try this week:
- [Specific, actionable step]

[Optional: link to blog essay or lead magnet]

Live example:

Your inquiry-based unit is producing blank stares instead of questions.
The unit isn't the problem.

After 20 years watching classrooms in India and Canada,
I've found the same pattern:
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Students can't inquire if they don't feel safe being wrong.
The condition that's missing: Safety.

One thing to try this week:

- After a student answers incorrectly, say:

"Thank you for being willing to try. Let's build on that."

Watch what happens to the next 5 minutes of discussion.

Type B: The Classroom Story (25% of posts)

[Opening scene — vivid, specific, one classroom moment]
[What happened next]
[What I understood later, through the conditions lens]

[The condition this story illustrates]

What classroom moment taught you the most? |

Type C: Framework Friday Carousel (20% of posts)

Structure (10 slides): 1. Title: “Framework Friday: [Condition] + [Specific Scenario]” 2.
The scenario (a recognisable classroom situation) 3. What most teachers try (the typical
response) 4. Why it doesn’t work (conditions diagnosis) 5. The condition explained (1-2
sentences) 6. What to look for (3 behavioural markers) 7. What to try instead (3 specific
actions) 8. A quote from Mamta’s classroom experience 9. Summary: condition + one
action 10. CTA: “Download the full diagnostic” + link

Visual design: Teal background (#1e6e7e), off-white text (#f9f7f4), amber accents
(#d9a043) for key terms, Playfair Display headings.
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Type D: The Permission Slip (10% of posts)

Permission to [stop doing something teachers feel pressured to do].
[2-3 sentences explaining why this is okay]

The condition this serves: [Name].

What permission do you need today? !

Type E: The Provocative Take (15% of posts)

[Bold, contrarian statement]
[Evidence or observation that supports it]
[What this means for practice]

[Invitation to discuss — a question, not a CTA]

Engagement Cadence
Activity Cadence Purpose
Post original content 3-4x/week Authority building
Comment on 5-10 education creators’ Daily (10 min) Visibility + relationship
posts
Respond to all comments on own posts Within 4 hours Algorithm boost +

community

Connect with 10 new education Weekly Audience growth
professionals
Personalised DMs to warm connections 5/week Relationship deepening
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Activity Cadence Purpose

Engage in 2-3 education LinkedIn groups Weekly (15 Community presence
min)

Connection Sequence

Months 1-2: Connect with every former colleague, school leader, and education contact
(100+). Personal note: “I'm sharing what I've learned about why teaching methods
succeed or fail. Would love to stay connected.”

Months 3-4: Targeted requests to IB PYP coordinators, international school heads, and
education conference organisers. Reference a specific post of theirs.

Month 5+: Cold outreach to target schools — connect with curriculum directors with a
specific insight (not a pitch). Follow up with a framework guide or diagnostic tool.

DM Sequence

Never pitch in a first DM. The six-step sequence:

1. Engage — comment on their content for 2-3 weeks

2. Connect — personalised note referencing their work
3. Share value — send a relevant resource with no ask
4.

Ask — "I'd love your feedback on this guide — it's from 20 years of classroom
observation”

ol

. Listen — their response locates them in the buyer’s journey

6. Invite — only if they express interest: “I'm running a small cohort on this — want
the details?”
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4. The Newsletter Strategy

The Conditions Report

Platform: Ghost CMS (live) Cadence: Biweekly — every two weeks Length: 800-1,200
words Send day: Tuesday morning

Standard edition structure:

Section Content Length
Opening Personal note or classroom observation — warm, specific 2-3
sentences
The One deep insight from one condition, grounded in a 400-600
Condition specific classroom moment or research finding words
Try This One specific, actionable step the reader can take this 3-5 bullet
week points
Reading Link to companion blog essay or recommended external 1-2
resource sentences
What's Preview of next edition’s topic or upcoming event 1-2
Coming sentences

First 12 Editions

# Week Topic Pillar Condition

1 w2 Welcome: Why this newsletter Practitioner’s Overview
exists Voice

2 w4 The Implementation Gap Diagnostic Lens Overview

3 W6 “I killed her instinct to know Classroom Speak with
more" Stories Intention

4 W8 3 signs safety is missing in your Diagnostic Lens Cultivate Safety
classroom
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Week Topic

Pillar

Condition

5 W10 You can't give students agency

6 W12 The program was structured
and yet free

7 W14 What | learned from classrooms
in India and Canada

8 W16 Questions that open thinking vs.
close it

9 W18 Permission to stop praising
every answer

10 w20 Before and after: one
classroom'’s transformation

" W22 The unstructured classroom
myth

12 W24 The gap between what schools
say and what happens

Subscriber Growth Tactics

Tactic

Quick Diagnostic PDF download requires email
LinkedIn posts CTA: “Get the full diagnostic in my
newsletter”

Podcast guest bio includes newsletter link

Implementation Gap Quiz results delivered by
email

Blog essays include inline newsletter CTA

“Forward this to a colleague” line in every edition

15

Conditions Deep Honour Agency

Dive

Classroom
Stories

The Bridge

Conditions Deep
Dive

Practitioner’s
Voice

Classroom
Stories

Diagnostic Lens

Practitioner’s
Voice

Channel

Ghost site

LinkedIn

Podcasts

Quiz tool

Ghost
blog

Newsletter

Design Liberating
Structure

Cross-cultural

Speak with
Intention

Speak with
Intention

Cultivate Safety
Design Liberating
Structure

Intentionality

Expected Impact

Primary subscriber
source

10-20 subscribers/
month

5-15 per appearance

20-50/month (after
launch)

5-10 subscribers/
month

Organic viral growth
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Subscriber targets: Month 3 - 150. Month 6 - 500. Month 9 - 800. Month 12 - 1,000.

Premium Tier (Month 6+)

Free Premium ($9/month)

Biweekly edition All free content, plus:

One deep insight per condition Monthly exclusive deep-dive essay

“Try This" actions Downloadable resources (templates, checklists)
Blog essay links Early access to new products

Member-only Q&A thread

Behind-the-scenes: what Mamta is working on

5. The Podcast Guesting Strategy

Target Podcasts

Tier 1: Dream targets (established audiences, perfect alignment) - Cult of Pedagogy
(Jennifer Gonzalez) — the #1teacher podcast - Truth for Teachers (Angela Watson) —
massive teacher audience - The Balance (Dr. Catlin Tucker) — blended/progressive
education - EdSurge On Air — education innovation, school leader audience - The
Modern Classrooms Project Podcast — progressive practitioners

Tier 2: Strong fits (smaller, focused audiences) - IB-specific: IB Community Blog
Podcast, The PYP Playground - International school: Next Frontier Inclusion, Globally
Speaking - Progressive education: The Praxis Podcast, EduMagic - School leadership:
The Principal Center Radio, School Culture by Design

Tier 3: Adjacent audiences - Parenting: The Laundry Basket, Raising Good Humans -
Teacher wellness: The Calm Teacher, Teach Happier - Policy and research: Have You
Heard, EdResearch Matters
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The Four Signature Stories

Every podcast appearance draws from four pre-developed stories. Know these cold.

Story 1: "I Killed Her Instinct” — A child asked a question. Mamta's response — well-
intentioned — shut down the child’s natural curiosity. The moment she understood the
damage a single sentence can do. (Condition: Speak with Intention)

Story 2: "The Implementation Gap Moment” — Two classrooms, same school, same
PBL curriculum, dramatically different outcomes. The curriculum was identical; the
conditions were not. The moment Mamta realised methods don't fail — conditions fail.
(Condition: Diagnostic Lens)

Story 3: "When | Let Go” — A lesson where Mamta planned everything, and the
students’ agency was invisible. Then the moment she stepped back. The visceral
experience of seeing what children do when trusted. (Condition: Honour Agency)

Story 4: “Structured Yet Free” — An observation in an Indian school where rigid routines
somehow produced the most genuine student freedom Mamta had ever seen. The
paradox that became the fourth condition. (Condition: Design Liberating Structure)

Pitch Template

Subject: Guest idea for [Podcast Name]: Why teaching methods fail (and it's not the
method'’s fault)

Hi [Host Name],

I'm Mamta Motwani — 20+ years in progressive classrooms across India and
Canada. I've discovered something most education frameworks miss: the
reason our methods produce inconsistent results has nothing to do with the
methods.

| developed a diagnostic framework called The Learning Conditions — four
things that must be true in a classroom before any teaching method can work. |
think your audience would find it compelling because [specific connection to
the podcast's typical content].
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Here's what I'd love to discuss: - Why the same PBL unit produces completely
different results in different classrooms - The “implementation gap” — the
problem nobody names - What 20 years across India and Canada taught me
about the conditions for learning

| have a live site with a published practitioner guide if you'd like to see the
depth of the work: [link]

Would this be a fit for [Podcast Name]?

Mamta

Post-Appearance Actions

1. Share the episode on LinkedIn with a personal reflection — not just a link
2. Write a newsletter edition: “What | discussed on [Podcast Name]”

3. Send the host a thank-you note and offer to share with their audience

4. Tag the host in a LinkedIn post about the episode

5. Add “As heard on [Podcast Name]” to the website

6. The Content Multiplication System

This is where the leverage lives. One input, eight outputs.

Flow 1: Newsletter » Everything (Primary)

NEWSLETTER EDITION (2-3 hours)

|— LinkedIn Carousel: Visualise the key framework insight (30 min)
|— LinkedIn Post #1: The opening story, standalone (10 min)

|— LinkedIn Post #2: The "try this" action, standalone (10 min)

|— LinkedIn Post #3: A provocative question from the content (10 min)
|— Blog Essay: Expanded version with SEO optimisation (1-2 hours)

|— Parent-Friendly Summary: Jargon-free version (30 min)

L, Social Snippets: 2-3 quote graphics (15 min)
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Input: 2-3 hours | Output: 8 pieces | Additional time: ~2.5 hours
Total: ~5 hours for 8 content assets

Flow 2: Podcast » Everything (Secondary)

PODCAST APPEARANCE (2-3 hours including prep)

— Newsletter Edition: "What I discussed on [Podcast]" (1 hour)
I— Blog Essay: Deep dive on the discussion topic (1.5 hours)

|— LinkedIn Post: Key quote or insight (10 min)

|— LinkedIn Carousel: Visual summary of discussion points (30 min)
— Audio Clip: 60-90 second highlight (host may provide)

L—. Lead Magnet Promotion: Episode - diagnostic download (5 min)

Input: 2-3 hours | Output: 7 pieces | Additional time: ~3 hours

Flow 3: Blog Pillar » Cluster (Quarterly)

PILLAR BLOG ESSAY (4-6 hours)

I— LinkedIn Carousel: Visual summary (30 min)

I— LinkedIn Posts: 3-5 standalone excerpts over 2 weeks (30 min)

— Newsletter: Behind-the-scenes or extension (30 min)

— Internal Links: Connect to cluster articles + framework page (15 min)
L—, Lead Magnet: Link to relevant PDF or quiz (5 min)

Also seeds: podcast talking points, workshop content, future book chapters

Existing Assets: The Hidden Content Library

Mamta does not need to create content from scratch. She needs to activate and
distribute what already exists.
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Asset Content Value Repurposing Potential

Practitioner Guide 8+ blog essays, 20+ LinkedIn posts, 4 Six months of content

(43 pages) newsletter editions, 4 lead magnet in one document
excerpts

Research Report 4+ blog essays, 8+ LinkedIn posts, High

credibility content for school leaders

19 existing blog Each can be revisited, updated with the High

essays conditions lens, and multiplied

Framework page LinkedIn carousels, newsletter High

content introductions, podcast talking points

FAQ document 10+ individual LinkedIn posts — one FAQ High
per post

Quick Reference LinkedIn graphic posts, newsletter Medium

Card featured content

7. The Content Multiplication System: Framework
Flywheel Diagram

The flywheel is not a metaphor. It is the structural logic of the entire strategy.

CONTENT creates AWARENESS
v
AWARENESS builds CREDIBILITY
v
CREDIBILITY earns TRUST
v
TRUST drives CONVERSION
v
CONVERSION creates ADVOCATES
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v

ADVOCATES share CONTENT

|
» (loop) |
|
|

How Each Content Type Feeds the Flywheel

Stage

Content >
Awareness

Awareness -
Credibility

Credibility =
Trust

Trust >
Conversion

Conversion >
Advocacy

Advocacy =
Content

Content Type

LinkedIn posts, carousels,

podcast appearances

Blog deep dives,
conditions guides,
research grounding

Classroom stories,
newsletter, consistent
presence

Lead magnets - paid
offers

Cohort graduates,
workshop attendees,
community members

Transformation stories,
“"Conditions in the Wild"
posts

Flywheel Acceleration Tactics

Mechanism

New people discover Mamta through
algorithmic distribution or a host's

audience

Readers encounter depth, academic
backing, and 20+ years of observed
pattern. “This person really knows what

they're talking about.”

Regular, generous content builds
relationship over time. “She keeps showing
up with valuable stuff and never hard-sells

me n

Trust lowers barriers. Free content proves
value. "If the free stuff is this good, the
paid programme is worth it."

Satisfied customers share with colleagues,
recommend to school leaders, post

testimonials

Advocates create content Mamta can
share: "Here's what happened when |
started looking at my classroom through

the conditions lens”

1. Every piece of content includes a shareable insight. Make it easy to screenshot,
quote, or forward.

2. Every newsletter includes “Forward this to a colleague.” Explicit invitation to

spread the work.

3. Every workshop generates a testimonial. Ask before, during, and after.

21

The Learning Conditions



4. Every cohort graduate is invited to share their story. “Conditions in the Wild"
becomes a self-sustaining content source.

5. Every podcast appearance ends with a specific CTA — newsletter signup, not
"visit my website.”

8. The Sunday Batch: Your Weekly Rhythm

The 5-Hour Week

Day Activity Time

Sunday AM Batch content creation (see below) 3.0
hours

Monday Post LinkedIn #1; respond to weekend comments; engage on 5 20 min

target profiles

Tuesday Newsletter send (if newsletter week); engage on LinkedIn 20 min
Wednesday Post LinkedIn #2; respond to comments; 2-3 DM conversations 20 min
Thursday Engage on Linkedln; post in 1-2 Facebook groups 20 min
Friday Post Framework Friday carousel; respond to comments; weekly 30 min

metrics check
Saturday Off (or podcast recording if scheduled) —

Total ~5
hours

The Sunday Batch (3 Hours)

Newsletter Sunday (every other week): 1. Write newsletter edition draft — 1.5 hours 2.
Extract 3 LinkedIn posts from newsletter content — 30 min 3. Create 1 LinkedIn carousel
from newsletter theme — 30 min 4. Schedule all content for the week — 15 min 5.
Review metrics from the previous two weeks — 15 min
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Non-newsletter Sunday (alternate weeks): 1. Write or edit blog essay draft — 1.5 hours
2. Create 3—4 LinkedIn posts from blog content or pillar backlog — 45 min 3. Create 1
LinkedIn carousel — 30 min 4. Schedule all content for the week — 15 min

Monthly Rhythm
Week 1 Newsletter edition + LinkedIn posts from newsletter
Week 2 Blog essay + LinkedIn posts from essay
Week 3 Newsletter edition + LinkedIn posts from newsletter
Week 4 Podcast prep/recording + LinkedIn posts from backlog

9. 90-Day Content Calendar

Month 1: Establish Presence

LinkedIin Mon Linkedin LinkedIn Fri Newsletter
Wed
1 Introduction: Carousel: Story: A — —
"After 20 years "The 4 safety
across India Learning moment
and Canada..." Conditions
ata
Glance”
2 “"Why inquiry- Carousel: Engagement: Edition 1: —
based learning “3 Signs “What do Welcome
fails in some Safety Is you wish
classrooms” Missing” someone
told you in
Year 1?"
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LinkedIn

LinkedIin Mon LinkedIn Fri Newsletter
Wed
3 Story: “I killed Carousel: Cross- — Essay: “The
her instinct to “"Agency: cultural: “In Implementation
know more” Not Yours India... In Gap”
to Give" Canada..."
4 “The Carousel: Permission Edition 2: The —
Implementation “Structure Slip: Implementation
Gap —the # Control” “Permission Gap
problem to let your
nobody class be
names” messy"”

Month 1 goal: Introduce the framework. Name the problem. Get the first 50 newsletter
subscribers. Begin pitching two Tier 2 podcasts.

Month 2: Deepen Authority

Week LinkedIn Mon LinkedIin Wed LinkedIn Fri Newsletter Blog
Story: "The Framework "Stop adding — Essay:
day | let go Friday: methods. Start Cultivate
and Safety in diagnosing Safety
everything morning conditions.” pillar
changed” meetings
“Your PBL Framework Engagement: Edition 3: —
unit isn't the Friday: “Which Speak with
problem” Agency condition Intention

during group resonates story

work most?”
Story: Framework Cross-cultural: — Essay:
“Structured Friday: “The IB PYP “You Can't
yet free — Speak with looks different Give
what | saw in Intention — in Delhi" Students
Mumbai” questions Agency”
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Week LinkedIin Mon LinkedIin Wed LinkedIn Fri Newsletter Blog

8 “What school Framework Permission Edition 4: 3 —
leaders see Friday: Slip: Signs
vs. what's Design “Permission to Safety Is
actually Liberating stop praising Missing
happening” Structure every answer”

Month 2 goal: Reach 100 newsletter subscribers. Land first podcast booking. Publish the
first two condition pillar essays.

Month 3: Drive Action

LinkedIin Mon Linkedin LinkedIn Fri Newsletter
Wed
9 “The illusion of Framework Launch: Self- — Essay:
choice in Friday: Audit Toolkit "Questions
classrooms” Agency in ($49) That Open
assessment announcement vs. Close
Thinking”
10 Story: Cross- Framework "Why most PD Edition 5: —
cultural — Friday: is expensive Honour
same lesson, Safety theatre” Agency
two continents during deep dive
conflict
1 "Before and Framework Launch: Quick — Essay:
after: one Friday: Start Cards “Structure
classroom'’s Speak with announcement and
transformation” Intention — Freedom”
praise pillar
12 “The Framework Reflection: Edition 6: =
uncomfortable Friday: “"What I've Design
truth about Design learned from 3 Liberating
international Liberating months of Structure
school PD" Structure — sharing” story
routines

Month 3 also includes: First podcast guest appearance. First school workshop (via
warm contact). Implementation Gap Quiz in development.
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10. Brand Voice & Visual Identity

Voice

Dimension Mamta'’s Voice Not Mamta'’s Voice

Register Practitioner — she teaches from the Academic — she doesn't write
classroom, not the lectern like a researcher

Tone Warm, direct, diagnostic Corporate, glossy, inspirational

Expertise “In my 20 years of watching "Research shows..." (unless

signal classrooms...” citing specific work)

Cultural voice Both Indian and Canadian — she Exclusively Western
code-switches naturally

Core strength Naming what others feel but can't Telling people what to do
articulate

Vulnerability Shares mistakes openly: "l got this Never admitting error
wrong”

Positioning “I'm a teacher who figured something “I'm an expert who will fix your
out” school”

Key Phrases — Use Consistently

Phrase Where to Use

“The Implementation Gap” LinkedIn, keynote title, podcast
talking point

“Doesn't replace your method — tells you why it's Bio, About page, workshop

not working” descriptions

“What must be true before children learn” Tagline, framework page, all
materials
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Phrase Where to Use

“Methods don't fail. Conditions fail." LinkedIn posts, keynote, signature
line

“Diagnose before you prescribe” LinkedIn, newsletter, workshop
framing

“The Learning Conditions” Always capitalised. Always with
“The."

Visual Identity

Primary colour Teal #1e6e7e

Accent colour Amber #d9a043

Background Off-white #f9f7f4

Heading font Playfair Display

Body font Inter

Carousel template Teal background, off-white text, amber accents on key terms

Quote graphics Off-white background, teal text, Playfair italic for the quote

Condition Colour Coding

Condition Colour Hex

Cultivate Safety Soft Green #5a9e6f
Honour Agency Amber/Gold #d9a043
Speak with Intention Deep Blue #2c5f8a
Design Liberating Structure Warm Earth #b07542

27 The Learning Conditions



11. Metrics That Matter

Performance Targets

Metric Month 1 Month 3 Month 6 Month 12
LinkedIn connections 200 500 2,000 5,000
LinkedIn post engagement rate 2% 3% 4% 4%+
LinkedIn followers 100 300 1,500 4,000
Newsletter subscribers 50 150 500 1,000
Newsletter open rate 50%+ 45%+ 40%+ 40%+
Blog monthly visitors 50 200 800 2,000
Lead magnet downloads 30 100 400 1,000
Podcast appearances 0 2 6 12

Launch Milestones

Milestone Target

LinkedIn profile optimised Week 1

First 4 LinkedIn posts published Week 1

Quick Diagnostic PDF live as lead magnet Week 2
First newsletter edition sent Week 2
First Framework Friday carousel Week 3
First blog essay published Month 1
100 newsletter subscribers Month 2
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Milestone Target

First podcast guest appearance Month 2-3
All 4 condition pillar essays published Month 6
My Learning Profile quiz live (App Phase 1) Month 3-4
Teacher app beta (App Phase 2, if quiz passes gate) Month 7
500 newsletter subscribers Month 6
Newsletter premium tier launched Month 6
1,000 newsletter subscribers Month 12

The Monthly Health Check

Ask these ten questions at the end of every month:

© 00 N O g b W N

. Am | maintaining the pillar balance? (Check content distribution against the

30/25/20/15/10 target)

. Am | covering all four conditions equally? (Use the Content Debt Tracker)

. Is engagement growing month-over-month on LinkedIn? (Rate, not just views)

. Is the newsletter subscriber count on track? (150 by Month 3, 500 by Month 6)

. Have | done at least one podcast appearance this quarter?

. Am | creating 80% value / 20% CTA content? (Count CTAs in last month's posts)
. Is the Sunday Batch system working? (Did | batch-create every Sunday?)

. What is my best-performing post this month? (Replicate the format and topic)

. What flopped? (Stop doing that)

10.

Am | matching content to the school year's emotional calendar?
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12. App Ecosystem as Content & Distribution Channel

The App Development Strategy (D5) introduces three digital products that function as
both content distribution channels and lead generation engines. Each app integrates
directly with the content flywheel.

My Learning Profile (Month 3-4)

A viral personality-style quiz that produces a shareable “Learning Profile" card. Every
shared result card carries The Learning Conditions branding and URL — making each
quiz-taker a micro-distributor of the brand.

Content integration: - Every newsletter edition includes a “Take your Learning Profile”
CTA - LinkedIn posts link to the quiz as a recurring engagement tool - Practitioner guide
includes quiz link - Quiz results recommend specific blog essays and newsletter editions
based on primary condition - Conference presentations use the quiz for live audience
engagement

Distribution impact: Each quiz completion has a 10-30% chance of generating a social
share. At 15% share rate and 0.3 viral coefficient, every 100 completions produce ~45
additional new visitors organically.

The Learning Conditions Check — Teacher App (Month 5-7, if quiz passes
gate)

A mobile app with daily reflection prompts, Al coaching, and shareable Conditions
Reports. The app becomes the daily touchpoint that keeps educators in Mamta's content
ecosystem between newsletter editions.

Content integration: - Ghost Content API feeds blog posts and guide content directly
into the app - Al coaching tips reference specific practitioner guide chapters and digital
products - Weekly Conditions Reports include links to relevant newsletter essays -
“Present to Your Team"” mode turns every teacher champion into a PD presenter
distributing the content

Conditions at Home — Parent App (Month 8+, gated)

Daily tips and activities for parents that extend the four conditions to the home
environment.

30 The Learning Conditions



Content integration: - Parent-friendly summaries from Pillar 5 (The Bridge) flow directly
into the app - App tips drive parents to newsletter signup for deeper content - School-
connected features create demand for workshops and consulting

App Impact on Content Metrics

Metric Without Apps With Apps (Moderate)
Monthly new email subscribers 50-100 150-300

Newsletter subscriber Month 12 1,000 2,500-4,000

Lead magnet downloads Month 12 1,000 2,500-5,000

Monthly workshop inquiries 2-4 5-10

The apps do not replace content — they amplify it. Every piece of content Mamta
creates has more distribution surface area, more touchpoints, and more conversion
opportunities when the app ecosystem is in place.

This document is the final content and marketing strategy for Learning Conditions,
synthesising research from audience and channel analysis (Story 17-3), monetization
strategy (Story 17-4), the authoritative framework definition (Story 16-5), the
brainstorming session of 2026-04-02, and the App Development Strategy (April 2026).
All channel metrics are sourced and verified in Story 17-3.
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