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WHO AM I?

Teresa Schmedding  
Managing Editor, Rotary International
ACES executive committee member

teresa@schmedding.com
@tschmedding
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WHAT WE’LL COVER

•Content

• Science

•Psychology

•Recap
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WHAT WE KNOW
About your art



YOUR DIGITAL WORDS

• Searchable

•Digestible

•Clickable

• Shareable
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Important 
words to the 
left = search 
and eyes
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Chunked text = 
digestible
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Piqued curiosity = clicks
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You and your = clicks

#ACESDigitalEditing @tschmedding  http://bit.ly/ACESDigitalEditing19



Negative superlatives 

= clicks
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Making a promise = clicks
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How to, tips, why, best, 
great = clicks
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Numbers = clicks
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WHAT WE KNOW
About science of digital content



HOW WE READ
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HOW WE FIND INFO

Informavore: Humans hunt for information the 
same way animals hunt for food.

#ACESDigitalEditing @tschmedding  http://bit.ly/ACESDigitalEditing19



Humans 
follow an 
online scent --
trail of words 
and images.
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Foraging theory: A 
consumer will move 
on when info trail 
indicates BBD 
elsewhere.
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HOW WE CONSUME INFO

The internet is 
rewiring our 
brains so we 
read faster and 
less thoroughly.
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The Internet is 

an interruption 

system. It seizes 

our attention 

only to 

scramble it.
Author Nicholas Carr: The 

Web Shatters Focus, 

Rewires Brains



•Only 16% of people 
read word for word

• Scanners miss 
secondary ideas

•Promotional 
language imposes 
a cognitive burden
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Nielsen Norman Group 
1997



WHY WE READ

More people are 
reading to find 
information, 
which means 
more skimming 
and scanning.
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OUR ABILITY TO READ

People read 
slower, less 
accurately and 
less 
comprehensively 
on screens than 
on paper.
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“Text is a tangible part 

of the physical world 

we inhabit. The brain 

essentially regards 

letters as physical 

objects because it 

does not really have 

another way of 

understanding them.”



HOW WE STRUGGLE

People find it 
difficult to 
simultaneously 
juggle 
information and 
tasks.
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WHAT WE CAN ABSORB

Magic #7: Most 
adults can store 
between 5 and 9 
items in their 
short-term 
memory.
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WHAT WE LIKE

Eyes gravitate to: 

1. Highlighted words 

2. Subheads

3. Bulleted lists

4. Numbers
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Usability increased:

58% in concise version

47% better in list version

27% with objective 

writing

124% with all 3

Usability increased:

• 58% in concise 

version

• 47% better in list 

version

• 27% with objective 

writing

• 124% with all 3



WHAT WE SHARE

•Quizzes: Can we guess, x in x

•Emotional phrases: tears of 
joy, give you goosebumps
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•Curiosity: What happened next, top x songs

• Tribal headlines: 25 things only teachers will 
understand



WHAT WE DON’T SHARE
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WHAT WE KNOW
About psychological motivators



FULFILL NEEDS
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MASLOW’S HIERARCHY

Motivational 

theory in 

psychology 

comprising a 

five-tier 

model of 

human 
needs
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MASLOW’S HIERARCHY

Our words 

need to focus 

on fulfilling 

basic 

psychological 
needs.
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EXAMPLE

You work for 

a new 

restaurant. 

How would 

you tailor 

content to fit 
needs?
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NEEDS FULFILLMENT

This is why lists, 

how, why and you 

stories and 

headlines draw 
traffic.
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FEAR, DISTRUST

• Digital readers

more suspicious.

• 85% of consumers

don’t trust brands 

on social media.

• 18% of Americans trust 

content coming from 

brands via email.
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PULL, DON’T PUSH

•Power verbs

•Click bait

•ALL CAPS

• !!!!!!! vomit
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TAKE BACK TO WORK

• Scientific research reveals digital consumer 
patterns

• Informavores hunt for information online

• People read slower, skim for key words

• Keep content short, chunk it

• Focus on fulfilling needs

• People need to survive and feel safe, connected, 
special and successful

• Words set the tone and build trust
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