
 
SOCIAL MEDIA POST TYPES 

 
Use these core story types to engage more followers and turn social media into your 
cash-generating machine. 
 

HUMAN STORY 

The “Human Story” is crafted by telling a relatable story that leads to a sales pitch. 
It’s engaging, compelling and hooks the reader so they never even realize they’re 
reading a sales pitch until they reach the end of story. And by that time, they’re ready 
to smack the buy button. 
 
You see, folks are quick to say “content is king,” but the reality is this: if people 
aren’t engaging with your content, you’re not benefiting from it. So, be honest … do 
you know the words and messaging necessary to engage the right people on 
Facebook enough to propel them into action? 
 
If not, no worries – you will after today. 
 
Now, here are two examples of the “human story” framework: 
 



 

 
 
 



 

 
 
 
THE PURPOSE OF THE “HUMAN STORY” IS TO HUMANIZE YOUR BRAND, SELL 
YOUR PRODUCTS/SERVICES AND BOOST BRAND AWARENESS. 
 

WERK ETHICS STORY 

 
This type of story is crafted by simply letting your audience know what you’ve been 
working on. However, you choose your words wisely to incorporate details on how 
you can serve your audience without coming right out and saying, “hire me to do 



 
XYZ for you.” 
 
Now, as you see there’s no link in this post, However, the link in my sidebar profile 
(at the time of this post) took my Facebook besties to the page to purchase the 
W.E.R.K. Bundle and boy did they smack the buy button! 
 



 

 
 
 
And here’s a version of the story where I lead people to the link in my bio: 
 



 

 
 
THE PURPOSE OF THE “WERK ETHICS STORY” IS TO MARKET YOUR 
SUPERPOWERS AND SELL YOUR PRODUCTS/SERVICES. 
 

ENTREPRENEUR LIFE STORY 

 
This story type has sparked quite a few heavy debates on my timeline. Folks have 
unfollowed me. Folks have blocked me. And folks have invested in me.  
 
You see, a lot of entrepreneurs will only tell you about the freedom, rainbows and 
sunshine lives they live. Their clients are all perfect. Their cash flow is on point. 



 
Their kids and significant others are super supportive. 
 
But real talk … that’s not a daily thing for most entrepreneurs. And I make it a point 
to tell the OTHER side nobody else seems to want to reveal. 
 
To craft this story, all you need to do is be transparent with your audience and leave 
an “open gap.” Leaving an “open gap” simply means you’re telling the story without 
passing judgment about the story.  
 
I see so many of my biz besties “reverse engineering” this type of post. And I love 
it, but the issue is, they’re closing the story with their own perspective. And while 
some folks may agree or even disagree, you’ll get way more engagement if you leave 
the story open. 
 
Here are two examples of this: 
 



 

 
 
 
Now, when it’s NOT a “script-like” story, you’ll want to give your straight-up, no-
fence-sitting perspective like this so it become shareable content that gets you in 
front of a larger audience: 
 



 

 
 
 
 
 
 
 
 



 

 
 
And it’s cool to share perspectives you agree with as long as you give the original 
poster credit: 
 



 

 
 
THE PURPOSE OF THE “BIZ STORY” IS TO BOOST BRAND AWARENESS AND 
HUMANIZE YOUR BRAND AND SELL YOUR PRODUCTS/SERVICES. 
 

REEL ‘EM IN STORY 

 
This last story type is crafted by asking a business-related question or a question 
important to your target audience. Now, you don’t want to straight-up state your 
position in this post because you don’t want to make people fearful of sharing their 
opinion if it differs from yours.  



 
 
You simply want to pose the question give options and screenshot the data because 
HELLOOOOO your audience is talking to you and it’s a beautiful thang when that 
happens. 
 
Side Note: You may want to make the post private or archive it once you get your 
data. There’s room for everyone to win, but what you don’t wanna do is leave the 
data for your competitors to roll up and snatch.  
 
Here is an example of this story framework in action: 
 
 

 
 


