
Copywriting Workshop , October 2014 



• Kate Wilson – Client Partner 

• You? 

 

• Your WME team:- 

– Jo Eddy, Caroline Lowe, Robert Peasnell, me! 



Agenda 

• Introductions and overview 

• What should copy achieve 

• Press Advertising 

• Writing for online 

• Here’s what were glad we didn’t do 

• Questions 



 
What should copy 
achieve 
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  Why does it work? 
 

•  Interesting 

•  Relevant 

•  Brief 

•  Honest 



What should copy achieve? 

• Alert candidates’ attention to a specific vacancy  

• ‘Sell’ a specific role and filter out unsuitable candidates 

• Promote the organisation/department’s offering and reputation 

• Compel the right people to make an application 

 



AND provide a positive impression to the wider audience: 

 

• Current employees 

• Potential future employees 

• Partner organisations and other stakeholders 

• The media 

 

Recruitment communications are valuable publicity and PR tools. 

 



The value of good copy 
• Better quality of response/more conversions 

• Reduces overall advertising costs 

• Succeed in a competitive marketplace, facing skills shortages 

• Reduces response to popular roles 

• Promotes your profile, reputation and achievements, while protecting your image 



 
£1,515 to £975 

Potential saving of 36% 
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Dangers of poor copy 
• Reduced visability 

 

• Reduced marketing effectiveness and can make a job, a department or employer 

seem unattractive 

 

• Damage your brand and reputation 

 

• Discrimination 

 



Getting Started 
 

• Who  

 

• Why  

 

• What  

 

• How 

 



Style 
Talk directly to the reader – make it feel like you are addressing them personally. 

 

Copy should be: 

• in-line with your brand 

• appropriate for the audience 

• appropriate for the context and the media  

– especially online. 

 

 

 

 

 



Attracting candidates 
Key details: 

 job title, location, salary 

 Information about the employer and department/team 

 what the job involves 

 from the person spec 

 rewards and benefits 

 And, crucially, selling points - 

       

What will attract them to the job? 

 



Is it for you or not? 
 

•  Tangible filters  
– Qualifications 

– band/grade 

– specific experience or achievements 

– membership of a professional body 

 

• Intangible filters 
– personal qualities 

– character traits 
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The Basics 

• Be concise.  

• Keep your sentences short.  

• Don’t use long, complicated words if you can use a simple one. 

• Underpin copy with accurate spelling, punctuation and grammar. 

 

 

 

 

 



Avoid Cliches!... 
 

Examples: 

• An opportunity has arisen 

• We are seeking/looking for/looking to appoint… 

• Exciting opportunity 

• Highly motivated 

• Fast moving 

• Are you…? If so read on. 

 

 

 

 



Opening gambit 
• Try not to start all sentences with ‘You’ll…’.   

• Alternatives:- 

– In this varied and challenging role, you’ll.... 

– This key role has one clear aim – to... 

– Handling a wide range of administrative duties, you’ll... 

– To succeed, you’ll need... 
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Press 
advertising 



Writing press adverts 

• Short copy (<50 words). 

• Key selling points, points of interest and/or filters. 

 direct target audience online, where full information is provided 

• Reduce costs. 

 

 

 

 



 

Writing for 
online 



Beware of over selling a 

job! 



• People read differently:- 

tiring on the eye  

scan copy more 

 

• Keywords:- 

 Copy must be structured and written in a specific way to ensure it will be found 

and read easily by jobseekers searching for a new role online. 

 



• Key information or selling point at the start of copy 

 

• In a Twitter influenced world – the summary is more valuable than ever. 

 

• Grab attention straight away. Plus, on many job boards this information will 

appear in the job summary or preview. 

 

 



Tips 
• Sub-headings 

• Short sentences and paragraphs 

• Relevant keywords  

• Do not post press versions of copy straight onto websites – especially if creative 

or typographical execution. 

• Do not cut and paste jd and person spec 

 

 

 

 



Here’s some we’re glad we didn’t do... 





Beware of over selling 





And in English? 
• Wet Leisure Assistant  

• Family Protection Consultant 

• Space Consultant 

• Ambient Replenishment Controllers  

• Revenue Protection Officer  

• Foot Health Gain Facilitator 

• Head of Verbal Communications  

• Technical Horticultural Maintenance Officer 

• Flueologist 

• Dispatch Services Facilitator   
• Regional Head of Services, Infrastructure and Procurement 

• Knowledge Navigator  
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And Finally... 

• Think of who is reading it 

• Sell, sell, sell 

• Keep copy simple and concise 

• Remove repetition 

• Be consistent 

 

• Your turn now!!! 

 

 

 

 

 



 

Thankyou, 
Questions? 
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