
 

 
 
Module Five, Print Copywriting 
Video Four, Copywriting for Corporate Pieces 
 
Here’s what you’ll learn: We’ll go over corporate copywriting’s challenges 
and opportunities, the types of corporate projects you can write, how to write 
them and how to incorporate it in your career. 
 
Challenges and Opportunities. Well, compared to all of the other types of 
copywriting we’ve covered, corporate writing tends to be less creative. 
Essentially, corporate copywriting is the behind the scenes of how a 
company works. It’s the ins and outs of what goes on every day and it goes 
into what projects or endeavors the company has undertaken; it talks about 
the company’s charitable activities, things along these lines. Corporate 
copywriting, and the pieces you’ll write, definitely veer toward content in 
the fact that you’ll be writing things with much more of an article feel. 
However, it’s still designed to “sell” the company to readers. Because of the 
type of writing, though, corporate copywriting can also get kind of repetitive 
and stale for you to write.  
 
And depending on the company, there can also be many levels of revisions 
and approvals, and there also may not be creative reviews to get all of this 
feedback at once. Because corporate writing is a little bit more like content 
writing, you may get assignments that are reviewed by the person you’re 
reporting to and then, potentially, by the person they’re reporting to and so 
on up the chain. This could be the first time you actually miss having your 
work reviewed by a roomful of people! 
 
Well, in terms of opportunities, though, there’s a lot of work to be had. 
Many companies require this kind of work, especially the larger ones who 
often have more of a budget to keep someone like this on staff or to 
freelance this work out. This work is also often on a cyclical schedule; they 
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need the same type of work, the same time each year, or even quarter. And 
that’s especially nice for a freelancer, of course, because the freelance 
business can be unpredictable and corporate writing can add an element of 
stability. If you find a company who likes the work that you do, likes the 
rates that you charge and likes working with you, they could end up coming 
back to you every quarter or at the beginning of every year for several years.  
 
So the types of corporate pieces, what are we talking about there? Corporate 
copywriting pieces are identity pieces, which are all about conveying the 
corporate identity to clients, employers and investors. The corporate identity 
is how the corporation wants to be seen. Whether it’s a family corporation, 
whether it’s a technologically forward corporation, whether it’s an 
environmentally responsible corporation—the identity pieces help to share 
that with the world by illustrating ways in which a corporation personifies 
these characteristics. Identity pieces convey and persuade people of what is 
essentially the company’s own brand.  
This generally implies a softer sell than traditional copywriting work. You 
are trying to “sell” the company in that you’re getting people to believe in it, 
to continue to work there, to continue to invest in it—but it’s definitely not 
the hard sell of traditional copywriting that involves asking for the sale and 
telling people to buy now, or invest now, or that sort of thing. Corporate 
identity pieces can involve company reports, or annual or quarterly reports. 
It can involve print newsletters, which are usually booklet style with 
multiple pages. And it also often involves biographies, or bios, of leaders 
within the company.  
 
So how do you write them? Well first of all you want to identify the voice 
that you’re writing in. Is it the company’s external voice, the internal voice 
or the voice of a specific executive? The company may have one voice for 
its brand that it uses when speaking to the rest of the world, but a slightly 
different one when speaking to its employees. For example, a company’s 
external voice might be intelligent, authoritative and straightforward. The 
internal voice, however, might still be intelligent and straightforward, but 
also friendly and supportive. The external voice and internal voice don’t 
necessarily have to be different, but you certainly want to know before you 
get started writing. Depending on the piece, though, you could also be 
ghostwriting for an executive and the piece could be a blend of the 
company’s voice and this person’s voice. Just like in content writing, you’d 
be writing as the representative of the company and the writing should still 
reflect the company voice.  
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Then, determine who this piece is going to be “selling” the company to. 
Essentially, who is your audience? Is it the people who work within the 
company? Is it investors? Is it potential investors? Is it customers? Is it 
potential customers? Your next step is to divide the project into smaller 
projects where applicable, especially in things like reports and newsletters. 
These are often made up of what are basically short articles, little updates 
about what’s been going on in the quarter or the year. Next, figure out what 
are key messages for each of them. What exactly are you trying to tell 
people? In this case, the benefits are going to be less overt. For example, if a 
company donated books to a local library, the unstated benefit to employees 
is that they get to work for a compassionate, caring, responsible 
organization. Your main message is going to be simply why, how and when 
they made the donation. 
 
Let’s talk about how to write reports. Corporate reports are used to give a 
summation (with some details) of what the company has been doing for the 
past quarter or the past year. The report is usually made up of many smaller 
sections, much like articles that highlight activities, achievements and even 
sometimes missteps during the time period. Corporate reports often go to 
investors as at least part of their audience and so they have to be very 
straightforward and honest about the company’s performance. Begin writing 
a corporate report by amassing your small section information and be sure 
you know what information you can and cannot use. You may have access 
to some proprietary information that’s not for public consumption, even 
within a public company. This can come into play when it comes to projects 
the company is working on or preparing to launch and any facts or financial 
figures. Presumably, your work will be reviewed to make sure all of your 
information can be released, but you might as well find out at the outset and 
potentially save yourself some revision time later.  
 
Report sections should read like articles, leading with the most important 
facts and then supporting those with less important facts. Again this is very 
similar to journalism, and as we’ve talked about in earlier modules, you 
don’t want to bury the lead. As much as possible, try to use quotes to support 
the information as well. Quotes help to break up long paragraphs of copy, 
they make articles engaging and they’re bound to please the person being 
quoted—people like to see their name in print, no matter their professional 
level. By the way, the most common way that quotes work at an executive 
level is that you will write them for the exec, and they will approve them. I 
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understand that this can seem a little disingenuous, but the way that most 
executives prefer to do it is to leave the exact wording of a quote up to the 
copywriter and then to offer feedback on that quote. Think of it as 
ghostwriting. When it’s applicable, too, use as many quotes from employees 
as you can—it helps to support a community atmosphere and people like to 
spot their own or their coworkers’ names. Quotes from employees, though, 
should come directly from employees.  
 
Usually you need headlines for each section, and possibly a subhead if the 
content of the section is a bit in-depth. Again, because this is less traditional 
copywriting and a little bit more like content, these headlines are going to 
generally be more straightforward than creative. If the tone of the company 
is a little bit more fun, you might be able to get creative, but you should be 
referring to previous reports to get the best feel for their standard style. 
Verify that these previous reports were well-received, of course, but if they 
were, they can be an excellent resource for you to write yours. 
 
 You’ll need to work closely with your designer on the layout to make sure 
the messages flow well, that the articles are in good places near each other, 
that the messages makes sense next to each other, and also to make sure that 
your headlines and subheads fit and that there aren’t any duplicated words in 
articles that are next to each other. It can be hard when you’re working on 
each individual article and striving to write in the brand voice to keep each 
article entirely unique, plus imagining exactly how they’re going to go 
together. You’d be surprised how often people write, see it in layout and 
notice they used the same word in two headlines or started two articles right 
next to each other with the same words. Keep a careful eye out for this when 
you’re reviewing the layout. 
 
Writing newsletters. These are periodic updates to relevant audiences about 
company activities. They’re generally less meaty and less numbers-packed 
than reports and usually comprise of more feel-good type pieces. These are 
the lighter activities; things like employee anniversaries, the company 
parties, positions that they’re hiring for, new promotions, and other types of 
HR-promoted things. They’re generally a lot lighter than company reports; 
they’re similar to reports though, in that you want to write each of these 
sections like articles with headlines and inspect them in layout with your 
designer to make sure they all work together. You want to try to get 
employee quotes for reports, but you really need employee quotes for 
newsletters—the sections in your newsletter should be well-populated with 
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them. It’s best practice to get a quote, and then verify it with the employee, 
while also being sure you have his or her name and title spelled correctly. 
Newsletters are usually a couple of pages and laid out booklet or perhaps 
broadsheet newspaper style. (Think New York Times style.) The sections 
within the newsletter are also probably going to have a fair amount of 
pictures, too, so be sure that you and your designer are prepared for this so 
you don’t have to drastically cut copy to accommodate them.  
 
Bios. These are write ups of executives’ professional experience up to that 
point and they include a bit about their current job and maybe even, 
depending on the kind of company, a bit about their family life. This is 
really kind of like a third person resume. The purpose of bios is to give 
investors, public relations people and other media people some background 
on the executives and what has brought them to their position with their 
companies. Unless you get great notes, expect a lot of revisions to get the 
details right. Depending on the size of the company, you’ll find that you may 
not be interviewing the executive directly, and, instead, be working with 
details that they have given to someone else. If that’s the case, you can 
anticipate that details will be missing and you’ll have to plan for some back 
and forth.  
 
The layout should be in paragraph format, beginning with the current 
position and moving backward as you go. The last element should be 
education or, if it’s the company’s style, end with family information after 
education. As you write, try to walk a fine line between showcasing and 
boasting. Multiple audiences will see this, so it needs to instill confidence in 
the executives’ abilities, but it also needs to avoid sounding arrogant. When 
people read this bio, they need to understand why this person was chose for 
that position, and to have confidence that they are the best person for this 
job. But at the same time, it can’t sound over the top; this person still needs 
to sound personable and relatable. If you end up working with some huge 
companies that are very serious, frankly, avoiding arrogance may not matter 
as much. A good idea is to go back and see how other bios have been written 
before and then also to try to get a sense for each executive’s management 
style. Some may want to seem relatable, but some may want to seem serious 
and hard-nosed.  
 
Here’s a note about corporate writing. It’s very niche within the copywriting 
industry, so it’s easy to get yourself pegged into this hole. If you don’t plan 
to make this your focus, make sure you’re picking up more advertising and 
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marketing clients to balance this out. You may get referred to a couple of 
different companies for corporate work, especially if you’re working with a 
recruiter and that recruiter gets feedback that you’re doing great work. Bear 
in mind that corporate samples make the best samples for other corporate 
clients, though. When you show your advertising marketing clients your 
portfolio, you want to have your corporate samples to show them that you 
have range, but you don’t want those samples to limit what people think you 
can do. If, however you do some corporate copywriting and you like it, then 
fill your portfolio with corporate pieces. It’s very niche, but it can also be a 
great and potentially lucrative niche. 
 
Next steps! Congratulations! You’ve finished the print copywriting module. 
Now, move on to your action sheets and put all of these new skills to work.  
 


