
Tips for Agency Writing Success 
 
 
 Be versatile. Writing in an agency job may require you to write all of the following in one 

day: news release, email pitch, newsletter copy, social media posts, website copy, reports and 
planning documents. You must have mastery of each style and be able to quickly transition 
into writing for each format. 
 

 Consider the purpose. Before starting any new writing project, ask yourself: What do I need 
to accomplish or convey? Who is reading it? What do they need to know? 
 

 Use active verbs in your writing. Passive voice is boring and can sometimes be confusing. 
Avoid it whenever possible. As an example: 

 
o Active: John Smith purchased the building for $2.1 million and spent another 

$300,000 on improvements. 
o Passive: The building was purchased by John Smith for $2.1 million, and another 

$300,000 was spent on improvements. 
 

 Quality content is the key. Something in what you are writing needs to be either interesting 
or important to your audience – preferably both. Without solid reporting and fact-finding on 
the front end, you won’t be able to produce top-quality material. 

 
 Keep it short. Get to the point. Attention spans are short. (See attached handout from Roy 

Peter Clark of the Poynter Institute with some good tips for writing short.) 
 
 Make it accurate. Mistakes and misspellings damage credibility, both for you and the client. 

Double-check every proper noun and every fact. It is your responsibility to make sure the 
information is correct. 
 

 Live by AP style. Refer to the book. Follow the updates.  
 

 Tell me why I should care. Use a “nut graph” – an all-important paragraph (or paragraphs) 
that’s the “nut” of the piece for your audience. For help with understanding this concept, 
read “The Art and Craft of Feature Writing” by William E. Blundell, which uses Wall Street 
Journal stories as examples. 

 
Also, keep in mind: 
 
 Advocate clear, concise writing. Push back if a client wants to make the writing dense or 

overly detailed. Explain what the purpose of the piece is, and why clear, simple writing 
without jargon does not equate to sophomoric writing. 

 



 Edit your work. No one is perfect on the first pass. Try different editing techniques until you 
find one that works for you. Take a few minutes – or hours – away from your work before 
you read it again. Print it and break out your red pen. Read it out loud.   
 

 Find an editor. Have someone in the agency – a good writer/editor who’s detail-oriented – 
read it behind you. Nothing should go to a client for review without a mid-level or senior 
person editing it.  

 
 Compare before/after documents. Don’t be offended when your editor makes changes. 

Compare the pre- and post-edited documents and ask why edits were made.  
 
 Core messaging. Develop a voice and tone for your clients, along with key messages about 

your clients’ skill in what they do. Then, use those messages as you determine the scope and 
type of work you do for a client going forward.  

 
 It’s called a news release for a reason. A news release needs to contain news. Burying 

reporters and editors with meaningless releases will lead them to ignore everything you 
send, and will not help search engine optimization. 

 
 News you can use. What can others learn from your client? Taking this approach will get 

more attention for client’s white papers and guest columns, not directly touting your client’s 
skill and expertise. 


