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SALUMI ROBBERTS

Hi there! Thanks for taking the time to look through my
copywriting portfolio. In it, you'll find a few samples and
pieces from my time as a freelance copywriter working with
agencies and personal brands, worldwide.

Copywriting is a serious passion and career of mine and
becoming an irreplaceable asset to any company is only a
snippet of what | aim to achieve.

Enough about me, let’s move on to the good stuff! Grab some
poppity-corn and please enjoy the work featured below.
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EMAIL DESIGN AND COPYWRITING
BRANDS: CANGRO, FRENCH ATTIC

TIME FRAME:

Ideation | 30 minutes

Design | 1-2 hours

Copy | 30-45 minutes

THOUGHT PROCESS

ROLE | Email By Design Account
Manager/Copywriter

Before sending each email, | would
converse with the client and offer some
ideas for the email campaigns for that
week. After they approved and we agreed
on ideas, | would start by drafting a rough
design for the email, making sure it
aligned with the brand’s style, colour,
aesthetic and communicated the desired
message visually. Then, | would write the
copy and send if off to for final approval
before scheduling it into Klaviyo and
notifying the client that the email
campaign was scheduled.



EMAIL DESIGN AND COPYWRITING

This was a made up
brand that | created for

samples of graphic
design and ecommerce
email copy.

BRANDS:
KRAZY KIDZ

In this
sequence,
there is:

+ A pop up/
sign up form

+ A welcome
email with a
discount

+ A brand
welcome
email

+ A product
catalogue
email




Kraizy keeps your kidz
SAFE, COMFV & SPOTTABLE
atthe beach or pool.

TIME FRAME:

Ideation | 2 hours

Design | 8 hours (total)

Copy | 3 hours

THOUGHT PROCESS:

Although this was only a mock
project, | treated this like a
real client. | came up with the
idea and started with the
designs before writing the
copy. Throughout this
process, | experimented with
various designs, colours,
fonts and copy. After many
iterations, | was happy with
the end result.
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SOCIAL MEDIA AND ADS
META ADS FOR ENJO AUSTRALIA

Mubti-channel Copy for Enjo Australia
TIME FRAME:
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SOCIAL MEDIA AND ADS

META ADS FOR SANTEBYENJO
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SOCIAL MEDIA AND ADS
GOOGLE ADS FOR ENJO AUSTRALIA & SANTEBYENJO
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Ideation | 20 minutes

Copy | 45 minutes
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SOCIAL MEDIA AND ADS
SOCIAL MEDIA CAPTIONS FOR ENJO AUSTRALIA
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TIME FRAME:

Ideation | 30 minutes

Copy | 2 hours
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THOUGHT PROCESS:

Once again, before |
wrote any copy, | made
sure to look at what
this brand had
previously been posting
on Social Media. This
was to give me an
indication of how they
sound and whom | am
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to (i.e. my
target audience). After
becoming very familiar
with their brand, | was
able to write social
media copy aimed at
educating the viewers
and building the brand.



SOCIAL MEDIA AND ADS
SOCIAL MEDIA CAPTIONS FOR SANTEBYENJO
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SOCIAL MEDIA AND ADS
ORGANIC SOCIAL MEDIA COPY FOR SMARTERBATHROOMS+
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For this brand, | took a

few pre-existing blog

posts on their website
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reading the blog posts i

online, plugging them
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the key points and
writing the social media
copy inspired by Al's
summary.
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EMAIL LIST MANAGEMENT & RELATIONSHIP

BUILDING

BRAND: MARTIN SANTISE LLC

Before working with Martin, he wasn’t
sending any emails to his list. | started
off by running a re-engagement.
campaign to 1) re-engage his email
subscribers and 2) to facilitate any
subscribers to unsubscribe. For

y purposes, |
Martin’s list in terms of engagement.
and sent only a few emails to his
subscribers to slowly re-engage them.

These are two emails | wrote to hi
that had the highest open rates.




THOUGHT PROCESSES:

Since Martin operates in a very specific and
unique niche, | make sure to provide actionable
and valuable information and education in the
emails | send to his list.

Each email takes around 10-20 minutes of
planning and research and then between 15-30
minutes to write the email, depending on the
topic.

| always make sure to check get Martin's
approval before scheduling the email into
Hubspot, selecting the right segment to send it
to and analyse the data that we receive after
sending it.

I am also the designated Emalil List Manager for
Martin, which includes sending all the emails,
segmenting and creating filters for lists and
analysing the data we receive from the emails.



SHORT FORM SOCIAL MEDIA SCRIPTS
BRANDS: JACQUELINE VAGAR

(AMAZON FBA COACH)
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TIME FRAME:

Ideation | 45 minutes

Copy | 4 hours
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WEBSITE AND BRAND COPY

BRANDS: EARTHLETE
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TIME FRAME:
Ideation | 45

minutes

Copy | 3 hours

THOUGHT PROCESSES:

T < was to write
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Gold

Berare writing the copy, |
needed 1o 1) know the
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BLOG AND SEO COPYWRITING

BRANDS: OUTTHEREMOMS,

FETE CREATIVE

TIME FRAME:

Ideation | 15 minutes

Copy | 1 hours

THOUGHT

For the clients who have
needed blog copywriting, |
usually start off by making
sure | have all the information
I need and clarify anything
beforehand with the client

Then, | study the brief and
make sure | what
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is required of me to write
about

After | have written a rough
outline of the blog, I will go
back and make any
refinements and change
anything that is more closely
aligned with the brief and
brand.

Before submitting it to the
client, | always check for
spelling and grammar,
Dresentatlen flow and overall
qu of w . | sometimes
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speed up this part of the
process.
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THAT’S ALL FOLKS!

IF YOU HAVE ANY QUESTIONS OR WOULD LIKE TO BOOK IN
A TIME WITH ME TO CHAT ALL THINGS COPYWRITING AND
MARKETING

SEND ME AN EMAIL AT SALUMI@aCOMPASSMEDIA.COM.AU

SALUMI ROBBERTS
Compass Media

salumi@compassmedia.com.au
lumi.compass_media
compassmedia.com.au




