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BACKGROUND

ABOUT ME
Every brand tells a story, but not every story finds its audience. I’ve built a career on closing that gap—finding the line, the phrase, the 
campaign that doesn’t just speak but lingers, sharp and resonant, in the mind of the reader. Writing, for me, is not decoration. It is 
direction. It moves people toward clarity, connection, and choice. 

At Reflex Media, where I serve as Head Copywriter, I oversee two very different yet equally demanding voices.  
Seeking.com, with its 56 million members worldwide, requires the scale and polish of a global brand.  
FirstDate.com, a journal with more than 2 million readers, calls for intimacy, curiosity, and a steady editorial hand. Balancing both has 
made me fluent in contradiction: bold enough to lead a relaunch, precise enough to make every comma count. 

For Seeking, I directed the company’s 2025 global brand relaunch, creating the campaign “You know what you want. Find it on Seeking.” 
A simple line, but simplicity is deceptive; it required weeks of strategy, cross-department collaboration, and a clear-eyed understanding 
of how people talk about love and desire in 2025. The campaign delivered measurable returns—20% lift in organic traffic, 25% YoY ROI 
increase—but what matters more to me is this: it gave the brand a voice that finally matched its ambition. 

At FirstDate, my focus has been authority through authenticity. I built and executed the editorial and SEO strategy that increased 
readership by 40% year-over-year, transforming the journal into a recognized voice in modern dating culture. My work has been cited by 
The Dispatch (Nick Catoggio), referenced in Insider, Bustle, and The Cut. These aren’t just mentions; they are proof that when writing rings 
true, it carries. It escapes its intended platform and becomes part of the larger conversation. 

The through-line across these projects is not just output, but outcome. I write copy that converts, yes—but more importantly, I write copy 
that endures. Whether through advertising concepts, native campaigns, SEO-driven features, or brand relaunches, I merge storytelling 
with data to ensure the message performs as beautifully as it reads. 

What I offer as a Senior Copywriter is not only technical proficiency—the ability to draft, edit, optimize, and deliver—but also a way of 
thinking about words as architecture. Every headline is scaffolding; every campaign is a structure meant to stand long after the launch. My 
reputation, within and beyond Reflex, is built on reliability, precision, and the ability to turn broad strategy into sentences that work. 

The best writing carries both inevitability and surprise. The inevitability that this is the only way the line could have been written; the 
surprise that it had not been written before. That is the energy I bring to every project, from a three-word tagline to a multi-platform 
campaign. 

Henrik Jonathan Klijn 

http://seeking.com/
http://firstdate.com/


SEEKING.COM
CASE STUDY # 1

http://SEEKING.COM


“YOU KNOW WHAT YOU 
WANT. FIND IT ON SEEKING.”

CASE STUDY: SEEKING.COM  



SEEKING 2025 CAMPAIGN CASE STUDY

THE BRIEF

seeking.com needed a unifying campaign to sharpen its positioning as the 
premier platform for intentional, luxury dating. The objective was twofold:

1. Brand Elevation — articulate Seeking’s identity around clarity, confidence, 
and luxury dating standards. 

2. Performance — develop campaign assets flexible enough to be tested 
across native advertising, SEO-driven editorial, paid media, and CRM/email. 

The challenge: Create a bold, clear messaging system that worked both as top-
of-funnel brand storytelling and performance-driven copy.

http://seeking.com


SEEKING 2025 CAMPAIGN CASE STUDY

MY ROLE
As Head Copywriter, I:

• Concepted & wrote campaign’s hero lines and modular messaging frameworks such as the Truth Booth. 

• Designed four distinct wireframe variants (MULTI, WHITE, PINK, NAVY) to test how brand voice 
performed across visual treatments. 

• Partnered with SEO strategists to ensure blog/editorial extensions reinforced campaign pillars. 

• Developed copy for native ad tests (different headlines, tones, lengths) to measure audience response. 

• Coordinated with design and marketing to ensure tone and copy carried seamlessly through production. 

• Extended the campaign voice into editorial features, CRM, and social content, maintaining consistency 
across channels.



SEEKING 2025 CAMPAIGN CASE STUDY

RESEARCH & STRATEGY
Research & Strategy

1. Audience Insights

• Seeking’s users are ambitious, style-conscious, and intentional daters. 

• Pain points: fatigue with mainstream apps, unclear intentions, and wasted time. 

• Insight: The brand had to validate members’ confidence and clarity without alienating new, aspirational users. 

2. Market Audit

• Competitors positioned themselves around fun, serendipity, or sheer volume of matches. 

• None owned the luxury + intentional dating space. 

• This gap became the foundation for “You Know What You Want.”



SEEKING 2025 CAMPAIGN CASE STUDY

3. SEO Research

• Worked with SEO team to identify high-value themes: intentional dating, high standards, clarity in relationships, 
luxury dating experiences 

• Mapped campaign messaging into an editorial calendar (Q3 blog roadmap) that reinforced the campaign pillars via 
SEO-optimized features. 

4. Testing Strategy

• Structured the campaign for native ad testing: 

◦ Created multiple headline variations (direct, luxury-oriented, curiosity-driven). 

◦ Developed long-form advertorial snippets for placement on lifestyle/native platforms. 

◦ Monitored performance to identify which tones drove clicks and conversions.

RESEARCH & STRATEGY (CONTINUED)



SEEKING 2025 CAMPAIGN CASE STUDY

THE CREATIVE PROCESS

Phase 1: Core Messaging

• Developed the hero line:  “You know what you want. Find it on Seeking.” 

• Built supporting copy frameworks: clarity-driven headers, confidence-focused body copy, action-oriented CTAs. 

• Built and developed a full range of slogans and taglines that reflect the core brand promise: that Seeking will help you find what you want. 

Phase 2: Wireframe Variants

• Produced four modular site experiences: 

1. MULTI: Visually diverse, multi-panel structure. 

2. WHITE: Clean, minimalist layout — emphasizing luxury and clarity. 

3. PINK: Bold, playful variant with aspirational tone. 

4. NAVY: Strong, premium-feel variant for high-value positioning. 

Each carried the same messaging spine but tailored tone and layout for audience segmentation. 



SEEKING 2025 CAMPAIGN CASE STUDY

Phase 3: Native Advertising Assets

• Crafted headlines ranging from direct clarity (“Dating, Elevated.”) to curiosity-driven hooks (“What Happens When You Stop Settling?”). 

• Built long-form native snippets framed as editorial stories — designed to blend into premium lifestyle placements. 

Phase 4: Editorial Extensions

• Developed Q3 blog theme: Luxury With Clarity — Dating Elevated. 

• Articles tied campaign themes to cultural conversations, reinforcing SEO pillars 

• Example pieces: Why Clarity Is the New Luxury in Dating, Confidence Over Convenience: How to Date With Intention. 

Phase 5: CRM & Social Rollout

• Repurposed hero messaging into email lifecycle campaigns (welcome sequences, engagement nudges, reactivation flows). 

• Adapted tone for Instagram/TikTok ads, keeping copy short, bold, and high-impact. 

THE CREATIVE PROCESS (CONTINUED)





















SEEKING 2025 CAMPAIGN CASE STUDY

IMPACT

• Brand Elevation: Established a clear, premium positioning for Seeking that resonated across touchpoints. 

• Testing Wins: Native ads using clarity-driven messaging outperformed playful curiosity-driven variants by ~18% CTR (internal test 
results). 

• SEO Strengthening: Blog tie-ins reinforced luxury/clarity keywords, boosting visibility and aligning with campaign voice. 

• Cross-Channel Consistency: Unified copy across landing pages, blogs, email, and ads created a seamless user experience. 

• Creative Foundation: The campaign’s tone became the backbone for Q3 editorial strategy, with ripple effects into Q4 planning.



FIRSTDATE.COM
CASE STUDY # 2

http://FIRSTDATE.COM


BUILDING “A DATING 
JOURNAL FOR THE CURIOUS.”

CASE STUDY: FIRSTDATE.COM  



FIRSTDATE 2025 LAUNCH CASE STUDY

THE BRIEF
Building the FirstDate.com Editorial Voice & Platform 

When FirstDate.com was preparing to expand its brand presence, the challenge wasn’t just to launch another dating blog, it was to 
create an editorial destination that could stand on its own, with the sophistication of a cultural magazine and the authority of 
relationship psychology. 

The mandate: 

• Define an entirely new editorial voice. 

• Research and build content pillars that spoke to a stylish, upwardly mobile audience. 

• Develop a repeatable calendar system that could scale into multiple months of content. 

• Ensure the platform avoided clichés and “listicle dating advice,” instead presenting bold, original, psychology-driven features

http://FirstDate.com
http://FirstDate.com


FIRSTDATE 2025 LAUNCH CASE STUDY

MY ROLE
 “From planning to publishing, I built FirstDate.com into a premium editorial destination: psychology-driven, culturally sharp, and unapologetically bold.”  

 
 
As Head Copywriter, I: 

• Led the conceptual strategy behind FirstDate.com’s editorial identity. 
 

• Designed the tone of voice guidelines, positioning FirstDate as bold, intelligent, light yet grounded in psychology. 
 

• Researched cultural, psychological, and SEO trends to identify unique angles not covered by competitors. 
 

• Built the Q2 and Q3 editorial calendars, creating weekly publishing structures with thematic pillars. 

• Authored and edited flagship features that served as tone-setters for the brand. 

http://FirstDate.com


FIRSTDATE 2025 LAUNCH CASE STUDY

RESEARCH & STRATEGY

The challenge was to avoid clichés and create an editorial space that felt like a cultural magazine, not a content farm.  
FirstDate.com needed an intelligent, stylish voice that spoke to self-aware daters looking for clarity and a modern perspective. 

1. Market Audit 

• Analyzed competitor dating blogs (Tinder, Hinge, eHarmony, Cosmopolitan) and found that most leaned on repetitive tropes: “Top 10 First Date Ideas,” “What Your 
Star Sign Says About Love,” etc. 
 

• Identified whitespace: no one was speaking with editorial sharpness, mixing psychology, culture, and bold POVs. 
 

2. Audience Research 

• Target: Stylish, self-assured, upwardly mobile singles. 
 

• Pain points: Dating fatigue, lack of clarity in relationships, and desire for more intelligent conversation about love. 
 

• Insight: Readers didn’t want to be “talked down to. They wanted nuanced, cultural analysis with practical takeaways. 
 

http://FirstDate.com


FIRSTDATE 2025 LAUNCH CASE STUDY

RESEARCH & STRATEGY (CONTINUED) 

3. Trend & Academic Research 

• Incorporated emerging psychological research on “just talking” relationships, ambiguity in modern commitment, and attachment theory. 
 

• Pulled from wider cultural conversations (NYT Modern Love, The Cut, academic journals) to anchor pieces in real-world relevance. 
 

4. Strategic Pillars 

I created four editorial pillars that guided all content: 

• Self-awareness & Emotional Clarity (psychology-driven, reflective features) 
 

• Modern Dating Culture (trend analysis, cultural critiques) 
 

• Psychology of Connection (attachment, communication, reciprocity) 
 

• Practical + Playful Guides (light but intelligent dating strategies) 
 



FIRSTDATE 2025 LAUNCH CASE STUDY

THE CREATIVE PROCESS

Building the Editorial Platform 

Editorial Calendar Design 

• Developed a bi-weekly publishing cadence (Tuesdays & Fridays). 

• Designed content flows where each week delivered one trend-driven anchor piece and one lighter, curiosity-driven piece. 

• Ensured interlinking across articles to improve SEO and build a coherent reader journey. 
 

Tone of Voice Guidelines 

• Sharp, intelligent, bold — but never gimmicky. 

• Avoided clichés, AI-detectable phrasing, and overused tropes. 

• Modeled tone after premium editorial voices (TIME, The Cut, Myisha Battle’s essays). 



FIRSTDATE 2025 LAUNCH CASE STUDY

THE CREATIVE PROCESS (CONTINUED)
 
 
Launch Features (Q2–Q3) 

• Bare Minimum? Barely Interested. Why Daters Are Raising the Bar 

• Dating a High Achiever? Here’s How to Keep Up Without Losing Yourself 

• Benched! Is It Ever Okay to Sideline Someone You’re Dating? 

• Self-Aware, Not Selfish: The New Psychology of Modern Dating 
 

Each piece was structured to deliver: 

1.A cultural hook (trend or behavior). 

2.A psychological layer (anchored in research). 

3.A clear POV (editorial stance). 

4.A takeaway (empowering, practical advice). 
 



FIRSTDATE 2025 LAUNCH CASE STUDY

THE BUILD: FROM STRATEGY TO SYSTEM
‣ Core Editorial Pillars 

 
 

‣ Self-Awareness & Emotional Clarity 

‣ Modern Dating Culture: Aware and Responsive 

‣ Psychology of Connection, both in terms of subject and brand/user  

‣ A Practical + Playful Guide to relationships as an SEO feeder to engagement with the seeking.com mother brand  

‣ Interlinked article pathways for SEO + user flow between FirstDate.com and seeking.com  
. 

‣ Crafted tone of voice guidelines: sharp, intelligent, bold yet never gimmicky 
 

http://seeking.com
http://FirstDate.com
http://seeking.com












FIRSTDATE 2025 LAUNCH CASE STUDY

IMPACT
• Successfully established FirstDate.com as a premium editorial experience distinct from Reflex Media’s other brands. 

 

• Reinforced brand positioning as intelligent, style-conscious, and psychology-driven. 
 

• Built a sustainable publishing system that could scale into future quarters. 
 

• Helped solidify FirstDate’s identity as more than a dating site — but a cultural authority in modern relationships.\

http://FirstDate.com


Seeking Rebrand 
How Copy Strategy Transformed the World's Most Controversial Dating Platform 

A comprehensive case study in brand metamorphosis, cultural repositioning, and the power of strategic narrative 

The Impossible Brief 

It’s a big deal. But tricky. You're handed the keys to a brand that's simultaneously recognizable and stigmatized. Seeking: a platform with 56 million users worldwide, generating hundreds of millions in revenue, but with more baggage than Louis Vuitton. 

At the time, TikTok was reshaping how Gen Z talked about everything from mental health to money. Payment processors were tightening policies around "adult adjacent" content. Cultural conversations around power dynamics in relationships were reaching a 
fever pitch. And sitting at the center of it all was a platform that had built its empire on "sugar dating"—a term that, depending on who you asked, represented either empowered choice or exploitative transaction. 

The mandate from leadership was clear: Transform Seeking. And do it without losing the essence of what made 56 million people sign up in the first place. 

No pressure. 

The Archaeology of a Loaded Brand: Digging Through Digital DNA 

Before you can reinvent a brand, you have to understand what you're working with. My first 90 days as Head of Copy involved what I called "brand archaeology"—a forensic dig through every piece of content, every user touchpoint, every cultural artifact that 
Seeking Arrangements had created over its 16-year lifespan. 

The Audit Revealed: 

• 847 pieces of active content across the platform 

• 23 different "brand voices" across different marketing channels 

• A glossary of loaded terms that had become platform vernacular: "sugar daddy," "sugar baby," "allowance," "arrangement," "mutually beneficial" 

• User-generated content that ranged from empowering success stories to cringe-worthy stereotypes 

• A blog that read more like a how-to manual for transactional dating than a resource for modern relationships 

The Cultural Moment 

But here's what made this rebrand particularly complex: the world was changing faster than our brand strategy deck could keep up with. 

Gen Z was rewriting the rules of transparency in relationships. They wanted radical honesty about everything—money, expectations, deal-breakers. The very things that made Seeking Arrangements controversial were actually becoming mainstream 
conversation topics, just wrapped in different language. 

The luxury market was having an authenticity reckoning. Consumers were shifting from "look at what I have" to "look at what I value." The aspirational had to become intentional. 

Dating apps were commoditizing connection. Swipe fatigue was real. People were craving platforms that treated relationships like the complex, multifaceted experiences they actually are. 

The opportunity was clear: Don't run from the controversial elements—reframe them as pioneering. 

  

Phase 1: Internal Revolution - Changing the Language of Love 



See further portfolio work at these links: 

Creative Overview 

https://www.boyoyoboy.com/about 

 
Writing 

https://www.boyoyoboy.com/writing 

Books  

https://www.boyoyoboy.com/the-bushman-susurrus 

https://www.boyoyoboy.com/about
https://www.boyoyoboy.com/writing
https://www.boyoyoboy.com/the-bushman-susurrus

