
 

 
 
Filthy Rich Writer Comprehensive Copywriting Course 
An Introduction to the Course 
 
Welcome to the Filthy Rich Writer Comprehensive Copywriting Course. 
This is your introduction to the entire course. 
 
Here’s what you’ll learn within this brief intro: We’ll talk about what 
copywriting is, where people do it and why people do it. We’ll discuss two 
different, but related, types of copywriting. The principles that you’ll learn 
in this course will apply to both, but you should understand the distinction. 
We’ll talk about the copywriter’s sacred principles—there are a few things 
that, as a copywriter, you absolutely can never sacrifice. And then we’ll also 
talk about how your current writing skills, in whatever capacity you write 
now, will translate to copywriting. 
 
So what is copywriting exactly? To put it bluntly, copywriting is writing that 
sells. It’s either literally selling something or it convinces people to do 
something: to take an action, to click a button in an email, to subscribe to a 
newsletter, or, of course, to purchase something. Copy is the word for what a 
copywriter actually writes.  For example, a creative director might request 
that a copywriter write a “new line of copy.” Copywriters write copy for 
emails, banner ads, direct mail, newspaper, magazine ads, videos, 
commercials—all kinds of different things! It combines the art of writing 
with the science of marketing and a few specific rules to write by. These 
specific rules are what help to make your copy effective.  
 
What isn’t copywriting? Novels, short stories and non-fiction. None of these 
are designed to actually sell anything. They are designed to sell in and of 
themselves, that is, they are designed to be purchased, but their purpose is 
not to sell other things. The same thing goes for magazine or newspaper 
article writing. Articles should be informative, but it isn’t their entire 
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purpose to sell something. As for ghostwriting, well, you may be paid to be a 
ghostwriter, but what you’d be writing would be a novel or non-fiction or 
even an article, and those aren’t about selling. Blogging is technically not 
copywriting, but it’s something we’ll get into further into the course. 
Blogging falls into something we call content writing and many people 
confuse it with traditional copywriting. At some point in your career, you’re 
probably going to get paid to do blogging as a copywriter, but because it 
isn’t directly selling something, it isn’t technically copywriting. 
 
Why do people need copywriters? Well, well-written, well-crafted copy is 
essential to selling anything. There’s a lot of really great, clever copy out 
there but if it doesn’t hit on a few key principles, it’s not going to resonate 
with people and they won’t take the action you want them to take. Very few 
people, surprisingly few people, are able to write copy well. Which of course 
is the goal of this program: to help make sure you do it well and make sure 
you get paid well to do it. Very few people, even some working copywriters, 
understand how to make their copy insanely effective. And again, one of the 
things we’ll learn in this course is that there are a few key principles that you 
can put into action every time you write your copy that will help to make it 
very effective. Pictures are great and often important, but if the messaging is 
bad, people aren’t going to buy. 
And what all of this means is:  
 
Copywriting is a great career. Copywriting will never go away. It’s the kind 
of career that still booms even in bad economies and you can take it from 
me: that’s the absolute truth. People need great writers and they’ll pay them 
well. This is one line of work that employers will have a really hard time 
sending overseas or turning into a commodity. People need skilled 
copywriters. Also, by the way, it’s very rewarding and kind of amazing to 
make a good living as a writer; to be able to answer with “Well, I’m a 
writer” when people ask what you do for a living.  
 
Before we get further into copywriting, I want to talk to you about two 
different types of copywriting. Now, frankly, the distinction can get a little 
hazy since the same principles that you learn throughout this course will 
apply, but I want you to be aware of them. The two different types of 
copywriting are direct response copywriting and branding copywriting. 
While the principles are vastly the same, the main difference between the 
two is the company’s desired end-result. Direct response copywriting is 
designed to get an immediate response from its audience. It’s used to 
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generate sales, drive traffic (whether online or to a physical store), or to get 
the audience to take some other kind of action. These are the emails that you 
get from stores that are hurrying you to rush in for their big sale or the 
banner ads that you see that are urging you to check out a travel site. They 
want you to visit or click right away. Branding copywriting is more about 
establishing the image of a product or a company and generating awareness 
of the product or company. Branding copywriting is used to expose people 
to a new product or company, generate a positive feeling about a company 
and/or get people to believe certain traits about a company. These are the 
image-heavy ads you see in fashion magazines with shots of a company’s 
new Spring line or these are the TV ads where a company is telling you 
about its new car, but also telling you about all of the environmentally-
friendly things the company is doing. 
 
Direct response is usually more of a “hard sell.” You’re trying to get people 
to take immediate action. You’re using urgent language or special discounts 
or limited time offers to get people to take an action right away.  Branding is 
usually more of a “soft sell”.  It’s not that immediate action isn’t desired—
every company would love people to rush out and buy their products—but 
the ads are also looking to affect how people think about a company. The 
language is less urgent and usually about provoking a desired emotion in the 
audience and linking that emotion with the company or product. Car ads 
show fast, sleek, sexy cars, trying to evoke the desire within the consumer to 
be those things, but those ads also make the consumer link those descriptions 
with the car and the brand. Branding is about creating a personality for the 
brand based on getting people to buy into the descriptors (like sleek, fast, 
sexy) that it tries to convey in its ads. Direct response is especially common 
in online ads and direct mail, but you’ll see it in every possible type of ad. 
Branding is most common in glossy magazine ads and TV commercials, but 
you’ll also see it across all different types of ads.  You’ll find crossover 
throughout the advertising industry and even sometimes within projects. 
Luckily, though, they’ll both adhere to the principles you’ll learn throughout 
the course. Then, when you are working on a project at a company or for a 
client you’ll be able to ascertain whether you’re working on a direct 
response project or a branding project and exactly how to put these 
principles into action.  
 
Now, there are a few things that have to be sacred to copywriters. One of 
these is deadlines. You can never, ever, ever, ever miss a deadline. They 
must be absolutely sacrosanct. It’s part of the commitment that you make to 
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your client and if you ever miss a deadline, then you lose that element of 
trust with your client. Another thing is your reputation. I don’t care where 
you live, the creative community is small. If you let down a client, miss a 
deadline or generally make yourself unpleasant to work with, it will get 
around and you’ll ruin your career. It’s crucial to maintain your positive 
reputation by doing great work and being great to work with. Honesty: Don’t 
write copy that lies or is misleading. It’s bad for the company and bad for 
the client. It erodes the trust between the company and the consumer. And 
it’s also bad for you; if you become known as the kind of writer that writes 
disingenuous copy, you won’t get as much work. There should be a reason 
for every single word you use. And incidentally, you need to be able to 
explain why you chose each word. There needs to be a solid purpose behind 
every word—even something as seemingly small as the difference between 
“and” versus “but”. We’ll dig into this more in later sections, but just keep 
that in the back of your mind. Benefits: This is something we’ll also go into 
much deeper in the next video, but for now, suffice it to say that the benefit 
to the consumer is the absolute most important thing for you to lead with. 
And it’s also part of what helps to make your copy outrageously effective. 
 
So, how will your current writing abilities help you now as you learn to 
become a copywriter? Well, a natural talent for writing can’t be taught. And 
frankly, if you’re here, you’ve probably got one. The kinds of people that 
will find this course are the kinds of people that want to be writing for a 
living, and you probably want to be writing for a living because you enjoy it 
and because, throughout your life, people have said, “You’re a really good 
writer.” A love for words will always help you. A love for words and for the 
intricacies of creating the perfect line, whether it’s in creative writing or 
copywriting, will always come to your aid. This also comes together with an 
understanding of words and how they work together. There are certain 
words that will create the perfect rhythm, and that works in poetry and that 
works in copy, too. Especially in shorter lines, your copywriting has to flow 
smoothly and it has to be a pleasure to read. Also, you need an ability to 
self-edit and, if you’ve already attained that as a writer, it will help you as a 
copywriter. Copywriting is fun, but it’s also a challenge and part of that 
challenge is having to continually edit your work and look at it with a very 
critical eye. 
 
Here are some of the traits you’ll develop if you don’t already have them. 
You’re going to learn to work within specific parameters and limitations. 
For example, you may be constrained by the size of the piece that you’re 
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working on. A banner ad can be exceedingly tiny and that, of course, 
dictates exactly how much copy you can put in there and how much you 
can’t put in there. You also have to deal with the fact that you have a certain 
number of messages that you want to convey to the consumer, but you only 
have a certain number of ways that you can do it. You’ll also have to adhere 
to the fundamental principles we’ll talk about in Module 1. Humility: It is 
not about you. If you haven’t learned this as a creative writer, get ready to 
learn it as a copywriter. This is not to say that people are going to be beating 
you down left and right because that’s absolutely not the case. However, 
your writing is writing for your client or for your boss—don’t get married to 
what you’ve written, because it’s going to change. Your role is to be a 
consultant and produce fantastic work. You are part of a team, not a solo 
superstar.  
 
You’re also going to learn how to kill your babies. This sounds like a terrible 
thing, but it’s very necessary when it comes to copywriting and avoiding 
getting overly attached to phrases or lines or anything like that that you 
absolutely love. You’re also going to learn how to be very concise. 
Everything that you put in your writing needs to be short, quick and to the 
point. Otherwise, you’re going to lose your reader’s attention and that is the 
greatest sin a copywriter can commit. You’re going to learn how not to take 
things personally. This is closely related to humility, but has a bit more day-
to-day relevance. You’re going to get a lot of feedback on your copywriting. 
A lot of it is going to be great and people will praise you, but a lot of it is 
also going to be requests for changes and you have to learn not to take it 
personally. You are a writer, but you are not your writing. 
 
So, here’s what you’re going to learn in this course. You’re going to learn 
the rules and tactics for creating on-brand, engaging, creative and effective 
copy. You’re going to learn how to navigate through the entire copy process 
with clients, project managers and designers from the initial kickoff to the 
creative review and final approval. It’s actually a somewhat long and 
involved process, but you’re going to learn it all and get it all down pat 
during this course. You’re also going to learn how to craft copy for 
interactive media, including websites, emails and banner ads; you’re going 
to learn how to craft copy for print media, including ads, direct mail and 
sales letters. Then, after we wrap up the how-tos of writing, we’re going to 
go through how to build your experience and how to build your portfolio to 
make sure that you can get a ton of work as a copywriter. This is also going 
to translate into how to find work on-staff or off-, and how to actually 
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negotiate your rates. Then, of course, it all comes together with how to build 
a sensational career as a copywriter. 
 
That was your overview and here are your next steps! Now that you know 
what’s coming up, there’s no better time to get started than right now. Head 
over to Module 1 and let’s get your copywriting career going!  
 


