
 

 
 
Module Two, Copywriting Tactics  
Video Three, Self-Editing Your Copy 
 
Here’s what you’ll learn: How to decide on the length of your copy. We 
talked a little bit about it, and now we’re digging in even deeper. You’ll 
learn how to tell your good ideas from your not-so-good ideas, all about 
killing your babies and the right way to ask for feedback. 
 
How to gauge the right length for your copy. Now’s the time to refer back to 
how the medium affects the message video where we first started talking 
about exactly how to figure out the right length for your copy. Not only does 
the medium affect how you write the message, it also affects the length. You 
want to use the least amount of copy possible to convey the most compelling 
message. Like we said, it’s kind of true that no one reads the copy, meaning 
that nobody reads all of the copy, so you want to make it as short as possible 
so they’re more likely to read more of it and understand your message. 
Don’t force them to slog through paragraph after paragraph just to get the 
full story.  
 
Write your first version and then begin eliminating extra words and phrases. 
We also began talking about this in the last video—we’re going to get even 
tougher. Cut it in half if you can. When you think you’ve gotten to a good 
place, challenge yourself to cut it in half. You may not be able to do half, but 
aim for it. The shorter the better; brevity is key. Now obviously there are 
going to be scenarios where you have a lot of information to get across and 
you won’t be able to cut it in half, but in that case be sure you’re also 
thinking in terms of keeping your sentences brief and phrases brief. If you 
can cut a sentence in half, do it. If you can break things up into bullet points, 
do it. You should never have more than a single idea in a sentence, certainly 
never more than one broad idea in a paragraph and as few paragraphs as 
possible (if any!). Keep it easy to read through. And again, keep it short.  
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As you’re concepting and writing, you’re going to have a lot of ideas. At this 
juncture, we’re going to talk about how to figure out which ones are good 
and which ones aren’t so good. First, write your copy and walk away. 
Especially when you’re getting started, it’s very difficult to evaluate your 
copy right after you’ve written it and if you’ve been sitting and looking at 
your copy for a long time it’s going to get even harder. Sometimes the first 
stuff you write is going to seem best, sometimes the most recent stuff is 
going to seem best, but either way, your mind and your vision are probably 
clouded from all of the hard work and thought you’ve put in.  
 
So, write your copy, walk away, and then come back to evaluate it after your 
mind is fresh and you’ve had a chance to think about something completely 
different from copywriting. Read what you’ve written and pay attention to 
your gut. One of the best things that you’re going to get out of this course 
and, of course, practice afterward, is that a feel for what’s good copy and 
what isn’t is going to become ingrained. If you’re watching the videos, 
reading the transcripts and filling out the action sheets, the rules and 
guidelines of copywriting are going to naturally become part of how you 
think about the words you read. Basically, we’re looking to develop a really 
good gut for your work. And even just getting this far into the videos, you’re 
already starting to develop that. So read your copy through and pay attention 
to your gut. What jumps out at you? What makes you go “You know, I think 
that’s really good”?  
 
If you’re questioning something by the way, chances are it needs to be cut. If 
there’s something in you that goes, “I don’t know, something doesn’t seem 
right,” then it probably isn’t right. Creative directors hate to hear “Yeah, I 
thought you’d say that.” If you bring me work and I give you feedback and 
you say “Yeah, I thought you’d say that,” I’m wondering why you didn’t 
just fix your work before you showed it to me. Use your gut, use your skills 
and fix your work before your creative director ever sees it. You’re 
becoming an expert, so evaluate your work like an expert. 
 
Here are a few other problems to watch out for. Cliches. Phrases like 
“discover the difference,” “state of the art” or “fall for fall fashions”. Every 
autumn you have a “fall for fall fashions”, a “fall for this” a “fall for that” 
and every spring it’s something about “spring into new looks”. If you can 
possibly avoid this, please do. It just shows that you are a less than creative 
copywriter. I’m sure there will be times that you’ll have to write something 
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along the lines of “fall for fall fashions”, but absolutely avoid it as much as 
you can. Another problem to avoid is words for the sake of words. This goes 
back to brevity; don’t put things in there just because you think they’re 
clever or just because they’re fun. Every single word that you use should 
have a point. Now, if your brand’s voice is meant to be very, very fun or 
conversational or clever, you may have to put words to that effect in there, 
but then there’s a reason for them. Don’t put words in just for the sake of 
adding more words.  
 
Watch out for marketing or industry internal speak. These are buzzwords. 
Your client may talk about helping their customers to “monetize,” but is this 
really a word that they use? Your boss may talk about how the fashions your 
company sells cost less than at “specialty stores,” but does the customer 
actually know what a “specialty store” is? Be careful not to use the words 
you hear around the office, just because you hear them around the office—
make sure they’re words that your reader actually understands and uses.  
 
Next up: Clever for the sake of clever. This is right up there with words for 
the sake of words. You may love a line and the client may love a line and it 
may make you laugh, but if there is no purpose to it, then it has no right to 
be in your copy. Watch out, too, for repetition. “Save big with our most 
amazing savings of the season!” If I’m not going to save big with savings, 
what am I going to save with? There’s no need to have both “save big” and 
“savings” in this line. Be careful —it can be very easy to let repetition sneak 
into your work without even noticing it, especially if you’re working with a 
client or company that recycles a lot of lines.  So as you go back and 
evaluate your work, check to make sure every word is necessary and there 
isn’t any duplication of words or concepts.  
 
Too many messages for one person to digest. Let’s say for example we 
weren’t going through this information line by line and, instead, it was an ad 
in which I had put this together in a paragraph or, worse yet, a sentence. 
There would be absolutely no way for you to remember all of this, to keep 
track of all of this to comprehend it. Keep your messages short, keep them to 
the point, and don’t try to pack in too much information. If I put all of this in 
a banner ad, I would fail miserably at getting you to remember anything at 
all. Here’s a note that I want you to be sure to write down: Don’t get too 
married to sentences or traditional sentence/paragraph structure. 
Copywriting lets you break things down and shake things up. You’re not 
writing articles, you’re writing ads! 
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Killing your babies. Well, William Faulker said “You must kill your 
darlings,” but I’m afraid it feels even more painful than that. You cannot be 
married to your own writing. You can be infatuated with it, but don’t get 
married. It’s absolutely true that when you do your writing, you should be 
thinking “Hey this is really good” and you should be proud of the work that 
you do, but when it comes time to have your writing evaluated, you can’t be 
so invested in it that you take feedback personally. And by the way, if you 
can’t cut your favorite lines yourself, someone else will force you to kill 
your babies. And it’s going to be your client, your creative director, or 
someone who’s very important to your career. And then, eventually, they’re 
not going to give you the chance to kill them because they won’t be working 
with you. You need to be able to be ruthless with your own copy; it’s no 
one’s job but yours.  
 
Listen to your heart, but be guided by your head. If you love a line, but it’s 
not serving a purpose, it’s got to go. Also, if you love it but something else 
could serve your purpose better, it’s got to go. And also, if the client or boss 
doesn’t like it, it’s got to go. Remember, it’s not about you. It’s about what 
serves your boss or client’s purposes best and, at the end of the day, you 
want to make them happy. You want to write effective copy, but you want to 
make them happy. If you’ve given them your reasons and your 
recommendations and they still don’t like it, it’s got to go. 
 
Let’s move on to the right way to ask for feedback before a creative review. 
A second set of qualified eyes is always helpful. Notice that I’ve stressed 
qualified. And why? Because everyone has an opinion and you need the 
opinion of someone who understands your objectives. Showing it to your 
husband or wife or mother or friend is nice, but they can’t possibly give you 
the kind of feedback you need. The best feedback is going to come from 
your boss, your creative director, your project manager or your client. 
Second best could come from another copywriter whose work you respect 
and who understands the project and objectives.  
 
But be certain that when you show this to whichever second set of eyes you 
choose, they understand that this is just a first pass at your copy; that this 
isn’t your final copy. Here’s the thing—if they think this is your first pass 
and if you’ve hit it on the nose, they’ll be absolutely thrilled. But on the 
other hand, if you’re a bit off base, then they won’t be panicked. If you show 
them copy and they think that it’s final copy and it’s wrong, they’re going to 
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freak out. So make sure they understand that this is just a first pass and you 
want to run it by them. That way, they won’t be panicked. 
 
Always put your best foot forward. You will make your client or boss or 
creative director panic if you show them crummy copy. Ask them questions 
like “Am I heading in the right direction?” “Have I hit on the benefit directly 
enough?” or “Is this call to action strong enough for you?” When you ask 
your questions, specificity is key. You’re looking for them to identify places 
in your copy that are problems and, as well as they can, to tell you why. But 
you shouldn’t be looking to them to come up with solutions. It’s not their 
job to solve the problem for you—that’s your job. Make sure that you 
understand their feedback so that you can incorporate it. If you have 
questions, it’s better to ask in the moment than to ask them to recall the 
feedback they gave you at a later point. And by the way, take notes! 
 
Next steps! This is kind of fun: Practice editing other people’s emails or ads. 
You get a lot of copy in your inbox, across your desk in your mailbox, and a 
lot of it isn’t very good. (Job security!) So go through some of the pieces 
you see to practice editing and figure out what you would take out of other 
people’s copy. Or, if there are things that you would add instead, figure out 
what that would be, too. Then, move on to shady copy techniques in video 4.  
 


