
 

 
 
Module Three, The Project Lifecycle 
Video Three, The Creative Review 
 
Here’s what you’ll learn: The dynamics of a creative review. What happens 
when all of the key stakeholders get in a room together and have to evaluate 
creative. You’ll learn how to present your work. There’s a specific way to 
get the best possible results and I’m going to show you how to do it. We’ll 
talk about how to accept feedback gracefully. You’re going to get a lot of 
feedback, we will make sure that you’re prepared. We’ll go over how to get 
consensus among the many opinions and multiple pieces of feedback to get 
everyone on the same page. And then, we’ll talk about how to proceed, post-
review. 
 
The dynamics of a creative review.  I should note, first off, that creative 
reviews can be kind of a shock for new copywriters. Essentially, you’re 
faced with a room full of people and they’re all there to give feedback on the 
work that you’ve done. Copywriting is a very collaborative process and 
getting feedback during the creative review is essential to creating an 
effective piece of creative. The other people in the room—the project 
manager, any brand marketers, and product managers—will have unique 
insight that will help to shape your project. You should go into a creative 
review expecting to get constructive feedback and, even more than that, you 
should welcome it. It helps you to create better creative and it also helps you 
become a better copywriter.  
 
Of course, a challenging part of receiving all of this feedback is that you 
have to find a way to revise your work to incorporate it all. Be aware, too, 
that the vast majority of the time, your creative will not be approved in the 
first creative review. And when I say vast majority, I would plan on 99% of 
the time. That doesn’t mean that you did anything wrong. There are going to 
be insights that the project managers have or the brand managers have that 
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you can’t possibly know. And they may have unique viewpoints that just 
hadn’t occurred to you. Sure, it means that your work isn’t perfect, but this 
feedback is going to help get it closer to that point.   
 
Depending on the project and the team, a creative review can proceed like an 
orchestra or a circus. Often, someone in the room voices an opinion and 
sometimes it will be very different from what someone else just said. As in 
any meeting, you’ll find that some people are very vocal, some people are 
very insightful and even, sometimes, some people are just talking for the 
sake of being heard. When there are several people who are affected by the 
outcome of the creative, they naturally want to be sure that their knowledge 
and thoughts are reflected in the piece. Though there should only be one 
final decision maker, the feedback of the other key stakeholders is still very 
important. Shortly, we’ll talk about how to give attention to each of these 
viewpoints, but still leave the review with a solid single set of feedback to 
work from.  
 
How to present your work. The way that you present the layouts you and 
your designer created can help to make the creative review run smoother, or 
can help to derail it. Here are the steps to ensure that your work is featured in 
the best way possible and discussed in the most productive way possible. 
Decide before the review which parts of the work you will present and 
which parts your designer will present. You or he can always interject and 
offer additional details while the other is presenting, but each of you should 
be responsible for a specific portion of the presentation.  
 
Begin the meeting with your creative hidden. If it is printed, keep it covered 
up and if it’s on a computer or screen, turn the screen off or leave it on the 
desktop. This ensures that the meeting attendees will be focused on what 
you’re saying instead of jumping the gun and evaluating whatever creative 
they can see. The first part of the meeting should be dedicated to recapping 
the creative brief and kickoff, reminding everyone about the strategy, the 
benefits, the next step and the expected deliverables. This is all the stuff that 
was agreed on before, so it shouldn’t be a surprise to anyone, but it also 
helps to refresh everyone’s mind as to the goals of the project and what they 
really need to be evaluating. After you give them the refresh of what was 
requested for the project, move into a quick overview about how you 
approached it. Let them know what kinds of things you were thinking about 
as you and your designer concepted, wrote and designed it. What did you 
anticipate the customer needing? What was your impression as you 
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approached the project? Let them know what the thought process was as you 
and your partner were concepting and creating this piece.  
 
Next, you’ll move on to actually presenting your layouts to the key 
stakeholders. If you have multiple versions or concepts, present the one you 
were least enthusiastic about first and end with the one you are most 
enthusiastic about. The reason for this is that anticipation and excitement is 
going to build as you present your concepts and you want to show them your 
favorite, your recommendation, at the end when this excitement is highest. 
When we talked about concepting we discussed creating three versions: a 
“safe” one, meaning a concept that is most similar to what they’re expecting; 
a “bold” one, meaning one that is not at all what they’re expecting; and one 
that falls right in the middle. Often, you’ll find that your “bold” version is 
the one you’re most enthusiastic about. So in this scenario, you would 
present your “safe” version first, your “middle of the road” version second 
and your “bold” version last.  
 
Before you show them your creative, request that everyone hold their 
comments and questions until the end. This will allow them to give you their 
full attention without getting distracted by others’ thoughts and reactions. 
Let them know that there will be plenty of time for questions and feedback 
after you’re done presenting and you’ll be happy to show any of the versions 
again. As you pull up or display each layout, let the meeting attendees read 
the copy for themselves, just the way they would if they were encountering 
it in the real world as a member of your target audience.  
It can be very tempting to read the copy when you’re looking for something 
to say and especially if the room is quiet for a bit while they read, but resist 
the urge. You won’t get as genuine a reaction from them if you read it as if 
they read it themselves in the role of a target audience member. After all, 
your target audience won’t get your emails read aloud to them! As you go 
through each concept, explain why you and your design partner made the 
major design and copy changes that you did. Let them know the reasons and 
the thought processes behind each one. And though they will assume that all 
of your copy and design choices were deliberate, explaining the reasoning is 
a nice opportunity to convey this without outright saying it. Finally, finish 
your presentation by asking if anyone has any questions while you let them 
digest what they’ve seen.  
 
Accepting feedback gracefully. Again, be prepared, you will receive 
feedback. Some of it will be positive and some will be constructive and to be 
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totally honest, sometimes it will even be negative (though that won’t happen 
all that often.) This is also a good time to remind you that you are not 
married to your work. You aren’t your copy and your copy isn’t you. Any 
feedback you get is not a reflection on you as a person, so it’s crucial that 
you be open to ideas and not take anything personally. This can be easier 
said than done, of course, but it’s a skill you must build as a copywriter. The 
easiest way to receive feedback is to listen carefully, take notes and say, 
“Okay, I can see where you’re coming from” or something along those lines 
and ask questions if you have them. Remember that your work is not being 
attacked, just discussed. So you can explain your choices but you shouldn’t 
view yourself as defending your work. This is simply a conversation about 
some creative.  
 
Sometimes feedback will come in the form of people trying to rewrite it 
themselves. Throughout your career you’ll get a lot of people who say “I’m 
not a copywriter, but what if you said…” I think because people are so used 
to using words on a regular basis—they’re used to speaking, typing, etc.—
that they think the easiest way to give feedback is to show you what your 
creative could say instead. It’s understandable, but it’s not very helpful for 
you. You are the copywriter and you are the person who is best suited to 
writing the copy. Now, sometimes you may actually use people’s 
suggestions in your copy. That’s fine! Just because they’re not copywriters 
doesn’t meant that sometimes they won’t hit on the right combination of 
words. But it still should be up to you to write the copy and when they give 
feedback in the form of rewrites, they get in the way of this.  
 
The best way to handle this scenario is, as gently and respectfully as you 
can, ask them to explain to you the problem with the copy so that you can 
come up with the solution. You can say something like, “Okay, so I’m 
hearing that this [fill in the blank] is the problem. After the meeting, I’ll go 
back and work on a solution for that.” That’s very appropriate to say and 
you’ll find that it helps keep the meeting on track by avoiding everyone 
trying to solve the issues themselves during the meeting. If you do find the 
group gets bogged down with everyone trying to provide solutions, you can 
also offer to come up with multiple options and circulate them after the 
meeting. So this might be the point to say, “Okay, so what I’m hearing is 
that this [fill in the blank] is the problem. I’d like to go back and create a few 
options that I can circulate to the group and you guys can choose which one 
works best for you.” This should also help end any derailing conversations 
in which they try to write it for you. Just don’t forget to stay on top of it, 
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send the options to the group with your recommendations and make sure you 
know which one the final decision maker has chosen.  
 
Consensus building. Again, for whatever reason (probably because it matters 
most to us doing our work well), it often ends up being creative’s job to keep 
the meeting on track and focused on the goal of offering feedback. After all, 
by the end of the meeting, everyone’s individual feedback has to be 
organized into a single, non-contradictory set of feedback for you to work 
from. Obviously, if you’re faced with a bunch of feedback that contradicts 
itself or just won’t work together, you can’t possibly execute on it. The way 
to start bringing everyone’s feedback together is to keep reiterating what 
you’re hearing; to literally say, “Okay, I’m hearing that the problem is [fill 
in the blank]” again and again. This will focus everyone in the room on that 
set of feedback and if anyone disagrees, they can speak up. 
 
 Then, until everyone is in agreement on that piece of feedback, keep asking, 
“So the feedback we should work from is [fill in the blank]?” And don’t let 
them move on until you have a solid answer. Take notes as you get the 
feedback. Even if the project manager will eventually send the final round of 
feedback, you’ll want your own notes to refer to. It’s even better if you can 
get everyone in the room to agree to taking notes on a screen somewhere so 
that everyone present has the opportunity to see and get into agreement 
about the feedback. Sometimes that won’t work; the project manager may 
want to take the creative with them and make notes, but it’s definitely worth 
trying. Another nice thing about creating that feedback document in the 
room is that you can start working as soon as the meeting is over, while the 
discussion is still fresh.  
 
As people get caught up in their jobs and in the feedback that they feel they 
have to give and the direction that they feel that the creative needs to go, 
they can forget that you’re also getting that feedback from five different 
people and that you can’t incorporate different feedback from five different 
people. It’s perfectly fine to remind them that you need a single set of 
feedback.  Do not leave the meeting until you have clear feedback (or at 
least know that clear feedback will be coming from the project manager) and 
that it’s feedback that you understand and that has everyone’s buy-in. Just 
like in the kick-off, you can’t leave the creative review until you understand 
every piece of feedback. 
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 To make sure you do, feel free to ask questions. Ideally, the project manager 
will write up the feedback either during the meeting or afterward and 
circulate it to everyone that attended the review. If not, then it has to be your 
job to write it up and send it to everyone to keep them all on the same page. 
It’s very easy for people to remember things differently, so sending out one 
document to the group ensures that there’s a written record of what was 
recorded for everyone to refer to. When you send out the feedback, send it to 
everyone who attended the creative review and explain that this is the 
feedback you’ll be working from and if there’s anything anyone disagrees 
with, they should let you know immediately and reply back to  everyone on 
the email. Assuming that you’ve got your feedback down well and you kept 
everyone in line, everyone will agree. But if for some reason someone 
doesn’t agree, this is the opportunity for them to say, “No I don’t agree; I 
remember it differently.” At that point, you can just let them know that 
you’re going to pause on working on the project until the feedback is 
resolved and then let them hash it out for themselves. Finally, don’t leave the 
creative review without finding out the date for the next creative review or, 
if another creative review isn’t necessary, when the project manager expects 
to see the next round emailed.  
 
A few steps post review. Don’t begin working on revisions until you have 
the feedback document in writing. Like a brief, it’s designed to keep 
everyone on focused agreement and again it can either come from the 
project manager or it can be something that you compile to get everyone’s 
agreement on. You’re going to want to regroup with your designer to discuss 
how you’re going to address the feedback and fix the issues. More often than 
not, it’s best to revise the copy in layout on the designer’ screen. You may 
need a little bit of time to think it through at your desk and figure out exactly 
what you need to change and how, but as much as you can, make changes in 
layout so you can better see how it affects the whole piece. Execute on the 
feedback as best you can but then prepare for another review. It’s kind of a 
wash, rinse and repeat until everyone is happy with the work. There could be 
multiple reviews if it’s an especially challenging project but as long as you 
are always putting your best foot forward and doing your best work, you’re 
doing a good job. 
 
Creative reviews in a nutshell. Well, creative reviews can be frustrating, but 
they can also be wonderful. It can be a really awesome experience to get 
everyone together in a room to discuss the project, figure out exactly what 
direction you’re heading, whether it’s in a good direction or whether it needs 
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to change slightly, and, frankly, also it’s kind of nice to have people give 
you positive feedback in front of other people. It’s very gratifying. Use 
creative reviews as a tool to create the best work you can, learning from 
everyone’s input and expertise. You can also use them as an opportunity to 
learn to work with different personalities. Not everyone that you encounter 
in a creative review is going to be as helpful, not everyone is going to be 
able to explain their thoughts as well as others. The better you learn to work 
with people like this, the better it will serve you in your career.  
 
Strive to always stay calm and collected. Completely honestly, every 
copywriter has a time when they feel hurt or frustrated in a meeting, but stay 
as professional as you can. Sometimes it’s not even when you get negative 
feedback; you’re just having kind of a crummy day, you worked really hard 
on a project, you thought it was great and they just didn’t love it as much as 
you wanted them to. Begin now to train yourself to keep your emotions and 
personal reactions separate from the project. Remember that you’re going to 
get feedback and you should be getting feedback. It’s a collaboration. It’s 
not your novel. Sure, you’ve put in a lot of hard work, but it’s not your 
personal, singular masterpiece. It’s the masterpiece of everyone in that room. 
Also, be cheerful about making revisions—it’s the mark of a real pro. No 
one wants to work with someone who is negative or begrudging when it’s 
time to make changes; it’s your job, after all. When you get the feedback, 
say, “Okay, great. This all makes sense to me. I’ll go back and start working 
on it right now and I should have it for you sometime next week” or 
whenever. Just be a nice person. People like to work with nice people. 
You’d be surprised how far just being nice and cheerful and flexible can take 
you in your career. 
 
Next steps! Congratulations! You’ve finished Module 3. Now that you know 
what a project lifecycle looks like, head over to your action sheets and put 
your new knowledge to use!  
 


