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If you even vaguely describe a medical procedure to me, I'll pass out. A fun party game

for all. 

I guess you could say I'm lucky, though, in that I knew being a surgeon wasn't the right

career for me. I didn't waste years in medical school and countless thousands of

dollars before I figured it out. 

But the same can't be said for every career. And you certainly don't want to transition

to a new career only to discover that you don't like it! 

I assume that's why one of the most common questions I get about copywriting is

"Would this be a career I'd excel at? And would it be one I'd enjoy?" (Actually, the

question is more like "Am I going to hate this? Like I hate my job now?" but I figured I'd

edit it a bit.) 

No one wants to put in the effort to learn something and then try to make a go of it if it

turns out they won't even like it, right? Of course not. So, this ebook is about giving you

as much information as I can to help you determine if copywriting is a good choice for

you. 

But I'll tell you right now: I can't give you any guarantees. Honestly, there's no way to

really know until you start getting into it and learning. And that's what this book is

about, right? You starting to learn. 

INTRODUCTION: 
A CONFESSION

I would be a lousy surgeon.
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But speaking of guarantees, be sure that you do get guarantees when/if you pick a

training program (whether it's ours or somebody else's). If they don't give you at least a

seven- to 30-day money-back guarantee, run for the hills. 

Before we get into the ebook, let me give you a little background on me so you know

who you're hearing from. 

My name is Nicki Krawczyk, and I'm a copywriter, copy coach, and founder of

FilthyRichWriter.com. I've been a copywriter for more than 12 years and I've worked for

and with big brands including adidas, Hasbro, Marshalls, Keurig, Reebok, and

TripAdvisor. 

...And Harlequin Romance novels. I love mentioning that one. It was me—yes, me—who

wrote the back cover copy for both The Firefighter's Secret Baby and Quarterback

Daddy. 

What can I say? I lead a charmed life. 

My start was a little rocky (I had no idea what I was doing) and I made a lot of mistakes

(not to mention wasted plenty of time and money), but I'm happy to report that earning

six figures from copywriting isn't a problem in the least. And I don't say this to brag—

only to give you a little bit of context. 

So, that's who I am. But back to you! 

Let's talk about the traits of a copywriter that mean copywriting might be right for you.
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Chances are, if you're joining me here, we already have a lot in common. You love to

read. You've always been good at writing. When your friends or family or coworkers

have something to write, they ask you to do it for them. 

You're so good at it, you probably don't understand why they find it so difficult, right?

Well, don't downplay it—writing is difficult. It comes easily to you, so it's probably a

little hard for you to understand that it is. 

It's also very important. Our writing, our messages, convey important ideas and

connect people with each other. In copywriting, it serves a very crucial role: At the very

core of what we do, we connect people who have problems or needs with the solutions

to those problems. It's not our job to foist things on people who don't want them. 

(That doesn't work, anyway.) 

What we do is find a way to communicate to people and provide them with the

solutions to problems. And, as you can imagine, that's very important for companies. 

With more companies in business than ever before and more business owners

appreciating the importance of effective marketing, there's more need for copywriting

than ever! And not just any copywriting—good copywriting by writers who love words

and who know what they're doing. 
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TRAIT #1
A LOVE FOR WORDS



It's also thrilling to see your words in print or online—to know that thousands, if not

millions, of people are reading words that you wrote! I think it's one of the few jobs

where you're regularly proud of what you do. 

Sure, sometimes you might write for less interesting clients like insurance companies

(we've all had our fair share), but a lot of the time you're writing about interesting stuff.

And you look at the work you've done, the copy on your page, and think, “Hey! This is

really good!" It's straight-up delightful to be able to be proud of the work you do. 

Plus, it's also fun to tell people you're a writer and mean it. When someone comes up

to you at a party and asks what you do for a living, you can tell them that you're a

writer! I don't know about you, but I've dreamed about doing that since I first learned

how to read. It is literally a dream come true. 
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TRAIT #1: A LOVE FOR WORDS



If you're the kind of person who enjoys puzzling over a logic problem or crossword,

who enjoys playing charades or Pictionary, or who just gets a thrill from taking a

problem, breaking it down, and solving it, copywriting could be great for you. 

At its essence, copywriting is all about problem-solving. Puzzle solving, really. The

company you write for has a problem. They want to get their target audience to take a

specific action. You need to figure out which words will appeal to this audience, which

images will appeal to them, how to get their attention, how to get them to care about

your message, how to get them to take action, and the best medium for delivering your

message. 

There are infinite options for each of these elements, and the copywriter works with

the project manager and designer to take what pieces of information they already have

to put these puzzle pieces together. And there are infinite solutions! No perfect

answer—only all kinds of different solutions with differing results. It's fascinating. (And

it's fun!) 

I think I'd go crazy if I had the kind of job where you do the same thing every day, like

putting together someone's income taxes or checking people's teeth. Those are

perfectly fine jobs but, if you're like me, you like variety. You like having the opportunity

to do different things every day. You like finishing a day of work feeling like you've

solved something and created something entirely new. You get that from copywriting.
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And I'm not saying that every single day is full of incredible challenges and puzzles—

but you'll get a chance to exercise your brain and use your skills. If you've ever been in

a boring job and wanted to just poke your eyes out rather than do the work you're

supposed to be doing, you know what I'm talking about. 

When you're working on interesting things and solving things with your copy, you don't

go home exhausted. (I mean, of course, sometimes you do, but that's working!) For the

most part, you feel energized and the day goes by quickly. 

If you've ever done any reading about maximal productivity and talent, there's this

concept of “flow" that, in a nutshell, is that state you're in when everything just flows

along. And the way to get into it is to combine something you're good at with

something that challenges you a bit. And that's exactly what copywriting (and, really,

any creative work) does. 

Sure, there are meetings like in any job, but a lot of your day is spent creating new

things and getting into this flow. It's invigorating. 
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Here's the thing: Writing is a pretty solitary art/practice. The words you write

generally have to be written alone. But if you also enjoy working with people, sharing

ideas, and getting inspired by some of the most creative, brilliant people you'll ever

meet—and inspiring them, too—then you're heading down the right path. 

For the most part, you'll write your copy on your own. But everything before or after

that involves working with other people. 

You'll get input from project managers about what the project has to convey and

what its goals are. Then you and your design partner will get together to concept the

project and to figure out how you're going to solve the problem. You'll separate for a

bit while you write some copy and he or she begins the design layout, but then you'll

reunite to put them together. 

And then, you'll present your work to the key stakeholders and incorporate their

input. (And I realize that this is a very quick overview of how the process works. Don't

let your head spin; there's plenty of time to learn it later. Just remember that you get

the chance to work with lots of different, interesting people.) 
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You'll develop an incredible relationship with your design partner; you'll get to a point

where the two of you work so closely, so symbiotically, together that you're

unstoppable. You'll create the most amazing work together wherein the copy and the

design will work together perfectly. No one will understand you like your design partner

will and vice versa. 

I probably sound like I'm going overboard, but the relationship with your design

partner is magical. To this day, some of my closest friends are the designers with

whom I've partnered. 

If you've worked (or maybe currently work) in an office where people are kind of...well,

low-energy and slow and maybe a little bit negative, you know how draining that can

be. Even if you come in to the office in a good mood, it doesn't last long because the

people around you kind of pull you down. And that's not to say that absolutely will

never happen as a copywriter, but in my experience, it happens a whole lot less. It's

incredibly energizing to create great work with other talented people. 
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If you're the kind of person who can get in someone's head and likes to figure out

exactly what makes them tick, then you're going to be a good copywriter. 

I think there are three groups who tend to naturally do this well. The first two are

people who have an interest in theater and people who have an interest in

psychology. Even if you just took a class or two or acted in your high school shows

or read a little Freud, you were fascinated by it. (And just think: You thought those

acting classes or psych classes would never pan out!) 

You need those skills exactly: the ability to put yourself in someone's shoes and

figure out how they think, how they talk, how they act. 

The third background that lends itself to copywriting is creative writing. In order to

make characters believable, you have to inhabit them. 

And that's kind of what you do with copywriting. You try to inhabit people that

actually exist. (That sounds kind of like "Invasion of the Body Snatchers," but you

know what I mean.) You need to figure out what drives people and you need to

figure out the words they use because you use these words and these drives to

connect with them. It's part of what makes you an exceptional copywriter. 

Now, I don't mean to say that if you don't have some interest in theater, psychology, 

 or creative writing that you aren't empathetic; those are just common ways that it

manifests in some people. 
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I want to add something else, too. I was on a call recently with a woman who was

concerned that her success might be hindered because she didn't have a background

in sales or marketing. 

Now, first, as you learn to write copy, you're going to naturally pick up a lot of

marketing and sales skills. That's part and parcel of what you learn. 

But I want you to remember that, though sales and marketing are two big careers with

plenty of training required for them, what they both come down to is empathy. Being

able to understand what people want and then give it to them is what successful sales

and marketing is all about. 

As I mentioned earlier, forcing stuff on someone is not true sales or marketing; it's just

pushing. But real and effective sales and marketing is about getting in other people's

shoes. And that's exactly what you do as a copywriter. 

Your job, in essence, is to connect people who have a problem or a need with the

solution to that problem. That's the only way that anything is ever really sold. The

company you write for has some kind of solution (be it a product or a service), and it's

up to you to communicate that solution to the audience that needs to hear about it. 

And the way you do that is by using words that people can relate to and writing copy

that makes it feel like you (and your brand) already know them. It makes them like the

brand, it helps them solve their problem, and it makes your copy effective. 
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If you're the kind of person who knows they don't know everything and is happy to

add new skills to your repertoire, you'll do well at copywriting. 

Copywriting itself is a skill to be acquired. Just because someone knows how to

write a sentence doesn't mean they're a copywriter. (And the ones who try to call

themselves copywriters without knowing how to do it just make themselves look bad

and kind of insult you and me.) 

And there's always something new to learn! That's part of what makes it fun.

Nobody knows everything, but there's always an opportunity to learn more! It's so

cool; you don't get bored. There are always new challenges and new things to learn.

 

I want to be very clear here: Everyone starts in the same place. And that “same

place" is not knowing a darn thing. Even the greatest of all copywriters once started

without having any idea of how to write copy. 

And one of the great things about copywriting is that it's an entirely merit-based

career. A creative director or client doesn't care what you look like or how old you are

as long as you can write great copy. 

The first step of building that copywriting career is to learn. Every single one of the

people I've ever met who has told me that “copywriting is a difficult career" has never

actually learned to write copy!
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I'll meet someone at a party and I'll tell them what I do and they'll say, “Oh, I was a

copywriter for a while. It's a hard business. I had to quit." And I'll be polite (of course) and

ask them a few questions, but, invariably, when I come to the question of “How did you

learn copywriting? If the answer I get is, “Oh, I've just always been a good writer. So, I

figured I'd start doing it." 

Copywriting is a career just like any other one, and it requires training, just like any other

one. Any business is hard if you never learn how to do it! And, just like any other career,

there are steps you take to build that career. They never learned to write copy and, on top

of that, they also never learned how to build their careers. 

I don't mean to be flippant or to laugh at them; I know it has been hard to find real

copywriting training. There are a lot of get rich quick schemes out there—those “make six

figures in your first year working from home in your pajamas!" courses—and there are a

lot of books or trainings with limited information. The biggest takeaway from a lot of the

quote-unquote copywriting books I found was “buy a fax machine and install a dedicated

business phone line!" (Neither of which you have to do, by the way.) 

Like I said, copywriting is in high demand now. Not in some internet promotion B.S.

"make biiiiig money instantly!" kind of way but in real ad agencies and in-house agencies

and for clients around the world. Copywriting is the writing career that will actually pay

you well. 

Just for kicks, I've also included a little quiz to see how your natural instincts measure up.

Read the questions and score yourself, then flip to the end to see just how you did. 

But even after the quiz, I won't leave you hanging. We might just have a few more

bonuses on the way for you... ;) 
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You've just finished some writing that you love—in particular, there's one line that
you think is amazing. But the piece is too long and that one genius line might not be
exactly...necessary. What do you do? 
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THE QUIZ

Find a way to make the line
work. If your gut says it's good,
it's got to be right for the piece. 

A.

Lose it. If it's adding too many
words and not working hard, it's
not worth trying to keep it. 

B.

Make the line your headline.
You want to lure them in with
the best writing you have, right?

C.

Cut it, but save it for later. You
never know if you'll be able to
work it in again. 

D.

1

 You're working on a project and your project manager wants to meet with you to go
over what you've written before the official creative review. What do you do? 

Accept the meeting, but keep
putting it off until the creative
review. You want to keep the
relationship good, but you don't
want to affect the project. 

A.

Don't accept the meeting.
Politely remind him or her that
any input should have come in
the project kickoff. 

B.

Take the meeting. Getting more
input and feedback now can
help you and your designer
make the project better in the
end. 

C.

Don't accept the meeting, but
ask to get any additional
project information via email. 

D.

2

Let's see what you know! 



It's time for the creative review. You and your designer have worked hard on your
project and now it's your chance to present it to the team. After you present it,
everyone has feedback—and some of it isn't glowing. How do you react? 
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Listen to the feedback and take
notes, but don't react. This is
not the time to set people
straight or fight back. 

A.

Listen to the feedback and take
notes, explaining your
reasoning for anything they're
not particularly sold on. 

B.

Listen to the positive feedback,
but tune out the negative. You
don't want someone's negative
feedback to affect your writing.

C.

When someone starts giving you
negative feedback, be assertive.
Explain that you've worked hard
on this writing and you don't
appreciate their reaction. 

D.

3

Your new freelance client has kicked off a project, but instead of giving you a
deadline, he says, “It's not a huge rush. Just do it whenever you can." How do you
respond? 

Thank him for the flexibility, but
insist on getting a deadline.
How else will you move ahead
with the project? 

A.

Thank him for the flexibility, and
then set up a deadline for
yourself to keep yourself on
track as you work. 

B.

Thank him for his flexibility and
then plan to get to it when your
schedule is a little less crazy.  

C.

Thank him for his flexibility and
then plan to give him a call in a
few weeks with an update on
your progress. 

D.

4



When you're presenting your work to your client, he or she asks you why you chose a
specific word and if it could be changed. What do you say?
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THE QUIZ

You explain the reason you
chose that word and that you
can't choose another one
because that one was so
carefully chosen. 

A.

You explain the idea behind the
copy, but you don't have an
explanation for each individual
word. You'd be happy to change
it. 

B.

You explain the idea behind the
copy, but you don't have an
individual explanation for every
word, just the important ones,
so maybe you could change it.

C.

You explain the reason you
chose that word but explain that
you're willing to explore other
words if that one doesn't feel
right. 

D.

5

You're working with your designer and she emails you because she wants to cut a
word from a line to make it work. Do you let her just cut the word? 

Sure! It's all about collaboration
and it's important that the
design looks good. If that word
throws it off, let her delete it. 

A.

No way. You've planned your
copy very carefully and each
word serves a purpose. She'll
have to make the design work
around it. 

B.

No way. You've planned each
word carefully and losing one
could mess up the meaning
and cadence. You offer to
come over and find new
phrasing that fits. 

C.

Sure! You just take a look at
your copy and suggest which
word to cut to minimize the
impact to the meaning. 

D.

6



You and your designer have been working on a complicated project for a week when
your project manager calls a meeting. The objectives of the project have changed
completely. How do you react? 
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That's unfortunate, but
sometimes that's how it works.
Back to the drawing board!
Maybe you'll find a way to avoid
the same thing with this client
in the future. 

B.

You and your designer go get a
beer to complain. “Every time
this happens, we have to pick
up the slack..."

C.

You quickly evaluate how much
time you have to do the new
work and reason that you can do
it, but it just won't get the same
level of attention and creativity
as it would have if you'd had
more time. 

D.

7

You've been working as a copywriter for about a year and your boss sends you an
email about a daylong copywriting seminar and asks if you want to sign up. What do
you do? 

You've already been working as
a copywriter. What more could
a class teach you? Frankly,
you're a little offended. 

A.

You prefer to do your learning
on the job (you've already
learned so much!), so you
politely decline your boss' offer. 

B.

You check it out and, if it seems
professional, you sign up.
You've been copywriting for a
while, but there's always more
to learn. 

C.

You sign up right away! Even if
it turns out to be a crappy
course, you'll get a day out of
the office. You can't lose! 

D.

8

That is absolutely
unacceptable. You have already
been working on it for a week 
 and you're not about to go back
and start over.

A.



Best Answers: B & D

Copywriter Characteristic: Willingness to Kill Babies
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THE ANSWERS
Let's see how you did! 

QUESTION 1

No, not real babies. Your babies. (And not your real babies.) By "babies," I mean the copy
you've crafted that you just love. 

Copywriters need to be able to avoid falling in love with their work because it's going to
get changed. Rare, rare, exceedingly rare is it that the copy you write will be used exactly
as you first wrote it. It's going to get changed, your very favorite “babies" are going to
get killed, and you're usually the one who has to do it. You need to be able to let it slide. 

Best Answer: C

Copywriter Characteristic: Willingness to Share Chairs

QUESTION 2

Sometimes it's more efficient for the graphic designer you're working with to step away
from her computer and let you sit down and type right into Photoshop. And,
metaphorically, sometimes you've got to share chairs with the brand managers on your
project, the developers, and even the senior-level executives. 

Copywriting is a very collaborative business and you have to be willing to do it. You'll get
a lot of feedback from a lot of different sources and you have to be willing to work with
them and incorporate it. 



Best Answer: B

Copywriter Characteristic: Thick Skin, Objectivity

19

THE ANSWERS
QUESTION 3

When I say you "get feedback from a lot of different sources," I'm not kidding. The
average creative review (when you and your designer present your work to the
stakeholders) often consists of at least five or six people and, in general, everyone has
an opinion. But here's the key: No matter what is said, you can't take it personally. You
are not your work. Sometimes people are not going to like what you write. It has
happened to every single copywriter who has every walked the Earth. But that doesn't
mean that they don't like you. You have to have a thick skin and learn to: Let. Things. Go.
And you have to find the usefulness in negative feedback. 

Best Answer: A

Copywriter Characteristic: Love of Deadlines

QUESTION 4

I have great news for you: Your work is always going to be due at a certain time. And
sometimes it's going to be due before you even think you can get it done. Genuinely
non-sarcastic "Yippee!" 

As every copywriter knows, if you don't have a deadline, things don't get done.
Copywriters love deadlines and they are absolutely, die-hard dedicated to never missing
them. Sure, it's a bit love/hate sometimes, but deadlines keep us on track. And real
copywriters never miss their deadlines, no matter what. Missing them ruins your
reputation, and our careers are the sum of our work and our reputations. 



Best Answer: D

Copywriter Characteristic: Precision with Words 

20

THE ANSWERS

QUESTION 5

Puzzles are not finished by cramming pieces together. Each piece has its purpose,
works with the others, and has its own special place. Just like words. 

As a copywriter, you need to have a keen understanding of (not to mention appreciation
for) how words work together. When you craft a piece of copy, every single word must
have a purpose and be part of your plan. Then you have to be able to explain what that
purpose and plan are. That's what makes you an expert. 

Best Answer: C (Maybe, in a pinch, D)

Copywriter Characteristic: Love for Using Words Well 

QUESTION 6

No one would read Dr. Seuss books if they sounded like, "One fish, two fish, red fish,
another color fish" or "I do not like green eggs and ham, I do not like them, Sam." The
rhythm in those two lines is all wrong. 

And while copywriting is usually not about poetry or rhyming, each line you write should
have an inherent rhythm that needs to be respected. Each word has a purpose and a
place in the rhythm; they can't just be cut haphazardly. You'll have to make changes
sometimes, but you have to make those changes thoughtfully. 



Best Answer: B (And, yeah, sometimes C) 

Copywriter Characteristic: Flexibility 
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QUESTION 7

It's absolutely imperative that copywriters be flexible. Schedules change, directions
change, projects change—and often midstream, with little to no notice. You also have to
be flexible enough to see the project from several different mindsets: You've got to
approach projects from the point of view of the brand, not to mention the point of view
of every different type of person that will see it and/or interact with it. 

Sure, sometimes it sucks when you get redirected. And you might want to spend a little
bit of time complaining. That's natural—just don't let anyone hear you do it and don't
make it a habit. 

Best Answer: C

Copywriter Characteristic: A Desire to Learn 

QUESTION 8

Nobody knows everything. Even when you become an absolute expert, done-everything,
been-everywhere copywriter, you'll get good insight, suggestions, and feedback from all
kind of sources. 

Sometimes it will be the VP of marketing and sometimes it will be the intern. But no
matter what, you have to be open to feedback and willing to learn. If you come into
copywriting thinking you already know everything, you're done for. But if you come in
ready to learn, you're setting yourself up for success. 
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THE RESULTS
How'd you do? 

Were you eight for eight on the quiz? If so, that's great! If not, don't worry about it:
You're just starting out. 

What's more important is that you're five for five on the traits in the first part of this
ebook—or, at the very least, you're willing to cultivate them. 

Along with a willingness to work hard, these traits will help you build a career you'll
enjoy, one you can be proud of, and one that will reward you handsomely. 

Now, your next step (see trait number five) is to get schooled. Learn, learn, learn! 

Lucky for you, we're going to make that easy for you. Just keep your eyes out for your
next bonus! It'll be in your inbox within the next few days. 


