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It may sound silly but you would be amazed by the 

number of writers who have a strict writing ritual.  

Personally, I like to go somewhere peaceful to write. 

Depending on the project (and the weather), I may 

write in the peace of my own office or I may move  

outside on our patio (my favorite place to write).  

I like to turn on classical music (because anything with 

words typically is too distracting and I’m inclined to 

find myself singing along). 

I also close all social media and turn my phone on si-

lent. If I’m having trouble getting into it, I have an app 

on my phone that I used to stay focused and I set it for 

one hour. Usually by the end of the hour I’m completely 

into my project and the app is no longer necessary.

But that’s what works for me and what works for me 

may not work for you.

Here are some ideas to get you started creating your 

own writing rituals:

creating writing 
RITUALS
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» Do something physical before you sit down to write: yoga, take a walk, go on a jog, etc. Moving around and

being active will make you feel good and can help clear your head and put you in a good position to sit and

write.

» Play music. As I said, classical works for me but some other kind of music playing quietly in the background

could work well for you.

» Listen to Tibetan bowls. I actually listen to these when I meditate. However, they could be the perfect writing

companion for you…you never know!

» Find the perfect, distraction-free location. If you have kids running around or are sitting in the middle of a

Starbucks, you may find that there are too many distractions to focus and be productive. Try to find a dis-

traction-free zone, even if it’s at your local library. I like finding a location with lots of light, but again, that’s

just me.

» Clear all the clutter off your work space. This is actually something I would recommend for everyone. Clutter

is distracting and affects your productivity. I highly recommend working from a clutter-free location.

These are just a few ideas of what works for me and others I’ve spoken with, but what works for you? 
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I often use college students as bloggers for my 

business because they are a) eager to make 

money and add to their resume and b) just really 

great writers.

HOWEVER, one of the first things I have to teach 

them is that outside of academia, the writing  

is far less formal. And you have to add some  

personality.

If you’re writing for yourself, this is an easy pro-

cess. You don’t have to work to capture your own 

voice. 

You just have to be your own amazing, authentic 

self. That may mean that you use some profanity 

in your copy or goofy expressions like “the bomb 

dot com.” 

And that’s OKAY! Your writing needs to reflect 

the most authentic version of yourself (or your 

client) because you want to attract clients or 
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customers who will be drawn to you as you are.

If you’re writing for someone else, you will have the challenge of capturing THEIR voice, which can be a 

little trickier. Here are a few questions you can ask to better capture someone else’s voice:

» Does your client use a friendly, casual tone or is it more formal?

» How does the client like to open conversations?

» Do they have any favorite words or phrases that they use frequently? Do they use raw language or

profanity at all? Are there any references they frequently make in casual conversation?

» How do they close conversations or writing?

For example, I had a client who was well known for having a slightly tough edge but also known for her 

love of green juice and a holistic lifestyle. So in her sales copy I used a few curse words where they felt 

natural as well as a reference to green juice. And after reading the rough draft she declared it perfect 

and said it sounded just like her. 

I have another client who is originally from the UK and speaks with an amazing accent and, full disclo-
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sure, when I’m writing for her I envision her saying the words with her beautiful accent. And you know 

what? Words like, “fantastic” and “lovely” find their way into her copy. Those aren’t words that are au-

thentically me… they are HER.

Tips to Writing in a Conversational Style:

» Use slang – especially words that your target audience is using

» Begin sentences with conjunctions like and, or, but and for

» Write in first person like you’re talking to a friend

» Use contractions

Do not wait! Our special sale will not last for long! Vs. Don’t wait! Our special sale won’t last long!
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There is a mistake that advertisers often make when 

creating ad campaigns… they go with cute or clever 

over clear.

People love watching Super Bowl commercials. For 

many, it’s the best part of the whole game. There are 

long debates afterwards on social media over which 

commercial was the best/most creative/funniest. 

However, what we don’t ever hear about are how 

SUCCESSFUL those campaigns were. 

Sure they create brand awareness for a period of time, 

but do they result in sales? Oftentimes not. 

As a copywriter, that’s a mistake you DON’T want to 

make. 

Here are the top tips I can give you for writing clear, 

concise copy:

1. Put the reader first.

Put yourself in the shoes of your reader, or better yet, 

learn to be 
CONCISE
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picture someone you know who is like that person and write to that person. Ask yourself, will the reader under-

stand the copy? Will he or she care? Is it useful? Would it compel her to invest in the product or service? 

2. Use short paragraphs.

This obviously doesn’t apply for really short ads, but the longer your copy is the less inclined your readers will 

be to read long paragraphs. When you’re editing, use subheads to separate sections by topic. Break para-

graphs with five sentences into two paragraphs (or maybe even three)!

3. Write short sentences.

While it may sound surprising, people can get tired and confused reading sentences that are too long. In order 

to keep your writing clear, stick with short sentences. 

4. Use simple words.

I once read a letter to the editor that was so full of long sentences and big words that I couldn’t even really un-

derstand what the writer was trying to say.

Don’t do that! 
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Big words are can be annoying and distract from what you are trying to actually articulate. I mean say! <wink>

By the way, this also means avoiding technical jargon that your audience may not know.

5. Avoid using unnecessary words.

This one I think is tricky for all of us and you may have to double check for this during the editing process. 

However, there are a lot of words that we use that are unnecessary. 

Whether or not = whether 

A specific example = an example 

Simple and easy to use = easy to use 

Can be considered to be = is  

On an annual basis = annually or yearly 

Your own home = your home

Again, this one can be hard, especially for your first draft. Keep an eye out for unnecessary words during the 

proofing/editing stage.
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Before you actually sit down to write, there is 

some information you should know.

» You should have a solid understanding of

your subject

» Know exactly who you are speaking to

(your ideal client or your client’s ideal cli-

ent)

» Know (or have examples of) the voice you

are trying to mimic (if you aren’t writing

for yourself)

» Know what is keeping the reader up at

night (know the actual words the reader

would use)

» Know what step you want your reader to

take 1st

Gather all published material on the product or 

service.
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Know the answer to many of these questions about the product/service: 

» What are its features and benefits?

» What benefit is most important?

» How is the product different than the competition’s?

» If the product isn’t different, what attributes can be stressed that haven’t been stressed by

the competition?

» What are the applications for the product?

» What problems does it solve for the end user?

» How does it work?

» How efficient is it?

» Is it economical?

» How much does it cost?

» Is it easy to use and maintain?

» Who has bought the product? Are there testimonials? What are users saying?

» What materials and sizes is it available in?

» How fast is delivery?
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» What kind of support is available?

» Is there a guarantee?

» Are there any bonuses?

Ask these questions about the audience you’re targeting:

» Who will buy the product/service?

» What does it do for them?

» Why do they need it?

» What are the main objections? (Price, performance, delivery, reliability, etc?)

» What motivates the buyer?

» What type of person is the product/service being sold to?

» What is keeping the audience up at night? (This last one is ESSENTIAL!)
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» PREHEAD:

If you choose to include a prehead, this is the first text on the page where you call out to your ideal

client.

» HEADLINE:

The largest font on the page where you deliver the promise of your offer (the transformation that

your letter promises they will achieve).

» SUBHEADLINE:

Provides more details about the promise from your headline. May also be used to overcome objec-

tions.

» BEGINNING:

Use the beginning to describe a scenario that’s familiar to your clients (you may want to create some

scenarios in bullet points).

» YOUR STORY:

This is where you introduce yourself to your reader and establish credibility.
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» YOUR SOLUTION:

Your story should lead into your solution and how it transformed your life (and can transform the life

of your reader).

» BENEFITS:

What’s in it for them? Don’t confuse benefits with features.

» OFFER:

What will your readers receive if they purchase your solution?

» OBJECTIONS:

Know the objections and address them head on. For example, what is the cost of not achieving the

transformation?

» TESTIMONIALS:

Testimonials are HUGE! The more specific the better.

» PRICE:

You may cover this in the offer section, but be very up front about the price. But don’t apologize for

it, justify it.
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» FEATURES:

(Often included in the offer section.) Explain the features but turn them into benefits.

» BONUSES:

Offer bonuses to sweeten the pot and make it a no brainer. Use them to create urgency.

» GUARANTEE:

Reverse the risk with a guarantee.

» CALL TO ACTION:

Create a clear call to action. This often includes re-stating what they are agreeing to. “YES! I’m ready

to…”
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SHORT VIDEO SALES LETTER  

(typically no more than 2 minutes)

» Introduce yourself

» Talk about your client’s pain (but talk TO them

not AT them)

» Address how your solution can solve the pain

» Invite them to read more

HOME PAGE

» Headline

» Beginning (optional)

» Story (only a sentence or two)

» Solution

Call to action (ideally an opt-in) 

OTHER FORMULAS
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OPT-IN PAGE

» Headline

» Beginning (optional) – if it’s included it would

be short and focused on identifying ideal client

» Benefit-driven bullets – no more than 3 or 4

» Bio (very short)

» Testimonials (if possible)

» Call to action (ask for as little information as

possible)

EMAILS AND AUTO-RESPONDERS

» Subject line (i.e. headline)

» Beginning

» Call to action/link (ideally above the fold, be-

fore the reader has to scroll)

» Solution and benefit-driven bullets

» Another call to action/link (have a minimum of

2, ideally 3 links in your email)

» Signature

» P.S. Use this to overcome objections, offer bo-

nuses, create urgency or share a testimonial
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80% of the time, the headline is the decision-maker 

when it comes to whether or not your prospect reads 

the rest of the page. 

Questions to ask yourself (or your client):

» Who is the customer?

» What are the benefits?

» Which benefit (transformation) is my customer

most interested in?

Here are the two great exercises for coming up with 

winning headlines:

1. Write out 50-100 options (none of them overly

cute/clever!)

2. Set a timer for 15 minutes and write as many

headlines as you can without stopping. 

Remember: not every headline has to be entirely new. 

Even small tweaks can have a big impact. 

learning to write 
HEADLINES
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Keep in mind, also, that longer headlines typically perform better than short ones, so don’t be afraid of a head-

line that SEEMS too long.

While this exercise may seem like a huge pain, remember that the headline is what will determine whether or 

not your reader actually continues PAST the headline. So if you spend an hour or more perfecting your head-

line, it’s time well spent.

And consider asking for feedback… especially if you know who your ideal client is and you can get feedback 

from them!

Use their name (if possible) or trigger words that identify the ideal client.

Your headline must:

» Deliver news that affects your prospects

» Emphasize a benefit that grabs their attention

» Arouse curiosity
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TYPES OF HEADLINES:

» How-to headlines: “How to write better & faster… in just 30 minutes!”

» Question headlines: Have you accepted that you’re going to experience back pain for the rest of your life?

» Command Headlines: Don’t Open This Email If You’re Happy with Your Income

» Reasons Why: 5 Reasons Why You Need to Start Blogging Weekly

» Tell a story: How an 80 year old man who suffered from back pain from 10 years finally healed!

» The “even if” statement (answers an objection): Health your back pain in 7 days, even if you’ve tried

everything and nothing has worked.

» If/Then Model: “If you take these 5 simple steps, you will see your back pain go away for good.”
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PREHEAD + HEADLINE + SUBHEAD 

The Prehead: strong statement that calls out to 

your ideal client. It would look something like this: 

Attention IDEAL CLIENT who wants X TRANSFOR-

MATION or doesn’t want X PAIN.

The prehead is sort of like walking into a room 

and shouting, “Hey [insert name]!” Except most of 

the time when you’re writing, you don’t actually 

know the name of the person who’s going to be 

reading the copy. (The exception to this would be 

if you’re sending an email.) 

Instead, we use the prehead to identify your ex-

act ideal client in other ways. 

For example: Attention healthy business beauties 

who want to make money online around their 

passion but don’t know how… 
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(Note: you don’t have to use the word “Attention” in your prehead.) 

Headline: contains the bold promise of your offer Give Me 1 Hour and I’ll Show You How You Can Create a 

Freedom-Based Online Healing or Health Coaching Business

Subhead: Provides further details around the bold promise of your headline.

You don’t have to sacrifice your income to lead the life you want doing what you love. Let me show you 

how easy it can be. 

Your subhead may address an objection. In the example above, the line says, “You don’t have to sacrifice 

your income…” which could be a ma jor objection that this health coach hears. 
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Try as much as possible to use the same language that 

your audience is using. It’s possible that this can be 

accomplished just by using the language of the person 

you’re writing copy for (like a business coach), but you 

may need to research competitors and see if there are 

any specific words or phrases that they use. 

While you typically want to avoid technical jargon, 

there may be certain words that your target audience 

would know that most people would not. You need to 

be aware of this.

If you are trying to reach YOUR target audience and 

find out what language they use, don’t be afraid to ask! 

If you know these people personally, ask them directly 

or look at their social media accounts to see what lan-

guage they’re using. 

You could also send out a survey (or post one to your 

social media) asking them to describe IN THEIR OWN 

WORDS what is keeping them up at night. 

choosing your words 
WISELY
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If your ideal client was you a few years ago, look back at your own social media sites to see what language 

YOU were using a few years ago. 

Use Impactful Language

As a copywriter, you may think that you need to be original as possible. However, this is not the case. Do NOT 

try to re-create the wheel. Copywriters commonly use certain words in headlines and throughout their copy… 

and that’s because it works!

Base the success of your copy on the sales it generates… not on the originality!

Copyr ight SheenaWhite.com © 2019  – Al l  r ights reserved

https://www.facebook.com/sheenamwhite
https://www.linkedin.com/in/sheenawhite
https://twitter.com/sheenamwhite
http://SheenaWhite.com


ATTENTION-GETTING WORDS

How to

Why

Sale

Quick

Easy

Simple

Bargain 

Last chance

Guarantee

Results

Proven 

Save

Step-by-Step

System
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Start by establishing credibility. Create a para-

graph or two where you highlight your profes-

sional accomplishments: degrees, certifications, 

awards, experiences, books you’ve written, well 

known clients you have worked with. 

Brag on yourself, here!

What if there is no proven track record?

Jump straight to the story!

Elements of a good story:

» Introduction: What were you doing before the

problem happened?

» Conflict: What was the challenge/problem

you experienced?

» Climax: What caused you to finally decide to

make a change?

» Resolution: What did you do to turn it
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around? A product or system?

The resolution should lead right into your solution/transformation.

Start by just getting down your entire story and then going back and editing it heavily to focus on the 

main points that are most relevant to the story and the transformation you’re promising. 

Don’t be afraid to be vulnerable! It’s what helps people connect to you. 
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Your story and the transformation you experienced 

should lead directly into your solution. 

Two big mistakes most entrepreneurs make:

» THEY DESCRIBE THE FEATURES

» THEY ARE OVERLY VAGUE DESCRIBING WHAT

THEIR SOLUTION PROVIDES

Get really clear on who your ideal client is and what is 

keeping them up at night.

For example:

Your solution helps people lose weight. 

Is it ideal for people who are obese and need to lose 

50-100 pounds? Is it for new moms who want to shed 

the baby fat and get back to their sassy, sexy selves? 

The solution may be the same but the language and 

the audiences, as you see, can vary widely. 

Your solution could be:

Your 
SOLUTION
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A step-by-step exercise and nutritional system that will help you shed the baby fat in just 90 days so you can 

get back to loving your body. 

Your solution, you see, is just a sentence or even a short paragraph (if necessary) describing EXACTLY what is 

keeping your ideal client up at night in language that is as specific as possible. 

You’ll get into the details when you start digging into features and benefits. 
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It’s really important to understand the difference 

between features and benefits. Oftentimes when 

people are asked to talk about their offer, they 

discuss the features instead of the benefits. 

For example, one of my clients listed these as the 

selling points for his online training (before hiring 

me):

» 10 microlearning modules (including 10 online

videos)

» BONUS - Amazon Best Selling book

» Lifetime access to future module updates, bo-

nus content and new videos

While each of those things is great… they’re fea-

tures. They don’t tell me what’s in it for me. They 

don’t tell me how my life will be made easier and 

what BENEFIT I will receive as a result of the train-

ing.
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With benefits, you would be able to say, “at the end of this course I will be able to do X, Y and Z…”

Features are external and describe physical attributes. Benefits describe what’s in it for them!

You can COMBINE your benefits and features using “so that.” 

For example:

Feature: Online learning at your own pace

Benefit: Learn online at your own pace so that you can spend more time with family while you learn to 

create sale funnels and scale your business.

Make sure that you don’t combine a bunch of benefits into one bullet. Each bullet should list ONE SPECIF-

IC benefit identifying what’s in it for them. 

EXERCISE: make a separate list of all the features and benefits associated with the product or service. 

As yourself, “what’s in it for them?” 

When you’re finished, consider combining some of the features and benefits into a single bullet point for 

your copy, but keep your list to refer back to!
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Questions to ask:

» Is your bullet tangible enough? Would it help to add numbers?

» Can you increase the curiosity factor?

» Can you increase the emotion (by moving them toward what they want or away from what’s keeping

them awake at night)?

» Could you use stronger language or more description?
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One of the most common objections you will have to 

overcome is the price. However, there are some very  

effective methods for justifying the price of your prod-

uct or service:

» Explain how your reader will make more money

than the cost of the product/service

» The product/service will help them to stop losing

money (i.e. stop wasting money on X)

» What’s it worth to have the pain solved? I.e. what’s

the cost of NOT achieving the transformation?

» Compare the price to something else they are buy-

ing (for what you spend on your daily cup of coffee

in a month, you can have…)

The point is to make sure that your readers understand 

that they’re getting a good deal. If people don’t want to 

spend the money on your product/service it’s possible 

that it is priced incorrectly or you need to add more 

value. 

JUSTIFY
the cost
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It’s always better to close the sale by offering 

MORE VALUE than lowering your price.  

However, with that said, try to avoid the tempta-

tion to over-deliver if you feel like the price is fair 

for the value you’re offering. 

Bonus offers are a great way to close the deal 

and create URGENCY. (Without any kind of urgen-

cy, your audience may never move on the deal.)

Limit yourself to approximately 3 bonuses that tie 

into the offer, itself. 

Some great ideas of bonuses for products 

could be: 

» Free shipping

» Buy one get one half off or free

» Offering a complimentary product for a limit-

ed time

» A free gift
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For service based businesses, bonuses could include:

» Q&A Calls

» Free coaching sessions

» A quick-start guide

» Access to another complimentary program
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CALL TO ACTION
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It may seem like your audience should know what you want them to do next… but that isn’t always the 

case. 

You need to clearly spell out what the next step should be. For example, do you want them to purchase? 

Tell them. Do you want them to sign up for a consultation? Tell them to do that. 

Typically in a sales letter (even on websites that have a long sales letter) the call to action involves re-

stating the offer. 

A lot of times you’ll see it listed in a box with the entire offer restated: 

Yes, I’m ready to get started building my own sales funnels so that I can scale my 

business and create ore passive income while I’m sleeping! I understand that for 

my investment of $1997, I will receive…

» My entire step-by-step system for creating sales funnels

» Bonus #1

» Bonus #2

» Etc.
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You may receive instructions from clients that they 

want their copy to be persuasive and sell without actu-

ally being salesy.

“WHAT?! What does that mean???”

Well, it means they don’t want you to sound like a used 

car salesman, for one. (“For the low, low price of $997 

YOU TOO can have your own beautiful, four-door car.”)

They also don’t want the copy to sound like you’re try-

ing to twist someone’s arm. 

There are some techniques to avoid being salesy… and 

most we have actually gone over, but they’re worth re-

peating here, in this context.

» Know your audience and talk about things they

care about.

» Be conversational: Other than having correct spell-

ing and proper capitalization, throw just about

everything else you know about grammar out the

SELL
without being salesy
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window. It’s okay to write in sentence fragments or end sentences with a preposition. Use contractions 

whenever possible.

» Focus on benefits over features (and try to turn features into benefits). Ask yourself “So what? How does

that help me?” Basically, put yourself in the mind of your reader.

Being non-salesy is about knowing who you want as a client, offering real solutions they need, giving real val-

ue and speaking right to their heart.
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Avoid the temptation to edit your copy as you 

write. Just let the words flow as you follow the 

structure for the type of copy you want to cre-

ate. There will be plenty of time for editing after 

you’ve completed your “ugly first draft.” 

Try to read the copy out loud to make sure it 

flows smoothly. Also, make sure it isn’t repetitive! 

This can easily happen with long sales letters. 

Some areas that you should focus on:

» Look for long paragraphs that can be broken

up into 2 or even three paragraphs

» Use subheads to separate ma jor sections

» Leave space between paragraphs

» Break up long sentences – start the next sen-

tence with a new thought

 • Ideal sentence length: 14-16 words

 • Passable: 20-25 words
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 • Unreadable: 40+

» Remove any unnecessary words (refer back to the section on writing concise copy)

» Rewrite any awkward phrases and sentences

» Rearrange your copy so it’s in the most logical sequence

Is it persuasive? Can it be re-written to strengthen selling power?

» Could you add extra facts?

» A better headline?

» A stronger closing?
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It’s easy to write emails that get opened with shady 

tactics. But just because your email is opened doesn’t 

mean it will actually be read and that it will gain the 

trust of your subscribers. Use these tactics to get more 

email opens, build trust and sell.

Formula for Writing Winning Emails

» Subject line

» Beginning: keep it short. Consider opening with

something vulnerable or personal.

» Call to action

» Your solution/bullet-driven benefits

» Call to action

» Signature

» P.S.: overcome an objection, offer a bonus tip, cre-

ate urgency, or use a testimonial.

create emails 
that get  

OPENED and READ
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Write Subject Lines that Get Your Emails Opened

» Subject lines that include the recipient’s name (Be careful, though. It can backfire if the name is spelled

incorrectly.)

» Subject lines with RE: will have a high open rate (However, if you aren’t reserving this for replies to some-

one, you can damage the trust factor with your subscribers.)

» The best performing subject lines have 1-3 words

» Use a number

» Create curiosity

» Point out common mistakes

Get People to Read your Emails

» Start by asking a question or making a bold statement to entice

» Keep your emails short
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» Keep your emails personal

» Use a natural voice (talk to your subscribers like friends)

» Write short, strong sentences

» Use the word “you”

» Genuinely care about your readers (I promise this will come across in the email)

Sell in your Emails

» Don’t sell before the subscriber is ready (become a trusted resource first)

» Highlight benefits (sell the benefits of your offer, not the product or service)

» Show problems you can help them avoid

» Tell stories that lead to your sales message

» Have a clear call to action (and list the link 2-3 times)
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THE COPYWRITER’S CHECKLIST 
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After you’re finished with your copy but before sending it to the client, here is a checklist you should go 

through.

Does the copy fulfill the promise of the headline? (Copy that doesn’t fulfill the promise in the headline 
cheats the reader – and he or she knows it!)

Is the copy interesting? (Tell a story, give news, improve your audience’s life…make it interesting!)

Is it easy to read? (It’s not the job of your reader to figure out what you’re trying to say. Use short sen-
tences, short paragraphs and small words. Be clear.)

Is it believable? (By default, people are cynical of what they read. You will need to work hard to create 
credibility and trust through testimonials, your experience, and authenticity.)

Is it persuasive? (Your copy must sell as well as communicate. It should get your reader’s attention, 
hook the reader, prove the product’s superiority, and ask for action.)

Is it specific? (Give specifics like facts, benefits, and features to convince people to buy.)

Is it concise?  (Tell your story in as few words as possible.)

Is it relevant? (Does your copy discuss facts that are relevant to the interests of your target audience?)

Does it flow smoothly? (Does your copy flow smoothly from one point to the next?)

Does it call for action? (Tell the reader exactly what action you want him or her to take next.)
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Smart copywriters use tools to make themselves 

more productive, tools like swipe files. However, 

this isn’t the same thing as STEALING someone 

else’s writing. That is absolutely NOT OKAY.

That said, if used correctly a swipe file can give 

you inspiration, help you start writing more quick-

ly (particularly when you’re stuck), and improve 

your copywriting skills.

These tips should help you use a swipe file effec-

tively:

» Know your audience: one style of copy won’t

persuade all readers. (Copy writtenoriginally

for a fitness company won’t work well for a

software company, for example.)

» Learn why a piece of copy is effective rath-

er than just copying the words. (Ask yourself

what the key elements of the headline are.)
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» Build your own list of power words. (Start looking for the powerful words in copy and start compiling

them into your own list.)

» Copy the structure. (Even though I’ve provided a formula for your copy, it may not be the best for

every situation. Observe the structure the other writers use.)

I recommend starting your own swipe file! You could even create an email address specifically to sign up 

for newsletters from great writers.

Consider printing them out and keeping them in a folder for easy access and inspiration. Take note of the 

words that they use, what it was about the letter grabbed your attention, and how you could copy the 

technique (not the letter, itself).

Some great resources to find copy for your swipe file:

» Frank Kern

» John Carlton

» Lisa Sasevich

» Amy Porterfield

» Marie Forleo

You can also just Google Copywriting Swipe File and see what resources have already been created for you!
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If you’re brand new to copywriting, you’ll need to get 

some writing samples & testimonials under your belt 

before upping your rates. 

That said… don’t ever quote below $50 an hour!

If you have specialized training in copywriting  

(for example, you’ve received certifications as a medi-

cal copywriter), you can demand higher prices.

Price Based on the Job

Ask for details on the project before quoting! 

Tell them you will need time to put together a quote so 

you can give them the best estimate possible.

If they’re insistent, you can offer a range for what you 

charge for copywriting services but let them know 

that you prefer to bundle your services to offer a bet-

ter combined rate for their total project (trust me, they 

won’t complain about a deal).

Find out what the cost is per conversion and how many 

pricing your  
services with  

CONFIDENCE
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conversions they anticipate. 

For example, if they anticipate they will make between $10,000 and $20,000 (or more) for a new offer, charg-

ing $1,000 for a well-written sales letter isn’t unreasonable. Remember: you are offering a valuable service and 

well written copy can make or break their campaign.

Don’t apologize for charging well for your expertise! f you have specialized training in copywriting (for exam-

ple, you’ve received certifications as a medical copywriter), you can demand higher prices.

What NOT to do

» DON’T price per word

» DON’T price per hour

There is an exception to pricing per hour. Someone may come to you with a small project that you don’t an-

ticipate taking long or you’re unsure how long it’s going to take. You could let them know up front that for that 

single task you will charge them your hourly rate of X. This could, for example, be for a simple editing task or  

a revision outside the scope of your contract.
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