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				“Andrew writes a love letter to copywriting. Not a how-to, but a how and why we write. For copywriters, it puts our sometimes inexplicable thoughts and behaviours around writing into wonderful words. For non-copywriters, it’s a beautiful account of the parts of the process you don’t see or understand. This is a book I’ll read again and again.”

				 

				– Vikki Ross, Copy Chief

				/

				“Packed to the gunwales with witty observations, valuable insights and timeless advice, Copywriting is… is a warts ‘n’ all interrogation into the different lives, minds and worlds of copywriters today. Perfect for junior writers and experienced wordsmiths alike, it’s an inspiring, entertaining and addictive read.”

				– Gyles Lingwood, Author of Read Me

				“Copywriting is as troublesome a word as it is a profession. It is, as you’ll discover in Andrew’s excellent book, a great many things. But it is also not a thing. It is a contradiction, a shared illusion. In truth, there are just different combinations of words and sentences. Some persuade you to feel something, some don’t. What makes Andrew’s book so enjoyable is that the words and sentences he combines to describe our shared illusion are so effective, they might just persuade you it’s real.”

				– Glenn Fisher, Author of The Art of the Click

				/

				“If you love losing yourself in long copy, dip in!”

				– Jane Evans, Creative, Activist & Keynote Speaker

			

		

	
		
			
				“What to write about a book on copywriting? I read it (in one sitting). My mind wandered (a good thing according to the author). I learned two new words (eremitic and sesquipedalian). I searched up two of the sources (and plan to go back to the many useful-sounding ones). I think you should read this book (at least once a year, for the rest of your life).”

				– Diane Young, Co-founder & CEO of The Drum

				/

				“I counted three unintentional rhymes in the last two pages. You are not Tupac. You are, however, a creative oddball which is why I like you. And why I love this book.”

				– Giles Edwards, Creative Director & Founder of 

				“Copywriting is... wonderfully enigmatic, if this book is any indication. By drawing attention to the more intangible elements of our craft – with references ranging from Philip Larkin to Lethal Weapon – Andrew has put together a treatise quite unlike anything else out there. And perhaps unsurprisingly, it comes packaged in an effortlessly eloquent turn of phrase. I wish I’d written it.”

				– Ryan Wallman, Creative Director, Head of Copy & Author of Delusions of Brandeur

				/

				“The book I wish I’d read when I was starting out as a copywriter, why is it so late?.”

				– Sue Higgs, Group Creative Director
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				to help you remember my name when your lives are filled with fame and glory.

				Dr Ben for doing what he’s been doing since we were 11 – making me a better writer and not-quite getting me to understand how grammar works.
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				This book is not...

			

		

		
			
				Because it would be enormously undignified for a book on creative advertising to be guilty of false advertising, I’d better explain what it is you may (or may not) be about to read.

				Or rather, I will be clear about what this book will not do.

				It won’t for example, walk you through some individual copywriting techniques and methods. 

				Nor will it show you specific examples of real-life ads and concepts to illustrate how these techniques are used.

				The reason is quite simple. Writing such a book is far harder to do and I am far lazier than the sort of person who is able to write one.

				More importantly, such books already exist and there are a handful of them I am entirely sure I would not be able to improve on.

				Though it pains me greatly to say it, because I know one of the authors personally, Read Me by Gyles Lingwood (ugh) and Roger Horberry is as close to an indispensable copywriting manual as you are likely to find. All I ask is that you refrain from buying a full price copy as Gyles is unbearable enough without the royalty cheques.

				Another excellent guide to specific copywriting methodology – and how it should be employed – is Mark Shaw’s book, Copywriting. You should also take a look at Glenn Fisher’s Art of the Click (for a more direct response copy focus) and anything Steve Harrison has ever 

			

		

	
		
			
				written, even shopping lists or rude graffiti on a toilet door. A Vikki Ross book on copywriting will hopefully appear at some point, and you should be prepared to lose a prominent finger to get a copy.

				Instead, what you have in your hands (or ears – ahoy there, audiobookers, never let anyone tell you this isn’t proper reading) is a book containing some of my thoughts, feelings, fears, failures, frustrations and half-baked solutions from a life in copywriting, and the teaching of copywriting.

				It is a book to be read in whichever way the pages fall. 

				At times it invites you to be thuggish and reckless and entirely carefree as you write. In other places it will make the case for treading lightly on the page. Neither argument is less worthwhile than its neighbour – it’s your job to find yourself, your writing self, in the crowd. 

				A final word before you embark on the book (or quietly re-shelve it). 

				Books like this are a moment in creative time. 

				They are how the creative world has appeared to one person, standing on one hilltop gazing out at one slice of the landscape. 

				Creativity changes and creativity does not exist in the same way for everybody. 

				Graham Greene wrote in an essay, called The Explorer, that ‘the imagination has its own geography, which alters with the centuries’. 

				The imagination required in a profession like copywriting alters faster than that and yet, in many ways, it does not alter at all. 

				What I am saying, and it will sound preposterous, is do not let this book – or any book of a similar kind – become your creative bible.

				Challenge what is said. Disagree, or at the very least think carefully about why you do agree. Treat this as nothing more significant than a handily placed stool that allows you to scale the walls of your own creative identity.

				And, more than anything else, buy it at full price. Ideally twice.
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				(Or, the creative science of silence)
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				The strangest sound I ever heard in a creative studio – amongst a symphony of strange sounds – was the word ‘mushroom’ shrieked at the pitch usually reserved for announcing incoming mortar fire.

			

		

		
			
				Copywriting is Quiet. (Or, the creative science of silence)

			

		

	
		
			
				For context, it was because a designer had carelessly let slip to colleagues that she was both afraid of, and severely allergic to, mushrooms. Her desk, predictably, had been instantly stroganoffed with around 40 of the brutes.

				Jostling for top spot in the hit parade of odd noises are a variety of cackles, wolf howls, clangs, crumples and even, once, the sound of a large cake being hit with a cricket bat – a sort of airless ‘whoomp’ if you’re interested.

				Compiling such an audio compilation – aside from making me consider the market for a ‘NOW! That’s What I Call Agency Chaos’ cassette – made me ponder the environment we’ve created for ourselves.

				Under the banners of ‘collaboration’ and ‘creative energy’ the studio has adopted the sort of sound ecosystem you would find in the canopy of a Brazilian jungle, or a Walkabout bar.

				In many ways, there is nothing particularly wrong with such an atmosphere. The vast majority of people working in a creative agency are doing so precisely 

				because the peace and uniformity of a ‘regular’ office makes them sweat.

				But while the clatter of creativity is good for our wayward souls, it may not be as useful for our minds.

				Now, my scientific knowledge extends no further than being able to identify, if not actually use, a pipette. However, I’m incredibly interested in the scruffy, hectic nature of what we do and the human chemistry behind what allows us to do it.

				In particular, I’m fascinated by the conditions that govern the most intangible part of our work: the creative state.

				There is (he said, with no great authority) a neurological state known as the default mode network. In slightly simpler terms, this is the state of self-generated cognition. In actually simpler terms, it is allowing your mind to wander.

				The correlation between this state and creative activity has been well established, demonstrating the power of unconscious, or at least less actively controlled, thought to produce ideas.

			

		

	
		
			
				It is, in a way, an invitation to idle – redefining what a productive working state looks like for a creative. I’m sorry, madam, but I shan’t get out of this hammock – can’t you see I’m default moding?

				Stillness, of course, is not the same thing as laziness and if you use this knowledge as an excuse to nap or finesse your floundering fantasy football team you are perverting the science – and your fantasy football team will, invariably, remain woeful. 

				But, to enter this hallowed state of creative inspiration, we need to manufacture the right conditions. Allowing your mind to truly wander is easier to achieve in a quiet place than it is in a room filled with people arguing loudly about how to treat potentially fatal mushroom poisoning.

				Stillness, quiet and calm are the triggers for the default mode activity that spawns 

				your greatest ideas. Noise, chaos and, worst of all, a relentless, flapping ‘busy-ness’ suppresses it.

				Now I’m well aware that not every creative enjoys quiet time. Working in isolation can be unsettling, even rather intimidating if you feel cut off from the challenge, support and filter of the creative pack.

				But, allowing some time every day to let your mind quietly steer you somewhere new will make you a better creative and a better collaborator. Some agencies are even experimenting with designated quiet time, where the only focus is unfocused thought. No emails, no meetings, no chat.

				So next time your studio erupts with the sound of a hundred monkeys in a bowling alley, seek out your quiet place and listen to nothing but the noise of your brain getting to work.
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				Copywriting is Quiet. (Or, the creative science of silence)
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				(Or, why desks can make your copywriting drab)
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				Some jobs are fixed to a certain environment. Pilots can only actually pilot if they are in a cockpit. Otherwise they’re little more than an overdressed airport accoutrement, no more distinct in that setting than an uncomfortable plastic bench or the faint ‘poof’ of a suspicious duffle bag being blown-up by security.

			

		

		
			
				Copywriting is Wandering. (Or, why desks can make your copywriting drab)

			

		

	
		
			
				Copywriting, on the other hand, is not tethered to a particular point. Except, of course, when it is. Which, of course, is a lot.

				Survey the copywriters in your immediate circle and I’d be surprised if all of them did not spend most of their creative time in the same spot, working with the same apparatus, trying to scrape inspiration from the same surroundings.

				In How to be a Graphic Designer Without Losing Your Soul, Adrian Shaughnessy says ‘Our focus has narrowed. We rarely look at our work from a distance. We rarely look at it from different angles. We often work in miniature. We avoid anything that can’t be done on the computer. The screen dictates our relationship to our work – it dictates how our work looks.’

				Most copywriters are, willingly or unknowingly, drawn to confinement, soothed by the familiar. We are wild animals flinging ourselves in front of a zookeeper, eagerly volunteering to abbreviate our own territory.

				On the one hand, it’s understandable. Familiarity, comfort and the reassuring sovereignty of a habitual space all add up to a controlled and 

				consistent place to work.

				But, in our line of work, controlled and consistent can provoke an unusual sort of chaos. At the very least it breeds a stale sort of fluency that gradually erodes the need for imagination.

				Also, how we choose the places we work is often more about conformity than suitability. We work at our desk because it is there and it is ours, not because it is necessarily the most effective environment for creative thought.

				Consider this observation from Kenneth Roberts in his book, I Want to Write: ‘Most spots, houses and rooms, no matter how sequestered, how uninviting to other activities they may appear, await only the presence of a would-be writer to develop habits, quirks or sounds discouraging to, or destructive of, unbroken thought and the uninterrupted concentration needed for sustained work’. Just as Roberts describes, your own habitual workspace could be unsuitable and restrictive in any number of ways – if you only looked for them.

			

		

	
		
			
				Rather than being the place we are most likely to write, the desk becomes the place where it is easiest not to. Often, without realising, we create the perfect growing conditions for distraction. The desk becomes the place where we stall and divert, where the work is unable to pin us down. And, as Tennessee Williams once wrote, ‘the right condition for him [the writer] is that in which his work is not only convenient but unavoidable’. 

				 

				It’s also worth remembering we are, after all, not authors or poets with a distinct voice to refine and maintain. In their case, writing in the same way, at the same time, in the same setting may be essential to preserving the ‘self’ in their work.

				But as copywriters, allowing a distinctly personal terroir to permeate what we write is the opposite of our basic function.

				In other, less French, words there is a danger that writing in the same environment, and through the same behaviours, will only allow you to write in a style determined by the rigidity of your method.

				In The Creative Brain, Nancy C Andreasen observes that a wandering mind ‘leads to heightened perceptions, greater sensitivity to external stimuli and increased intensity of experience.’ Now, unless that particular state would somehow get in the way of your best ideas, shouldn’t we all be encouraging our minds to wander? And what 
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				Copywriting is Wandering. (Or, why desks can make your copywriting drab)

			

		

	
		
			
				better example to set for our brain than to allow our legs to lead the way?

				Whether we recognise it or not, the conditions in which we write will inevitably seep into our process and therefore our output. It sounds simplistic to say that if we always write where we’ve always written, then we’ll always say what we’ve always said. But there is a valid theory that, without adaptation, challenges and a shift in perspective, copywriting becomes more about easy answers than effective ones.

				Essentially, the only signature a copywriter should leave behind is their invisibility (as Iris Murdoch says ‘bad writing is 

				almost always full of the fumes of personality’). Our purpose is to absorb, and be absorbed in turn, by the uniqueness of the brief, the problem, the voice and the audience. That leaves no room for an approach propped up by convention or throttled by routine.

				For unknowable reasons, copywriting is one of those strange self-dogmatising professions – creating a perverted belief system in which stimulation is unnecessary and stagnation is allowed to go unseen.

				And then, before we realise it, we’re just sad pilots without a plane, wandering pointlessly through Duty Free, gazing wistfully at the big Toblerones.
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