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Join the alliance 
of commercial 
writers

procopywriters.co.uk/join

Member benefits include: 

Directory listing
A listing in our new company directory 
is another way to raise your profile 
and connect with copywriters – as 
well as clients.

Learning and development 
workshops
Give your team access to our monthly 
webinars, delivered by copywriting 
experts, authors and authorities.

Job ads
Post your vacancies to our dedicated 
jobs board. As a Corporate member, 
you’ll get a number of free job ads.

Event promotion
Run events for commercial writers? 
Use our Events page to promote your 
workshops, training sessions and 
networking events.

Share your articles
Your colleagues can share their 
discoveries and viewpoints with  
our thriving community.

Influence our development
We’re developing courses and 
accreditations for commercial writers. 
You can help us determine the content 
and requirements for both.

Save big on CopyCon
Get huge savings on tickets to  
our annual conference.

Sponsorship opportunities
Reach new audiences by sponsoring 
our conference or this annual survey.
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What’s the Best Thing About Being a Copywriter?

Welcome back to the ProCopywriters 
survey. We’re delighted to be back 
after a year off, and eager to see what 
has changed since 2021.
Thank you to the sponsors who have helped to fund this 
survey. Radix Communications, our headline sponsor, as 
well as 23 micro sponsors, have made it possible for us 
to produce and prepare this report. 

One story that emerges from this report is the incredible 
variety of experiences that exist under the ‘copywriting’ 
umbrella. The work of a copywriter can take so many 
different shapes. Copywriters can be writing blog posts 
for local businesses, naming global brands, defining 
the structure of digital experiences, preparing bids 
for major projects, or writing scripts for television ads. 
Copywriters use many different job titles to describe 
their work, offer many different services, and serve a 
huge breadth of industries. Our uniting factor is that we 
all use words to make a difference – and in most cases 
that difference is financial. 

In an effort to make the survey more user-friendly, we 
transposed the questions to a new survey platform. 
Unfortunately this means that some comparisons with 
previous years are not possible – hence their exclusion. 

Introduction 
I’m pleased to see an increasing number of  
responses from in-house and agency copywriters.  
As ProCopywriters welcomes more and more 
corporate and agency members, these numbers 
should continue to rise. 

The gender pay gap has narrowed for all  
categories of copywriter, apart from in-house 
copywriters. However, the relatively small sample 
size does diminish the significance of these results. 
Perceptions around the existence of the gender pay 
gap have also changed. In 2021, only 34% of male 
respondents believed that gender made an impact 
on pay. In 2023, the number fell to 28%. 

And finally I want to thank all of the 520 copywriters 
who gave up their time to complete this survey.  
We’re immensely grateful for your time and attention.

Leif Kendall
Organiser, ProCopywriters and CopyCon
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Lorna Smart Wordcrafter 
lornasmartwordcrafter.co.uk

John Cognoli  
johncognoli.com

SeedLegals 
seedlegals.com/authors-and-experts

Declan Morton, Copywriter  
declanmorton.co.uk

Cheryl Regan   
cherylwrites.com

DropCapCopy   
dropcapcopy.com

Melting Pot Creations 
meltingpotcreations.co.uk

WordStuff  
wordstuff.co.uk

Wordsmith & Paper Limited    
procopywriters.co.uk/copywriters/renmar

Big Star Copywriting      
bigstarcopywriting.com

Gunning Marketing     
gunningmarketing.co.uk

Katie Lingo    
katielingo.co.uk

Becky Smith        
procopywriters.co.uk/copywriters/becky-wordsmith

Mel Barfield           
allcopymel.com

NameDek           
namedek.com

Johnny Morgan       
wordstuff.co.uk

Content Copywriters 
contentcopywriters.com

Quietroom
quietroom.co.uk

Cat Copy Creative Ltd   
catcopycreative.co.uk

Jackie Barrie           
writingwithoutwaffle.com

Emma Page         
procopywriters.co.uk/copywriters/emma-page

Firehead              
firehead.net

Connected Copy 
connectedcopy.co.uk

Sponsored by Radix 
Communications and… 
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2021 2020 2019

Oldest 75 73 67
Average 42 41 40
Youngest 21 20 20

2021 2020 2019

Women 66% 62% 66%
Men 32% 38% 34%
Other 2%   –   –

Demographics

Number of respondents

Once again we’ve received positive support from the 
copywriting community, although we clearly need to 
reverse the gradual decline in respondent numbers. We 
will continue to look for ways to reach more people so we 
can get a broader profile of the copywriting profession. 

ProCopywriters currently has 875 members, a sum 
that includes freelance copywriters and in-house 
writers at a number of companies and agencies. 
Because the survey is anonymous, we do not know 
how many of our members completed the survey.

Age Gender

In recognition of the ongoing cultural 
conversations around gender and identity, 
we will use a more inclusive way to ask about 
gender in future surveys. 

Oldest Youngest

2021

561

2020

640

2019

514

2018

420

2017

538

2016

610

2023

520

Average

41

76

21
Other0.02%

Men31.8%

Women68%

Who completed the survey? 
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2023 2021 2020 2019

1 International 20% 12% 21% 12%

2 South East 18% 21% 16% 18%

3 London 14% 17% 14% 17%

4 South West 12% 12% 12% 13%

5 North West 7% 7% 8% 10%

6 East Midlands 5% 7% 3% 3%

7 Scotland 5% 3% 4% 4%

8 West Midlands 5% 5% 7% 6%

9 Yorks & Humber 5% 5% 5% 8%

10 East Anglia 4% 5% 6% 4%

11 Wales 2% 2% 2% 2%

12 North East 1% 3% 2% 1%

13 Northern Ireland 1% 0.5% 0% 1%

Location

7

12

11

2
3

10

4

8

6

9
5

13

Experience
How many years of professional 
copywriting experience do you have?

Our respondents have years of copywriting 
experience. This suggests that their responses 
are informed by a solid foundation of on-the-
job experience.

6–10 years

11–15 years 

3–5 years 

16–20 years

0–2 years

21–25 years

26–30 years 

31+ years

26%

19%

18%

11%

9%

8%

5%

4%
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Race
Our respondents are somewhat less diverse than the UK 
population as a whole; according to the 2021 Census,  
81.7% of the UK population are ‘White’, whereas 90%  
of our respondents fit into this category. 

White
(including English, Welsh, Scottish, 

Northern Irish, Irish, Gypsy, Irish 
Traveller, Cornish and others)

Asian/Asian British
(including Indian, Pakistani, 

Bangladeshi)

Mixed/multiple  
ethnic groups

Other

90% 3%

Arab

0.4% 1.2%

3.5%

Black/African/ 
Caribbean/Black British

2%
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Education, Training  
and Development
In addition to our usual questions about education, we included  
new questions about continuing professional development (CPD). 

Undergraduate degree

Postgraduate degree

A levels or equivalent

GCSEs or equivalent

Other

2021 2020

Undergraduate degree 53% 57%
Postgraduate degree 32% 28%
A levels or equivalent 8% 7%
GCSEs or equivalent 3% 2%
Other 4% 6%

2021 2020

English language or literature 36% 32%
Other 22% 22%
Marketing, advertising or 
communication 20% 20%

Other humanities 16% 16%
Science or social science 10% 10%

Highest level of 
qualification

What was the main 
focus of your degree?

54%

33%

8%

2%

3%

English language  
or literature

35%

Other

17%

Marketing, 
advertising or 

communication

19%

Other  
humanities

19%

Science 
or social 
science

9%

08 09



2021 2020

Quite useful 49% 49%
Very useful 26% 24%
Not useful 23% 23%

2021 2020

Yes 57% 51%
No 43% 49%

Has your degree been 
useful in developing 
your copywriting 
career?

How much do you (or your employer) spend on 
your training and development each year?

Have you completed 
any copywriting 
training during your 
career?

48% 21%24%

Quite
useful

Very
useful Not

useful

Yes: 52%

No: 48%

40%

<£100

37%

£100–
£500

16%

£501–
£1,000

6%

£1,001–
£5,000

0.6%

>£5,000

For the first time we asked how much copywriters 
spend on continuing professional development (CPD). 
59% of respondents spent more than £100 on CPD in 
the previous year.
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Did you invest in learning  
any of these skills in 2022?

Where are copywriters focusing their  
CPD investments?

SEO

44%

Other

25%

Content  
strategy

29%

Content 
design

11%

Content  
marketing

32%

UX copy- 
writing

19%

Email  
marketing

28%

Social media Business management Mini MBA in Marketing

AI for copywritingBrand Creative thinking Landing pages

Other responses included:
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Working 
Practices

How do you describe yourself?

Commercial writers take many forms and work under 
a variety of job titles. Here’s how our respondents 
identify themselves. Some respondents use more than 
one descriptor – so the percentages do not tally 100. 

Ghostwriter Agency Owner Brand Language Consultant

Messaging Strategist Hybrid CreativeMarketer PRWriter

Communications Consultant SEO Copywriter Editor

Other responses included:

Copywriter

Content Writer

Creative

Content Strategist

Brand Writer

UX Writer

Content Designer

Other

79%

40%

16%

15%

12%

6%

4%

16%
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Brand UXTraining

Marketplaces Bid writing

Other responses 
included:

What kind of 
copywriting do you do?

Our respondents are engaged in the 
following types of work. 

Marketing  
materials/ 

content

85%

Other

10%

Advertising

38%

Technical

13%

Digital  
and SEO

59%

PR and 
journalism

30%

Employment model

More responses from agency and in-house 
copywriters suggest that we’re slowly 
reaching a wider audience. 

2021 2020

Freelance 67% 57%
In-house 8% 13%
Agency employee 10% 12%
Agency founder or partner 6% 6%
Freelance + In-house NA NA
Freelance + Agency NA NA

40%

13%

5%

59%

40%

7%

2%

15%

Freelance + 
In-house

Agency 
employee

Freelance

Freelance + 
Agency

Agency 
founder or 

partner

In-house
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Ecommerce GamingAutomotive LogisticsRecruitment

Other responses included:

Which sector do you specialise in?

2021 2020

B2B 63% 57%
B2C 25% 29%
Science and technology 29% 27%
Business, finance and law 21% 25%
Sport, travel and leisure 15% 13%
Consumer goods 12% 16%
Charities 14% 13%
Healthcare and pharmaceuticals 16% 14%
Education 16% 14%
Property and interiors 11% 10%
Public sector 7% 9%
Fashion 7% 6%
Beauty 9% 9%
Family and childcare 2% 3%
Politics and society 3% 2%
Other NA NA

B2B

B2C

Science and technology

Business, finance and law

Sport, travel and leisure

Consumer goods

Charities

Healthcare and pharmaceuticals

Education

Property and interiors

Public sector

60%

36%

26%

20%

20%

20%

18%

16%

14%

12%

10%

Fashion

Beauty

Family and childcare

Politics and society

Other

8%

7%

6%

5%

19%
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Naming PodcastingScriptwriting WorkshopsPR

Other responses included:

In addition to copywriting, do you 
offer any of these services?

2021 2020

Copy editing 80% NA
Tone of voice 61% NA
Proofreading 71% NA
Strategy NA NA
Content strategy 55% NA
Content marketing NA NA
Style guide development 43% 42%
SEO 51% 50%
Training 27% 27%
Project management NA NA
UX writing NA NA
Content design NA NA
Design/layout 22% 21%
Other NA NA
Politics and society 3% 2%
Other NA NA

The inclusion of new options this year mean that we 
do not have comparison data for every service. 

Copy editing

73%

Tone of voice

66%

Other

10%

Project 
manage-

ment

10%

Design/
layout

10%

UX  
writing

17%

Content 
design

15%

Style guide 
development

32%

Proofreading

59%

Training

26%

SEO

29%

Content 
marketing

38%

Content 
strategy

40%

Strategy

44%
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What’s the hardest part about 
working with clients?

Being creative, original, inspired and persuasive is just 
half the battle of being a copywriter. The hardest part 
can be managing your clients and colleagues.

Late payments Outdated writing tastes and expectations

Ghosting Shifting deadlines Confusing feedback

Lack of understanding of copywriting as a skill (and the value it brings)

Other responses included:

Briefs are inaccurate or limited

Multiple stakeholders giving mixed messages

Changing requirements

Limited budgets

Unambitious or unadventurous attitude to creative work

Unrealistic expectations

Other

57%

51%

36%

36%

32%

30%

10%

16



Do you have a side 
project?

What are the benefits 
of your side project?

With so much talk online about side-hustles, 
we added a question to learn more about the 
prevalence and purpose of these ventures. 

63% 10%

6% 5%

3% 24%

None Newsletter

Course Ebook

Podcast Other

Art AppFiction writing

Blog YouTube channel

Other responses 
included:

Exploring passions

Developing skills

Demonstrating expertise

Becoming known professionally

Diversifying income

Brand building

Supporting others

Making money

Networking

61%

50%

43%

39%

33%

31%

29%

26%

22%
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Income and  
Benefits

What was your gross income 
from copywriting in 2022? 

Overall Employed and freelance

You can see the overall distribution of incomes by 
bracket – as well as how they vary by employment 
mode. One thing that stands out here is that 
freelancers have a broader spread of incomes. So 
while freelance copywriters have greater upwards 
earning potential, there is also less guarantee of a 
fair basic wage, something that is guaranteed from 
employment. Agency founders stand out with 24% 
earning £100,000+. 

<£10,000

£10,000–£25,000

£26,000–£40,000

£41,000–£55,000

£56,000–£70,000

£71,000–£85,000

£86,000–£100,000

>£100,000

<£10,000

£10,000–£25,000

£26,000–£40,000

£41,000–£55,000

£56,000–£70,000

£71,000–£85,000

£86,000–£100,000

>£100,000

8%

15%

29%

22%

11%

6%

3%

6%

6%

15%

24%

21%

12%

5%

5%

12%
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Freelance Agency

In-house Agency founder

<£10,000

£10,000–£25,000

£26,000–£40,000

£41,000–£55,000

£56,000–£70,000

£71,000–£85,000

£86,000–£100,000

>£100,000

<£10,000

£10,000–£25,000

£26,000–£40,000

£41,000–£55,000

£56,000–£70,000

£71,000–£85,000

£86,000–£100,000

>£100,000

<£10,000

£10,000–£25,000

£26,000–£40,000

£41,000–£55,000

£56,000–£70,000

£71,000–£85,000

£86,000–£100,000

>£100,000

<£10,000

£10,000–£25,000

£26,000–£40,000

£41,000–£55,000

£56,000–£70,000

£71,000–£85,000

£86,000–£100,000

>£100,000

11%

17%

28%

20%

10%

7%

4%

5%

3%

11%

35%

34%

11%

5%

0

1%

7%

11%

34%

24%

13%

3%

0

7%

0

9%

21%

15%

15%

12%

3%

24%

18 19



How many days off did you take in 2022?

Are copywriters overworked? It looks like most 
copywriters are making space for rest and 
relaxation. Agency founders appear to have the least 
equitable work-life balance, and are the most likely 

6-15 days>26 days <5 days16-25 days

Overall

Employed and freelance

Agency

Freelance

Agency founder

In-house

to have fewer than 5 days off in a year. Freelancers 
appear to be maximising their freedom, with 39% 
taking more than 26 days off last year. 

35% 37% 18% 7%

23% 42% 26% 9%

39% 32% 20% 9%

33% 36% 18% 13%

27% 33% 31% 9%

30% 56% 13% 1%

20



Unsurprisingly, the majority of freelancers do 
not get paid when they’re too sick to work. Self-
employed people are not eligible for statutory sick 
pay. However, there are companies that provide 
sickness cover for the self-employed. 

Overall Overall

Do you get sick pay? Do you regularly pay 
into a pension fund?

No: 34%

Yes: 60%

Freelance 
Yes: 5%
No: 95%

Freelance 
Yes: 48%
No: 52%

Employed
Yes: 77%
No: 23%

Employed
Yes: 77%
No: 23%

Yes: 66%

No: 40%

With the popularity of workplace pension 
schemes, it’s not surprising that self-employed 
workers can easily fall into a pension 
gap. Only 48% of freelance copywriters 
are regularly contributing to a pension – 
compared to 77% of employed copywriters. 
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Gender Pay Gap
The gender pay gap is a measure of the difference in  
incomes between men and women. 

Do you think a copywriter’s gender  
affects how much they get paid? 

Overall

Perceptions by gender

Women

Men

35%

42%

28%

20%

24%

32%

32%

34%

39%

+2%+1%

-6% +4% +1%

-3%

Not sureNoYes Change from 
last year

22



Change from last yearMenWomen

Gender pay comparison

2021 Overall Freelance Employed and  
freelance Agency Agency founder In-house

Gap n/a 40%  35%  30% 29% 6%

Overall

£56,909

£47,958 Gap:  
16%

Employed and freelance

£71,500

£46,350 Gap:  
35%

Agency

£52,104

£39,927 Gap:  
23%

Freelance

£54,559

£47,797 Gap:  
12%

Agency founder

£61,694

£72,000 Gap:  
-17%

In-house

£59,533

£48,567 Gap:  
18%

NA
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This Survey Tells 
Many Stories

There’s the monstrous gender pay gap, still refusing 
to disintegrate despite being repeatedly dragged into 
the light. There’s the legion of professionals treading 
water instead of developing their muscles, even as 
they’re circled by an artificially intelligent shark.

But from where I’m sitting – beside a peaceful river, in 
a converted warehouse full of charming copywriters 
and account managers – one narrative rises above 
the rest. The story of the agency copywriter, who 
earns a decent wage, takes plenty of holiday, and is 
supported by expert colleagues.

Agency copywriters are doing better 
than you might think
Freelancing used to be seen as the most lucrative 
career option for copywriters. But that’s beginning to 
change. More than half (51%) of agency copywriters 
earn at least £41,000 a year, while just 46% of 
freelancers do the same.

It’s likely some freelancers have other income 
streams and don’t need to bring in as much as their 
agency peers. Even so, many freelancers are earning 
less in real terms – and they may feel incapable of 
upping their prices from one year to the next.

They can get away, get well –  
and even get old 
There are, of course, other benefits to being on a 
payroll. Most (86%) agency copywriters have at 
least 16 days off a year, compared to just 71% of 
freelancers.

As you’d expect, hardly any freelancers get paid 
while they’re sick. And less than half are putting away 
money for their twilight years, let alone having those 
pension contributions matched by an employer.

The moral of the story? 
This year’s results highlight the many benefits of 
copywriters teaming up. There are the basic perks, 
like pension contributions and paid holidays. But 
there are also the intangible rewards you only get 
from working in a team of expert copywriters and 
supportive account managers.

In uncertain times, it can pay to be part of a team. So 
who knows? Maybe agency life should be the next 
chapter in your story.

Matt Godfrey – Head of Copy
Radix Communications –
B2B Technology Copywriters

“...one narrative rises 
above the rest. The 
story of the agency 
copywriter, who earns 
a decent wage, takes 
plenty of holiday, and 
is supported by expert 
colleagues.”

And now for a word from our sponsor, Radix Communications…
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Freelance 
Copywriters

Day rates

This year sees a big leap in 
day rates – an increase of 
£46. This is the biggest single 
increase we’ve ever recorded. 
This increase may be partly 
accounted for by the fact that 
we did not run the survey in 
2022, so this figure represents 
a 2-year change.

As demand increases Bi-annually As project complexity increases

Other responses included:

2023

£433

2021

£387

2020

£379

How often do you 
increase your rates?

26% 63% 11%

Annually Infrequently Other

24 25



Judgement  
based on initial 

communications

93%

Other

8%Searching  
online 

(Google etc.)

46%

Ask for 
references

3%

Check prospect’s 
websites and  
social posts

62%

Browse 
Companies 
House data

19%

How do you charge for your work?

How do you qualify leads?

59% 34% 5%

Project  
fee

Daily or hourly 
rate

Per  
word

Agency copywriters Scored spreadsheet/screening questionnaire

Check with referrerRaising rates for suspicious leads Ask network 

Other responses included:
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How/where do you find new clients?*

Word of mouth

88%

Directories
(including  

ProCopywriters)

17%

Networking 
(meet-ups,  

conferences, etc.)

38%

Twitter

12%

Facebook

10%

Other

11%

LinkedIn

67%

Website –  
through natural  

search

36%

Freelance 
 job sites  
(Fiverr etc.)

9%

Advertising

3%

Website – 
through  
paid ads

2%

Digital agenciesReferrals from other copywritersInstagram

SpeakingNewsletter Direct mail sales letters

Other responses included:

2021 2020

Word of mouth 89% 89%
LinkedIn 53% 57%
Networking  
(meet-ups, conferences, etc.) 27% 38%

Website –  
through natural search 50% 49%

Directories (including 
ProCopywriters) NA NA

Twitter NA NA
Facebook NA NA
Freelance job sites (Fiverr etc.) NA NA
Advertising NA NA
Website – through paid ads NA NA
Other NA NA

*Respondents could select multiple options, 
so the results do not total 100%
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Agency  
Copywriters
For the first time we have separated the responses from 
copywriters in different forms of employment. This helps us 
track the experiences of all copywriters, and also understand 
the challenges and opportunities that face our peers across 
the industry. Seventy-five of our respondents identified 
themselves as working for an agency of some kind. 

How many employees does your agency have?

21–50 51–100 11–20 5–10 101–200 <5 201–500 500–1000

32%

17%

8%

4%

19%

11%

5% 4%

How many copywriters work in your agency?

13%

11–20

9%

5–10

3%

51–100

1%

21–50

73%

<5

28



How/where does your agency find new clients?

How do you qualify leads?

Which types of clients do you 
predominantly work for?

Word of mouth

Website – through natural search

Networking (meetups, conferences, etc.)

LinkedIn

Directories (including ProCopywriters)

Website – through paid ads

Twitter

Other

94%

49%

46%

42%

18%

6%

3%

6%

Other  
responses  
included:

Other  
responses  
included:

Judgement  
based on initial 
communications

91%
Other

9%

Searching 
online 

(Google etc.)

30%

Ask for references
0%

Check 
prospects’ 

websites and  
social posts

52%

Browse 
Companies 

House  
data

27%

Custom sales 
process

Corporations

Watching for  
red flags

Startups

Membership 
organisations

SMEs and local companies

Agencies

Charities and NGOs

Government departments

Universities and colleges

Other

67%

42%

21%

9%

6%

40%
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In-house 
Copywriters
Forty-eight of our respondents are employed by  
a business in some form of copywriting role. 

How many employees does your company have? 

>1000

501–1000 

201–500 

101–200 

51–100

<5 

21–50 

11–20

5–10

27%

18%

17%

9%

9%

7%

6%

3%

3%

How many copywriters work in your company?

13%

5–10

9%

11–20

2%4%

51–10021–50

1%

201–
500

70%

<5
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Outlook and  
Aspirations

Are you hoping to make any changes 
to your role in 2023?

No change – I’m happy where I am Change teams or locations

Promotion Go freelance

Sideways move to a new role

38% 12%

31% 7%

12%

40% 0%

46% 6%

8%

New for 2023, these results suggest that most 
employed copywriters are content in their current role, 
or looking to level-up with the same employer. One 

notable difference is that 24% of agency writers are 
looking for some kind of lateral move, compared to 
just 8% of in-house copywriters. 

Agency 
copywriters

In-house 
copywriters

How would you like your career to develop 
over the next two years?

Earn more money

Do more strategic/consultancy work

Go freelance

Hire employees

Pursue creative writing

Start an agency

Switch career

53%

23%

2%

3%

14%

3%

2%
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What would help 
you develop your 
copywriting career  
or business?

Are you concerned  
about competition from 
AI-powered writing 
software?

Being more active on social media

Greater self-confidence

Avoiding problematic clients

Other responses 
included:

Networking 
opportunities

52%

Other

7%

Training

46%

Mentoring  
or support

48%

Awards or 
recognition

32%

0

1

2

3

4

5

6

7

8

9

10

14%

9%

11%

14%

9%

16%

10%

7%

6%

2%

3%

0 = Not at all concerned
10 = Very concerned

32



The privilege to be the voice for a company or brand, to have conversations that 
add meaning to people’s lives. Copywriting puts you in a position to critically 

understand human interaction and translate that into words that make an impact.

The opportunity to help small 
businesses to thrive and the ability 
to work flexibly around my family

Being creative. And crafting 
words to connect with 

target audiences.

Getting to use my talent for 
words, complex thinking and 

creativity combined

That euphoric feeling 
when a client says 

“you get us”

Being able to do 
something creative 

every day

Getting results for my 
clients and helping them to 

reach their goals

Learning about new products 
and industries, meeting business 
leaders, and growing your skills

You eventually hit a point where a lot of it is instinctive. Doubt 
falls away, you have to prep less for calls and you just know 
how to approach most challenges. It’s a great place to be 

because it leaves room for thinking about the creative stuff.

Playing 
with words 

for a 
living!

The rewarding feeling from 
transforming a mess of information 

into clear, concise copy

Problem-solving! I love helping 
people figure out how to say 

what they want to say.

The satisfaction when you coin the perfect phrase. 
And the flexibility of working freelance – it means  

I can prioritise my daughter when I need to

Working with a variety of people 
and businesses to help them in 
an area they’re not confident in

Enabling people to 
communicate and 

advance their mission

We get paid to write. How lush 
is that? And the flexibility to 

work when Lady Muse sees fit.

Different clients 
and being  
creative

Telling the stories people want to hear Freedom to work with who I choose

Every day’s a school day Using the power of words to inform and influence

What’s the Best Thing  
About Being a Copywriter?
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About this survey 

This survey is operated and published by 
ProCopywriters, a UK-based alliance of 
commercial writers. Since its beginning in 2016, 
the survey has provided a window into the working 
lives of copywriters who serve the UK market. 

ProCopywriters exists to bring copywriters 
together in a supportive, collaborative 
environment. The survey, alongside our online 
workshops, annual conference and popular 
website, are some of the ways we achieve this. 

Format and data collection

The survey was built on Typeform by Leif Kendall, 
based on the original survey created by Joanna 
Tidball, with many new and adapted questions – 
some of which were proposed by our community. 

The survey was open to the public during February 
2023. Respondents were sought via social media 
posts, emails to our list, and on our blog. 

We do not record respondents’ personal 
information, or vet the responses in any way. 

Design and production

The survey data was processed and the  
report written by Leif Kendall. The design 
and layout was provided by Anna Patience 
(annapatience.com) and the final report was 
proofread by Chris Walkley (walkleywords.com).

You are welcome to quote or reproduce any 
content in this report. We simply ask that you 
identify ProCopywriters as the source.

Limitations and disclaimers

This was an open survey, conducted in good faith. 
We haven’t vetted respondents so we cannot rule 
out distortions or inaccuracies resulting from 
errors, misinformation or malice. 

Our reach is limited to our network and friends of 
friends – so of course we can’t claim to represent 
the complete copywriter experience. This survey is 
provided for information only – please don’t make 
any wild decisions based on this report.

This work is licensed under a Creative Commons 
Attribution-ShareAlike 4.0 International License.
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