
This may come as a surprise.
There are more than just good and bad
copywriters.
There are all sorts of the tortured souls.
Nineteen at the last count.
No doubt you’ve run into a few of them 
over the years. But it’s unlikely you’ve
ever seen all of them in the same place.
Until now.
So close the door, put your feet up and 
find out who you should hire, who you 
should fire and most importantly, who
you should interview next week.

1.The Art Director Turned Writer

Quite what possesses a perfectly good art
director to delve in to the murky world 
of copywriting isn't clear.What is known
is that this change of heart hardly ever 
pays off. Sure, when it does work the
result is the perfect advertising animal.
Only problem is, the handful of
genii who have successfully combined the 
two crafts were last seen holed up in 
offices the size of football pitches on 
Madison Avenue and Golden Square.You 
don't have to be a Brilliant Eccentric to 
figure out that the chances of one of 
them turning up in your reception,
painfully cool as it is, are pretty slim. So
be realistic. Don't even consider this poor 
unfortunate. He's* probably a lost cause.

2.The Award Winner
A self-satisfied, relaxed creature.And for 
good reason. He's won just about every 
award going. Gold Lion at 16. D&AD 
pencil at 21. One Show at 25. Don't be 
surprised if he has a movie in production   
as well. He'd make you sick if he wasn't 
such a thoroughly decent chap. Naturally 
an automatic hire. But approach him with 
some caution.While it's highly likely that 
he'll make you stupidly rich, he could just 
as easily take your job within six months.

3.The Brilliant Eccentric
A very rare breed indeed.The Brilliant
Eccentric will often have an
undisclosed Phd in Pure Maths or
Nuclear Physics but decided on a
career in advertising because he finds it
ludicrously easy and fantastically well
paid. May come across as a little
unfashionable amidst the image
conscious bed-wetters of adland but
don’t be deceived.This is a top drawer
performer who is the only person who
can say with any real authority:“It
isn’t rocket science.” 100% hire.

4.The Brit
More and more common in warmer
Southern climes as it begins to dawn on
the entire population that life on an
overcrowded, refurbished swamp isn’t
all it’s cracked up to be. Easily
identified by his shiny Premier League
soccer tops and use of words like
‘geezer’ and ‘muppet’. Used to be hip
for every agency to have at least one
Brit somewhere in the creative
department. But fashions change.
Nevertheless, he’s still a good bet. If
only because he’s fun to have around
when Australia plays England at just
about anything.Worth a butcher’s.

5.The Bullshitter
“Beware of first impressions.They are
almost invariably good.” Count

Montrond’s warning might have been
coined for The Bullshitter.A creature
who will charm you with a wide grin
and a book of which only 10%, at best,
is actually his work. In order to
ingratiate himself he will often try to
pinpoint your weakness.Then he’ll
either join you in search for your vice,
or offer to keep you supplied.The
Bullshitter is a cunning individual
who, rather like drugs, will make you
feel good for a while but make you look
bad in the end. Just say no.

6.The Cynic
Is good.Very good. Often an old
Award Winner. Could even have been
a Hack or Long Copy Freak who grew
tired of competing with the Bullshitters,
Prima Donnas and Dreamers. He’s
either hilariously funny or desperately
depressing to be around. Far from a lost
cause however,The Cynic is capable of
anything given the right environment
and a well stocked bar (for drinking
habits see ‘The False Cynic’). He rarely
strays from familiar ground though, so 
adopt a hire on sight policy.

7.The Dot Com Dropout
A timid, nervous creature who’s had a
hard time of it lately.Thought he had it
all until the world realised advertising
on the Net was a con. He might be able
to write a bit but probably isn’t up to
much beyond a three frame banner ad
where one frame says ‘Click Here’ and
another has the offer - which the client
wrote. Frankly, a waste of your time.

8.The Dreamer
By definition a youngster. Usually
under 25. Likes the idea of not working
for a living which is why he mistakenly
chose advertising, and specifically the
creative department. Fond of hackneyed
old clichés like,“Reach for the stars.
Because even if you don’t get there, at
least you won’t come up with a handful
of dirt.” Maintains that his own lack of 
success is simply a case of undiscovered
brilliance. Destined for a major break-
down by his early thirties when the
clichés begin to jar and all he has to show 
for his wide eyed optimism is a handful 
of, well, dirt. Should you give him a job?
Dream on.

9.The False Cynic
Appears to be a real Cynic but is
actually a fraud. Often a New Zealander,
he’ll moan about advertising and give the 
impression of being world weary and 
therefore experienced but doesn’t have 
much to offer at all really.Very hard to 
spot.Drinking habits can can be a tell-tale
sign.As a rule, False Cynics drink for
show and to keep an eye on their boss.
Cynics on the other hand just drink a
lot. Steer clear of him, particularly at
the bar.

10.The Freelancer

Either so good he can choose when and
where he works and for what fee. Or
so bad that no one will have him, hence
his itinerant agency to agency life.The
good ones know they’re good and
charge accordingly.The bad ones will
take almost anything you offer just 

to be able to tell their friends 
they’re working. Make sure you 
don’t confuse the two or you’ll 
either offend him with your 
paltry daily rate or, far worse, end 
up rewriting his work.

11.The Frustrated Art
Director

Horace said,“I struggle to be 
brief and become obscure.”The  
Frustrated Art Director struggles 
to be brief and become an art director. In 
which case he’s not actually a writer any 
more and won’t be interested in half of 
the work you plan to give him. Closely 
related to The Illiterate, he’s betrayed by 
his word-free work and near hysterical
reaction to any talk of copy. Can be
conceptually brilliant but is notoriously 
inflexible.All the same, a contender.

12.The Hack
“A 3,000 word catalogue for
tomorrow? No problem.” This is the
kind of writer who’ll take any brief
with a smile. Usually South African,
but not Africaans; or English, with
experience in South East Asia. He’s a
terribly nice chap who prefers, if at all 
possible, to avoid conflict. So it’s rare that 
he doesn’t rewrite most things at least 
five times.As a result, he can be very
profitable for the agency that religiously 
charges for every client change. Revels
in technical or financial products and
is, in fact, much better than many other
writers. Don’t discount.

13.The Illiterate
Another copywriter who doesn’t write
copy. But unlike The Frustrated Art
Director, this is out of necessity rather
than choice. He simply can’t write.
Often the product of an advertising
course where a recently formed team,
both of whom wanted to be art
directors, drew straws to see who’d be
the copywriter.At which point
Murphy’s Law was invoked and the
less writerly of the two became the
scribe. Not a huge problem as long as
you hire the team and don’t ask the
writer to actually write anything. But
can be an issue if the client finds out.
Only a maybe.

14.The Long Copy Freak
Can’t help himself. He’d find a way to
write three thousand words for a Coca
Cola ad running in the Wiggles Annual.
Loves nothing more than to sit down
with a bottle of red and attempt to
squeeze a reference to J P Donleavy
into an office furniture catalogue. On
the right accounts this person is a gem.
On the wrong ones he’s hard work, but
still pretty good.Would appear to be
wasted in advertising and should be
writing the great Australian novel
instead. But he could just as easily be
working at the limits of his ability. It’s
hard to tell. Either way, you should
hire him. If he does leave to write a
string of best sellers at least you can
say you worked with him.

15.The Loyalist

This writer will do almost anything to
stay with his art director. But you

want him, not the security blanket. Is it
unreasonable of you to break up a
perfectly happy team? The hell it is.
This is business. If you can’t prize the
little scribbler away for more money
than is good for him he’s overly reliant
on his partner anyway.You could
always hire the team but then you’d be
stuck with an art director you don’t
want. No.Too much trouble.

16.The Macho Man
Drinks beer, loves football and swears
by “big bloody headlines that hit you
where it hurts”. Believes all
advertising except his own is crap and
that awards are for wankers. He’s
probably done quite well over the
years trading on this carefully
cultivated image and is more than
capable of writing really good ads, it’s
just that he’s afraid to try. He needs help
more than anything else, so unless
you’re a Psychiatrist in your spare
time, not really an option.

17.The New Talent
One of the best writers to hire. He’s
good, young and, crucially, humble. So
when he starts to get noticed, with any
luck he’ll put a lot of his success down
to you. Of course, all he’s doing is what
he was put on God’s Earth to do.You
were just lucky enough to find him
before he realised he didn’t need your
help. He’s destined to become an
Award Winner so hire on sight, give
him a big office and be nice.You’ll 
probably end up working for him 
one day.

18.The Author
A mixture, so difficult to pigeonhole.A
half-breed Brit, little bit Long Copy
Freak with a dash of Award Winner.
No postgraduate degree so by
definition he can’t be a Brilliant
Eccentric. But he can be brilliant
and/or eccentric on occasions. He’s
been working in London and New
York for the past two and a half years
but at the time of printing was on his
way back to Sydney. Can be contacted
at nick_cocks@hotmail.com. One of the
best writers you’ll see this year.
Contact and hire.

19.The Prima Donna
Not difficult to spot. Often in black,
thinks advertising is high art, won’t
stop talking about himself and tends to
use the word ‘creative’ a lot.A self-con
fessed, self-obsessed genius, one
Prima Donna does more than all the
Bullshitters and Dreamers put together
to make sure people who work in
advertising remain below Used Car
Salesmen in the famous annual survey.
But he’s easily upset, so it’s always fun
to tell him it’s only an ad and that he’s
not that good anyway.Tease then discard.

20.The Trumpeter Swan
Made famous by the recruitment ads 
of the late David Ogilvy.The term
Trumpeter Swan, however, is useless.
It’s just another way of saying ‘a good
writer’.And as you now know, you
need to be a lot more specific than that.
Historical value only.

* Throughout the guide for ‘he’ read ‘he/she’, for ‘him’ read ‘him/her’ and so on. No offence intended. It’s just easier this way.

How To Tell A Brilliant Eccentric From A Bullshitter.

or

The Creative Director’s  Guide To Copywriters.


