
Kevin Rogers – Handling Clients  
Mikhail: Hi, everyone. Welcome to Health Copywriting Profits. The online event that can help 
take your copywriting skills and income to the next level. Today, we're talking to Kevin Rogers. 
Kevin is a stand-up comic in copywriter and bestselling author of The 62nd Sales Hook. And he's 
also the founder of Copy Chief, a community that brings copywriters and business owners 
together. Welcome Kevin. 

Kevin: Hey Mikhail, it's good to be here, brother. Thanks for having me. 

Mikhail: Thanks for being a part of it. For the folks that may not be too familiar with you. Can you 
tell us a little about how you got into copywriting? 

Kevin: It was like anybody else that just someone introduced me to it. I don't know how anybody 
finds copywriting, frankly. In my case, I was working for a friend of mine. This is after a decade as 
a standup comic, and I was sort of like between careers and I was working for a friend of mine 
who ran a marketing company and he hired a consultant who was a direct response copywriting, 
sort of a junkie.  

I remember driving around in this guy's car with him and he'd always be listening to people talking 
in a room and I'm like kind of weird. What are you listening to? And it turned out, it was like Gary 
Halbert and John Carlton and those famous old tapes? I was like I just thought it was all strange. 

So anyway, he's the one who sort of introduced me to copywriting and told me I know you like 
to write, you're pretty good at it, you might like this. That's how I discovered it, and then got 
really passionate about it. Then it took a long time for me to do anything with it because when I 
started, there was like one good course you could take and a few blogs and things, but there 
were no communities like we have now in Copy Chief where you could go and be around other 
copywriters and talk to people who actually knew what it was and how to get better at it. And 
people who had more experience than you, who could kind of help you learn the ropes. 

Mikhail: I think you're pretty unique in that sense that I don't think I know any other copywriter 
that started off as a up comedian. Have you seen kind of anything that translates into copywriting 
from that origin? 

Kevin: There's actually a few of us out there. Vin Montello, Dean Adelson, yeah, there's actually 
a lot of parallels things like commanding attention, having to sort of own the room and not losing 
people. There's a real advantage to standing in front of a crowd of strangers for years and having 
to win them over and make them laugh, entertain them. They have a little bit invested in you 
doing well. They don't want to sit there and have you sock at them for however long you're on 
stage. But they're also kind of got their arms folded and saying like, what do you got like, 
impressed me.  

So you do develop as a standup comic, like an instinct for when you're losing a crowd. And I think 
that does transfer over to writing. You can kind of feel when you're writing, like if you're getting 
a little too long-winded or you're going down rabbit holes, so that definitely helps. I think also 
just the rhythm, the rhythms are similar. Because copywriting is written in such a conversational 
way. You want to make sure that what they see on the screen is mimicking your vocal rhythms 



as if they were hearing you talk. So it feels more intimate and more less formal.  

Then even the way we sell concepts as comedians and copywriters are similar. It's basically like 
meet people at a current belief, how they think about something and then give it a twist and 
have them say, okay, I'll hear you out. And then the punchline is like the big reveal and very 
similar. So yeah, it's really great training. I recommend it for all copywriters. They should go do 
like a decade of stand-up comedy. 

Mikhail: That's a really interesting point. Like you said, it is really about connecting with your 
audience and connecting with the reader. One of the things I kind of wanted to talk to you about 
is in Copy Chief, it's you say it's a community that brings copywriters and business owners 
together. With that experience that you have with business owners, I'm hoping you can share 
with some of these new copywriters some tips that can help them kind of get noticed, or what is 
it that these business owners are looking for in copywriters when they're looking to hire? 

Kevin: That's a really good question. I will say this is the best answer I can give you, is that a lot 
of times they don't know what they're looking for. That may surprise some of the viewers, but 
really is on the writer as a freelancer to set the expectation oftentimes for the client. Because 
most people who come to me looking for copywriters, don't know what to pay. Don't really know 
how it works. They often come too late in the project. And I'll have to tell them, I'm not even 
going to ask my community if somebody can write launch for you in two weeks, because that's 
ridiculous as you shouldn't do that, I'm sorry. 

The ultimate goal, and I know it takes a little time to build up this confidence if you're new, but I 
would challenge every freelancer to really think about their business as a business and not a side 
hustle and getting paid 5, 10, 15, $20,000 for something isn't $20,000 in your pocket. Just like it 
costs a restaurant certain amount of money to put a steak dinner in front of somebody. It costs 
you money to put copy in front of people and you have to think of it that way. 

I'll tell you another thing is like, when it comes to project management, you want to lead that 
with your client, they will appreciate if you say, okay, great, here's the agreement, we're good. 
Make your payment, we'll get started. Now, here's how things are going to go. Give them a 
timeline and very specific dates and deadlines because they have to meet your deadlines as much 
as you do them. They've got to get you the research, they've got to make sure you have--, they've 
got to make time to get on the phone with you.  

Do all these important things that newer copywriters sometimes are timid about asking for about 
sort of dictating, like, this is how this is going to go. But when you do that, the clients appreciate 
it because they don't oftentimes know how this is supposed to go. That's the best, I think, piece 
of information I can give.  

But beyond that, I'd say what they're looking for is someone that they can trust. They want to 
see your writing and know that you have some experience, especially when it comes to health, 
because there are major issues like compliance. What you right can't be a fantasy. There's a lot 
of words you can't use as you probably know in health copywriting.  

And so you've got to know compliance but they're really looking to make sure you're going to not 
abandon them, that you're going to meet the deadlines that you're going to follow the pro code, 



being where you say you'd be when you say you'd be there, doing what you promise to have 
done. Just learning how to present yourself in a way that gives them confidence around that is a 
big plus. 

Mikhail: I mean, is there anything for new copywriters that can kind of help them with getting 
that foot in the door? I mean, I know that's generally the most difficult thing to do, to kind of 
break into it. 

Kevin: Yeah. It's a couple of ways, networking is important. First of all, get good, get confident 
because the last thing you want to do is get somebody's attention and have a chance to get 
yourself in front of them and not look like a pro, not have the right samples, not be organized. 
You also don't want to get on a call and seem unsure. You don't have to be cocky. But you do 
have to be confident.  

Also be honest, if they ask you about something that is new to you and you don't understand yet. 
It's okay to just say that, just say that's a new concept for me, tell me a little bit more about that. 
Or I want to make sure I'm understanding what you're asking the way I think I hear it. So could 
you clarify for me? Just don't try to fake it on calls with clients. That's the worst thing you can do 
like I've seen a lot of people do.  

We do this thing in one of my training programs where we improve these calls like a client call. 
Even experienced copywriters will sometimes fall apart under the pressure of being asked 
curveball questions because we get it in our mind that our job is to come up with some kind of 
answer. And it isn't, it's just to be a real human being and be honest. So be prepared if you do 
get your foot in the door. 

When it comes to getting your foot in the door, I think mostly it's about networking. It's about 
again, in Copy Chief we work so well about the community is that you're in there with working 
pro copywriters, who if they see your work and think you could do a good job for a client, they'll 
introduce you. That's really the best way to get in the door with clients is find somebody who 
they're already working with and ask for an introduction, because that way you bypass any 
weirdness or filters. If they don't know you and you cold email them, it can certainly work, there's 
ways to do that. But a direct introduction is certainly the most powerful way. 

Mikhail: I just want to go back to that and that point you made there. I'd never heard about that 
improve of try and call. I get that. That's a really good idea for practice if you're new, you're not 
accustomed. So that's one I'll kind of take notes of me personally. 

Kevin: Well, what's great about it is that, like anything you have to practice it. Especially if you've 
never, it's very, very nerve wracking to get on a call and try to go sell yourself. It was the hardest 
part for me because as a comic, I was an artist and I wasn't a sales person, I had no sales person's 
blood in my veins when I was a comic. I really just wanted to be an artist and go tell my jokes.  

And I thought, well, if I'm just good at this, if I get a lot of laughs, then somebody will come along 
with their magic wand and make me famous or something. Isn't that how that works. Then you 
find out it's not how that works, so you got to, there's a business part to the show. So you have 
to rehearse. Things like the money, that's a big one, like, know your price. 

I would say people like this, you don't have to give you a price on the first call. In fact, you 



probably shouldn't. A good thing to say when they ask how much, especially if they ask that early, 
say, look, I couldn't begin to tell you my price. I don't have a standard menu. I need to know the 
details of your project before I can give you a quote and then likely what we'll do is hang up and 
now run the math, and then I'll just give you a formal quote tomorrow. Sound good? Then they'll 
understand that. 

Again, just don't give into that pressure to feel like you have to give an answer. Because I can't 
tell you how many times I said a number, because it sounded in my mind like the number they 
probably wanted to hear rather than the number I actually wanted to get, it cost myself 
thousands of dollars over the years, just being nervous in that moment. Just remember you're in 
control and if all they want to know is what it costs, that's probably not a good client. They should 
want to know more about your process and let you ask a lot of questions. 

So learning to take control of that conversation from the beginning is huge. That's one of the 
things we do in that improve game. Is like who's in control? There's a great book, I don't know if 
you've ever heard of it called, You Can't Teach a Kid to Ride a Bike at a Seminar. It's a really good 
book about face-to-face sales. The number one rule of the book is the person asking the 
questions, controls the conversation. There's something about human nature that when you're 
asked the question, it's your instinct to answer it. 

So what we teach freelancers to do is start the call and take control within like a minute or two. 
You have a little bit of, hey, how's it going? Chit-chats and let everybody know that the other 
person is not crazy and it's safe to have this conversation and then immediately set the frame 
and take control in a friendly way. And every time you do the client just, oh, all I have to do is 
answer questions. That's great. And then you start asking good questions, and then at the end of 
it you let them ask you any questions obviously. But by the time you're done asking them 
questions, if you do it right, they'll want to hire you just based on the questions you're asking. 

Mikhail: And that, I guess it really helps with your positioning yourself as an expert as well once 
you ask those questions. 

Kevin: Exactly. I can tell by the questions you're asking, if you kind of know what you're doing, 
and then you've been around a minute and all the better, if that's where you want to have some 
assets that signal that you're a pro, have a decent website, have some good blog articles and 
things. Because they'll scan that and look, they're not probably going to read every article, but 
they'll see, like what kind of stuff are you talking about? 

So if you're in health, if your goal is to be a health copywriter, produce a lot of what I call authority 
content, which is just write about the topic, do critiques of ads you get from companies that hire 
copywriters. There's all kinds of ways to show your authority and set that tone before you even 
get on that first call. 

Mikhail: That of course lends itself to a higher price point in projects. 

Kevin: For sure. Definitely. 

Mikhail: Is there any other thing that someone that's new, any other thing, like you mentioned 
the critiques, anything else that they can look to do that will help with that authority positioning? 

Kevin: Just produce it consistently. When it comes to the critiques, one thing I like to do is what 



I call the two in one, which is again, like if you are really sure that the health is the niche you want 
to work in, then you should be naturally drawn to studying the copy there. Not only you can look 
at classic controls like Paris and Propolis and stuff, and Clayton May pieces of stuff, some John 
Carlton stuff, all the greats.  

When I started blogging, I was just so enthusiastic about that stuff that I would just like share 
what I was seeing in those letters. I would take like a Roy Peter Clark writing tool and combine it 
with something I saw in a John Carlton sales letter and just talk about it. 

I was really just doing it because like nobody in my actual world cared and was interested in that. 
So I just needed friends to talk about it with, but I learned that, oh, wow, this actually is signaling 
to people that this guy is in authority because he's thinking about this stuff all day. Believe it or 
not, that's not common. It feels like once we get into copywriting, like, oh, everybody knows this 
stuff, and everybody thinks about this stuff all the time.  

But believe me, a good client is like delighted to see that you're obsessing on these things. If they 
read some of your content or watch one of your videos and they get a little takeaway, they're 
going to want to talk to you and hire you. Especially if you're breaking down copy that's in their 
niche. 

So the two in one is what I call, if you're studying say stuff that's coming in from the marketing 
HealthSherpa, and they're in a launch. And there's like an email that you think is particularly good. 
You could just break down the email, and say, here's two things they did in this email that I think 
are brilliant.  

One thing that I'm kind of questioning, not being like that's stupid, you're just saying, I wonder if 
they could have, it would be even better if they maybe did it this way, because that shows that 
you're thinking critically about the copy you see. That's a really good piece of authority content 
that shows that, okay, you're affable because you're a fan of good copy, but you're also constantly 
questioning whether it could be better. 

Mikhail: Yeah. And you don't want to seem like you just giving praise for copy, you have to be 
actually analyzing it and seeing what can be done better because even you as a copywriter, that 
should always be your goal. 

Kevin: Yeah. I think you don't want to be a kiss and you don't want to be a blowhard. I see a lot 
of people only tearing stuff down all the time, and this is dumb. It's the worst way to show your 
ignorance because oftentimes it's a good ad and they just don't get why it's a good ad, because 
it's in a different industry or something. 

I saw one recently where a guy was going on and on about, the copy on the side of a milk carton. 
I swear to God, it was an Oak milk. He's like, this is the worst copy ever. These people with 
knowledge of the actual campaign started weighing in and going actually it's killing it, and here's 
why, and the guy just looked like an idiot. So just actually apply critical thought to things. If you 
think something is weird or it must be bad because it looks weird to you, Google it and find out 
if maybe you're wrong and learn something and share that lesson. Don't just be this looks stupid. 
It must be bad. 

Mikhail: Then of course you, unless you have actual insight into the numbers, you won't know 



whether it's working or not. 

Kevin: Exactly. It could be one piece of a bigger campaign and you might not even know the 
purpose of that piece or something. Exactly right, know your stuff. 

Mikhail: Yeah. This has been really good, Kevin. I think that there's so many things that I kind of 
want to go back to just to recap. One was that idea of thinking of copywriting as a business, and 
I think that's probably where a lot of copywriters when they're just getting started, they just see 
it as a side hustle kind of thing. Is there anything there that you kind of want to share that can 
help people make that transition or that mindset shift? 

Kevin: Sure. If you've had a few clients and it's still a side hustle, what I recommend doing is 
determining your effective hourly rate, your EHR. My friend, the guy who has been my business 
coach for six years now, James Schramko wrote a great book called, Work Less, Make More. I 
think that James is the first one to ever have me do an EHR on my work. 

So essentially, the simple math is you--, and by the way, the first thing to do is like track 
everything you do, time track. So you just toggle or some tool. Really like keep track of the time 
you spend on a project. Then take the total that you made for the project minus any expenses. If 
you use software that helps you write? That's an expense, you have to pay taxes on that money. 
Just some general expenses.  

So get down to the actual revenue for the for the project and then just divide it by how many 
hours you put into it. That's your effective hourly rate. And you'll probably be shocked at how 
low it is, even if it feels like you made good money. Again, five grand isn't five grand once you do 
the final math. 

The key is knowing, and when I say, think about it as a business is, most businesses have to know 
their margins on every single thing they sell. That way you can have loss leaders, and you know 
that on average, as long as you sell enough entrees, that you can have some, you can have happy 
hour and have two for one beers and appetizers and whatever. 

So think of it similarly where you start with knowing how much you're actually making and then 
make a goal for raising that by a certain amount. Then let that dictate what you quote on jobs. 
Because again, like I said, we get on these calls and we're nervous and we just want to close the 
deal, and so we say a number.  

For instance, a client might say, well, in the past, I've paid $5,000 to a copywriter and I wasn't 
even happy at all with the work they did. You know that it's going to take you a while to do the 
work, and you want, normally, if you actually did the math, you'd be like, I need to charge at least 
7,500 for this job to even meet my effective hourly rate. But in that moment, you'll go, well, I'll 
do it for 4,500, because you certainly didn't seem to like paying five grand. So you cost yourself 
three grand because you didn't do the math. 

So, first of all, know the math, do the math and then quote the math, and then you'll feel good 
about doing the project, nothing worse than like, saying a number that makes the prospect happy 
and then hanging up and immediately regretting the project before you even start it. That's a bad 
way to go about it. 

Mikhail: That's a bad start, and then you probably won't have your full energy putting into that 



with that, right? 

Kevin: Yeah. And you might like try to sneak another project in on the side to make up for that. 
And now you're compromising two different projects and quickly your reputation just starts to 
spiral because clients do talk to each other. Another thing is protect every job, because if the 
project turns out not to be great, just make sure it's not your fault for those reasons. That you 
didn't like undermine the work or put yourself in a bad position.  

If it doesn't go well, sometimes it doesn't go well. But even in those cases, if a client appreciates 
your professionalism, they'll still recommend you go. They'll go, well, our project didn't work out 
great, but they were cool to work with, and they were pretty good. We just had the wrong 
audience or whatever. So always be a pro and treat it like a business from the start, like establish 
that rule with yourself first. 

Mikhail: Thanks, Kevin. Just before we wrap up, where can we go to get some more information 
about you and about Copy Chief? 

Kevin: Go to copychief.com and that's where you can find out, you can hear my podcast, which 
is obviously free. I do a lot of interviews with copywriting legends, and up and comers, and give 
all the best advice I have for my years. That's Copy Chief Radio, and you can also get my book, 
The 60-second Sales Hook for free there. All kinds of cool free trainings and learn more about 
maybe someday joining the Copy Chief community. 

Mikhail: All right. Thanks so much for taking the time to chat with us today, Kevin. 

Kevin: My pleasure man. Good luck. 
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