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I’ll just 

How much does 

B2B copywriting 

cost? 

Copywriting costs vary considerably, so how 

do you know whether the quote you’ve 

received is competitive? And, if you are 

comparing differing copywriting quotes, why 

do they vary so much? Copywriting is far 

more than just writing some words into a 

document and the skill involved has a big 

impact on the price you are charged. Here we 

explain how copywriting costs are calculated, 

enabling you to take informed decisions about 

which copywriting quote you accept.    
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Copestone’s strategic briefings provide in-depth 

explanations, how-to advice and insights into 

marketing topics for the busy marketer and for 

non-specialists.    
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1.0 Introduction – you get what you pay for  
 

Copywriting costs can account for a significant element of your marketing budget, if you do 

a lot of content marketing. You may also encounter resistance to your proposed expenditure 

from internal stakeholders who don’t believe there is a need to outsource copywriting. Does 

“Surely you can put a few words together?” sound familiar? Ensuring you receive maximum 

value from your copywriting team, and you can demonstrate it too, is hugely important.  

Another source of difficulty is significant differences between the copywriting quotes you 

receive and knowing how to compare them. 

The fact is: copywriting involves far more activity and output than just writing the words, 

which is not a simple task anyway! 

Plus, the skill, capabilities, experience and expertise of copywriters can vary hugely, 

meaning some copywriters are very inexpensive and others are costlier. 

 

 

 

 

 

 

 

 

 

 

 

In life, you get what you pay for and copywriting is no different. Also consider whether the 

copywriter you choose is pricing themselves competitively – we all like to think that we are 

good at what we do, but some writers have an inflated sense of their worth – B2B marketing 

copywriters are no different.  

 

  

In life, you get what you pay for and 

copywriting is no different. 
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2.0 Ten factors that impact on the cost of copywriting  
 

Every copywriting project is unique. Here are some of the factors that will influence the cost 

of yours:  

  

2.1 Who is doing the writing – agency or freelancer? 
Generally, you will that find a freelance copywriter will provide a lower quote than an 

agency. This is where it is important to consider what you are getting. Superficially, the 

quote from a freelancer may appear favourable, but is the freelancer providing editing and 

proofreading by an independent quality controller? What happens if they go on holiday or 

get sick, or interpret the brief the wrong way?       

 

2.2 Subject/market  
Like any professional service, copywriting is subject to the laws of supply and demand; the 

more specialist knowledge and expertise you require, the greater the cost. For example, there 

are tens of thousands of lifestyle bloggers in the UK, but only a dozen writers who know all 

about IR35: a nasty tax targeting UK contractors and freelancers. As a result, the latter could 

be three to four times more expensive than the former.  

 

2.3 Deliverable(s)  
As well as paying for a copywriter’s subject/market knowledge, you might also pay a 

premium for copywriters skilled in certain types of deliverable, such as a web copywriter 

who understands how to write optimised webpages and social media posts. Naturally, the 

size of deliverable you have commissioned will have a major impact on the cost; a 450-word 

blog should cost a lot less than a 5000-word whitepaper. But size isn’t everything – a slogan 

or strapline might take months to develop and can cost a thousand times more than the 

aforementioned 450-word blog! Social media posts and responses to a PR crisis might only 

be 140 characters but their value to your brand could be immense if they are successful in 

protecting your reputation. So, don’t be surprised if the writer’s fee for delivering this level 

of expertise and quality in real time is high. 

 

2.4 Process 
The process the copywriter must work through to deliver your copy varies. If they are a 

subject expert and only need to do some fact checking online, the process could be quite 

short and far less expensive than if several bi-lingual telephone interviews with experts 

across multiple time zones and continents are required. 
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Remember too that these two very different processes can apply to the same 1,500-word 

feature article, but with significantly differing costs. And don’t expect the amount of work 

and time spent to be a reliable indicator of cost; if your writer is the world expert on the 

subject, they might cost several times more for a basic fact checking exercise than a lesser 

qualified copywriter can command for a list of overseas interviews!   

If you need to spend two to three hours every day chatting with the copywriter about ideas 

and progress, and perhaps some real time development, do expect to be charged for that 

time, in addition to the copywriting costs.   

 

2.5 Creative development – content, topics, structure, style, tone of voice 
For most copywriters, words don’t magically appear – the creative process of writing 

requires thinking time. Also, for many deliverables, such as brochures and adverts, 

copywriters need to work closely with the creative team. It sounds like a cliché, but writers 

really do need to think, muse, drink coffee, go for a walk, and generally do something that 

makes sense of their ideas before they can work them up into actual content.     

 

2.6 Design or copy led 
Ideally, the creative process involves one team of copywriters, graphic designers, web 

developers and other creatives who collaborate seamlessly to find the optimal solution. In 

reality, strong ideas about visual design means the layout takes precedence with the copy 

squeezed into the ‘gaps’ left by the designer. This challenge takes a lot of time and skill by 

the copywriting team to work around, especially if the gaps are too large/small for the 

appropriate amount of copy. 

 

2.7 Copywriting  
Are you surprised that we are on point seven and have only just got to the actual writing 

part? Perhaps you can now understand why copywriting costs factor in much more than 

putting words onto a page. Regardless of who you choose to write your content, writing time 

is a major element of the cost. As a rule of thumb – it generally takes longer to write less 

copy. Anyone can write 1000 words on a subject with Google to help; the art and the science 

of copywriting is to use words to achieve marketing objectives.  

 

2.8 Amends 
No writer, no matter how skilled and experienced, gets it 100% right first time. At worst, you 

are looking at a total rewrite, but hopefully, it’s more likely to be a few tiny amendments. 

Before you accept a quote, check that amends are included – ideally there will be two sets, 

but ask for at least one to be built into the project fee.  
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2.9 Editing and proofreading  
Ideally, each draft version of the content should be edited and proofread before it is sent to 

the client for review. Copywriters who do their own editing and proofreading naturally 

make mistakes as it is very difficult to review your own work objectively. Check if the quote 

includes editing and proofreading and, if so, who does it. If not, and you have a freelancer 

creating the copy, then you should commission editing and proofreading by other 

professionals.   

 

2.10 Deadline 
Finally, how quickly you need all the above completed will have an impact on price. There is 

a triangular relationship between cost, quality and speed. If you want speed at high quality, 

expect the cost to be high. If you can wait for the content, and you want quality, the fee 

should be lower. If you want speed but don’t want to pay extra, then you should expect the 

quality to be compromised.  
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3.0 How to price a copywriting project – worked example – a 

website  
 

Let’s say we have a hypothetical project to create a ten-page website for a professional 

services business, updating an existing website that’s no longer performing. The planned 

home page is a multipanel extended page with eight panels and a complex layout. The 

remaining content rich pages are standard single column designed to inform and educate, 

including two case studies for download. 

The objective of our hypothetical website is to encourage engagement, so visitors must be 

intrigued by the content. The new content will be generated from the copy on the old 

website, existing brochures and five telephone interviews with the partners to update the 

company’s proposition, plus two client interviews to create the case studies. This is quite a 

commonplace approach when updating a website. The web agency will provide keywords 

and all data for optimising the copy and will create the metadata content.  

The copywriting process and costs for this type of project would typically include: 

1. Agreeing the scope, which may involve the copywriting team creating a content strategy 

and website structure, several iterations of development with the client, and possibly the 

web developer, before finalising the structure and each page’s content. 

 

2. Reviewing the briefing material and conducting five telephone interviews with the 

partners and two with the clients. 

 

3. Developing creative elements, such as copy development, tone of voice and style. 

 

4. Creating the first draft of the copy for review – copywriting, editing and proofreading. 

This is likely to be around 600 words for the home page, 400-450 words each for the 

remaining pages, and 650 words for each case study. The home page will take much 

longer to create because of the intricacies of crafting meaningful copy to fit the multi-

panel design. Capturing the reader’s attention immediately with impactful copy on the 

home page is time consuming and requires skill. 

 

The web page word counts are important for SEO purposes. Google can punish content 

that’s under 400-450 words as ‘thin’ content; 650 words is about the minimum needed to 

develop a strong case study story with the three key elements – 

challenge/solution/impact, plus some good client and service provider quotes. Copestone 

always provides word counts in our proposals to manage expectations. 

 

5. Taking amends from the client by marked-up Word documents using track changes and 

a telephone call to clarify a few points. Then making amends – additional copywriting, 

editing and proofreading – to create a second draft. If, at this stage, you change the brief 

which means you need substantial amends, or even a complete rewrite, even though the 

copywriting team has delivered according to specification, you can expect to incur 

additional costs. 
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6. Possibly creating a version three based on final tweaks – final editing and proofreading. 

This is the final version for publication.  

 

7. Proofreading the development pages of the website when the web developer has 

uploaded them.    

 

There are no additional costs, such as expenses and licences, in the above example, so the 

costs will be for the time spent and the expertise required and could be anywhere between 

£1200 and £3400, which equates to between £120 and £340 a page.  

Why the huge variation in costs? The lower cost is typical of a non-specialist freelance writer 

that probably would not include the amends and proofreading – these would be charged on 

top. Also, the company’s partners would probably spend quite a lot of time improving the 

content because it has been written by a non-specialist; this management time (and 

irritation!) is where one major hidden cost lies.    

The higher cost might be from an agency, such as Copestone, that uses an experienced 

business writer with knowledge and a track record of working on similar professional 

services content, backed up by an experienced editor with market experience.  

Reasonable amends and proofreading of the copy would be included. You may incur 

additional fees for proofreading of the final website, as this is typically not included 

(proofing designs, online and offline, can be time consuming requiring liaising with 

designers/developers so is generally not included), but otherwise there should be no other 

charges. 

You can’t, therefore, base your decision on a price comparison only as you may not be 

comparing like with like. 
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4.0 Pricing principles that apply to copywriting  
 

As a final checklist, remember the basic pricing principle: there are only two underpinning 

factors when setting prices for anything, whether it’s copywriting, baked beans or a nuclear 

power station: 

 

1. Time and materials (T&M): what does it cost in terms of people’s time and materials, 

which, in a copywriting context, may include expenses e.g. software licenses. Unless 

you are operating a loss leader pricing strategy, your prices should always be greater 

than the cost of T&M, plus overheads, allowing for a profit on top. 

 

2. What the market will bear: this is when you price according to what your customers 

will pay. This varies hugely – some organisations don’t value copywriting, seeing it 

as a cost rather than an opportunity to generate income, and pay as little as they can. 

Some don’t know the value of content, so pay whatever they are quoted (if that’s you, 

contact us, as we can help!). Others understand how powerful compelling content can 

be and understand its vital role in helping them achieve their marketing objectives, so 

will pay accordingly.    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Some brands understand how powerful 

compelling content can be and understand its 

vital role in helping them achieve their 

marketing objectives, so will pay accordingly. 
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Do you need your copywriting costs benchmarked, or quotes 

for copywriting projects? 

We can review your existing content creation costs and benchmark them against industry 

averages, considering all the above factors. We can also advise on tenders, pitches and proposals 

that include a significant element of content, guiding you on what’s reasonable and best value. 

Or, we can simply provide a quote for your next content creation and copywriting project. Find 

out more by contacting us using the details below. 

 

 

Mike Doggwiler 

Managing and Creative director 

Mike leads a team providing strategic 

marketing, digital transformation, 

copywriting and consultancy services 

for some of the world’s biggest and 

most successful brands. Contact us to 

have a discussion to evaluate your 

marketing needs and explore how 

Copestone can support you. 

Email: 

mail@copestone.uk.com 

Call: +44 (0) 20 7100 4460 

Visit: copestone.uk.com 

 

Copestone Copywriters Ltd 

Studio 106, The Frames 

1 Phipp Street  

London EC2A 4PS 

UK 

 

Also available 

We publish a range of whitepapers 

and guides for B2B organisations, 

including: 

• How PR works 

• How to create a content style guide 

for your brand 

• How to write and publish a 

whitepaper 

• How to use content marketing to 

generate leads 

 

For the full list, visit our website or 

contact us. 

Copestone – the content agency 

 

Copestone is a global strategic and content 

marketing agency headquartered in London, UK. 

We create and implement marketing and 

communications strategies and campaigns for 

clients across the commercial and public sectors. 

Our aim is to help you achieve your organisational 

and communications objectives by applying our 

unique skills and methodologies alongside our 

expert knowledge of your stakeholders and 

audiences. 

 


