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Have you ever stopped to ask 
yourself, “What’s next?”

Here at The Barefoot Writer, we 
talk a lot about defining your 
own personal version of the writ-
er’s life. It’s something you have 
to base on your own needs, in-
terests, and life goals.

But once you’ve done that, what 
comes next? 

Over the years, I’ve asked myself this question 
many times, often with my fingers drumming 
nervously on my desk. Because deciding what 
comes next usually means it’s time to take action 
… and that’s where confidence gets tested.

Here’s the good news: Big-picture pondering is 
the precursor to action. And once you get past 
those pesky nerves, challenge, adventure, and 
even paying clients await.

That’s why, this month, we’re guiding you from 
visualizing your writer’s life to actually making 
it happen. We start with Rebecca Matter’s eye-
opening approach to choosing the best writing 
opportunity for your lifestyle (page 21). We round 

that out by sharing John Forde’s list of toxic writ-
ing habits (page 15). Take advice from both of 
them and I guarantee you’ll start to make prog-
ress in your career!

We’ve also made it a point to help you with the 
business side of writing, so don’t miss the tips 
on invoicing clients (page 27) and choosing your 
business name (page 36). And to make sure you 
stay on track, we’ve got some great motivational 
tips (page 33) and some surprising productivity 
advice (page 19).

Remember, you’ll never know what the writer’s life 
will bring you till you give it an honest shot. So 
this month, go ahead and take it to the next level. 
If you have any questions along the way, remem-
ber we’re here to help. I encourage you to email 
me directly at askmindy@thebarefootwriter.com 
with any questions, or even to trumpet your lat-
est writing achievement!

To your writing success,

Mindy McHorse
Executive Editor, The Barefoot Writer

Ready for Your Next Step? 
Let’s Go!

© American Writers & Artists Inc., 2014. All rights reserved. 
Protected by copyright laws of the United States and international treaties. 

Stock photos from Bigstock, Fotolia, iStock

what you’ll learn in this issue
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mailto:askmindy@thebarefootwriter.com


Get Involved with The Barefoot Writer!
4 Ways to Make the Most of Your Membership:
1. Want to call yourself a published writer?

Then write an essay for this month’s Barefoot Writing Chal-
lenge contest. Plus, you could win $100 … and if your writ-
ing style impresses us, you might even be asked to write 
for The Barefoot Writer!

2. Are you living the writer’s life?
Show us! Submit a photo of your life as a Barefoot Writer.
You could win a $100 Amazon gift card for snapping a 

simple photo. And, you’ll get to call yourself a cover model.

3. Care to help other writers?
Chime in on our Reader Poll. Each month’s poll results help 
you understand your fellow writers. They also help us bet-
ter tailor our content to your needs. 

4. Have something to share?
Submit any thoughts, questions, opinions, or stories about 
your own writer’s life to info@thebarefootwriter.com. 
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Roy Stevenson’s (“The Priceless Perks of Travel Writing”) writing career started 
with the AWAI Ultimate Travel Writing Workshop in 2007. Since then he’s had more 
than 800 articles published in 190 magazines, newspapers, in-flights, on-boards, 
trade journals, and online travel magazines. Based in Seattle, WA, Roy goes on 
10-15 press trips each year around the Pacific Northwest, the U.S., Europe, and S.E. 
Asia. He’s considered one of the most prolific travel writers in the country.

Rae Robinson (“5 Quick Ways to Get a Motivational Boost”) has been called 
“AWAI’s youngest success story;” she launched her copywriting career when she 
was 20 years old, before even graduating college. She writes in the natural health 
and supplements niche. Her current favorite phrase is, “Be legendary!”

Thanks to AWAI, Joe Lilli (“How to Invoice Your Clients”) has parlayed his passion 
for writing into living the writer’s life with his family in San Antonio, Texas, with 
occasional treks to Mexico, birthplace of his beautiful wife. Joe enjoys writing 
articles, autoresponder email series, web content, landing pages, and marketing 
video scripts for his B2B clients. He's even found a way to generate additional 
revenue — he narrates his client's videos!

featured contributors

mailto:info@thebarefootwriter.com


Barefoot Writer Scott Stembridge enjoys downtime  
from his home in Wellington, New Zealand
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Barefoot Writers Come 
From All Walks Of Life …

How Curiosity Helps Grow Your 
Writing Business
Think asking questions and venturing into the 

unknown is risky? Not in the writing world, 
and not for Scott Stembridge. When copywriting 
first caught his attention, he took the time to dig 
in and learn more. One thing led to another, and 
Scott soon found himself writing paid projects 
for clients. Read on to learn how this New Zea-
lander launched his Barefoot Writing career and 
discover what exciting projects he has planned 
for the future.
How did you first get started as a copywriter?
I first heard about copywriting a couple of years 
ago when I was stumbling around the Internet 
trying to learn Internet marketing on my own. 
A group of us connected with a guy who offered 
to mentor us informally. Turns out he had been 
a copywriter for 30 years, and that was the first 
thing he started to teach us. It was one of those 
serendipitous moments where I went “Yes! This 
is what I’ve been looking for.” 
He gave me my first couple of assignments, and I 
went from there.

Have you had any big successes so far?
I had a client come to me looking to get some 
copy rewritten for their website. It was a home 
page and some product descriptions. They ba-
sically wanted a slight change from a similar 

living the writer’s life



Here’s Scott with his two children, Emily and Ryan
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website they had that focused on a different re-
gion globally. We sat down and reviewed what 
they wanted to achieve and realized the project 
was not congruent with their bigger goals. The 
audience they were targeting was not the same as 
their previous website.

The end result was I ended up creating about 
nine pages of new content and nearly 100 new 
product descriptions. I also created a new brand 
angle for them to better target their new audi-
ence. Revenue through the new website far ex-
ceeded their expectations.

What was your secret behind that big success 
story?

Being curious. Curious about their overall busi-
ness goals, and what they wanted the project to 
achieve. By going in with no preconceived ideas 
about the project, I was able to see that what they 
wanted done didn’t fit with the bigger picture. I 
could have priced the job according to what they 
wanted and just completed that. However, I pre-
fer to add value to my clients and work alongside 
them to help grow their business.

How do you take advantage of the freedom 
that comes with life as a freelancer?

I get to have way more quality time with my kids. 
And definitely more “me” time.

What’s the most important lesson you’ve ever 
learned from working with a writing client?

Make sure your communication is crystal clear, 
and you’re both on the same page all the time.

What are some of your 2014 goals?
I have a book I want to get completed, and my 
goal this year is to firmly establish myself in the 
Business-to-Business niche. I’d also like to land 
six retainer clients.
Do you have any advice for new writers?
Create your big dream or vision that you want 
the writer’s life to bring you. Keep it in front of 
you (especially when you start to doubt yourself). 
Build a plan to get you to your goal. Take action. 
Keep taking action. Don’t stop taking action.
Be prepared to alter your plan, unexpected op-
portunities will come up. Just keep your eye on 
the prize.

We want to hear your story! Tell us about how being a 
Barefoot Writer has changed your life — and the most 
important tip you have for those just starting out.

Email: MyStory@thebarefootwriter.com

living the writer’s life (continued)

mailto:MyStory%40thebarefootwriter.com?subject=


Sally on the hiking trails near herhouse with Owen (left) and Piper

THE BAREFOOT WRITER  •  PAGE 7  •  APRIL 2014

From International Executive to 
Beachfront Barefoot Writer
Sally Eastwood started her career overseas on 

the corporate track, yet now she’s a successful 
freelance writer and author on the West Coast. 
Her first book, 101 Things To Love About Laguna 
Beach, was published in December 2013. Read on 
to learn how fate led her to Barefoot Writing and 
how passion for a fulfilling lifestyle fueled that 
change and prompted her to make a life-chang-
ing decision. 

You started adulthood in England with a law 
degree. How’d you wind up in California as a 
freelance writer?

Great question! When I decided to study law, it 
was really about creating a direct career path. 
However, over the years at university, I realized 
that being a lawyer was not the life for me, but 
the degree did help me get into what I ended 
up doing: working in the automotive business. I 
started with a British car company after gradu-
ation, moving around England wherever needed. 
Seven years later, I was offered an expatriate as-
signment in the U.S. So, my first trip to the U.S. 
was for a period of two years, with two suitcas-
es in hand, and no idea what I was getting into! 
Again, I moved whenever I was asked, enabling 
me to rise to an executive position. 

In 2000, the company’s headquarters transferred 
to California, and I discovered Laguna Beach. 
That was when I fell in love: I finally found the 
place I knew was home. In 2007, the HQ office 
relocated back to the East Coast, and I made the 
difficult decision to stay in Laguna Beach, leaving 
behind a 23-year career. I wrote a lot for my work 
— presentations, speeches, and video scripts — 
and I wanted to explore whether I could be suc-
cessful writing on my own.

What’s the most rewarding part of being a 
writer?
Seeing the pieces I’ve written published in maga-
zines and online, and having people say they re-
ally enjoyed reading them. There’s nothing like 
that thrill of seeing your byline in print!

You recently published a book — can you share 
what you’ve learned from that experience? 
Like many writers, I dreamed of writing a book, 
and always thought that fiction was the route I 
would go. I took a small writing class about three 
years ago, to hone my storytelling, and after 
finishing a homework assignment for class one 
weekend, I started to write a list of all the things 
I was grateful for. After scribbling for a while, I 
realized that many items on the list were about 
living in Laguna Beach. 
I kept writing more and more, until I had a very 
long list, and an urge to expand on every item. 101 

living the writer’s life (continued)



Sally (left) at her book launch event, with her publisher 
(middle) and her collaborator/illustrator Helen (right)
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Things To Love About Laguna Beach was born. I 
had a very clear vision of what I wanted the book 
to be, and that included unique illustrations. I 
asked a friend of mine, a talented watercolor art-
ist, to join me on the journey, and she agreed. 
We both sat down one morning at a beachside 
restaurant in Laguna, and brainstormed how to 
divide the book into categories, and what illus-
trations she should create.

As luck would have it, another writer friend of 
mine urged me to meet the owner of a boutique 
publisher in Laguna Beach, who was looking to 
publish books about the town. I couldn’t believe 
my ears! I contacted her, and within two months 
we had a book contract. Four months later, the 
book was written, and the illustrations painted. 
Ten months after signing the contract, the book 
was out!
What I learned from this experience is that when 
you are totally passionate about a project, the 
ideas and the words flow, you talk to others about 
it in a way that also excites them, and you gener-
ate incredible support along the way. 
What writing projects do you plan to tackle 
next?
I’m currently working on projects for a couple of 
clients, including regular blog posts, bios for a 

new company’s founders, and a website for that 
company. I’m also considering writing another 
non-fiction book — I have two ideas, but my time 
is tight, and they are on the back burner for now!

How do you factor social media into your free-
lancing business?

I have my own website, and I keep that short, with 
easy-to-digest pieces of information. I place links 
to my published work there, and also links to my 
social media sites. I created a dedicated Facebook 
page for 101 Things To Love About Laguna Beach, 
and update that with fun stuff about the book, 
and about Laguna Beach in general. There’s also 
a YouTube channel, which contains videos on the 
“Making of” the book and our book launch event. 

Who has had the biggest influence on your 
writing career?

Definitely my writing instructor from the Lagu-
na Beach writing class, Christine Fugate. She’s a 
documentary filmmaker and a film professor at a 
local university. Christine taught me how to find 
my own unique writing voice, rather than think-
ing about how I “should” write. She also gave me 
the chance to work with her on magazine and 
newspaper projects, and opened doors for me to 
get my work accepted at other publications. Her 
trust in me elevated my desire to write well and 
not let her down!

What’s the single most important tip you can 
share with up-and-coming writers?

Find your own voice. Don’t try to emulate anyone 
else’s way of writing, because you will struggle to 
get it right. When choosing clients, always ask 
what their tone of voice is, and who they are as a 
brand. If that’s a good fit for you, then you’ve got 
a potentially long working relationship ahead. If 
not, then neither of you will be happy, and it is 
okay to gracefully decline. My “voice” is light-
hearted and fun, while still being professional. 
I’m grateful to be able to work with clients who 
have the same point of view! ¢

living the writer’s life (continued)
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By Mindy McHorse

Dozens of copywriters — myself included — 
credit John Forde with helping them master 

the art of persuasive writing. Thanks to his par-
ticipation in private seminars and conferences 
like AWAI’s FastTrack to Copywriting Success 
Bootcamp and Job Fair, he’s guided countless 
writers to six-figure success over the years.
Certainly, John has been able to help so many 
other writers achieve freelancing success thanks 
to his own finely-tuned writing abilities and his 
love of good copy. Throughout his 20-plus years 
as a direct-mail copywriter and financial edito-
rial writer, John has generated well over $30 mil-
lion in sales for his clients. He has also helped his 
clients successfully launch dozens of products, 
such as taking previously “unsellable” products 
and writing packages that sold millions. 

John’s writing accolades don’t stop there. He has 
earned numerous awards and honors through-
out his writing career, including being named 
“MVP” for Agora Financial Publishing and 
the 2008 Copywriter of the Year by American 
Writers & Artists Inc. He is also the co-author 
of Great Leads and is the creator and editor of 
Copywriter’s Roundtable e-letter.
These days, John does most of his writing from 
Paris, where he lives with his wife and two kids. 
We connected with him there on a cool spring 
evening. Read on for his sage advice on successful 
freelancing, including how best to interact with 
clients. Plus, don’t miss his closing tip — you may 
not hear it very often, but it’s a proven way to get 
you closer to the coveted title of successful Bare-
foot Writer.

“I've been lucky enough to work a few 
months in London … a couple of months 
in a French farmhouse … beach side 
on both coasts of the U.S. … in a large, 
rented flat in Barcelona … in an enclosed 
garden enclave with a pool in Portugal, 

near the Algarve … under a grape arbor each 
morning, for a couple of weeks in Greece … ”
— John Forde, Internationally-Based, Award-Winning 
Six-Figure Copywriter

interview with a barefoot writer



Here's John writing from his "grape arbor office" in Greece
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With an education in the classics, how did you 
wind up as a writer?
That’s a good question. It’s tough to say which 
came first, to tell the truth. I started out want-
ing to study English Lit in undergraduate school 
but then chickened out, because I didn’t think it 
would take me anywhere. I’m almost ashamed to 
say, I switched to business — which I found easy 
but pointless, for me at least.
I actually went on to study classics in grad school 
as a way of giving up on all that. The itch that 
originally pushed me toward English Lit was 
there and I had to scratch it. And yet, I really 
think it’s the classics that help me most now. 
Those Socratic “great discussion” sessions are 
about as close as you can get to productive brain-
storming, where everybody’s exploring the idea 
that’s hiding under the surface. And the philoso-
phers are all about rhetoric and persuasion. 
Heck, everything Aristotle had to say on ethos, 
logos, and pathos — persuasion that’s built on 
trust, emotion, and logic — was worth the price 
of admission all by itself.
What led you to freelance copywriting? 
I started as an understudy of copywriting giants 
Bill Bonner and Michael Masterson (pen name 
for author and copywriter Mark Ford) at the Ag-
ora office in Maryland.
I first went “Barefoot,” though, when I was young-
er and still single. I wanted to fulfill a dream by 
living in Manhattan, so I got an apartment in the 
West Village and that was that. I took my clients 
and projects with me and set up shop, where I 
stayed for about three-and-a-half years.
Since then, I’ve been lucky enough to work a few 
months in London … a couple of months in a 
French farmhouse … beach side on both coasts 
of the U.S. … countless times while visiting rela-
tives, both for holidays and during those kinds of 
serious family situations where one wants to be 
close … in a lakeside cabin in the Pennsylvania 

mountains … in a large, rented flat in Barcelona 
… in an enclosed garden enclave with a pool in 
Portugal, near the Algarve … under a grape arbor 
each morning, for a couple of weeks in Greece … 
and so on.
How did you wind up living in Paris?
I used to work in an office here in Paris. My main 
client, Agora, had an empty desk they let me use. 
But when our daughter was due to be born, I opt-
ed to stay home for work so I could be there for 
any emergency trip to the hospital. Then, I stuck 
around afterward to help. And from there on, I 
just never went back. That was a little over eight 
years ago. I was freelance by then — a more lucra-
tive arrangement for me — so it was something I 
was able to do.
Your life sounds like a vacation. What do you 
do when you actually take a vacation?
Of course I take vacations where I don’t do any 
work at all.
But sometimes you want to hit the road but still 

interview with a barefoot writer (continued)



John's kids, Michael and Katharine, play on the Jersey beach
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get things done. To do that, you need a special 
“on-the-road” routine. Or at least I do. For me, 
it means getting up a lot earlier than usual — 
around 5 a.m. — and going straight to the laptop 
to work until about 10 or 11. By then, everybody 
else has been up for a bit, so I have some break-
fast and a shower and I’m free to go do something 
with the kids and my wife. I can usually squeeze 
in a nap or exercise or a little more work after 
lunch. Honestly, sometimes my vacation sched-
ule is more productive than my regular one, be-
cause I know I’ve got that time limit to beat.
When you’re home, what’s a typical writing 
day like?
Because I work from home, I have no commute, 
which is a godsend. 
My wife and I get up and walk the kids to school 
together. Then I go for a morning run, dur-
ing which I try to listen to audiobooks related 
to whatever project I’ve got on my plate. I do 
the same while eating breakfast, trying to read 
through articles I’ve “clipped” to read on the iPad.
You’ve got to do a lot of reading and self-educa-
tion on the topics you write about. It’s the secret 
to finding those golden-nugget proofs that can 
make or break any promotion you write. 
After a quick shower and getting dressed, I sit in 
the same blue chair in our living room and write 
for four hours … either in one large block of time 
or in 33-minute, 33-second sub-blocks. That’s 
a nod to legendary copywriter Gene Schwartz, 
who set his egg-timer to the same number to help 
him get started.
I break for a quick lunch — just a couple of min-
utes, usually — then go back and do more read-
ing, check in with work emails, or rewrite what 
I’ve written. And most of this, I do standing up 
with the laptop on top of a cabinet in the dining 
room. 
I’m usually in a time zone ahead of my clients, so 
it’s easier to postpone meetings until after 4 p.m. 

But I think that’s key, even if you’re working for 
someone on the same hours or in the same loca-
tion. You have to get into a zone to write. So any-
thing you can do to block out disturbances is key.
I used to catch up on writing at night, but I don’t 
do that anymore. It’s not good for family life. It 
also kills some of the urgency you want to feel 
during the workday, because you start to uncon-
sciously postpone things for later. 

You do a lot of training with junior copywrit-
ers. What’s the most common writing mistake 
you see from folks new to this business, and 
how can they avoid that mistake?
Far and away, it’s finding the Big Idea that’s going 
to hold the rest of the sales pitch together. And 
that’s not just a newbie mistake, by the way. It’s 
a risk that never goes away. You just get a little 
more sensitive to it later in your career. The best 
way to avoid it, I’d say, would be to dig in deep, 
early. 
Try the product, talk to everybody you can on 
the inside, talk to customers, read everything you 
can that might be related, and then once you’ve 

interview with a barefoot writer (continued)



The Notre-Dame Cathedral in Paris is part of 
the scenery during John's early-morning runs
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worked out some ideas, bounce those off a few 
trusted people to see how they hold up. Pretty 
soon, you start hearing bits everywhere that will 
help shape your core selling proposition. 
You’ve earned your clients hundreds of thou-
sands of dollars multiple times over. With all that 
success, what’s been your proudest moment as a 
writer?
Money is, of course, great. And earning money 
for clients helps me earn money too. But I’d have 
to say that, beyond the bottom line, I love beating 
the challenge others couldn’t beat. I’ve been lucky 
enough to have that happen more than once. 

The first time was with a “fax alert” trading 
product in the mid ‘90s. Nobody could sell more 
than $50K in subscriptions per year. My first 
promo for it sold over $2 million. The editor was 
astounded. There was another time I helped a 
younger guy launch a biotech research service. 
Not only did it launch his career, he’s now got a 
publishing company of his own. 
And then there was the research advisory from 
a charming, 86-year-old Austrian economist. 
His publishers kept him on for sentimental rea-
sons, but had no idea how to sell his service. I 
was able to dig in and create a promo that took 

it to around $3 million or so. I like to think that 
made the editor feel at least a little bit vindicated 
for what pretty much amounted to his life’s work.
But I’d have to say some of my proudest successes 
don’t belong to me, but to some writers I’ve had 
the chance to train. More than one went on to 
build his or her own multimillion-dollar busi-
ness. Many more earn six-figure incomes writing 
copy. I’m glad to think I might have helped make 
some of that happen.
You’ve received a lot of Glicken over the years 
from your writing projects … what’s the best 
you’ve ever gotten?
Well, I met my wife through work. Does that 
count? [Laughs.] 
I’d have to say travel ranks pretty high. Paris, Lon-
don, Warsaw, Dublin, a wine valley in Germany, 
more chateau stays than I can count. Apartments 
and hotel suites rented, plane tickets offered, all 
as enticements to get me to come give copywriter 
training or to attend a brainstorming session. 
I guess somebody once gave me a MacBook for 
running a private copywriter Bootcamp. A client 
also gave an iPad as a Christmas gift. I’m a nerd 
for that stuff. We even got a dishwasher once, 
for hosting a photography workshop in our Paris 
apartment. That came about via a writing client. 
I’m sure I’m forgetting a few things.
You live the kind of international life most 
freelance writers dream of launching. What 
lessons have you learned about freelancing 
successfully overseas?
There’s a lot that depends on where you land, re-
lated to local laws and the like. Equipment-wise, 
you learn pretty fast that less is more. Especially 
now, a good and portable laptop and a great In-
ternet connection are all you need. And yes, I 
like working the time zone advantage enough to 
mention it twice. East of a client, in my opinion, 
is always best.
The real lesson, though, is that if there’s ever 

interview with a barefoot writer (continued)



John and his wife, Mimi, on a boat in Portugal
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any opportunity for you to meet with your cli-
ents face-to-face, take it. And that includes social 
time, not just meetings during work hours. Email 
and even videoconferencing are no substitute for 
personal interaction. 
Do you still do any work as a cartoonist or 
illustrator? 
Ha. Only in our own house, where the kids and 
I spend more than a few Saturdays drawing to-
gether. Both our kids love cartooning — I guess 
all kids do — and I get as excited by it as they do. 
What’s one thing about you no one knows?
Probably nothing. I’m so hooked on telling sto-
ries, I’ve pretty much plundered my archives! 
I guess I have a few “extra” hobbies — photog-
raphy, guitar, and cooking. Also, I speak French 
(badly) and wish I spoke Spanish (one day). And, 
much as I like to travel, I hate going anywhere 
without my wife and kids.
What does your future hold as a writer?
I hope it holds a lot more success for my clients, 
via my copy. A lot of copywriters end up launch-
ing a product or business, using the same skill set. 
I actually enjoy the writing aspect, so I’m not sure 
I’ll ever do the same. It gets harder to write when 
you’re managing people. Just the same, it might 
be inevitable. I’ve got lots of ideas, not just for my 
own product launches but to help out friends and 
family who could use a leap to the next level.
Who is your favorite poet and why?
Clever question. I didn’t expect that. I love Yeats, 
almost certainly because my mother — who’s 
also a writer — always has. She has a master’s 
in English Lit and Yeats was her focus. We had 
a portrait of him in our house. I’m sure it sounds 
cliché, but he’s got a poem about the “pilgrim 
soul” — and another, “Adam’s Curse” — that I 
got stuck on after a college breakup. I like Blake 
too, though not so much for his writing, but for 
his illustrations. 

How do you keep all of your writing projects 
organized?
I went looking for an alternative to Microsoft 
Word awhile back and found “Scrivener.” It’s a 
great program for organizing big projects and it 
runs on both Mac and PC. It lets you build an 
outline that you can flesh out with mini-docu-
ments, so you can dump in notes and ideas as 
they come. I also keep a folder for clips and later 
projects, organized by the themes I usually write 
about and the products I usually write for. 
 For folks brand-new to the idea of writing for 
a living, what step do you recommend they 
take first?
Read. First, last, and middle. The quality of what 
you put out depends substantially on what you 
put in. It’s also going to help lead you to the kind 
of writing you think you’d like to do most. But 
also, make sure that you get a project — one 
you’ll be accountable for to somebody else, pref-
erably the person who will pay you to do it — and 
start writing. A lot of writers forget the obvious: 
that if you’re not writing anything … you don’t 
get to carry the title. Even a small project is okay. 
You’ve got to get out there. ¢
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It's not too early to reserve your spot for next year
JOIN US IN 2014!

Where: The Delray Beach Marriott � When: October 15 – 18, 2014 
Price: $1,995 � Find out more and register here!

If you’re looking to get a substantial “jump start” on building 
or starting up your writing career, AWAI’s 2014 FastTrack 
to Copywriting Success Bootcamp and Job Fair in Delray 
Beach, Florida is the ideal place.
Bootcamp has become the event of the year for up-and-coming writers to mingle with 
experts, meet marketers, and learn the latest copywriting secrets in a fast-paced and 
dynamic environment. 
As a new or aspiring copywriter you’ll get a leg up on your copywriting skills and im-
merse yourself in the $2.3 trillion direct-response industry within which you’ll be working. 
It’s hands down the best way to launch your copywriting career. 
It doesn’t matter where you are in your writing career… 3 ½ days in Delray Beach could 
launch your writing dreams for good.

http://www.awaionline.com/b14/barefoot-writer
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By John Forde

“It is a great thing,” said Cicero, “to know our 
vices.”

With that in mind, let’s dig in and take a look 
at some positively poisonous habits that could 
dash any aspiring copywriter’s career. No, I don’t 
mean the biggies like gorging yourself on pizza 
… quaffing gin with breakfast … or hanging out 
with loose women and/or using that exercise bike 
you bought last year only as a towel rack.
Arguably, these are the habits that just make 
copywriters more interesting. But in this essay, 
I’m only talking about the little work-related hab-
its. Each of them all too easy for any copywriter, 
even one with the best intentions, to develop …

Bad Habit #1: 
Compulsive “Inboxing”

Here’s one of those bad habits where yours truly 
was once guilty as charged.
I’ll be frank. I’m a nut for technology. The nerd 

gene, in our family, runs long and deep. In 1981, 
my brother and I were using an early Apple 
desktop with a cassette tape drive and 300 baud 
phone line to log onto local “bulletin boards.” In 
the early 1990s, I was among the first in our of-
fice to use Compuserve via dial-up … and first to 
tap into search engines (remember “Archie” and 
“Veronica?” Way before Google’s time) …
And even now, I’m about as armed as you can get 
with POP accounts, instant messaging, and all the 
rest. There isn’t anything I can’t FTP, bit-transfer, 
or digitally find. But still, I’ve learned one has to 
be careful. Even the best technology is a distrac-
tion if you let it intrude on your deadlines.
Email especially.
Over the last year, I consciously re-prioritized my 
email activity to fall later on my to-do list. Emails 
no longer get answered instantly. Unless they’re 
urgent, they can wait for my reply. The results 
have been liberating. And profitable.

Seven Toxic Habits 
That Could Wreck 
Your Writing Career

featured essay



� Send email

� Order paper clips

� Pick up dry cleaning

�  Finish season 3 of 
Downton Abbey

To Do List

Write 20 headlines for 
client project

Submit spec assignment

Draft copy for website 
home page
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Ironically, you can find dozens of “productivity 
websites” offering exactly the opposite advice. 
Along with elaborate systems for keeping your 
inbox clear at all times, including how to empty 
out your inbox early as part of the “fresh start” 
for the day. And to those I say … baloney.
Don’t get me wrong.
Email is a valuable tool. It makes my laptop ca-
reer possible, in more ways than one. But just an-
swering emails around the clock won’t get the job 
done, no matter how productive it makes you feel 
at the time.
Which is a good way to segue into …

Bad Habit #2: 
Inverting the Checklist

This too, is something I was once more guilty of 
than not. In fact, I still find myself slipping into 
this poisonous practice from time to time. By 
“inverting the checklist,” I’m talking about when 
you take your list of ‘must-do’ items and flip it so 
that you end up doing the things of least impor-
tance first.

Think about it.
Most people write their checklists starting with 
the small details, especially the pressing items 
and immediate tasks. As you finish the list, the 
feelings of urgency fade and your imagination 
kicks in. You write out the big stuff, the life-de-
fining things, the things about which you dare to 
dream.
The next day, on the next to-do list, you change 
the details on the front to much the newest, most 
pressing, undone stuff …
Pick up dry cleaning. Send email. Order paper 
clips.
But the back half generally remains unchanged. 
And still, very general about the things you hope 
will eventually happen in your lifetime. Become a 
copywriting guru. Write the novel. See world. It’s 
an easy rut to fall into.
But every success story you can imagine begins 
with somebody flipping that personal checklist 
around. The big, ambiguous accomplishments 
become the priorities. And the little niggling dai-
ly stuff gets pushed back, even dumped from the 
list entirely (though, hopefully, not to the level 
where personal safety, relationships, or hygiene 
will suffer TOO dramatically).
This, of course, is just as true for copywriting as 
it is for any other endeavor. You’ll make the most 
happen if you aim to get the big stuff done first. 
The secret is to pick the big goal and break that 
down with the same detailed fervor you applied 
to the less important details of past “to-do” lists.
For instance, do you really want to be a six-figure 
copywriter? I get lots of emails from people tell-
ing me they do. But who also don’t think they 
can. I’m shocked, after digging deeper, to find 
out how many of those who have quit on the idea 
have yet to try landing even one client … have yet 
to try writing a full promo … have yet to even fin-
ish the exercises in whatever copywriting course 
they’re following.
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Each time, I lay it down: Yes, it’s true. Not every-
one can succeed at this. Because not everyone has 
the “stuff” to do it. Otherwise, it wouldn’t be such 
a lucrative career path. Still, you’ll get nowhere if 
you don’t get started. And getting started means 
more than sharpening pencils every morning. 
It means approaching and hitting the big mile-
stones, step-by-step.
Make a daily game plan to finish the course. Get 
on the mailing lists and read OPC (other people’s 
copy). Get that one client … offering to write on 
spec if you have to … as the first step in building 
your client list. And THEN come and talk to me, 
yah?

Bad Habit #3: 
Chronic Cathode Overloading

Oh boy, is this one a tar trap.

I’m talking, of course, about television. And here 
too, I want you to know I’m not throwing stones. 
I was notorious, as a child, for getting sucked into 
the boob tube. Turn one on a mile from where I 
stood, my jaw would drop and my eyes would go 
wide. Think the torture scenes in Clockwork Or-
ange, but self-imposed and self-supervised.
Then, by circumstance, I found myself without 
a television. For eight years straight, it stayed 

that way. And I couldn’t believe what happened. I 
started reading. A lot.
Mind you, I was always a reader. But not like this. 
I plowed through books end to end, like a chronic 
smoker facing the firing squad. I bought classics 
for 50 cents a pop at the used book store. I picked 
up how-to books on advertising, fiction writing, 
and guitar. History books. Philosophy. Biogra-
phies. And more.
Where my TV wasn’t, I had IKEA bookshelves 
eight feet high and filled to bursting with text. 
Even better, I couldn’t imagine how — during my 
TV-watching days — I had managed to find and 
then waste all that time.
I confess, we have a TV again. We rationalize it as 
a learning tool, for language, since the one TV we 
own we keep in our apartment in France. DVDs 
are now the danger. And the Internet. Both have 
a similar power for sucking up time. Still, I read 
plenty. Less fiction, since I don’t find as much of 
the modern stuff nearly as satisfying. But lots of 
books and articles related to what I’m writing 
about. Plus, I’m a heavy user of audio books on 
all kinds of subjects, from trade and finance to 
science and ideas of all different kinds.
You don’t have to toss your TV. Especially not 
if it’s one of the brand spankin’ new flat screen 
variety. But do try switching it off … or even un-
plugging it … for a while. A week. A month. And 
see what happens. You might be surprised.

Bad Habit #4: 
Writing from the Mountaintop

No question, one of the things I love about my 
copywriting career is the isolation. An open win-
dow, a quiet room, the clack of the keyboard. It’s 
how I prefer working, most of the time. And it’s 
usually all I need to feel like the master of the 
universe.
Still, there’s a danger to be aware of. Even as a 
writer, you can’t be alone with your ideas all the 
time. Because writers, even the great ones, grow 
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stale in isolation. It’s the energy you draw from 
contact with other people that keeps your writing 
interesting.
In copy, that means regular if occasional contact 
with colleagues and customers. Brainstorming 
meetings. Trade seminars. Company cocktail 
parties and, yes, happy hours. If you get the in-
vitation to mingle with like-minds, you shouldn’t 
pass it up. Make a point of staying in touch. Phone 
calls will do, but a few hours of face time is even 
better. Both social and professional.

Bad Habit #5: 
Tossing the Roadmap

What’s the point of speeding if you don’t know 
where you’re going? If you never get where you’re 
headed, it doesn’t matter one lick if you’re making 
great time. Germane to copywriting, I’m talking 
about passionate writers who consistently miss 
the point of why they’re writing or what they’re 
writing about.
Exhibit A, the new writer that’s passionate about 
the idea they’re pitching … without a game plan 
for how they’re going to lay the whole thing out. 
Start with at least a general outline. An end and a 
middle, not just a beginning.
Before you pile up research, ask yourself: What’s 
this product really about? Who’s this customer 
and where does he stand? Where do I need to 

take him to make the final sale? Early in my own 
career, I wrote without a map.

I started and let my research pull me through, 
heading down this path and that. Sometimes it 
worked. Most of the time it did not. Then I start-
ed dissecting other pieces to see how they came 
together. I “lifted out” the outlines and stuck it 
together again, with my own research draped 
over the skeleton instead.

Now I write my own outlines. Because I’ve got 
the basic structure imprinted on my memory al-
ready. Once you’ve got this, it helps you make all 
kinds of choices about how the whole piece will 
come together … just as planned.

Bad Habit #6: 
Radical Revisionism

The opposite of too little planning is, of course, 
overplanning. And this too, in copy, can happen 
to the best of them. After all, great copy has the 
feel of being written fast and spontaneously. Yet, 
we’ve also always heard that great writers revise.

So when do you stop perfecting?

Where do you draw the line?

I once knew a writer who spent over a month 
writing and rewriting his headline. Once he had 
it, he moved on to writing his first line. How long 
would THAT take him? Nobody waited to find 
out. The company had to fire him. See, here’s the 
thing. You’ve got to recognize what all the editing 
you’ll do is actually for.

You’re going back to tighten, yes. To take out the 
clumsy phrases, to clarify the ideas, and more.

You’re revising, too, so you can hide the seams 
and stiches, the girders and rivets, and all those 
other pieces of your construction that need to be 
there but remain hidden so as not to impede the 
flow of your prose.

After that, though, there comes a time when you 
just … have to … let … it … go. Let it mail. Let if 
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By Mindy McHorse

If you’ve ever spent time in a shared office space, 
you can probably relate to thermostat woes. 

It’s one of the biggest complaints of working in 
a space you don’t control: You’re either too hot or 
too cold, but never just right.

Fast-forward to life as a Barefoot Writer, where 
setting your own thermostat is one of the many 
perks you enjoy.

That said, what’s the ideal temperature for maxi-
mum productivity?

Many people say, “the cooler, the better” — the 
theory being that a dropped thermostat makes 
you less sluggish and therefore more productive.

But it turns out the opposite is true. Not only is 
a cold office environment uncomfortable, it also 
kills your focus. According to a study by Cornell 
University researchers, a cool 68 degrees caused 

employees in an office environment to make 44% 
more errors. 

Employees were also more distracted in the cold-
er environment. Researchers reasoned that the 
resulting drop in body temperature means your 
body expends energy to stay warm, which means 
less energy for concentration and creativity. 

However, in the same study, 
researchers found that crank-
ing the temperature up to 
77 degrees made employees 
twice as productive. 

As a Barefoot Writer, you get the final word on 
what temperature works best for you. But if you’d 
like to test this theory, consider upping your ther-
mostat for a week to see if you come out more 
productive than before. ¢

Want to Boost Productivity? Turn Up the Heat!

flop. Let it win. But get it out there to get tested, 
where all good (and bad) copy belongs.

Polish the writing, yes. But remember that you’re 
nothing as a copywriter if your copy never, ever 
mails. Speed up that process to get it out there, in 
as many ways as you can.

Bad Habit #7: 
Thin-skinned Amateurism

It’s not easy, in this biz, not to take lots of things 
personally. You spend a lot of time alone with the 
things you’re writing, after all. So when a critique 
feels extra harsh … when a client seems less than 
happy … when a mailing flops … at least once in 
a while, you’re going to feel personally let down.

Don’t.
It’s great to throw yourself into your work. It’s 
great to feel responsible for results. But the truth 
of the matter is, it’s also a sign of a real pro if, 
whenever you get knocked down, you get up 
brushing off the dust and ready to go all over 
again.
Instead of defending yourself during a critique, 
ask questions that open you up for more. On 
flopped mailings, study the results. Do a post-
mortem on the copy to find out what happened. 
And then move on. Maybe getting the flop out 
there was the best way to unveil the newer, better 
idea that will work the next time.
You never know until you give it a shot. ¢

productivity tips
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41%
Enough clients 
to replace my 

current income 
(financial support)

40%
Education —  

I just don’t feel like 
I know enough, yet

37%
Confidence —  

I don’t know if I  
have what it takes

29%
Fear of failure — 

what if I go for it and 
it doesn’t work out?

17%
I don’t know —  

I just need to  
do it already!

16%
I’m not sure how to 

run my own business

10%
Fear of success — 
what if things go 

so well, I can’t 
handle it?

6%
I’ve already made 

the leap

24%
I can’t decide 

on a niche

2%
I like my day job 
and just want to 
write on the side
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Imagine you’re the editor of The Barefoot Writer. If you 
could add content to the magazine, what would you add?

Here are your March Poll Results!
What’s holding you back from making 
the leap to writing full-time? 

n Letters to the Editor

n News and statistics on the writing industry

n Comic strips or writing humor

n Travel/Photography column

n Information on writing contests

n  “Look over my shoulder” — watch 
an expert critique or put together 
a project

n Writing prompts

n Grammar help

n Other…

10% ADDITIONAL RESPONSES: 
n I’m a full-time caregiver to someone who needs me 24/7

n I’m a little overwhelmed

n I’m confused about how to get started

n Lack of support at home

n  Everything is a process. AWAI has given me all the resources, but it’s about allowing 
myself time to get through the learning curve I am on and developing my discipline to 
focus so I can succeed. 

This month, we’d like to know …

reader poll

https://www.surveymonkey.com/s/6QZXWBG


THE BAREFOOT WRITER  •  PAGE 21  •  APRIL 2014

I want to cover something very important this 
month, so I need you to do me a favor …

Spend a few minutes today visualizing what a 
profitable writing career means to you. 

To me, and to most of the writers I know, it means 
having a business that meets your financial goals 
while working reasonable hours … having solid 
skills that clients value … and having plenty of 
clients who are willing to pay you very well for 
those skills. Or instead of writing for clients, it 
means selling your own written products to read-
ers happy to pay you large sums of money.

It doesn’t matter which writing opportunity you 
choose, whether it’s copywriting, web writing, 
resume writing, travel writing, grant writing, in-
ternet research for writers … whatever. They all 
hold tremendous value for Barefoot Writers.

But to become a Barefoot Writer in the first place, 
you have to know what you want your writing life 
to look like.
Once you have that down, you can move on to 
the second step: Choosing a path.
The goal here is to get clear on why you want 
the writer’s life so you can pick the perfect writ-
ing opportunity for you. So today, I’m going to 
share my simple but effective formula for helping 
you choose the best path for your writing career, 
based on your goals, so you can get launched as 
quickly as possible. 

How will a Writing Career 
Change Your Life?

To get started, think about what attracts you 
most to the idea of making money as a freelance 
writer. After all, people come to this profession 

By Rebecca Matter

How to Know Which 
Barefoot Writing 
Opportunity is the 
BEST Path for You 
(So You Can Launch Your 
Writing Career Now!)

barefoot writing opportunity
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from a variety of backgrounds and for a ton of 
different reasons. And no single reason is better 
than any others.
Now, most people are attracted to the idea of be-
ing a well-paid freelance writer for the freedom 
of it all. Because yes, you get to be your own boss, 
you can work when and where you please, you set 
your own hours, and you pick your own projects.
But let’s take it one step farther. I want you to fo-
cus on the specifics of your individual situation. 
Think about what a successful writing career 
could do for you. Would it allow you to …

 lQuit your day job?
 l Supplement your current income?
 l Add to your retirement income?
 l Travel the world?
 l Greatly impact a charity near and dear to 
your heart?

You also need to think about your timeline. For 
example, do you want to reach this goal as soon 
as possible, or are you flexible about it? Do you 
have a drop-dead deadline, maybe because you’ve 
already announced when you’re quitting your 
job? Or do you have a specific income goal to 
meet by a certain date?

It’s important to clarify what you want Barefoot 
Writing to do for you. Once you have your why 
figured out, it’s a lot easier to choose the path 
that’s most appropriate for your needs. 

6 Proven Writing Paths 
for Barefoot Writers

The next step is to consider all the different writ-
ing opportunities. Factor in your timeline and 
personal needs to determine which one is ideal 
for you.

1.  For example, let’s say you’re looking to 
quit your day job as soon as possible …
Start by calculating how much money you’ll 
need in order to make that happen. If your 
number is high — such as six-figures — 
then you need to choose a writing oppor-
tunity that’s known to bring about higher-
than-average incomes. You’ll also want 
something you can get into quickly.
In this case, I’d recommend copywriting or 
writing for the web. Grant writing is also a 
great option, and so is writing copy for the 
business-to-business market — especially if 
you want to get your writing career up-and-
running as soon as possible. 

2.  Or, let’s say you just want to supplement 
your current salary or add to your retire-
ment income …
A passive income stream might be the best 
way to go. If that’s the case, look into writ-
ing your own e-books or developing a Mon-
ey Making Website. 
If you’re not familiar, a Money Making 
Website is simply an information website 
that covers a topic you enjoy and is designed 
to attract web visitors. Once those visitors 
come to your site, you use a variety of meth-
ods to pull in passive revenue that doesn’t 
require you to sell anything and doesn’t de-
mand regular monitoring … meaning once 
it’s set up, you’re free to spend your days as 
you please while doing very little website 
maintenance. 

3.  Maybe your goal for becoming a paid 
writer is just to have a little extra income 
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on the side whenever needed, but with no 
regular commitment …
This could also be because your schedule 
is unpredictable, so you’d prefer shorter, 
quicker projects.
That’s where I’d recommend an easy busi-
ness you can launch without having to 
spend too much time developing your skills, 
like resume writing or internet research. 
Both options are also things you can work 
on when you have the time or take an in-
definite break from when needed.

4.  Perhaps you enjoy the idea of the writer’s 
life, but you’re not interested in writing 
long-form copy …
If this sounds like you, social media mar-
keting or video sales letters might be per-
fect for you. Both are writing opportunities 
that allow you to be creative, but you can do 
it with short posts and presentations — all 
of which pay quite well.

5.  Another possibility is that you’d like to 
travel the world but need the means to do 
it …
In this case, travel writing is perfect for you. 
It’s not necessarily a writing opportunity 
that’ll make you rich, but it’s a proven way 
to score free travel deals. Often times, those 
free travel perks are at high-class resorts in 
dream-worthy destinations.

6.  Or, it’s possible you just love writing and 
think it’d be great to make a little money 
on the side doing something you enjoy.
Consider getting into self-publishing. That 
way, you can write what you want when you 
want, whether its fiction, non-fiction, or in-
formational publications, and you’ll be able 
to publish and market your work online.

All of these paths are classic Barefoot Writing 
opportunities that give you full freedom over 

your schedule and allow you to live life on your 
own terms.

Next, Destroy All Roadblocks
Okay, now that you have the why and the what 
figured out, you need the how. This is where most 
writers come to me and ask, “What do I do first?”

Start right off by taking stock of things that 
might hold you back:

 l Is time an issue? If so, take inventory on 
what can be changed in your schedule. For 
example, you may not want to sacrifice time 
spent with family or friends. But you could 
replace time spent watching television with 
time spent learning new writing techniques. 
And here’s another tip: Many of the most suc-
cessful writers I know started their careers 
by getting up one hour earlier each morning 
to fit in their writing projects.

 l Are you worried about marketing your-
self? Start with baby steps, like creating a 
profile on LinkedIn that communicates your 
abilities as a writer. Then share that news 
with contacts in your circle, and make sure 
you let others know what kinds of projects 
you’re most interested in. You’ll be surprised 
at how effective your own network can be 
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when it comes to getting word out about your 
writing skills.

 l Do you lack samples to show potential cli-
ents? Don’t sweat it. Make your own samples 
by writing about products or services you al-
ready like or use. Just be sure to tell others 
those projects were written “on spec” so you 
don’t give a false impression of having been 
hired for that work. 

 lMaybe you want someone to “hold your 
hand” along the way? I’ve been there, and 
that’s where a support system is truly invalu-
able. I recommend jumping on the AWAI 
Facebook page or Groupsite forum and con-
necting with some of your fellow Barefoot 
Writers. Always remember, you’re not alone 
— and AWAI members are always more than 
willing to help others get started in a success-
ful writing career.

Of course, all these steps start with developing 
your writing skills, so make sure you spend a lit-
tle time everyday studying the writing technique 
you want to use as your income source. 

The Most Useful and 
Profitable Path of All

The key is to not put a ton of pressure on choos-
ing the “right” path. Just because you make a de-
cision today doesn’t mean you have to stick with 
it for life.
You can always change direction down the line, 
or add another path into the mix. And it’ll be a 
lot easier to do, since you’ll have experience un-
der your belt.
Now, if you ask me for my recommendation, I’m 
going to tell you to start with copywriting.

Why?
Because with huge and growing opportunities 
like the business-to-business market (B2B), the 
web, and social media, you have the potential to 
make as much money as you want and truly live 
the lifestyle you desire.
And to be honest, even if you end up going down 
another path like travel writing, resume writing, 
or grant writing, having a foundation in persua-
sive writing (i.e., direct-response copywriting) 
will make you a more effective writer in all those 
other areas.
You’ll also find it easier to land clients in what-
ever field you choose, because you’ll understand 
how to write persuasively and how to sell your 
value to prospects.
Keep in mind … I’m not saying you can’t choose 
more than one path. I’m actually a big advocate of 
creating multiple revenue streams.
But copywriting is definitely the most adaptable 
path you can choose, and usually makes the most 
sense as a first step.

“Carpe diem” Your Writing Career
All right — it’s action time.
It doesn’t matter if you’re brand-new to this scene 
or if you’ve been steadily aiming toward being a 
writer for years. Now is the time to define your 
writing goals and choose your path.
Once you’ve done that, I encourage you to reach 
out to fellow Barefoot Writers for support and ad-
vice. Or, send any questions you have about get-
ting started to us at info@thebarefootwriter.com. 
Be careful not to get caught up in thinking about 
everything. Make a choice, and start learning all 
you can about that writing opportunity. After 
that, reach out to clients and continue learning at 
the same time. There will never be a perfect time 
to get started … so why not now?
Above all, know that whatever writing path you 
choose, you can be successful. ¢

“Many of the most successful 
writers I know started their careers 

by getting up one hour earlier each 
morning to fit in their writing projects.

barefoot writing opportunity (continued)
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Did you get fooled on April 1st? For a lot of 
folks, April Fools’ Day is the favorite day of 

eager pranksters who love to trick their friends. 

No doubt, many of us have fallen victim to these 
early-spring pranks. I know I have. It’s probably 
why this centuries-old tradition continues year 
after year. 

Interestingly, nobody knows with any certainty 
when this custom of April Fools’ Day began. 
Many theories abound, but none seem very com-
pelling. So its origin remains a mystery.

Although most April Fools’ Day pranks are 
harmless, a few people throughout history have 
concocted elaborate jokes to fool the masses. 
Some include well-known “literary hoaxes.”

Literary Hoax #1 
One of the oldest literary hoaxes, written some-
time between 750 and 850, is the “Donation of 
Constantine.” It stated that the Roman Emperor 

Constantine granted the Catholic Church own-
ership of vast territories within his empire. Con-
stantine was said to have done it out of gratitude 
to Pope Sylvester I for curing him of leprosy and 
converting him to Christianity. For centuries, 
the document enabled the Church to maintain 
possession of the papal lands in Italy.

By Katie Yeakle

4 Literary 
Hoaxes

The Joke’s On Us:

did you know?
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It wasn’t until 1440 that a scholar denounced it 
as a fake and, sometime later, so did the Church. 
But no one knows who forged it, when it was 
originally written, or where the document was 
created. 

Literary Hoax #2 
Another legendary written hoax involved famed 
frontiersman and former Tennessee Congress-
man Davy Crockett, who died in 1836 during the 
Battle of the Alamo. You might say he fascinated 
the country because he was the country: the rug-
ged frontiersman, the unstoppable striver look-
ing for success in business. In some respects, he 
was a congressional curiosity, who had the out-
of-nowhere star power of a Sarah Palin. A lot of 
the stories about him while he was alive were 
exaggerated by people who used them to write 
newspaper articles and plays about him. 
During Crockett’s political career, Mathew St. 
Clair Clarke wrote Sketches and Eccentricities 
— an alleged autobiography of Crockett before 
his death which was full of exaggerations. In re-
sponse, Crockett wrote his own autobiography 
to debunk some of the stories and rumors pre-
sented in this false autobiography, and to deny 
his authorship of that account. It seems Crockett 
didn’t approve of all the tales and rumors which 
circulated about him.
When an autobiography appeared posthumously 
after his death — Col. Crockett’s Exploits and Ad-
ventures in Texas, Written by Himself — it creat-
ed a legendary image of Crockett as an eccentric, 
fun-lovin’, hard-drinkin’ frontiersman. 
But the autobiography turned out to be a fake. 
Philadelphia playwright and novelist Richard 
Penn Smith actually wrote it in just under 24 
hours.
Ironically, in the final years before his death, 
Crockett unsuccessfully tried to squash rumors 
that glorified him and to get people to call him 
David rather than the boyish nickname “Davy.” 

You can imagine how he would have felt about 
the autobiographical hoax by Smith, who obvi-
ously tried to capitalize on Crockett’s fame. 

Literary Hoax #3 
Another writer, Clifford Irving, approached 
publisher McGraw-Hill in 1970 claiming he had 
permission to write reclusive billionaire Howard 
Hughes’ autobiography. Irving submitted forged 
letters and fake interviews believing Hughes 
would not speak up.
Irving even pocketed a large advance for writing 
a manuscript based on careful research, guess-
work, and pure imagination. Just before the 
book’s publication in 1972, Hughes did speak up 
and Irving was found guilty of fraud. 
In 2006, Richard Gere portrayed Irving in the 
movie “The Hoax.”

Literary Hoax #4: 
Most readers of Dan Brown’s 
The Da Vinci Code believed 
that much of the novel was 
founded on truth. Brown 
even begins by presenting 
several “facts” upon which 
the book is based.
Many experts claim, how-
ever, that some of Brown’s 
facts are based on a hoax. 
For instance, the Priory of 
Sion, the secret society in 
Brown’s book claiming a 
bloodline descended from 
Jesus, was actually concoct-
ed in the 1950s by Pierre Plantard. He created 
false documents linking him to the secret soci-
ety and then planted them in the French national 
library. 
The authors of the best-selling novel Holy Blood, 
Holy Grail unsuspectingly picked up the bo-
gus Priory story from the French library which 
Brown, in turn, used in his own best-seller. ¢

did you know? (continued)
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By Joe Lilli

Last month, in Part 1 of How To Invoice Your 
Clients, we looked at several basic details 

every invoice should include, such as your name 
and contact information, date prepared, invoice 
number, and work description.

Here are a few more things to consider when 
you create an invoice …

 l Include the name the check should be pay-
able to. 

AWAI CFO Chris Davis says that while an 
invoice nearly always contains the business 
name (e.g., The Write Life), sometimes the 
payee (the person to be paid) is not named or 
clearly identified. “If we cannot identify the 
payee, this delays processing and paying the 
invoice,” he adds. 

 l If your client is paying you through PayPal, 
it’s best to include your PayPal address (e.g., 
PayPal: YourPayPalAddress@gmail.com).

Barefoot Writer and AWAI member Steve 
Coombes says he mentions on his invoice 
that he accepts PayPal, meaning he also ac-
cepts credit cards. But he also states that he 
charges a 3.5% surcharge to accept payment 
so he can cover PayPal’s fee for this service. 

Make sure everything is accurate and error-free. 
Double- and triple-check your invoice, for errors. 
Nothing’s worse than getting paid the wrong 
amount or having your check sent to the wrong 
address because of a careless mistake.

What Not To Include 
On Your Invoice

 l Your Taxpayer Identification Number (TIN) 
or Employer Identification Number (EIN). 

Due to the rise in cyber theft and identity 
theft, Chris recommends not including your 
ID number on your invoice. Instead, he says 
it’s better to send your client a completed IRS 

How to Invoice 
Your Clients 
(Part 2 of 3)

thinking like a writer
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Form W-9, available at www.irs.gov. It has a 
place on the form to enter either your TIN or 
EIN. In fact, most clients require receiving a 
W-9 before your first invoice is processed. 

For that reason, Steve says he always sends a 
W-9 form to the client with his first invoice. 
“I forward a scanned copy of my completed 
and signed W-9 for their accountant, so the 
lack of tax paperwork doesn’t hold up my 
payment.”
 l Personal notes or comments. 
Unless you send your invoice directly to your 
client contact, don’t add personal notes or 
comments that the accountant will read first. 
Chris says, “Notes will be read and likely 
forwarded to the client if they are anything 
other than a ‘Thank you.’ That may delay 
payment.”
 l Artistic, colorful backgrounds that include 
your company’s mission statement, vision, 
and core values. 
Remember your audience. This is an invoice, 
not a proposal. Your goal is to get paid, not 
to impress.

When — and how —  
an invoice should be sent

 lOnce the contracted work is completed and 
accepted, submit your invoice right away. 

Most clients will wait for your invoice before 
paying. Sending an invoice promptly boosts 
your chances of getting paid on time, while 
submitting it late delays payment. 
 lMail or email your invoice. Obviously, email 
is faster, speeds up payment, and saves on 
paying postage. Ask you clients which meth-
ods they prefer.

 l Keep in mind: All forms of delivery can get 
off track. Spam filters or a mistyped email 
address can delay or halt your electronic in-
voice delivery. And if you send snail-mail, re-
member the U.S. Postal Service does, on oc-
casion, lose letters. 

 l Services like FreshBooks or QuickBooks can 
help with your invoices, but both these ser-
vices still require electronic or paper delivery 
that can be sent incorrectly. Here again, dou-
ble-check to make sure the delivery address 
is correct.

In what format should 
you send an invoice?

You can send your invoice via email in either a 
PDF format or in a Word document. While either 
one is fine, PDF may be better because it’s read-
able on most computers and is difficult to alter. 
You can also send it as a printed Word document 
via snail mail.
Chris says preferences will vary among account-
ing departments. Just make sure whatever you 
send is clean, clear, and concise.

Invoice for up-front deposits
Occasionally, you may want to get paid up front 
— e.g., when you work with a new client.
To ensure you get your full payment, you can ask 
for a deposit up front from all new clients, with 
the full balance to be paid upon completion of 
the work. In that case, it’s best to send an invoice 
for the up-front deposit (ordinarily 30% to 50% 
of the project fee). Then, send a second invoice 

thinking like a writer (continued)
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for the balance. To avoid possible confusion later, 
make certain you state clearly on the invoice what 
you’re requesting: Either the up-front deposit or 
the balance due.
Don’t be afraid to ask for a deposit. When you 
do, your client views you as a professional and a 
commitment is made. If the client resists paying 
a deposit, then it’s a good sign they’re not ready 
to commit. When that’s the case, you shouldn’t 
commit your time, either. A client who refuses 
to pay a deposit may also resist paying you for 
completed work.

What happens if you move?
“Once a writer’s record is created in an account-
ing system, the processor does not verify the ad-
dress with each invoice. In fact, in most systems 
while processing the invoice, the vendor’s address 
is not even on the screen,” Chris adds. So it’s im-
portant to notify the client and the accountant of 
your new address.

Chris recommends adding a separate notice with 
your next couple of invoices to alert the accoun-
tant that you’ve moved. If you mail the invoice, 
place a Post-it® note on the invoice itself with 
your new address so that it stands out. You might 
also try calling the accountant directly.

What about name changes?
If you change your name, create an LLC, or open 
any form of company that does not share your 
original Tax ID number (TIN), you absolutely 
must let your client’s accountant know as soon 
as possible. After a check is written, it is difficult 
to reverse it and apply it to the new ID. Once that 
check is cashed, reversal is impossible.

In the next issue of The Barefoot Writer, we’ll 
cover invoice templates and bill-paying services, 
such as FreshBooks and QuickBooks. And we’ll 
talk about the best ways to follow up if your pay-
ment is delayed. ¢

Congratulations to Patricia Moyer for Winning the March 
Barefoot Writing Challenge!
Last month’s Challenge was to write an essay that answered this question:

Do you have a lucky charm? Tell us about it, including 
where you got it and whether it has brought you luck.

We loved hearing about the talismans that bring Barefoot Writers luck, from little plastic 
goats to motorcycles to people.

But we particularly enjoyed Patricia Moyer’s take on good luck and how it factors into her 
writing business. She takes first prize this month — click here to read her essay.

Patricia, your $100 prize is on its way!

Win $100 if Your Essay is Chosen in Our April Challenge:
Ever take part in an April Fools’ prank? 

Whether you were the prankster or the prey, we’d love to hear the story.
Send your entries to Contest@TheBarefootWriter.com by midnight ET on April 18th.

The Barefoot Writer team will award the winning entry $100! 

Please submit entries in Microsoft Word format and limit your essay to 500 words or less.

the barefoot writing challenge

thinking like a writer (continued)
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By Mindy McHorse

Simply getting started is often the biggest 
problem writers face when presented with a 

new project.
Maybe you’ve been in that situation. You feel 
overwhelmed by the task of writing great con-
tent that achieves all of your client’s goals, so you 
hesitate and delay.
Keep in mind that the goal of good content writ-
ing is to generate a strong message that doesn’t 
appear forced or awkward.
The best way to do this is by sticking to the ba-
sics — and by starting your project as soon as 
possible.
Here, you’ll find eight fundamental strategies to 
help you write well and to ensure your clients 
keep coming back to you.

Tip #1: Never lose sight of 
the “Big Three”

All good content writing consists of three core 
elements:

1. BENEFITS
2. CORE EMOTIONS
3.  A SOLID UNDERSTANDING OF YOUR 

TARGET MARKET
You can’t do a good job with the first two unless 
you have the last one. This means every project 
should kick off with research about your pros-
pect. First, uncover details like age, sex, income, 
geographical location, and family status. Next, 
figure out whether you’re dealing with people 
who are repeat buyers of the product or service 

Tips for Better 
Writing

become a better writer
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you’re writing about, or whether they’re first-
time buyers.

Then, dig deeper.
Once you know your audience, 
it becomes easier to understand 
why they buy things, beyond prac-

tical reasons. This is where you 
look for core emotions that drive the 

sale. It’s also where you’ll recognize 
which benefits resonate most 
with your target demographic.

Tip #2: Get emotional
Understanding the core emotions that drive your 
prospect to buy isn’t the same thing as writing to 
them. Good writing should provoke those very 
emotions, but in a positive way.
Let’s say you’re writing about a walk-in bathtub, 
and your audience consists of older folks who are 
gradually losing their mobility.
Two major benefits to this product are its safety 
and ease of use. Paint a picture with your words 
of the independence and satisfaction your pros-
pect will gain, rather than focusing on the prob-
lems he will avoid.
There is a time and place for fear-based state-
ments and “Here’s what you’ll escape” remarks. 
But, especially when it comes to product sales 
online, emphasize the positive. Choose words 
like always over never and tell inspiring sto-
ries. When possible, pepper in enthusiastic 
testimonials.

Tip #3: Have a conversation 
with one person

Always think of your copy as a conversation with 
one other person. This means writing in second 
person and using the word “you” so your prospect 
knows you’re speaking directly to him or her.
This keeps your copy to the point and makes 
each of your visitors feel like the content was 

written specifically to them instead of to an all-
encompassing group of readers.
You can also use the “bar stool” technique to 
make your writing more conversational. The eas-
iest way to do this is to read your copy aloud and 
edit it until it sounds like something you’d say in 
a face-to-face conversation, as if you were chat-
ting with someone at a bar.

Tip #4: Make it snappy
Good writing is concise and to the point. Readers 
don’t want to wade through long sentences with 
multiple adjectives, especially if they’re reading 
your copy online. 
Even if you have a lengthy list of benefits and 
features you want to share, the average reader 
doesn’t have time to wade through long pages of 
copy.
Keep your copy tight and to the point by using 
short sentences (16 words or less) and simple 
words. Aim for paragraphs that are only two or 
three sentences long. Every now and then, add a 
punchy, one-line sentence to give your writing 
rhythm.
One of the best ways to keep your copy short and 
snappy is to write at an eighth-grade level or low-
er. If you use Microsoft Word, you can measure 
this by going into the “Options” menu and se-
lecting the “Proofing” tab. Then, click the “Show 
readability statistics” box. (Note: The “Check 
grammar with spelling” box must be checked in 
order to access the “Show readability statistics” 
box.)
After you run a spell-check, a box called “Read-
ability Statistics” pops up. It includes the Flesch-
Kincaid Grade Level. Aim for an 8.0 or less.

Editor's Note: For reference if you're not fa-
miliar with the Flesch-Kincaid tool, the five 
paragraphs in this Tip have a grade level of 
7.1.

become a better writer (continued)
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Tip #5: Use lots of white space
It’s a daunting thing to click on a web link and see 
a hundred lines of text. Even the most fascinating 
subject can be a hard read if it’s too copy-heavy.
Instead, break up long blocks of text with page 
breaks, headings, bullets, and graphics. All of 
these serve as visual cues about the information 
you’re sharing. They help certain elements of 
your copy stand out, guiding the reader to take 
note of specific content.

Tip #6: Demonstrate credibility
Even the best writing can be brushed off as un-
important if it’s not presented credibly.
Make sure your copy includes multiple credibil-
ity-boosters. Glowing testimonials and easy-to-
spot contact information go a long way in mak-
ing content appear trustworthy. It’s also a good 
idea to mention reviews and awards.

Sometimes, even mentioning a flaw or downside 
to your product or service helps boost credibility. 
People appreciate honesty.

Tip #7: Study writers 
with strong voices

If you want to practice good writing, it’s smart 
to spend time with successful writers. Make it a 
point to read articles, blogs, and other content 
crafted by strong writers.
When possible, get to know them. If there’s no 
way you’ll ever connect in person, at least con-
nect via social media. Twitter and Facebook are 
excellent for presenting a well-rounded picture of 
other professionals. You can find out what books 
they read, what conferences they attend, and 
what gurus they follow.

Tip #8: Review, review, review
Keep in mind that every second of attention you 
get from a reader is precious. Make an effort to 
write your content several days before you have 
to submit it. This gives you the chance to step 
back and take a break from it so you do the final 
review with fresh eyes.
By sticking to these basic strategies for good 
writing, you’ll significantly boost your chances 
of writing content that works, and — important-
ly — keeps clients coming back to you for more 
projects. ¢

You Could Be On The Cover Of The Next Issue Of The Barefoot Writer …  
PLUS Win $100!
What does your Barefoot Writer lifestyle look like? We want to know!
Send us a photo of you living your dream as a Barefoot Writer. It just might be chosen as the 
cover shot of an upcoming issue. If it is… we’ll send you a check for $100.

Here are some tips for submitting a winning photo:

n Please make sure your shot is vertical, not horizontal. 
n  Be sure the subject of your photo does not fill the whole frame. 

Leave room for copy on all sides. 

Our designer needs room at the top for the name of the magazine and 
along the sides for the cover blurbs. Just email your submission here: 
Contest@thebarefootwriter.com. 

cover photo contest – Win $100!
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The next time you encounter a block in your 
drive to get things done, try one of these 

quick tricks to get back on track:

1.  Alternate your big tasks. If you’re juggling 
several different projects, pick two and 
switch between each one for 20 minutes 
each. This keeps you from getting bored 
and helps you maintain focus.

2.  Drink a glass of water. Good hydration 
makes it easier to concentrate.

3.  Chat with a fellow writer. Writing friends 
can be a great source of support, especially 
when you’re stuck on a project or you’re fac-
ing doubts about your writing career. You 
can connect with fellow Barefoot Writers 
through the AWAI Member’s Forum at 
http://awaimember.groupsite.com/main/
summary.

4.  Write down what you’ve already achieved. 
The next time you feel stuck when it comes 

to your writing goals, make a list of ev-
erything you’ve already accomplished. It 
could be anything from landing your first 
client to practicing your writing every day 
to simply telling people about your writing 
aspirations.

5.  Go for a walk. Just getting away from your 
writing space and giving yourself a men-
tal break can do wonders to recharge your 
creativity. 

Give the above tips a try over the next few 
weeks … you’ll be surprised to find how effec-
tive each can be! ¢

By Rae Robinson

5 Quick Ways to Get a 
Motivational Boost

monthly motivator
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Top travel writers are often able to land excit-
ing press trips with most, or all, of their costs 

covered by tourist agencies and their media out-
lets — all because they’ve established longstand-
ing relationships with magazine editors. 
I’ve scored some spectacular gigs over the past 
few years of being a travel writer. I get to write 
in vivid detail about the exclusive resort or spa 
my wife and I stayed at (with our own personal 
concierge), how we were treated like royalty, ate 
gourmet food when we felt like it, and how we 
toured around in a limousine like VIPs while 
tourists gawked at us. For a few short days or a 
week or two, we live well above our station and 
get insight into how the really, really rich spend 
their vacation time. I’ve had three such trips in 
the past year … and I’m going to tell you about 
one that seriously rocked. 
Last January, my wife (a professional travel pho-
tographer) and I tacked a 4-week stay in Bali 

onto the end of a two-month S.E. Asian tour that 
started in Singapore, followed by Borneo. 
I had widely advertised my assignment — about 
“Bali’s Most Luxurious Resorts and Villas” — in 
a number of travel media-related websites. The 
response was great! Our Bali trip just grew lon-
ger and longer as more and more luxury resorts, 
villas, and boutique spas invited us to stay there, 
until I finally had to say “enough” when we had 
12 resorts and villas lined up, for 28 nights. Much 
as I would have liked to spin it out for another 
month or two, we eventually had to get back to 
Seattle to do some work. 
Bali is a sparkling, stunning, tropical island with 
ever-changing landscapes overflowing with col-
orful rice fields and mysterious temples. Its grace-
ful people seem born to welcome guests to their 
bustling paradise, and they’re happy to show you 
their fascinating cultural heritage, always with a 
wide, white toothy smile.

By Roy Stevenson

The Priceless Perks of 
Travel Writing

mobile freelancer
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Our assignment resorts and villas were the crème 
de la crème for the elite. Some of the resorts we 
stayed at don’t advertise their rates because if you 
have to ask, you can’t afford it (seriously). More 
than one resort had helicopter pads — another 
sure sign of an affluent clientele. 
We stayed 2-3 nights each in a wide array of idyl-
lic boutique villas: many with native Alang-alang 
Balinese architecture, spacious air-conditioned 
rooms, huge four-poster beds draped with col-
orful mosquito nets, marble tiled and hardwood 
floors, private swimming pools, indulgent spas, 
and top-of-the-line restaurants. 
Sungai Gold had, for example, a spectacular 
courtyard with a large infinity pool overlooking 
the hillside to the river. Surrounding the pool 
were outdoor living spaces; a living room pavil-
ion, relaxing beds, and a pool deck with lounge 
chairs, plus a dining pavilion and gardens.
We were subjected to dozens of spa therapies 
and Balinese healing treatments. Our two-and-
a-half-hour “Love and Connectivity” treatment 
at one spa included a foot wash, an exfoliation 
scrub, massage that heals the heart chakra, and 

a rose oil bath for two. Churlishly, by our fifth 
resort, I had tired of massages and pampering 
treatments. 
Our memorable gourmet meals included a 
3-hour, 8-course Imperial Chinese Dinner seated 
at a 12-meter long table amidst 18th century art-
work, surrounded by the bright red walls of an 
ancient Chinese temple — definitely a once-in-
a-lifetime experience. An equally appealing meal 
was the Waroeng Jawa, a humble but romantic 
dining experience in an open-sided hut where an 
elderly Balinese lady renowned for her authentic 
old-style cooking prepared our food over an open 
fire. 
We would cool off in crystal-clear swimming 
pools as the mood took us. Some villas were so 
gorgeous that we didn’t leave the property for our 
entire stay. 
We earned our keep by inspecting these palac-
es for an hour or two, escorted by the property 
owners or media reps. My wife worked 1-2 hours 
per day to provide images for the article, and I 
would write up each resort in an hour or two 
each evening. 
Most of us travel writers know we’re not going 
to get rich with travel writing, but we’ll show 
you dozens of stamps from exotic countries in 
our passports — we visit more places in one year 
than most 9-to-5ers will see in five years. 
You can travel like this too. Between your article 
payments and comp travel, you can have nice in-
expensive trips. Even if you hold down a job with 
regular hours, you can still do this part-time, 
with some time management and good planning. 
So next time you look at your passport, imag-
ine what it will look like with most of the pages 
stamped. ¢
Editor’s Note: If you’d like to learn more about 
how to get paid to travel the world as a profes-
sional freelance travel writer, check out The Ulti-
mate Travel Writer’s Program.
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Q: Can you share tips on choosing a business 
name? A lot of people use their last names, 

but my last name gets misspelled all the time so 
I’m concerned about using it. Yet, I haven’t been 
able to come up with anything else I really like 
that isn’t already used as somebody else’s domain 
name. Should I just go with my name as a solo 
freelancer?

A: (Katie Yeakle) There’s no right answer to 
that question — there are pros and cons 

to both. But honestly, in the end, it doesn’t really 
matter what your domain is. As long as the con-
tent on your site is well-written and does a good 
job at selling your services, you’ll be able to land 
clients. 
I do recommend grabbing your name as a do-
main if it’s available. That way, if someone does 
a search for you, they’ll be able to find you easily. 
If you go ahead and choose a different domain 
name for your main website, you can always set 
up the domain with your last name to automati-
cally redirect to the other site. Don’t let some-
thing like a domain name hold you back from 

moving forward. It’s a roadblock a lot of writers 
put up! 

Q: Is it important to learn how to write for the 
Web? I feel intimidated by the thought of 

creating blogs, doing social media, creating and 
maintaining websites, etc. How can I quickly and 
easily learn these skills?

A: (Rebecca Matter) I think everyone should 
learn how to write copy for the Web. And 

the reason is, most companies you’ll be working 
for will do a portion — if not all — of their mar-
keting online. So without knowing how to write 
for the Web, you’d be leaving money on the table. 
But don’t worry about the technical stuff. You 
won’t ever have to do anything technical unless 
you want to. Granted, it’s nice to understand a bit 
about what’s going on. But you’ll get the exposure 
you need by working with clients on projects. As 
far as how to learn web writing, I highly recom-
mend Copywriting 2.0 by Nick Usborne. It’s the 
industry’s definitive program on the topic. Good 
luck! ¢

Rebecca Katie

As managing partners of AWAI, Katie Yeakle and Rebecca 
Matter have guided, motivated, and celebrated thousands 
of Barefoot Writers over the years. Got a question for them? 
Send it here: info@thebarefootwriter.com

ask AWAI

http://www.awaionline.com/web/barefootwriter
mailto:info%40thebarefootwriter.com?subject=
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2014 B2B Copy Intensive — Phoenix, AZ
Join us for the AWAI 2014 B2B Copy Intensive. 
During this workshop you’ll get hands on ex-
perience on successfully completing the kinds 

of B2B assignments that will come your way … you’ll 
have the opportunity for one-on-one guidance 
with many of the world’s greatest B2B copywriters … 
including Steve Slaunwhite.

We work with B2B copywriters and marketers to 
find the best talent and the most useful topics 
for these events. The world of B2B is expanding 
and the demand for writers who understand this 
market is HUGE …

Getting the skills is only half the equation. The other half is the business side of B2B writing. And 
you’re going to be well-equipped to confidently approach any client of any size, and have the 
knowledge necessary to land a paid assignment … with a tailored-to-you marketing plan that 
you can implement as soon as you get home.

When: Sunday, June 1 — Wednesday, June 4, 2014 
Registration: Full Price: $4,995. Early Bird Discount: $3,995

Where: Royal Palms Resort & Spa 
5200 East Camelback Road 
Phoenix, AZ 85018 
P: 602.977.6462 
www.royalpalmsresortandspa.com

This event sells out 
early every year …
Reserve your spot now!

Or contact AWAI’s Member Services team at 866-879-2924 to arrange a personal payment plan.

JUNE
1-4

2014

STEVE SLAUNWHITE is an award-winning B2B copywriter who has helped thousands of companies, 
large and small, grow their business. Over the past 15 years he has helped thousands of businesses 
get more leads, clients, and profits with their marketing. Steve’s written and consulted for some big 
companies over the years, including UPS, Hewlett-Packard, Sprint, Forbes, and others, though these 
days he prefers working with smaller clients that have a personal stake in their businesses.

events calendar

http://www.royalpalmsresortandspa.com
http://www.awaionline.com/bw3/barefoot-writer
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Master the Success Secrets for the Hottest Writing Industries 
and Launch Your Writing Career in Record Time
At AWAI’s 2014 FastTrack to Copywriting Success 
Bootcamp and Job Fair in Delray Beach, Florida, you’ll 

learn from the experts in the hottest direct-response areas 
today. In just 3½ days you’ll accelerate your career with hands-
on exercises and face-to-face meetings with some of the 
industry’s biggest direct-response experts. Not only will you gain 
insight into the million-dollar success tactics of legends in the 
copywriting business, you’ll also walk away with practical tips to 
make your writing stronger and more saleable.

In fact, you could walk away with a paying client, thanks to 
the annual, much-anticipated Job Fair. Six-figure careers are 
launched every year at Job Fair — and this could be your year.

It doesn’t matter where you are in your writing career … 3½ days 
in Delray Beach could launch your writing dreams for good.

Where: The Delray Beach Marriott

Price: $1,995

Find out more and register here.

Throughout the year, American Writers & Artists Inc. hosts fun and interactive live training 
events all over the world. It’s a great way for the AWAI team and our experts to pass on their latest 
techniques and success strategies in the various freelance opportunities we offer. 

Whether you’re interested in copywriting, travel writing, web copy, or photography, you can 
accelerate your success by attending. To get a full listing, just go here:
www.awaionline.com/live-events.

And for more events in the travel writing and photography areas, please go here:
www.thetravelwriterslife.com/workshops.

PAST JOB FAIR 
PARTICIPANTS INCLUDE:

Agora Financial
American Lantern Press
Best Life Herbals
Boardroom, Inc.
Full Potential Healthcare
Glazer-Kennedy
Healthy Wealthy N Wise
Idea Incubator
International Living
KJM Publications
League of Power
Market Authority
Money Week
Natural Health Dossier
Nightingale Conant
Opportunity Travel
Parker Marketing
Premier Direct
Strategic Profits
The MDI Group
The Oxford Club
Sovereign Society
Wealthy Web Writer
Weiss Research

OCT
15-18
2014

events calendar

http://www.awaionline.com/b14/barefoot-writer
http://www.awaionline.com/live-events
http://www.thetravelwriterslife.com/workshops
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There’s a line from a French World War II pi-
lot turned writer that goes, “On ne voit bien 

qu’avec le cœur. L’essentiel est invisible pour les 
yeux.” 
I know. How pretentious does this guy get, open-
ing with French?
Get ready to groan even louder, as I translate. 
The line comes from the book, The Little Prince, 
by Antoine de Saint-Exupéry and what it says is, 
“It is only with the heart that one can see rightly; 
what is essential is invisible to the eye.”
I promised my friend Mindy and AWAI I’d tell 
you about a little of the Glicken that’s iced my 
own writing cake, over the years. To tell the 
truth, there’s been a lot. And when I reflected on 
the list this morning, it’s that line that kept pop-
ping into mind. 

But first, let me give you a bit of the expected 
type of reply. 

Bright Lights, Big City
Once, thanks to a writing assignment for the 
International Living newsletter, I scored a full 
weekend at one of Manhattan’s top hotels, in 
a suite about double the size of the Baltimore 
apartment I lived in at the time. 

I wanted to impress a girlfriend with a weekend 
on Broadway, but it was early in my career and a 
bit above my budget. So I came up with a story 
idea and wrote to both the hotel and the edito-
rial team. Honestly, I was surprised when it came 
through. 

I was also surprised when we walked into our 
suite. 

What is “Glicken”? It’s a Yiddish word referring to the icing on the cake. That extra reward on top of the 
regular benefits you get as a Barefoot Writer. Every month, we’ll showcase a Barefoot Writer we know who’s 
enjoying a little Glicken. Have a Glicken story of your own? Send it to: MyStory@thebarefootwriter.com.

By John Forde

The Best “Barefoot” 
Perks? If You Ask Me, 
They're 

the glicken

mailto:MyStory%40thebarefootwriter.com?subject=


John's wife, Mimi, and daughter, Katharine, 
on a Greek island hilltop
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Champagne and a tray of chocolate-covered 
strawberries on the table. Flowers for us in the 
living room. Thick robes and a personal card 
from the hotel manager, welcoming us. They laid 
it on thick. 

Possibly a bit too thick. But there it was. 

Romantic Vienna, 
On Someone Else’s Dime

Some years later, I did the same when my wife 
and I wanted to take an anniversary trip to Vi-
enna — with our nearly two-year-old son along 
for the ride. 

We came up with an article idea called, “Love 
Plus One: Romantic Vienna with Child in Tow.” I 

wrote the article, my wife took the pictures of us 
enjoying the city. 
Before it was done, we’d earned a long weekend 
in a hotel — with a complimentary babysitter for 
one of the nights — plus a romantic dinner at a 
nearby café. As a bonus, the publication fee for 
the article was enough to cover our plane fare.
Oh, and once I wrote a three-stanza poem for a 
Bass Ale contest that won me a “pub tour” around 
the world, with $10,000 in spending money to 
sweeten the deal. 
But that’s a story for another day. 
When I really think about writing-life Glicken, 
though, I think back to my opening quote. And 
really, it’s the invisible things — the abstract 
perks of the Barefoot Writer’s life that I’ve loved 
best, above any free trips, dinners, free products, 
and the rest. 
And what are those, exactly?

The Invisible Essentials
The last time I worked in an office, my wife was 
days from delivering our daughter. I only bor-
rowed office space, so I didn’t really need to re-
port to anybody. But I called in just the same, to 
say I’d be staying home until after the baby was 
born, in case of a sudden ride to the hospital. 
In France, where our daughter was born and 
where we — both Americans — choose to live for 
a good bit of the year, they keep you in the hospi-
tal for at least five days after a birth. So what the 
heck, I figured, if I can work anywhere … why not 
make the best of it?
I haven’t been back to that office since — and our 
daughter turns eight in October. 
When I talk to my friends from college or even 
high school, there’s nothing better to hear than 
they’ve got great careers and they’re doing well. 
But too often, it comes at a high price. Long 
commutes and long hours preclude a shocking 
amount of family time along the way. 

the glicken (continued)



John and his wife, Mimi, on a Greece 
beach overlooking the Aegean sea
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Sappy as it might sound, the whole experience of 
fatherhood — one I might have missed, if not for 
my wife’s encouragement — took me by surprise. 
That is, I had no idea I’d be such a sucker for it. I 
love it even better than writing. And luckily, this 
way of working maximizes my chance to be a 
part of it.
My own father, I should note, was a great dad and 
great man, as much a part of our lives as he could 
be. But he didn’t work like this. He was a law-
yer with a commute to downtown Philly every 
morning, on a train that left at 6:45 a.m. Every 
night, he insisted on getting back for dinner, but 
it still wasn’t until after 6 p.m. 
Relative to what most people do, that’s a great 
schedule. But not a perfect one. How many break-
fast mornings did it force him to miss? And how 
much time did we spend looking at the window 
at the back gate, waiting for him to get home? We 

did the math on his commutes alone. In 34 years 
of working, he spent over 12,750 hours in transit. 
Now that he’s gone, how much would we love to 
have those hours back? 
For me, there’s a different commute: Every morn-
ing, my wife and I walk the kids to school. I go 
for a run afterward. Or we both walk back to the 
apartment, have a coffee together, and I set up to 
work in the living room. Lunch is local, at a café 
two doors away. After school, the kids stop in to 
say hi and tell me about their day.
Of course, it only works with help — both my 
wife and kids jealously guard my working hours, 
as much or more than I do. That’s huge. But now 
that we’ve worked that out, it opens doors on 
other opportunities too. For instance, a lot more 
family travel. 
We’ve done a lot together — a hilltop villa in 
Greece, 10 days in a Barcelona apartment, trips 
to London, a house with family in western Ire-
land, and so on — and we’ve got more planned 
for this year, including a week at the beach and 
another in the Luberon, over the summer, plus 
trips to Germany and London planned for the 
fall. 
All but one are working vacations. But that’s bet-
ter than it sounds. During conferences, I’ll teach 
while they play. Then we’ll meet up to explore. 
When it’s just writing, I’ll get up at dawn and 
work until lunch. After that, we’re free to hang 
out together. Frankly, while the kids are still 
young enough to allow it, I can’t imagine living 
any other way. ¢
John Forde is a full-time freelance copywriter 
with 20+ years of experience, a gloating dad and 
husband, and creator of the long-running Copy-
writers Roundtable e-letter. You can sign up free 
at http://copywritersroundtable.com.

the glicken (continued)
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Whether you’re a copywriter now, or aspiring to be one, The Professional Writers’ Alliance will 
help you succeed in the highly lucrative world of persuasive writing.
You’ll enjoy full and unfettered access to a long line of benefits, including:

 lConcrete ways to quickly elevate your writing and marketing skills
 lRegular invitations to free marketing and writing webinars and teleconferences
 lNews on what’s working now in the world of direct response
 lAccess to industry experts and unlimited networking opportunities
 lAccess to the latest jobs and freelance assignments
 lOngoing motivation and inspiration
 lNews and happenings within our exciting and fast-paced industry – including the latest 
opportunities to emerge from web writing, e-commerce, and traditional direct mail
 lDiscounts on resources all writers need
 lAnd much, much more

Whether you are (or aim to be) an ad writer, web writer, website owner, content writer, 
newsletter writer, desktop publisher, grant writer, researcher, marketer, or even a graphic 
artist, The Professional Writers’ Alliance is the best way to stay in touch with what’s happening 
in the industry – and gain the “persuasion” skills you need to prosper from it.
Click here to see everything that’s available to you – get a feel for the enormous impact it 
can have on your financial and professional success … and don’t forget – membership in this 
organization needn’t cost you one red cent!

Click Here Now for All the Details on PWA Membership 
(Including a FREE GIFT We’ve Set Aside for You!)

“One of the best things you can do for your writing career”

Finally: A Professional Organization for 
the Benefit of All Direct Response 
Industry Ad and Content Writers. 

(Best of all, membership needn’t cost you one single penny!)

http://www.awaionline.com/p/pwa/barefoot-writer/
http://www.awaionline.com/pwa/barefoot-writer
http://www.awaionline.com/pwa/barefoot-writer

