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Have you ever stopped to ask 
yourself what you really want 

out of your writer’s life?

Even if you have, it’s a good idea 
to stop and think about it again. 
Because if there’s anything to love 
about Barefoot Living, it’s the total 
flexibility in shaping your goals.

Mine have certainly evolved from 
when I started. First, it was simply the luxury of 
working from home with my pups at my feet. 
Then it was the plentiful money — the thrill that 
comes when you pay off old debts and make new 
investments.

Now, with a growing family, it’s the total flexibili-
ty. I have weeks where I work 30 hours, and weeks 
where I manage only 10. But not once have I had 
to miss a soccer practice, gymnastics class, or any 
one of the many kid events that keep my head 
spinning from day-to-day.

My umbrella for weathering it all is copywriting. 
And that’s the writing opportunity we focus on 

this month, as it continues to offer the most flex-
ibility and income potential to new writers. If you 
don’t want to take my word for it, you’ll probably 
enjoy our featured interviewee’s take. Carline 
Anglade-Cole is the kind of living success story 
we all dream of becoming. Thank goodness she 
shares her hard-won secrets in this month’s inter-
view, yours for the taking.

You’ll find plenty of other practical advice, includ-
ing how to write faster, outsmart procrastination, 
and use your writing prowess for free adventure 
thrills (see Patti Morrow’s Glicken story on page 
40 for proof!).

Like always, we’re here to help you get started and 
thrive. So if you have any questions — or even a 
success story to share — please send them to me 
at askmindy@thebarefootwriter.com.

To your writing success,

Mindy McHorse
Executive Editor, The Barefoot Writer

© American Writers & Artists Inc., 2013. All rights reserved. 
Protected by copyright laws of the United States and international treaties.

Why There’s Something 
for Every Writer in 
Barefoot Living

what you’ll learn in this issue

http://www.awaionline.com/contact
mailto:askmindy@thebarefootwriter.com
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Christina Gillick (“Eat That Frog”) is a direct-response copywriter who special-
izes in web copy, emails, and autoresponders. Her niche is personal development 
training companies. Recently, she added Nightingale-Conant to her client list. She 
lives on a farm in Texas with her husband, Nick. When she’s not writing, she likes 
karaoke, baking cupcakes, and spending time outdoors.

Cindy Pearson (“50 Web Tools for Creating, Editing, and Converting Images: Part 
3, Cool Tools”) is a blogger at the PDF Converter Tips & Tricks blog. She loves all 
things Internet and technology-related and enjoys sharing handy tips and tricks 
with other Internet enthusiasts. Her Cool Tools feature is based on one of her 
posts: http://www.pdfconverter.com/resources/blog/33-tools-to-create-edit-
and-convert-images-online. PDFConverter.com is a developer of PDF Converter 
Elite 3 — a software solution for complete PDF management developed with 
business and MS Office users in mind.

Sally Eastwood (“A Simple Test to Find Your Perfect Writing Environment”) is 
one of those rare breeds of people who loved her corporate career, but after al-
most three decades of meetings and business travel, she yearned to spend time 
at home nurturing her creative side. She now writes with her two dogs at her feet 
and a view of the ocean in Laguna Beach, California. Sally’s first book: 101 Things 
to Love About Laguna Beach will be published in October 2013.

40Patti Morrow (“Ready, Set, Jump. Literally.”) was born with insatiable wander-
lust, eventually following her passion into a successful career as a freelance travel 
writer and photographer. A self-proclaimed “adrenaline junkie,” she specializes in 
women’s adventure travel and has traveled throughout most of the United States 
and more than 40 countries abroad. Her byline has appeared in dozens of print 
and online publications. Follow her escapades at www.luggageandlipstick.com.

featured contributors

http://www.pdfconverter.com/resources/blog/33-tools-to-create-edit-and-convert-images-online
http://www.pdfconverter.com/resources/blog/33-tools-to-create-edit-and-convert-images-online
http://www.luggageandlipstick.com
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Barefoot Writers Come 
From All Walks Of Life…

How Ed Gandia Found Barefoot 
Writing at the Most Unlikely Time
Most people wait for a calm period in their 

life before pursuing Barefoot Writing. But 
Ed Gandia did the reverse. With a new baby at 
home and a family entirely dependent on his 
income, he made the choice to transition from 
employee to self-employed. In only 27 months, 
he took his part-time freelance business all the 
way to six-figures. If you’re eager for the freedom, 
flexibility, and lifestyle Barefoot Writing can of-
fer, look to Ed for proof that it can be done at any 
point in your life. 

What first attracted you to the freelance writer’s 
lifestyle? 

In early 2003, I was selling software for a small 
Atlanta-based company. I had been in sales my 
entire career and was doing very well financially. 
But I recognized that I just wasn’t wired to work 
for someone else. I wanted to chart my own 
course. 

More importantly, my wife and I had just had our 
first child. And my sales success was putting me 
on a path of weekly travel. The income opportu-
nity was great, but I didn’t want to be away from 

my family every week. I wanted my kids to have 
a dad who would make all the ball games and 
school plays.
Freelance writing seemed like the ideal solution. 
It would enable me to earn a healthy six-figure 
income without constant travel — and without 
the headaches of a traditional brick-and-mortar 
business. 

At a retreat in a Desert Hot Springs, CA spa

living the writer’s life
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You got your start in Business-to-Business 
writing. Why did you choose that field?
In my sales job, I was actually writing most of my 
own marketing materials. My employer didn't 
have the marketing resources to provide me with 
the sales tools I needed. After going through 
AWAI’s Accelerated Copywriting program and 
studying a number of copywriting books, I be-
came very good at writing copy. In fact, the mar-
keting materials I created were generating more 
than $300,000+ in revenue for my company ev-
ery year. 

When I chose a writing path, Business-to-Busi-
ness (B2B) was a no-brainer, because it enabled 
me to leverage my background, experience, and 

skills. It's not like going to, say, natural health or 
self-help, where I didn’t have any relevant back-
ground. That’s the beauty of B2B, anyone with 
any business experience can leverage their exist-
ing experience, know-how, and contacts.
And now you’ve moved over into coaching and 
teaching other freelancers. Why the change?
When I was transitioning from full-time employ-
ee to full-time freelancing, I had a heck of a time 
finding resources to help me make the leap. So 
once I made the switch, I decided to write an e-
book on the topic. It was a huge hit! Hundreds of 
aspiring copywriters bought a copy and applied 
my ideas.
That’s when I realized that I loved to teach! I also 
love to launch and grow new ideas and projects 
that help fill big needs. This led to launching a 
blog with Steve Slaunwhite and Pete Savage. And 
that blog led to a book deal with Penguin to write 
The Wealthy Freelancer. The book naturally led 
me into doing coaching and providing additional 
teaching and training for freelancers, something 
I deeply enjoy! 
You have two young children now. How do you 
balance family time with running your own 
business from home?
I wish I could tell you that it’s easy. It’s not. But 
it starts with setting working hours, schedul-
ing your time, and focusing on the task at hand. 
When you’re supposed to be working on a proj-
ect, you have to focus on that and only that. 
When you’re playing with your kids, you have to 
focus on your kids and only your kids. Your mind 
can’t be at work. 
But all that starts with setting realistic schedules 
and focusing on one thing at a time.
Tell me about any big success stories you’ve 
had, either as a writer or freelancer.
I hit a dry period in my writing business in mid-
2008 because I had lost focus on prospecting. 
And when my biggest client went away, I had 

Here’s Ed at the top of Giotto's campanile 
in Florence, Italy last October

living the writer’s life (continued)
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Relaxed Barefoot Living with Total 
Life-Flexibility
Angela Williams Stillwell proves Barefoot 

Living can be shaped around your own in-
terests. She recognized early on how freelance 
writing could give her the flexibility she wanted 
in life, both to pursue a career she enjoys and to 
continue her daily habits of exercise and playing 
with her pets. With a realistic grasp on how un-
predictable life can be, Angela’s pursuit of Bare-
foot Writing gives her the time and income need-
ed to overcome any obstacle — and enjoy herself 
along the way. 

How did you get started as a professional 
writer?

It came about over time … I’ve always been a writer 
— it was one of my favorite courses in school and 
in the work environment, it was always easy to put 
marketing pieces together, or proposals, or busi-
ness plans, newsletters, etc. Writing has also been 
very therapeutic for me over the years. So as I was 
winding down my financial planning practice, I 
started focusing on AWAI’s copywriting programs. 
It just seemed a natural transformation for me.

How do you deal with writer’s block?

When working on a project and I get stuck — 
whether it’s writer’s block, distractions, or a cre-
ativity funk — I have several different things I do 

to break out and change my mindset. Sometimes 
I’ll go to a matinee movie (if the weather is nas-
ty). Other times I work out, go for a run, work 
in my yard, do yoga, or read. I have several dogs 
and a couple of horses — I find playing with them 
boosts my energy and makes me smile. I find it 
much easier to work when I’m smiling — mental-
ly or physically. Then there are the quirky things 
I’ll do also, like doing handstands and climbing 
trees — both of which give a different perspective 
on how things look. (Yes, I’m very much a kid still 
— and my intent is to always be that way!)

nothing to fill that gap. It was a very challeng-
ing time for me both financially and emotionally. 
But that November, out of nowhere, I landed a 
big client thanks to earlier connections I’d made. 
The first project was worth more than $19,000! 
And they eventually turned into a retainer client 
worth more than $75,000 a year. 

What’s your advice for someone going through 
a similar dry spell?

Cultivate and maintain relationships. Never burn 
bridges. And be a genuinely nice and courteous 
person at all times. That particular client came 
from a lady I had briefly met two years prior when 
she worked for one of my other clients. I made a 
very good impression on her. And when she went 
to work with a new company, she told her VP of 
Marketing (her boss) that he had to bring me in. 
Her persistence is the only reason that meeting 
happened. 

Playing with Scout the dog

living the writer’s life (continued)



Where would you like to live if you could live 
anywhere in the world?
I’m actually comfortable in most places — city, 
country, domestic U.S., or international locations. 
However, the ocean soothes me and gives me in-
credible energy. So if I had to pick just one place, 
it would be on some magical beach somewhere. 
What’s your number one tip for staying orga-
nized with so much information available for 
writers?
Lists … and usually those lists are written on 
“sticky notes.” While I use modern technology on 
every front each day, the power of the handwrit-
ten list has not been overtaken for me. Not that 
I’m not always on the lookout for something bet-
ter, faster, stronger — I just haven’t found it yet.
What kind of projects are you working on 
right now?

I’m working on a few client projects that include 
building their social media marketing plans, de-
veloping an online course, and writing all of the 
“marketing parts” to an online education plat-
form. I’ve also been doing some speaking/teach-
ing engagements in a few cities across the coun-
try. Finally, I’m beginning to dive into my own 
projects and some joint projects too — nothing 
set in stone just yet, but exciting things are on 
the horizon.

If you met a new writer, what single thing 
would you tell that person NOT to do when 
launching his/her writing business?

Do NOT hesitate and DO find someone you 
can reach out to for support. Okay, that’s two 
things but they go hand-in-hand in my opinion. 
It’s scary stepping out — especially if you’re do-
ing it on your own, and even more so if it’s your 
first time doing something on your own. Life will 
throw curves at you left and right — just keep 
swinging.

How do you make the most of your writer’s 
life?

Right now, I live in beautiful Georgia. I have easy 
access to the world’s busiest airport that can liter-
ally take me pretty much anywhere in the world I 
want to go, and many times on a nonstop flight. I 
live out in the country, but close enough to an av-
erage size town and to a big city. And that ocean 
and beach I love so much? I have multiple choic-
es within just a few hours from me — the Gulf 
Coast and the Low Country Atlantic beaches. 

So with all of that, I work the hours that I want 
to work each day and enjoy my time in the out-
doors when it’s nice outside. I play a lot of tennis, 
practice my yoga, play with my dogs and horses, 
and spend time with friends and family. I travel 
when and where I want a good bit. And when life 
throws those inevitable curves at me, I’m able to 
take time out and tend to what needs tending. ¢ 

Angela at the lake near her home in the Pine Mountain area

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

Like most people, Carline Anglade-Cole had 
never heard of copywriting till she was knee-

deep in the working world. But when she realized 
the potential perks it held, she went after it with 
such gusto that her first year alone brought jaw-
dropping results.
Carline began her working life as a Customer 
Service Representative at Phillips Publishing 
(now Healthy Directions). During her ten years 
with the company, she transitioned to Market-
ing Assistant, Marketing Manager, and eventu-
ally Director of Marketing. As she puts it, “I was 
making pretty good money, but with four kids 
at home … I felt like I was being pulled. My job 
wanted more hours from me, my family needed 
more time from me, I just felt like when I was at 
work I was thinking about home, when I was at 
home I was thinking about work.”
She laughs, looking back on how different her life 
was then. “When you start getting like that,” she 
says, “You’re just not comfortable because it’s a 

stress that is constantly there. You know you’ve 
got to make a change. At the time, my kids were 
young and I wanted to be at home and do things 
with them.”
That’s when she first considered freelancing. “My 
husband encouraged me to do something on my 
own, but I was always a big chicken. I’d say, ‘No I 
don’t know anything yet.’”
Carline and I chatted on a Tuesday afternoon as 
she enjoyed lovely weather from her home in the 
suburbs of Atlanta, Georgia. She tells me how 
she’d always enjoyed writing and even got a de-
gree in journalism. But it was her job in market-
ing that first introduced her to sales copy and the 
concept of the writer’s life. “I had been working 
with copywriters in my marketing job and saw 
that most of them were living out of the country 
or in really exotic places, and they were just turn-
ing copy and we’d cut them these huge checks. I 
thought, ‘Wow! That’s pretty nice!’”
So, she got curious. Her first step was reaching 

“You don’t have to make 
six-figures to feel like a 
six-figure copywriter.”

— Carline Anglade-Cole, Celebrated Health Copywriter 

interview with a barefoot writer
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out to the copywriters she’d hired to understand 
more about what they did and how they did it. 
Then, as a trial run, she wrote some short sales 
copy pieces for the marketing company where 
she worked. Not only was her copy successful, 
but Carline quickly realized she enjoyed writing. 
That’s when she decided to take the freelancing 
plunge. “I put together a plan to pay off some bills 
so I could take a pay cut and go for it and launch 
my business. It was really scary, back in 1999. I 
figured at that point, if it didn’t work out, I had a 
whole new millennium to make up for it! So Jan-
uary 1, 1999, I officially launched my copywrit-
ing career.” But here’s the clincher: “… and in 14 
years, I never made less money than I did when I 
was working for a company!”

As she puts it, one thing Carline did right is that 
she didn’t go into the freelance writing business 
hoping to make a huge income right off. “We 
figured out if I made half of my income, we had 
the flexibility that I needed to be home with my 
kids and have my own schedule, and it would be 
worth it. Our quality of life would be improved. 
That way, I didn’t have to go out there and make 

a huge amount of money. I just needed a decent 
amount of money and we’d be okay.”
Quality of life, more so than income, was a huge 
player in Carline’s transition to freelancing. 
“You don’t have to make six-figures to feel like 
you’re making six-figures as a copywriter, or to 
be successful in this career,” she says. “The mea-
surement is not about money, it’s about quality. 
Whether it’s quality of life with your family or the 
time you have to spend with whoever you want, 
or even being able to reduce your stress level. You 
think there are a lot of things you need money 
for, but when you’re working for yourself, lots of 
them drop away. You don’t need the commute, so 
gas costs drop. My clothing allowance cut down 
to about zero because I work in my sweats or my 
shorts and my t-shirt year round. Food, going out 
to lunch everyday with co-workers and what-not, 
that adds up. You can cut out all of those hidden 
expenses when you’re a copywriter.”
She recommends that any new writer starting out 
as a freelancer asks themselves, “What do I really 
need?” For Carline, her initial investment in her 
writing business was less than $500. “I actually 
bought a used computer off a friend of mine who 
was getting rid of his. I bought a copy machine 
and a fax machine and I was in business.”
Cost-cutting plans aside, Carline was hot out of 
the gate her first year as a freelancer and pulled 
in six-figures right off. She attributes her light-
ning-speed success to early connections in the 
business. “I ended up using a lot of the market-
ing connections I had to get jobs in both consult-
ing and copywriting. I didn’t realize how much 
I knew from working in a direct mail company. 
More importantly, I didn’t realize how little other 
companies knew about direct-mail until I actu-
ally went off on my own. And so some things I 
thought were basic because I did them all the 
time as a Marketing Director were things oth-
er companies were clueless about. So I kind of 
stumbled into being more of a consultant in my 

Here’s Carline enjoying one of many mango smoothies 
in Guatemala with her grandson Dallas

interview with a barefoot writer (continued)



THE BAREFOOT WRITER  •  PAGE 11  •  AUGUST 2013

first year, saying ‘Hey, I can show you how to put 
together a mail plan. I can show you how to pick 
good copywriters.’”
The lesson here, as Carline was quick to point 
out, is that a lot of companies really don’t know 
how to compile targeted mailing lists and reach 
out to likely prospects. If you take the time to 
learn even a little of that, you’ll know more about 
it than most companies, and you can offer your 
own consulting expertise. 
Carline used her consulting angle to secure writ-
ing assignments. “I’d say ‘By the way, I write copy, 
I can write this for you. Let me have a shot at this 
and try to beat this control for you.’ That’s how 
I grew my copywriting business. Because once a 
client trusts you, they’re willing to give you a try 
in other areas, so that’s a great way to get your 
foot into the door.”
By her third year of freelancing, Carline was gen-
erating a six-figure income from copywriting and 
royalties. By year five, she could count on a six-
figure income just from royalties. “I don’t want 
to make it seem like it’s that easy,” she says, “Be-
cause it’s not. You have to build up to it. When 
you’re writing the copy, it has to be tested. If it 
works and they start mailing it, then it slowly 
grows and grows. Do that for about a year and 
you’ll actually start to see royalties.”
Her point naturally leads us to the topic of roy-
alties. “I think most clients like the win-win ap-
proach that comes with royalties, so if they’re 
making money from your copy, they’re willing to 
pay you for the success of that copy. Sometimes 
you may have to get creative with the royalty ar-
rangement — you may need to be willing to take 
less upfront. Because again, a new client’s big 
concern is, will your copy work for them?”
She then offers a breakdown of how a writer 
might structure a royalty arrangement. “So 
if you were going to charge maybe $10,000 to 
write a package, one approach could be ‘Listen, 
I’ll write that package for $5,000, with a one or 

two percent royalty on revenue generated if it’s 
an online campaign or one or two cents per piece 
mailed via the postal service after 50,000 pieces. 
The client may say ‘Wow, I don’t take as big of a 
hit upfront, and if the copy doesn’t work, I’m not 
out much money.’ But if it does work then most 
clients, even small clients, are willing to say, ‘This 
is working, I’m willing to pay the copywriter 
more.’ All my clients are royalty-based.”
She also shares her secrets to keeping her roy-
alties going and making sure her clients always 
have strong, fresh packages in the mail. “From 
day one, I worked royalties,” says Carline. Then 
she laughs, and says, “I take that back. From day 
one, I tried for royalties. I would say 75% of my 

Learning to weave at a Mayan village in Guatemala

interview with a barefoot writer (continued)
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first projects had royalties. I did take flat-fee proj-
ects just to get the money and to get my foot in 
the door. But that ended very quickly. I thought 
‘No, I’ve got to stick with the royalties. If I have to 
adjust my royalties to get the client, I’ll do that.’ 
… Even if you’re just starting out, you can still 
structure a deal to include royalties. And if you 
are working a royalty arrangement, you always 
offer to ‘tweak’ or rewrite, or create new head-
lines and leads. Whatever is needed to keep the 
copy fresh at no charge. Just say ‘Hey, you’re mail-
ing my package. I’ll give you a new headline. I’ll go 
into the body copy and make changes to keep it 
fresh because the more you’re mailing it the more 
money I’m making.’ And the client doesn’t have 
to pay upfront waiting for those kind of tweaks.” 
Carline also has surprising advice on how to pick 
a winning project. “When I consider a product, 
I have to really believe it will help the prospect. 
Earlier today, I had a conversation with a client 
whom I was scheduled to write for this month 
and we were going over the product. I had to tell 
him ‘You know what? I just don’t believe in this. 
I’m not feeling this, I just don’t like it.’ I was not 
getting excited about the product, so I had to tell 
him ‘I don’t want to waste your money or my 
time.’ If I know I’m not going to do a good job for 

you, then I don’t want to do it, period. I’d rather 
you go find another copywriter than write it my-
self kind of half-hearted.” 

It all boils down to picking the projects that most 
excite you. As Carline says, “When I feel like 
there’s a really good product out there and it can 
help people and it gets my creative juices flow-
ing, that’s the project I want to work on. When 
that combination of good product and good copy 
comes together, and we’ve got a winner, I feel suc-
cessful. I’m a successful writer for that moment.”
It also makes it easier for her to be choosy about 
the work she does. “I only work with clients who 
offer 100% money-back guarantees. If you’re not 
going to stand behind your product, I don’t want 
to work with you. If the customer is not happy 
for whatever reason and you’re not willing to give 
them their money back, I’m not working with 
you.” She goes on to advise, “You kind of pick 
your clients based on integrity and then that way 
you’re helping to bring a legitimate product to 
the market. There’s a lot of crappy stuff out there, 
and I don’t want to be involved with that. … So I 
definitely have become a lot more critical of what Grocery shopping at a Mercado in Panajachel, Guatemala

Here’s Carline trying Natto for the first time in Japan 
— a nutrient she’s written about for years and finally 

got a chance to try. (Not a big favorite of hers!)

interview with a barefoot writer (continued)
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I want to work on, because when I take a good 
product and I’m excited about it, I’m going to get 
a winner. And that winner means work I’m put-
ting in this month is going to benefit me for three 
or four years down the road in royalties.” It’s clear 
she’s mastered the art of freelancing satisfaction, 
both in making sure she enjoys what she’s doing 
and in reaping long-term financial rewards. 
Carline’s family didn’t have a lot of money grow-
ing up. She was only six years old when her moth-
er and stepfather emigrated from Haiti in the late 
1960s. “My mom didn’t speak any English when 
she first came over. She worked as a maid, and 
she had two and three jobs at times to take care of 
my sister and me. My stepfather worked as a cab 
driver when my brother came along. We weren’t 
dirt poor by any means. I thought we were okay, 
but I look back now and think, ‘That’s how we 
lived?’”
Though many freelancers and entrepreneurs 
struggle with overcoming the income ceiling 
their parents hit, Carline never let it stop her. 
“My advice to people who think like that is ‘Stop 
it — stop it now!’ Stop thinking like that, it’s ri-
diculous. If you make more money than your 
parents, then give them some of your money, you 
know? You make more money than your friends, 
trust me, they’ll come and get a loan from you 
when they’re short. So that shouldn’t be a reason 
not to be successful. I don’t let money have any 
kind of power over me.”
She doesn’t let other preconceived notions stop 
her, either. “People always say, ‘Well you’re a 
woman in a male-dominated industry’ or ‘You’re 
a minority in a predominately white-dominant 
industry, how do you do that?’ You know, I just 
use it to my advantage. When it’s an advantage to 
be a minority, I’m a minority, if it’s not, I’m not. 
I just always felt that whatever situation I’m in, I 
can look at it and say ‘How can I do the best that 
I can in this situation?’ I don’t let other people’s 
issues or the feeling of a glass ceiling affect me.” 

Here’s how she applies that to copywriting: “So 
when it came to copywriting, I said the way I’m 
going to be good at this is to learn from the mas-
ters. I am not inventing this career, I stumbled 
into this amazing field I never knew existed. Peo-
ple have been successful in it, and I got a chance 
to know and work with the best of the best, like 
Clayton Makepeace. I have his phone number. I 
can call him and ask questions. I met him when 
I was working – he was one of the copywriters at 
our company and I got to be friends with him and 
his wife. I also studied his writing style and stud-
ied other copywriter’s writing styles and figured 
out why they did the stuff they did.”

Of course, being organized helps her stay on top 
of her projects. “Every day, I jot down my to-do 
list. And I wake up very early, at 5 in the morning. 

Carline’s daughter Milan (also a copywriter) came along 
on the Guatemala trip with her husband and two boys. 

Pictured is Carson in the stroller.

interview with a barefoot writer (continued)
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My creative time is usually right between 6:00 
a.m. and 2:00 p.m. By 2:00, my brain is fried. I’ll 
do accounting things or I’ll call clients to check 
on stuff or scheduling, no creative stuff after that 
time.” She says, “Find when your creative time is 
and guard it with your life.”

She used her early successes to open the door 
to bigger clients. “There’s nothing like a control 
to get the attention of new clients. Once I got 
my first control, I used that to introduce my-
self to competitors. I called up companies and 
told them I was a copywriter. Maybe 20% of the 
time, I would get through to somebody, but for 
the most part, cold-calling really wasn’t working. 
So when I was able to get my first control, it was 
for a very small company and the product was a 
male potency product. Which gave me a story 
to tell. I wasn’t calling somebody and saying ‘Hi 
I’d like the chance to work for you.’ I was calling 
and saying ‘Hey, I just want you to know I have a 
new control that’s mailing right now. What they 
didn’t know was that my latest control was my 
only control — and it worked!”
All of Carline’s controls are in the alternative 
health niche, which has always been her specialty. 

“I am a big fan of being in a niche. Being in a niche 
is where you’ll make the most amount of money. 
However, I also know when you’re starting off, 
and that’s how it was with me, you’re just trying 
to get a job. So when you’re starting off and some-
one wants you to write an investment letter, or 
wants you to write about gardening, you take it 
because you want the money. I was definitely one 
of those people. But I quickly saw that the health 
field was where my passion was, along with bet-
ter income potential. If you niche yourself, you 
can quickly become an expert. The smaller the 
niche, the bigger the opportunity to become an 
expert in that niche.” 
Carline also shares a word of caution for any 
writers hoping to follow her footsteps. “Most new 
copywriters think they have to go after the large 
companies. Don’t do it. Because you’re only going 
to get one or two chances to go after the large 
companies, so you want to go after them when 
you can really write. Go for the smaller compa-
nies to start, because they can afford to take a 
chance on you.” 
And certainly, the chances Carline has taken over 
the years have paid off. Some of her most lucra-
tive projects have also been some of her strang-
est. “I think the most unusual writing project I 
had was a package on urine therapy. I had a great 
time researching it. I didn’t even think it was a le-
gitimate therapy at the time. It said I actually had 
to drink my own urine in order to believe it, but 
I didn’t do that! And then a couple of years ago, 
I think I wrote half of my packages on digestive 
parasites and constipation issues. And they were 
all working. People made fun of me because of 
all this talk about poop, but I was like ‘Hey, this 
poop is paying the bills!’”
To close, she offers this final piece of advice for 
new writers. “I’m not afraid of competition but it 
can be a little bit daunting when you’re just start-
ing off. So always remember, you do not have to 
be the best to succeed in this business. You just 
have to beat the latest control.” n

Goofing around with a "samurai"  
during a tour of a Japanese castle

interview with a barefoot writer (continued)
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By Carline Anglade-Cole

World-class copywriter Clayton Makepeace 
launched a health revolution — and he did 

it in a weekend. 
That’s how long it took him to write the block-
buster promotion called “Give Me 90 Days.” It 
was for a newsletter called Health & Healing. 
Back in 1991, that promotion mailed MILLIONS 
of pieces each month for over two years. I know 
— at the time, I was the Marketing Manager re-
sponsible for finding the mailing lists for that 
fantabulous promo!
My mentor Clayton Makepeace wrote that pack-
age in less than 48 hours, sitting poolside and 
tanning his cute cheeks.
So why did it take ME six to eight weeks to write 
a halfway decent health promo? And how long 
does it take me now? Well, let me tell you my sto-
ry, and how it can help you …
Back in 2005, I’d been a copywriter for six years, 

and I decided to give myself a huge challenge: Cut 
my writing time in half without sacrificing qual-
ity and profitability of my work. 
How’d I do? 
Not only did I achieve my goal, I BEAT IT in 
spades! 
Back then, I was writing about six direct-mail 
packages a year. These were mostly 24-page 
magalogs/tabloids. I also completed a few other 
smaller projects — inserts, renewal programs, 
etc.
My success rate was around 66% — in other 
words, four out of six packages became controls. 
In 2006, I put into practice my speedwriting pro-
gram and I wrote 14 magalogs/tabloids … provid-
ed copy for a new website launch … wrote several 
inserts, calendars, other small projects, and copy 
chiefed a half-dozen junior copywriters on other 
projects. 

7 Keys to Writing Faster 
and Making Lots 
of Moolah!

featured essay
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Phenomenal, right? But that’s not all …
… I wrote six of the tabloid packages in less than 
three weeks — one package launch took me just 
10 days! (I was getting closer to Clayton’s record!) 
Plus … 
I more than DOUBLED my copywriting income 
and my success rate shot up to 86%! 
In other words, I was getting 20% more royalty 
income from six additional packages! 
Fast forward a couple more years. In 2008-2009, 
I wrote nine packages in less than 12 days — and 
eight of them became controls! 
Now, here I am, with more than 14 years of copy-
writing experience under my belt. And just last 
month, I finished a project so fast it made my cli-
ent’s head spin. He subtly accused me of rushing 
to finish the job. But when he read the copy — 
he loved it — and had little to no changes to the 
copy!
(I have to admit I was a little ticked off by the 
accusation. So if I ever decide to write for that 
client again, do you think I’ll change my writing 
approach? Heck, no! I’m sticking to this winning 
formula — so I’ll just let his copy “sit” for a couple 
or three weeks longer before sending it to him!)
Now, I’m not telling you all this stuff just to brag 
(well, maybe just a little) — I want you to know 
that the secret to my success isn’t rocket science. 
You too can put a few of these lit-
tle tricks to work — and you’ll 
see your copywriting income 
SKYROCKET too! 

So follow my advice and enjoy these seven keys to 
writing faster and making lots of moolah! 

#1: Before you write one single 
word: Know what the heck 

you’re talking about. 
In other words, do your research. Spend time 
getting into the mind of your prospect. 
My clients usually send me a copywriter research 
kit. But if they’re struggling to find credible and 
usable info, I always recommend my top-dawg 
researcher Sandy Ferguson. 
You’ve got to convince yourself this is the best 
product ever and everyone needs to know about 
it. And, if at all possible, use the product! 
I always request samples and use whatever I’m 
working on. (With the exception of the male po-
tency stuff. Doesn’t work for me and my husband 
swears he’ll never need it.) 
I want to see and feel a difference the product 
makes on ME. In other words, I’m convincing 
myself before I try to sell anybody else! 
Many times, I’m so certain the product works, I 
write my own testimonial in my package! 
If you’re working on a product and don’t believe 
its value — do yourself a favor and turn down the 
job. The odds of failure are great — and why do 
you want to sell a crappy product anyway? 

#2: Work with a few clients — and 
really get to know their business! 

As I mentioned, I’m in my 14th year as a free-
lance copywriter. And I’ve found the years I 
worked with just two or three clients produced 
more revenue than when I worked for six or more 
companies! 
Of the 14 packages I wrote last year, 10 were from 
two clients. They were a variety of nutritional 
products — but all were going to the same demo-
graphics and files! That means I knew immedi-
ately who I was writing to.

featured essay (continued)



THE BAREFOOT WRITER  •  PAGE 17  •  AUGUST 2013

I didn’t have to “learn” my market every time — 
just had to get into the benefits of the product. 
And because I was familiar with the companies, I 
knew their risk tolerance. That helped avoid a lot 
of edits from the legal department! 
Let me also say this: I do believe it’s important 
not to “put all your eggs in one basket” — in other 
words, I make it a point to write for at least two 
new clients every year to pump new blood into 
my business. But I make sure the new clients fit 
my niche. That way I don’t have to re-learn an 
industry. 
(Of course, one exception to this rule was the op-
portunity to work on an Oprah project — how 
could I turn THAT down!)
Limiting yourself to one client — without a sweet 
exclusivity arrangement — means if your only 
client is having a bad year — so are you! 
Now, this next tip is my #1 way to handle “writ-
er’s block”!

#3: Stop staring at the blank screen! 
If ideas aren’t coming to you, 
get up and do something else. 

Give yourself permission to goof off. 
When I’m stuck, I take my 98-year-old grand-
mother to Walmart … tackle a new recipe in my 
favorite crock-pot cookbook … or take a nap. 
Sounds contrary to SPEEDwriting, doesn’t it? 

Well it’s not. Here’s why … 
Before I enjoy these diversions, I tell myself, 
“Okay, Carline, you can take a break, but you need 
to come up with a headline, or lead, or whatever.” 
Then I get up from my computer. 
What I’ve done is given my subconscious a direct 
order to start working. While I’m “goofing off,” my 
subconscious is free to be as creative as possible. 
Many times, I’ve burned a meal because right in 
the middle of cooking, an idea pops in my head. I 
start writing it down and am usually back at my 
computer and raring to go! 
Don’t believe me? Then read the book, Psycho-
Cybernetics by Maxwell Maltz. You’ll discover 
how to unleash the power of the subconscious 
mind. Then, try it for yourself. I promise — it’ll 
work for you! 

#4: Never start with a blank screen! 
You get writer’s block ‘cause you 

don’t know what to say.’ Plus, that 
blank page can be very scary! 

So the first thing I do when I start writing is to 
quickly fill up the blank page. For example, you 
know you’ll need an order form, guarantee, testi-
monials, and other static elements — so go ahead 
and cut and paste some standard ones into your 
document. 
Then write the words, “Big Freakin’ Headline 
Goes Here!” — Hey, look, you’ve already got at 
least three pages of copy — and you haven’t even 
written a word yet! 
Don’t worry, you’ll eventually tweak your origi-
nal headline and make it stronger — but at least 
for now, you’ve got something! 

#5: Take rest breaks: Tell yourself 
you’re only going to write for 15 

minutes and then you’ll take a break. 
That’s easy, right? What you’re doing is called 

featured essay (continued)
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“baby steps” — take a huge project and break it 
down into easy-to-handle segments. 

After 15 minutes, you can take a break. But most 
likely, you’ll find you’re writing for 30 … 45 … 
even an hour or more! 

#6: Don’t reinvent the wheel: 
Ask clients if they have standard 

elements of a package they 
prefer to use. 

For example, one of my clients uses a standard 
order form for his promotions. Why spend time 
writing a new order form when it’s going to get 
dumped and replaced by the standard one? 

Instead, focus your time on writing a strong 
headline for the order form and killer copy for 
the positive acceptance statement (the “YES! I 
want to … ” section of the order form). 

#7: Minimize distractions: When 
you’re in heavy-duty writing 
mode, keep your momentum 
by eliminating distractions. 

In the movie, “The Pursuit of Happyness,” Will 
Smith’s character found out he could save eight 
minutes a day just by pushing the hang-up but-
ton instead of physically hanging up the phone 
after every sales call. And he saved even more 
time by not drinking water so he wouldn’t have 
to go to the bathroom. 

What he did was maximize productivity by min-
imizing distractions. You can too. 

Put your phone on mute while you’re working. 
Contact your client and request any additional 
info by email only…

… let your neighbors know you really do have a 
job and not to “pop in” … 

… and post a sign on your door for your kids that 
says, “WARNING: DON’T BOTHER ME UN-
LESS YOU’RE BLEEDING FROM YOUR EYE!” 

In other words, do whatever you need to protect 
your writing time! 
I know I promised you seven keys to speedwrit-
ing. And I hope these are helpful to you. But a 
good copywriter always delivers more than 
promised. So here’s probably the real key to my 
success … 

#8: Love what you do and 
“niche your passion.” 

When I first started copywriting, I took whatever 
job I could get. I needed the money and the ex-
perience. But I didn’t achieve real success until 
I focused on just one area and made myself an 
expert. 
I love the alternative health field and I love writ-
ing about nutritional supplements. So now, 90% 
of my projects are for the nutritional health field. 
I turn down projects that push me too far away 
from my niche. That way, I stay focused on the 
pulse of my market … and write faster, more 
profitable copy! 
And, I count my blessings.
Last week, I sent an email to my clients saying I 
would be out of the office for a week. That’s it. No 
explanations. No request for “time off” or won-
dering if I had enough sick leave to cover me. Just 
said I wasn’t working that week. 
What they didn’t know was I took the week off 
to take care of Mama Da, my 98-year old grand-
mother. My mom needed a break as a full-time 
caregiver. She went to Florida for vacation and I 
volunteered to move into her house and provide 
the necessary care for Mama Da. 
Sure, I could’ve juggled my schedule to get some 
work done. But I didn’t want to. I wanted that 
time for my grandmother.
Copywriting is the only job I’ve ever had in my 
entire life where I have that much freedom — 
and can still make a decent income. Talk about 
a blessing! n

featured essay (continued)



October 
23-26 
2013

Master the Success Secrets for the 
Hottest Writing Industry and Launch 

Your Writing Career in Just 3 1/2 Days…

Where: The Delray Beach Marriott � When: October 23 – 26, 2013
Registration normally is $1995 � Early Bird Discount: $1795!

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 2013 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 se-
crets in a fast-paced and dynamic environment. 

As a new or aspiring copywriter you’ll get a leg up 
on your copywriting skills and immerse 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 copy-
writing career. 

During the intense 3 ½ day event you’ll:

Ø  Learn firsthand from legendary copywriters and 
marketers like Richard Armstrong,  Bob Bly,  Her-
schell Gordon Lewis,  Clayton Makepeace, Nick 

Usborne and many more …

Ø  Master crucial copywriting skills to deliver control-
winning copy every time …

Ø  Meet with marketers from major companies like 
Nightingale Conant, Newsmax Media, Agora 
Publishing and many more who are looking to 
hire new copywriting talent …

Ø  And walk away with getting client techniques 
and proven business-building strategies to take 
your copywriting business to a new level the day 
you return home.

It doesn’t matter where you are in your writing ca-
reer… 3 ½ days in Delray Beach could launch your 
writing dreams for good.
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Here are your July Poll Results!
We asked: What inspires your creative ideas?

You answered:

 Total quiet

 White noise, like the buzzing of a fan 
   or outside traffic

 Classical music

 Music with lyrics

 The din of a coffee shop
 Talk radio
 Television
 Any kind of noise
 Other

reader poll

What sound or sounds do you prefer while writing? 

Dogs � dogs that misbehave 
� large cats � deaf cats

12%
PETS

The beach � anywhere with my spouse � 
tropical climates � Marseilles � California’s 
Central Coast � mountainous areas

12%
TRAVEL

Children � people in bars 
� the news and events 
of everyday people � 
people eating in cafés

11%
PEOPLE

WATCHING
Hanging out with other writers � 
going to the gym � a good coffee 
shop with friends � strolling 
around the neighborhood

11%
GETTING 
OUT OF 

THE HOUSE 
OR OFFICERainy days � tornados � heavy 

spring rains � the heavy, humid 
weather that follows a thunder-
storm � cool spring breezes

10%
THE 

WEATHER All of the AWAI programs � 
any program that includes 
exercises � my favorite 
book, Three Cups of Tea

8%
WORKING YOUR 
WAY THROUGH 

BOOKS/PROGRAMS 
ON WRITING

70’s soft rock � country � the 
softer side of all the genres

8%
MUSIC

Google � health and nutrition 
sites � self-help sites � sites 
with inspiring quotes

4%
SURFING THE 

INTERNET

Protein shakes � ice 
cream � vegetarian 
food � anything but 
beer!

4%
FOOD AND 

DRINK

Barbeque � herbal 
natural flowers � 
peppermint

4%
CERTAIN 
SMELLS

4%
ALL OF THE 

ABOVE

Communing with nature in my garden 
� running � dog-walking � free-writing � 
having a problem to solve � driving around 
� imagining stories from the scenes I see

12%
OTHER

This month, we’d like to know …

https://www.surveymonkey.com/s/YVW25T5
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Clayton Makepeace, widely regarded as the 
world’s highest-paid copywriter says, “Build-

ing a swipe file is easily one of the most power-
ful things you can do to advance your career as a 
copywriter.”
A swipe file is a collection of the best sales mate-
rials you come across while studying great copy. 
If you find yourself thinking, “I wish I had writ-
ten that!” about something you read, add it to 
your swipe file. 
You can include headlines, quotes, or even com-
plete sales promotions. The purpose is to have 
access to inspiration for writing your own copy.
Many experts agree that a swipe file is essential 
to a writer’s success.
So, how do you create your own swipe file? Here 
are three easy steps: 

Step 1
Choose a place to store 

your swipe file. It can be as 
simple as a shoebox — and 

until recently, mine 
was. However, I de-
cided to move my 

swipe file completely into 
the cloud — specifically in Evernote — and I 
haven’t looked back. Here’s why:

 l Everything is organized, neat, and in one 
place so you can quickly find what you’re 
looking for, get inspired, and start writing.

 l You’ll never have to worry about losing any 

By Christina Gillick

3 Steps to Creating Your 
Own Inspiring 

Virtual Swipe File

barefoot living in the cloud
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of your inspiration because it’s backed up and 
you can access it anywhere. 
 l You can throw out any physical copies — and 
stop printing new ones — to de-clutter your 
office and cut back on printing costs. 

To use Evernote, sign up for a free account at 
Evernote.com.
Tip: If you’d prefer not to use Evernote, an alter-
native is to create a single folder on your comput-
er called, “Swipe File.” Just don’t forget to back it 
up on a regular basis. 

Step 2
Convert your physical swipe file to a vir-
tual swipe file by taking pictures or scan-
ning in your documents. If you have a lot 
of pieces, you can spread this step out 
over time. 
This is also a great way to save relevant 
direct-mail pieces — known as “junk 
mail” — from your mailbox. If some-
thing is mailed to you more than once, 
it’s likely working. Otherwise the mailer 
would stop paying to send it. 

Step 3
Make a commitment to keep collecting new piec-
es for your swipe file so you’ll have a lot of inspi-
ration to choose from. 

 l If you don’t have a niche, start with AWAI 
communications. Because their writers are 
all trained professionals, their promotions are 
great to swipe and learn from. You can sign 
up for their mailing list at awaionline.com. 

 l If you do have a niche, study AWAI’s promo-
tions anyway … but also sign up for mailing 
lists in your niche. Then, review any promo-
tions they send and save the ones that inspire 
you. 

Tip: Do double duty as you build your swipe file 
— every promotion in your file comes from a po-
tential client. Be sure to save their information so 
you’ll have a head start when marketing to them. 
Keep in mind: When you want to save an online 
swipe piece, don’t just save the URL. Be sure to 
keep the inspirational part because it may not 
be there later. After all, companies constant-
ly move pages around on their sites. Evernote 
makes it easy to save the content of a page with 
their browser add-on. It saves any web page as it 
appears. 
As you’re building your swipe file, you’ll begin to 
recognize good copy and see new ideas. Use my 
suggestions to find copy that inspires you. 
And, go beyond traditional direct-response piec-
es. Inspiration can be found everywhere — from 
fiction books to magazine covers. If it inspires 
you, add it to your file. 

Then, study it to see what you can learn. ¢

Any man who keeps working is not a failure. He may 
not be a great writer, but if he applies the old-
fashioned virtues of hard, constant labor, he'll 
eventually make some kind of career for himself as 
writer.

— Ray Bradbury

barefoot living in the cloud (continued)
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“Despite not being overly smart or talented, over the 
past three decades I have made millions of dollars as 
a freelance direct-response copywriter and 30 years 

after I started, I still have fun every day doing it!”  
— Bob Bly

Today I’d like to introduce you to this amaz-
ing world that’s been so good to Bob … to me 

… and can be to you too if you can write a simple 
letter. 
But first, what is a freelance direct-response 
copywriter? It’s someone who works from home 
(or just about anywhere), writing sales messag-
es for companies that sell products directly to 
consumers.

Take Paul H., for example. Paul was stocking 
shelves in a supermarket when I met him. Now 
he’s making $300,000 per year as a copywriter. 
This is how Paul describes his life now: 

I spend most of my time in a little historic town 
in the Vermont countryside and one week per 
month a short walk from the beach in South 
Florida.
I have no bosses, no commute.
I write from an extra room I set up in my home. 
Some days, I’ll head to the local coffee shop, 
just for a change of scenery.
For a break, I’ll walk over to the old Equinox 

By Mark Morgan Ford 

This Growing Writing Industry is Already 
Desperate for Good Writers … and the 
Income Potential Proves It!
With this issue, we celebrate two years of bringing you the best strategies for making a great living 

as a writer. In honor of that, we want to highlight what continues to be the most lucrative and 
in-demand opportunity: direct-response copywriting. 

Many of you are familiar with this 2.3 trillion industry that spans the globe and gets bigger each day, 
thanks especially to the Internet.

But if you haven’t yet tested the waters of direct-response copywriting — or if the concept is entirely 
new to you — then you’ll want to learn more about it. 

It’s the perfect writing opportunity for anyone who dreams of plenty of income, a flexible schedule, 
and the freedom to work where you please.

Enjoy the following piece from Mark Ford, who has spent the last 30 years helping people live richer, 
more fulfilling lives as direct-response copywriters.

— Mindy McHorse, Editor for The Barefoot Writer

How to Become a Freelance Advertising Copywriter

barefoot writing opportunity
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Resort for lunch — or take our dogs, Yukon and 
Betty, over to Hildene Meadows for a run.
I absolutely love the freedom of it!
My neighbors think I’ve taken early retirement 
— probably because they never  see me 
working.
In many ways, I have retired. Because, for the 
first time in my life, I decide how my days will 
be spent. Some days, I’ll feel like working for 
a few hours (typically in the morning). Other 
days, I’ll play some golf, tennis, ski — or just 
hang out with my 14-year-old son.
But what surprises people most (and may sur-
prise you, too) is the income my “retirement” 
lifestyle gives me: around $300,000 per year.

The income potential from copywriting is sig-
nificant. If Paul wanted to work fewer hours, he 
could do so at the drop of the hat. He could work 
just two hours per day and make $60,000. Or half 
days and make $150,000.
But it’s not just the money that makes being a 
freelance copywriter so appealing. It’s the free-
dom it gives you to create your “ideal” career.
That’s what Krista Jones did. After 18 years as an 
engineer, Krista was ready to find a less stressful, 
more satisfying career. “It was easy for me to walk 
away from my career after I [learned the skill of 
copywriting],” she told me. “I had all of the work I 
could handle. I feel like I’m finally leading the life 
I was meant to live.”
Krista was in her 30s when she began copywrit-
ing. Paul was a 30-year-old. But you can get into 

the game at any age. Take Starr Daubenmire, 
who became a copywriter at 58 after she was laid 
off from her job as a quality control coordinator. 
Says Starr:

I realized I was living the copywriter’s life 
when I became glad I had lost my corporate 
job. Believe me, I was terribly insulted when it 
happened, and it was a huge blow to my confi-
dence. But now I know I have the skill and de-
termination to depend on myself — not some-
one else, and especially not a corporation that 
viewed me as a statistic, rather than a real 
person. Now I don’t worry about the company’s 
bottom line — I take care of my own.

Starr’s been a copywriter for several years now, 
and she says, “The freedom factor just keeps get-
ting better. I can take a two-hour lunch and go 
for a swim. I can run to the school and pick up a 
sick grandchild. And I can work from anywhere I 
like — home, the bookstore, while traveling. Ab-
solutely nothing beats being your own boss!”
And you don’t have to commit yourself to work-
ing full-time to enjoy the benefits of copywriting. 
Many people work part-time as freelance copy-
writers to supplement their current incomes.

What Is Direct-Response 
Marketing?

Companies use direct response to sell everything 
from mattresses to financial newsletters … from 
health supplements to fruit baskets. Nonprofits 
— from political candidates to environmental or-
ganizations, to children’s aid groups — raise bil-
lions using direct-response techniques, too. And 
let’s not forget the multibillion-dollar Business-
to-Business market, one of the most lucrative and 
in-demand niches of the direct-response indus-
try for copywriters.
All of them use direct response because a well-
written letter can bring in millions of dollars — 
for a fraction of the cost of opening a storefront 
or selling wholesale to retailers.

barefoot writing opportunity (continued)
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Direct-response marketing allows companies to 
reach the people and businesses most likely to 
buy their products … simply by sending letters 
and emails to those who have shown an interest 
in similar products in the past.
But a direct-response promotion is nothing with-
out the right words. It needs to convey the right 
message … say the right things … be structured 
in the right way … and be written to make the 
prospective buyer take action.
And these days, more and more selling is done 
online. Through websites, emails, landing pages, 
discussion boards, and forums — even through 
the pages of well-known social media sites like 
LinkedIn, Facebook, and Twitter … and lesser-
known ones like Friendster, MyLife, Ning, Plaxo, 
XING, and others.
That’s where the copywriter comes in.

Income Potential
Advertising copywriters typically make from 
$50-500 per hour. (That’s $100,000-$1 million 
per year, working 40 hours per week.) How much 
you can make per hour depends on two factors: 
how good you are and what kind of businesses 
you work for.

Competent copywriters can find plenty of work 
writing sales brochures and letters for local busi-
nesses. Writing copy for a six-page brochure, for 
example, will take between two and five hours 
— depending on the skill of the copywriter. At 
the local level, businesses would be happy to pay 
$500 for a brochure.
Good copywriters tend to work for larger com-
panies with national or international reach. Such 
companies spend millions of dollars on advertis-
ing every year, so their budgets for copywriting 
are much larger. 
Writing a sales package for a new product might 
take the copywriter 40-60 hours. The compen-
sation for such a package would typically range 
between $4,000 and $10,000.
The best copywriters (and there are hundreds of 
them) charge $10,000 to $50,000 per package and 
then demand royalties on sales that their letters 
generate which can easily double or triple their 
base fees. Sometimes royalties can bring them 
hundreds of thousands of dollars in commissions 
while the advertisement is running.

Make $206,000 Writing 
One Letter per Month!

Get paid $206,000 to write 12 letters? It can (and 
does) happen.
A writer with an established track record can 
command $8,000 per letter. So 12 letters pays 
$96,000 in writing fees alone.
Now let’s say six of those letters become “con-
trols” — which means they bring in the most 
money and keep mailing time after time. If, over 
the course of a year, each of those six letters mails 
five or six times, your royalties can add up to an-
other $120,000. 
That’s over $206,000 per year, writing one letter 
a month!
More letters equal more writing fees. More con-
trols equal more royalties! 

barefoot writing opportunity (continued)
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The Size of the Opportunity
One of the best-kept secrets in the advertising 
world is how large the direct-response industry 
is. When you think of advertising, you typically 
think of Madison Avenue executives designing 
magazine ads and television commercials. But 
the big market for copywriters is the direct-re-
sponse industry — with yearly sales of $2.3 tril-
lion worldwide.
In fact, direct-response advertising is larger than 
magazines, television, and radio advertising put 
together. And it is fast becoming the dominant 
form of advertising on the Internet, as well.

 l Direct-response marketing represents 54.2% 
of all ad spending in the U.S.
 l 30% of the $55 billion spent on direct mar-
keting in the U.S. is for online campaigns

 l There are more than 3,500 companies in the 
direct-marketing services industry
 l Every $1 spent on direct-marketing ads 
brings in an average of $11.65 in sales
 l Direct marketing generated 8.3% of the total 
U.S. gross domestic product in 2010.

The leading industry organization, the Direct 
Marketing Association, cites that there are 1.4 
million employees working with direct-market-
ing companies in the U.S. Because of its immense 
size, the direct-response advertising industry 
employs hundreds of thousands of freelance 
copywriters and is always looking for more.
That means plenty of opportunities for new writ-
ers — and the ability for copywriters to pick and 
choose where they work.

Copywriting is the Perfect 
Transitional Income Opportunity  

and the Perfect Part-Time 
Retirement Business

Most Barefoot Writer readers have part- or full-
time jobs. That means you don’t have the ability 

to jump into copywriting full-time. You need to 
continue making money while you learn your 
new trade.
Copywriting offers you the chance to do just 
that. You can learn the skills you need in the eve-
nings, on your lunch breaks, after dinner, or on 
the weekends. And you can begin your own free-
lance career working odd hours too.

Or, if you are retired, need more income, and 
dread going back to work full-time, copywriting 
can offer you the opportunity to enjoy a good 
secondary income without working 40 hours 
per week. Many copywriters do that, especially 
after they have achieved their financial goals. 
They keep writing because they love to and be-
cause it brings in extra income — which is always 
welcome.
Take Kelly Richardson, for example. He wrote to 
me a while back to thank me for introducing him 
to the copywriting opportunity. He says, “Work-
ing VERY part-time (I’m still a full-time high 
school English teacher), I’ve just cleared over 
$40,000 in project fees in the past year.”

What It Takes to Succeed
When most people think of writing professional-
ly, they assume that it takes a great deal of natural 
talent to succeed. And some professional copy-
writers like to keep this idea alive because it is 
flattering to them. (You know the type … ‘I make 
six-figures as a writer. Therefore, I am a creative 
genius.’) 
The truth is that having a natural talent for 

barefoot writing opportunity (continued)
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writing, though helpful, is not at all necessary. 
Some of the best writers in the business have no 
formal writing background at all. They just like 
to write and have learned the skill of copywrit-
ing. If you can write a simple letter or tell a sim-
ple story, you have the fundamental writing skills 
you need.
How could this be? Writing novels and poems 
and essays requires skill and creativity. But writ-
ing sales copy is simpler. The reason for that is 
the most basic principle of the sales process: At 
the emotional level, most people are the same. 
We tend to respond the same way to exciting sto-
ries, to big promises, to hidden secrets, to per-
sonal invitations, etc., in a predictable way. Suc-
cessful salespeople understand those patterns. 
As a student of direct-response advertising, you 
can learn those patterns and employ them to 
write letters that sell.
In my experience, it takes about six months of 
guided practice to attain competency as a copy-
writer. At that point, you should be able to be-
gin soliciting clients at the $50-per-hour range. 
If you continue to practice your trade diligently, 
you can become relatively expert at copywrit-
ing in another 18-24 months. By that time, you 
should be able to take on larger clients who will 
be happy to pay you $100-$500 per hour. (You 
normally don’t charge by the hour. You charge by 

the job. These hourly figures are estimates based 
on average productivity.)

How to Get Started Now
If you think you’d like to become a freelance 
copywriter, you can get started immediately.
The first thing I recommend is that you read (or 
re-read) the bonus report, 
Copywriting 101: Secrets 
for Launching Your Mil-
lion-Dollar Writing Ca-
reer, which you got when 
you signed up for The 
Barefoot Writer. It will 
give you a more detailed 
idea of the benefits and 
advantages of this line of 
work. It will also give you 
more examples of how 
copywriting has changed 
the lives of many AWAI 
members. ¢
Editor’s Note: If you’re ready to learn the valuable 
skill of copywriting, take a look at AWAI’s popu-
lar Accelerated Program for Six-Figure Copywrit-
ing. It’s based on the original teachings of Mark 
Ford and has been revised and improved a dozen 
times in the past 15-odd years with the help and 
insights of many of today’s best copywriters.

cover photo contest – Win $100!
You Could Be On The Cover Of The Next Issue Of The Barefoot Writer … PLUS Win $100!
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. 

Copywriting 101
Secrets for Launching Your 

Million-Dollar Writing Career
By Katie Yeakle
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I know Rebecca and I have said this many times 
before, but it bears repeating: If you want to be-

come a better, more successful writer, you need to 
write every day. 

There’s no getting around it. You must have a 
daily writing routine to perfect your craft.

So what should you write? Here’s one suggestion 
you might not have considered: write your life 
story. A life story is simply an account of your 
life experiences and memories — the wisdom life 
has given you, the heartaches and happy times, 
the friendships, the love you’ve experienced, the 
people and events that shaped your world … and 
your thoughts and feelings about them. 

If you have children or grandchildren, writing a 
personal history about yourself can be a special 
and lasting legacy of your life that can be handed 
down for many generations. Your words will be 
cherished far beyond anything money can buy. 
But even if you don’t have children or grandchil-
dren, writing your life story will still be invalu-
able as an excellent writing exercise.

Here are 10 tips for writing your life story:

1. Make a memory list.
Open two Word documents (or use two loose-
leaf notebooks if you prefer writing longhand). 
Your life story will go into one document, while 
in the other, you’ll compile a list of the most in-
teresting or meaningful episodes, experiences, 
and milestones that make up the tapestry of your 
life. Write as many as you can in just a few words. 
For example, First day of school. Birth of child. 
How I met my spouse. Proudest moment of my life. 
Best Christmas.
You don’t need to start at the beginning of your 
life and chronologically jog your memory. That 
route takes too long and usually results in the “I 
was born” type introduction. Simply write what-
ever memory comes to mind regardless of when it 
happened in your life. That memory will prompt 
another, and before long, a stream of memories 
will return.

2. Use memory joggers.
To spark your memory, pull out old photos to 

By Katie Yeakle

Everybody Has 
a Story to Tell

did you know?
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trigger an avalanche of memories. Or, you might 
want to purchase To Our Children’s Children by 
Bob Greene and D.G. Guilford or How to Write 
Your Autobiography by Patricia Ann Case. 
Both of these books have an array of questions 
to jog your memory and are grouped into cat-
egories such as family and ancestry, the house 
and neighborhood where you grew up, schools, 
holidays and celebrations, romance and relation-
ships, habits, humorous incidents, meaningful 
traditions, parenthood, careers, and so on. For 
instance, “What did your family like to do on 
weekends? Describe one particularly memorable 
weekend.” Or, “What was your biggest fear as a 
child and how did you deal with it?”

3. Write whatever 
comes to your head. 

Don’t worry about style or how it sounds. You 
can always edit it later.

4. Be honest. 
Don’t write events as you wish they would have 
happened, but as they really did happen. 

5. Write the way you speak. 
Your writing reflects your lifestyle, your behav-
ior, and your background, so don’t try to impress 
or make this a literary work of art. 
The famous Russian immigrant, George Papash-
vily, wrote an autobiography whose charm and 

warmth came largely from his broken English 
and clumsy word structuring. He wrote about his 
apprenticeship to a swordmaker when he was 10 
years old.

“Work 14 hours in every day and the master’s wife 
had a pleasure to wash, always to wash. In suds 
and out of, rubbing and scrubbing, even the walls 
and windows and street before the door knew her 
brush and mop.” 

6. Don’t merely recite events. 
Write about how you felt or your opinions, your 
thoughts, your relationships.

7. Don’t forget to include humor. 
Every life has a little comic relief. What events 
made you laugh? Were there events that didn’t 
seem funny at the time, but now, in retrospect, 
you find funny?

8. Show, don’t tell. 
Instead of writing, “I have never been as happy 
as when my baby was born,” describe the scene 
where you are holding your child in the delivery 
room and tears of joy are streaming down your 
face. Show how you cradled the baby with your 
arms and gently kissed his face. If you show that, 
you can show happiness.

9. Add details. 
Details — like colors, sizes, sounds, smells, tex-
tures — bring to “life” the things and places 
you’re writing about. 

10. Plan to write every day. 
Even if you spend only 15 minutes, write daily 
without fail. In time, writing should become part 
of your daily routine.

Writing your life story promises to not only ben-
efit you as a writer, it will provide your loved ones 
and unborn generations a personal and price-
less legacy of your life they will cherish for many 
years to come. ¢

did you know? (continued)
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By Sally Eastwood

In July’s issue of The Barefoot Writer, Katie 
Yeakle wrote about some of the more peculiar 

ways that famous writers of the past got their cre-
ative juices flowing. While it may have worked 
for D.H. Lawrence to climb trees naked; for Edith 
Sitwell to lie in an open coffin every morning for 
a few minutes; or for Agatha Christie to write 
while soaking in a bathtub, these methods may 
be a little, well, impractical in the twenty-first 
century.

Finding the perfect environment for writing is 
extremely important. It’s the difference between 
the wonderful feeling of words flowing effort-
lessly from your brain to your fingers, or, the 
stomach-knotting, nail biting agony of staring at 
your screen willing the words to appear. Here’s 
one simple test to find the perfect place for you.

First, pick a short writing project you need to 
complete. Nothing too complicated — maybe a 
blog post or a short article of around 500 words. 
This month’s Barefoot Writer Challenge would 
be perfect.

Next, set aside an hour for each of the three en-
vironments outlined here, and just write. Assess 
how you feel, how productive you’ve been, and 
don’t make assumptions before you begin. Give 
each one a fair chance — you may be surprised.

The Sound of Silence
Many writers do their best work when they’re sit-
ting alone with no distractions. There’s a good 
reason for this. Millions of years of evolution 
have equipped the human brain to be comfort-
able among the softer sounds of nature: birds 
chirping, rivers trickling, rain pattering, insects 
buzzing. 
To try this out, sit at your computer in your home 
office or at the dining table when no one else is 
around, and turn everything off — even your 
email program, so you’re not distracted by the 
chime of your inbox telling you a new email has 
arrived.
I’ll freely admit that this is how I perform best. 
I’ve tried other methods and I end up flustered, 
antsy, and my brain rebels. I’m writing this with 

Perfect Writing Environment

A Simple Test to Find Your

thinking like a writer
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the dogs sleeping at my feet. The only sounds I 
hear are birds tweeting, the refrigerator hum-
ming, and the faint note of an airplane passing 
overhead. Ah … perfect. 
Is this you? If you feel productive, calm, and em-
powered during this experiment, and your fin-
gers are flying across the keyboard, you’re one of 
the people for whom silence truly is golden.

The Sound of Music
There are many studies describing the power of 
music to aid concentration and memory. Most 
of this is related to classical music, since it has 
no lyrics and therefore lends itself to being in the 
background. However, some people are able to 
concentrate while listening to popular music too. 
My teenage daughter does her homework while 
listening to music on her iPhone. She swears it 
helps her concentrate. Another writer I know 
does his best work listening to heavy metal. As I 
said, everyone is different!
To test this one, sit at your computer and acti-
vate music from whatever source you usually 
use. This could be a separate radio or CD player, 
a streaming Internet station like Pandora, or your 
iTunes library. Then … go ahead and write.
If you’re tapping away contentedly, transported 
by your thoughts, and whatever is playing in 
the background is just white noise, then you’re 
inspired by the sound of music. If, on the other 
hand, you’re concentrating on violins or singing, 
or whatever else is playing, and not on the piece 
you’re writing, this may not be the best method 
for you.

The Tone of the Town
If working at home alone, even with music, feels a 
little isolated, then you probably thrive on stimu-
lation and interactivity. You’d do best creating 
your opus in a coffee shop, café, or other public 
place: somewhere you can be on your own with-
out being alone. Having fellow humans close by, 

yet not invading your space, is the perfect envi-
ronment for many writers. As an added bonus, 
there are yummy things to eat and drink close 
at hand, and you may get creative ideas just by 
watching and listening to the people around you. 

A recent article in The New York Times men-
tioned a study on the effects of noise on cre-
ative thinking. Researchers at the University of 
Illinois at Champaign-Urbana had participants 
brainstorm ideas for new products while being 
exposed to varying levels of background noise. 
Their results found that a level of ambient noise 
typical of a bustling coffee shop, about 70 deci-
bels, enhanced performance, compared with the 
relative quiet of 50 decibels. 

Test this out by heading to your nearest coffee 
shop. If you get distracted by cute guys or girls 
sipping lattes, then maybe this isn’t your happy 
place. On the other hand, if you’re an oasis of 
productive calm within the surrounding hubbub, 
the tone of the town is for you.

It is possible to have the best of both worlds. 
There’s a website called Coffitivity (www.cof-
fitivity.com) that plays an ambient coffee shop 
soundtrack with whooshing espresso machines, 
clattering cutlery, and chattering people. So, 
maybe you can stay home, make your own coffee, 
and just imagine the people around you.

The bottom line is to find the right writing en-
vironment for you. Whether you do your best 
work surrounded by silence, by sound, by people, 
or even by hot water in the bathtub, you’ll write 
faster, write better, and enjoy your writing more. 
Best of all, you’ll ultimately be more successful. ¢

“Give each [environment] a 
fair chance — you may be 
surprised.

thinking like a writer (continued)
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By Cindy Pearson

There is a lot to be said about the impact and 
power of visuals. No matter what kind of idea 

you are presenting, adding visuals will help you 
to get your ideas across in a better and more in-
teresting way. Whether you are giving a business 
or school presentation or you are writing a blog 
post for your website, using images and visual 
aids will help you to not only get your point across 
better, but also to keep your audience’s attention. 

Here are numbers 37-50 of our list of 50 excel-
lent and completely free online applications that 
can be used to create stimulating visuals for any-
thing, whether you are a freelance writer or blog-
ger, teacher, student, or businessperson looking 
to spice up your ideas with some interesting eye 
candy.

Online Image Converters
Online format converters can be extremely con-
venient utilities. They let you convert between 
formats without having to install any software 
on your local machine. Let us take a look at some 
of the best free tools for changing image file 
formats.

There are also occasions in which you might want 
to, or have to, convert an image file into a differ-
ent file format. Here are some of the best online 
applications for converting your image files with-
out having to download and install any conver-
sion software. 

37. Picture2Life is a web application that can 
take your static JPGs or BMPs and turn them into 
GIFs that move and are animated. You can make 
collages and then bring them to life with this 
tool. It works well with many different picture-
heavy sites, including Facebook, WordPress, and 
ImageShack.
(http://www.picture2life.com/) 

38. Image to PDF is a tool that does exactly what 
it says — converts your images to PDFs. The con-
verted PDF will be sent directly to your email 
once the process is completed. This is also a good 
way to compress the size of your pictures before 
sharing them. 
(http://www.pdfconverter.com/
convert-to-pdf-online-free/) 

50 Web Tools for Creating, 
Editing, and Converting Images

From the Editor: As a writer, you’ll bring a lot of value to clients when you understand how to work 
with images. Even better, you can charge extra fees for any add-on graphic design service you offer. 
Whether you’re working on a website with graphics or assisting in stock-photo selection for a report, 
your insight on the graphic content of a project can be a tremendous asset. Enjoy Part 3 in our three-
part series on expanding your knowledge of visual communication.

part 3

cool tools



THE BAREFOOT WRITER  •  PAGE 33  •  AUGUST 2013

39. Photo2Text is a tool that helps you to convert 
an image file into a text file, plain and simple. 
(http://photo2text.com/) 

40. Text-Image.com  is an image-to-HTML con-
verter that allows you to freely get the HTML 
code for your images online.
(http://www.text-image.com/convert/) 

41. Text2Mindmap is yet another free web app 
that does exactly what it says — converts text to 
mind maps. Mind maps are great for organizing 
ideas and brainstorming or studying in a more vi-
sual manner. 
(http://www.text2mindmap.com/) 

42. Photo to Cartoon is a website that allows 
you to “cartoonize” your pictures. It takes your 
regular images and makes them look like cartoon 
drawings and can be a lot of fun. 
(http://cartoon.pho.to/) 

43. Cartoonize is a web tool that probably 
gives you the most accurate cartoon versions 
of your pictures. Try it out and have some fun 
turning yourself or your friends into comic book 
characters. 
(http://www.cartoonize.net)

44. Picascii is an online tool for creating ASCII art. 
Using this tool, you can convert image files into 
ASCII TEXT and HTML. 
(http://www.picascii.com)

45. Share As Image  is a great tool for taking 
notes. Use it to highlight text found on any web-
site and then convert this highlighted text into an 
image and save it for future reference or to share 
with others immediately via social media. 
(http://www.shareasimage.com)

46. Map2Pic is a great tool for map enthusiasts 
and travelers. If you don’t have Internet access 
when traveling, take screenshots ahead of time 
using Google Maps and then save the files so you 

can look at them and use them later. 
(http://www.map2pic.com/en/)

47. Convert Hub is a great image conversion 
tool. It converts image file types to other image 
file types and supports JPG, GIF, TIFF, BMP, and 
much more. 
 (http://www.converthub.com/) 

48. Image to Favicon.ico is a good tool to use if 
you need to convert an image into the *.ICO icon 
format. It’s a great tool when setting up a website 
or blog and creating icons for quick links to other 
sites and profiles.
(http://www.prodraw.net/favicon/index.php)

49. Safe Mail is a pretty interesting tool and is 
good for bloggers that want to avoid receiving 
spam mail from bots. Just type in your email ad-
dress and create an image of your address that 
you can post on your blog. This way, real visitors 
you want to email you can see the image of the 
address and send an email to it, but bots can’t reg-
ister it, because it’s not written as text on your site. 
(http://safemail.justlikeed.net/)

50. Email2Image is a tool that does the same 
thing as Safe Mail and is just as effective. It con-
verts your email address into an image of the ad-
dress, which you can post on your site and avoid 
spambots for good.
(http://email2image.com/Convert-Email-to-Im-
age.aspx) ¢

Cindy Pearson is a blogger at the PDF Converter Tips 
& Tricks Blog. This article is based on one of her posts:
http://www.pdfconverter.com/resources/blog/
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I’ll admit it. I’m a planner. I used to be proud 
of it and even tried my hand at wedding plan-

ning. But I gradually came to realize that spend-
ing an entire working day just planning a project 
is not a good use of my time.
One of the great things about freelancing is the 
ability to raise your hourly income by being more 
productive. Planning doesn’t directly equal in-
come. Productivity does.
As I’ve become more focused on productivity, 
I’ve begun to recognize a lot of planning for what 
it is: a convenient way to procrastinate. Sure, you 
feel like you’re working, but you’re probably just 
delaying the actual work.
To make sure I’m getting the most important 
thing on my schedule done every morning, I … 
eat a frog.
If you haven’t heard of this technique, let me as-
sure you, I don’t eat an actual frog.

Brian Tracy, author of Eat That Frog!: 21 Great 
Ways to Stop Procrastinating and Get More Done 
in Less Time, made this concept popular.
Basically, you do the 
worst thing on your list 
first thing. Then the rest 
of the day is easy.
Here’s how to determine 
what your own frog is 
and make sure you eat it:
Before you end work 
for the day today, figure 
out your most impor-
tant tasks for tomorrow. 
These should be things 
that will move you clos-
er to your writing goals 
or directly impact your 
income. My list includes 

By Christina Gillick

Eat That Frog!

monthly motivator
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writing a project proposal, calling a client, and 
updating my website.
Now, choose the worst of the most important 
things — the one you’re dreading the most — 
and circle it. Then put a star next to your favorite 
item.

I’m scared to death of making phone calls — even 
“warm” calls — so that’s definitely my frog. I’ll 
do it first thing tomorrow morning. This sets my 
tone for the day. I can do anything! And I have 
more energy and passion.
Next, I’ll write and send that project proposal. 
But in comparison to my frog, the proposal is a 
piece of cake.
Then, once all my tasks are done for the day, I’ll 
reward myself with my favorite task: updating my 
website.

Now, this only works if you eat the frog first thing 
in the morning. Resist the temptation to do small 
things first. Don’t check email. Don’t return 
phone calls. Don’t write a nonessential blog post. 
And don’t plan how you’re going to eat that frog.

Just eat it.

If you allow yourself to procrastinate by doing 
smaller, less essential tasks, your motivation and 
valuable time will be gone. Then you’ll have to 
tackle that big, scary task with less enthusiasm 
and energy. If you’re like me, that means you’ll 
put it off until tomorrow and feel guilty.

If you have a 9-to-5 job, you might be wondering 
how you can eat the frog first thing in the morn-
ing and still get to work …

You have a few choices. You could get up ear-
lier and eat your frog before work, or you could 
schedule time each evening to eat your frog.

I personally recommend getting up earlier be-
cause after you come home from your J.O.B., 
your creative energy is likely gone. And other ob-
ligations will be screaming for your attention.

If you commute to work in traffic, try leaving 
your house an hour earlier. Eat your frog at the 
office. This way, you miss the morning traffic 
and save yourself some time and frustration. ¢

Get Involved with The Barefoot Writer!
4 Ways to Make the Most of Your Membership:

1. Have something to share?
Submit any thoughts, questions, opinions, or stories about 
your own writer’s life to info@thebarefootwriter.com. 

2. 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! 

3. 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 sim-
ple photo. And, you’ll get to call yourself a cover model.

4. 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.

monthly motivator (continued)

mailto:info@thebarefootwriter.com
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Q: I believe it is possible to have the writer’s 
life, though I have a lot to learn. How do 

you suggest I stay motivated along the way? 

A: (Katie Yeakle) A great technique for stay-
ing motivated is to set small goals that lead 

up to your main goal. Let’s say your main goal 
is to leave your job, become a full-time freelance 
writer, and make $50,000 your first year. You can 
break that up into little benchmarks, like switch-
ing to part-time at your job, finishing your first 
writing program, or even landing your first client.
It’s also important to celebrate those little vic-
tories. So when you land that first client, treat 
yourself to something special. You’ve earned it! 
As you move forward toward your bigger goal, 
you’ll find that these little victories can help a lot.
I also recommend reaching out to others who’ve 
achieved what you’re on your way to doing. Here 
at AWAI, we get inspirational stories every day 
from our members and publish those stories as 
often as possible. Look under the news section of 

the AWAI website (http://www.awaionline.com/
news/) and you’ll find several uplifting accounts 
of how ordinary folks make the writer’s life work 
for them.
You can also take a look at our Wall of Fame 
(http://www.awaionline.com/wall-of-fame/). It’s 
another resource where we honor AWAI mem-
bers for their accomplishments as in-demand 
writers. 
And, make sure you join us on Facebook if you 
haven’t already. You’ll discover several more suc-
cessful and helpful AWAI members whose sto-
ries and posts will keep you moving forward. 

 l AWAI: http://www.facebook.com/
AmericanWritersArtistsInc 

 l The Barefoot Writers Club: https://
www.facebook.com/pages/The-Barefoot-
Writer/183259725104575?ref=hl

Remember — every writer has their own ver-
sion of what the writer’s life means to them. 

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/news/
http://www.awaionline.com/news/
http://www.awaionline.com/wall-of-fame/
http://www.facebook.com/AmericanWritersArtistsInc
http://www.facebook.com/AmericanWritersArtistsInc
https://www.facebook.com/pages/The-Barefoot-Writer/183259725104575?ref=hl
https://www.facebook.com/pages/The-Barefoot-Writer/183259725104575?ref=hl
https://www.facebook.com/pages/The-Barefoot-Writer/183259725104575?ref=hl
mailto:info%40thebarefootwriter.com?subject=
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Plus, everyone comes in with different life cir-
cumstances. So go at your own pace and never 
compare yourself to others. And don’t forget to 
congratulate yourself on how far you’ve already 
come!

Q: I’m just getting started as a writer, but 
there is sooo much to learn. I’m currently 

working my way through several of your writing 
programs, and then every day I get email articles 
with writing tips, plus I know you have a ton of 
how-to content in the free archives section at 
AWAIonline.com. Should I focus on completing 
a single program at a time, or do you advise mix-
ing it up and reading through the many articles 
and emails each day?

A: (Rebecca Matter) Great question. Manag-
ing your time is key when getting started. 

The best thing to do is create a plan of where you 
want your writing business to be in 12 months, 
and then detail what you need to do to get there. 
You’ll never be able to read everything ever pub-
lished in the industry — so make sure anything 
you do read helps move you forward. If you have a 
plan to follow, you’ll be able to decipher whether 
something helps you move closer towards your 
goals or away from them. 
Once you have a plan, I advise making your pro-
gram material a top priority — since you’re learn-
ing the skills you’ll need to do the work for cli-
ents. For emails, do a quick scan and look to see 
if it’s relevant to you and your plan. If it is, either 
read it or save it for later and schedule a time to 
review relevant emails/articles. If it’s not, delete 
it — there will always be more information that 
comes your way! n

Congratulations to the TWO winners of the July Barefoot 
Writing Challenge: George Austin and Stephanie Detlefsen
We’d also like to honor our two runners-up: Judy Blaeske and Rick Boatright.

Last month’s Challenge was to write an essay that answered this question:

“Describe your perfect writing day: Include your setting, and what you’d write about. 
Entice our senses so we can taste, smell, and feel your experience.”

We received more submissions than ever before for this Challenge, and were enticed by the 
dreamy writing aspirations of Barefoot Writers. Many of you long for the beach, several long for 
a peaceful writing day at home, and the majority simply ache for that feeling of contentment a 
productive writing day brings. But it was George and Stephanie who brought us into their writ-
ing day, making us cheer for their eventual success as money-earning freelance writers. Click here 
to read their winning submissions.

Win $100 if Your Essay is Chosen in Our July Challenge:
“Tell us your life story in 500 words or less”

(TIP: Take a look at our “Did You Know” feature on page 28 for best practices on writing your life story!)

Send your entries to Contest@TheBarefootWriter.com by midnight ET on August 18th. The Bare-
foot Writer team will award the winning entry $100! Entries MUST be submitted as a Microsoft 
Word attachment. Please limit your essay to 500 words or less.

the barefoot writing challenge

ask AWAI (continued)

http://www.awaionline.com/members/barefoot-writer
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The Ultimate Travel Writer's Workshop — Boston 2013
Are you ready to get paid to travel by sharing your trav-
el recommendations and observations with readers like 
you? Join us this summer in Boston, Massachusetts and 

you’ll learn:

�  The little-known techniques travel writers use to land 
concert tickets … meals … vacations … hotel suites … 
and more … without paying a dime …

�  What to do to get your name and articles published everywhere — from local news-
papers to glossy magazines on bookstore shelves and in the seat back pocket of airplanes.

�  The critical industry contacts you need … and how, 
step-by-step, to turn an idea into a publishable piece …

�  The insider’s list of what NOT to do (you’d be surprised 
at how many writers have no idea what makes editors 
crazy … )

�  How to land more by-lines and bigger checks by tar-
geting a specific kind of travel publication most people 
don’t think to contact.

�  How easy it is to explore the world, meet new people, 
and enjoy the freedom and independence of an in-
come, no matter where in the world you choose to live …

�  And much more!

If you’re interested in travel writing, are ready to start profiting 
from your travels, or are interested in learning how to fund a 
life abroad by writing, this workshop is for you. This workshop 
is also the best — and only — travel writing event we’re host-
ing in 2013.

For more details, click here.

AUG
22-24
2013

I have more articles to write than I can handle these days. 

I just got back from 28 days in Europe on assignment for 

1 1 magazines, researching 27 different articles! Took me 2 

months just to get those stories out the door. I love the 

travel writer’s life.

— Roy Stevenson

events calendar

http://www.thetravelwriterslife.com/hotlist/boston-2013/
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Master the Success Secrets for the Hottest Writing Industries and Launch 
Your Writing Career in Record Time
At AWAI’s 2013 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 … 3 ½ 
days in Delray Beach could launch your writing dreams for good.

Where: The Delray Beach Marriott

Registration normally $1,995 — Early Bird Discount: $1,795!

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
23-26
2013

events calendar

http://www.awaionline.com/b13/barefootwriter
http://www.awaionline.com/live-events
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Everyone knows the many benefits of travel 
writing: 5-star luxurious resorts, 7-course 

gourmet meals, 2-hour spa treatments, all for free 
or deeply discounted. But for me, it’s the Glicken 
— the over-the-top experiences that tickle the 
fancy of this adrenaline junkie and keep me in 
this business. 
The ultimate Glicken for my sort of intrepid trav-
eler is skydiving. So while in Hawaii in June on 
a photojournalist gig covering a 50th Aikido cel-
ebration, I made the arrangements. If I was going 
to jump out of a perfectly good airplane, you can 
bet it was going to be in a place where the view 
was spectacular! 
Our group of seven arrived at Dillingham Air-
field on the north shore of Oahu, Hawaii at 9:30 
a.m. During the one-hour ride, I had persuaded 
all but one to do a jump.

Guy, the charming French owner of Pacific Sky-
diving was thrilled — not just at the prospect of 
a favorable story about his business, but with five 
additional paying patrons to boot. He regaled me 
with all kinds of discounts: 50% off for le group, 
wait, another 5% because there were so many of 
us, oh and mais oui, 50% for the travel writer! At 
this point, I think he actually owed me money. I 
didn’t push it. I know when I’m ahead.
I was introduced to my jumpmaster, Marcello, 
and Breen, my personal videographer, and we 
began the pre-jump safety instructions, all re-
corded with my introductory travel writer spiel. 
Then the three of us and the rest of the group 
went off, all harnessed and ready for the biggest 
leap of faith we’ll probably ever take.
We ascended to 14,000 feet — the highest height 
from which you can jump without oxygen — in 

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 Patti Morrow

Ready, Set, 
JUMP. 
Literally.

the glicken

mailto:MyStory%40thebarefootwriter.com?subject=
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relative silence. I was in tandem so close to Mar-
cello, I couldn’t even breathe, let alone speak. I 
gave a lot of “thumbs up” and a few of the Hawai-
ian “hang loose” gestures. 
I think a lot of would-be skydivers really want to 
hear something beyond the ubiquitous, “just do 
it.” They want to know how it feels, from begin-
ning to end, in descriptive terms. That was my 
goal.
I was the second “guest” jumper to leave the 
plane. We lingered in the open doorway for two 
seconds, which was one second too long for me. 
Then we jumped. 
We tumbled head over heels for a brief moment. 
Then Marcello gained total control and there we 
were, floating in beautiful form for the one-min-
ute freefall part of the jump. The wind in my face 
approaching 200 miles an hour was pretty ex-
treme, so while the glasses protected my eyes so I 
wouldn’t miss the panoramic 360˚ view, it’s pret-
ty hard to breathe if you have your wide mouth 
open in a perpetual smile, as did I. It was pure, 
unadulterated adrenaline. I remember thinking 
maybe travel writing is only the second best job 
in the world!
Breen skillfully managed to maneuver near us 
to interact and video the whole thing, including 

reaching out to hold my hand! When he suddenly 
signaled goodbye, it was a clue something was 
about to happen. Marcello pulled our chute and it 
felt like we were jerked back up. The descent was 
slowed substantially, albeit a bit painfully due to 
the tightening of straps. This was soon corrected 
by Marcello who removed my goggles and loos-
ened the straps a bit so I could enjoy a view that 
is hard to describe without using overly trite ex-
pressions like amazing. Incredible. Astounding.
Because Marcello knew I’m a travel writer, he 
treated me to a little extra “Glicken.” He swirled 
our parachute around, over, sideways, up, down, 
and every which way. I lost track of the horizon. 
I almost lost my breakfast. Luckily I remembered 
my Lamaze breathing and pulled myself out of 
it. “This is the most fun I’ve ever had!” I said to 
Marcello, who had been laughing and talking ef-
fortlessly to me since pulling the chute.
As land approached, I pulled my legs and feet up 
and let Marcello do all the landing work. And 
what do you know — there was Breen who had 
landed before us and had his camera ready to re-
cord my first reactions!
What a rush, and my best Glicken to date! 
Especially because the owner, Guy, personally 
came out to meet me as I landed, and escorted 
me back to the airport lounge. 
Other Glicken I’ve enjoyed includes snorkeling in 
La Paz, Mexico with wild, curious baby sea lions 
that playfully bump you and blow bubbles in your 
face … exploring the steep red rock buttes of Se-
dona, Arizona with a crazed Pink Jeep driver … 
and participating on an underwater shark-feed-
ing expedition in Bora Bora. These are Glicken 
encounters of the best kind, and I look forward 
to more.
Right now, I’m working on a hang gliding oppor-
tunity 2,000 feet in the air. I guess I’ve got flying 
in my veins now. ¢
Editor’s Note: Click here to see a short video of 
Patti’s skydiving Glicken.

During the instruction phase, pre-skydive

the glicken

http://www.youtube.com/watch%3Fv%3Dtw0OwPxAr9E%26feature%3Dyoutu.be


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

