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When I was a kid, September 
was a favorite time of year. It 

ushered in a new school year with 
yet-to-be-met friends, fresh op-
portunities, and new ways to chal-
lenge myself.

Nothing’s changed. As a freelance 
writer, September still holds the 
promise of new prospects. Sleepy 

summer days are behind us and yet-to-be-em-
braced writing projects are waiting.

In my personal experience, clients tend to ramp 
up their writing needs once September shows 
up. It’s a final push for sales in the fourth quar-
ter, as well as an annual effort to get the copy for 
that quarter wrapped up and bagged before the 
holidays hit.

That’s why your Barefoot Writer team focused this 
month’s issue on ways to help you take off run-
ning. You’ll find advice for establishing a produc-
tive fall routine, complete with what to eat for the 
biggest energy boost. We also share proven tips 
on navigating obstacles and finding your way to 
genuine inspiration.

Plus, don’t miss our eye-opening interview with 
legendary copywriter Don Hauptman. Not only 

does he share specific writing wisdom, he also 
spills secrets on how you can diversify your writ-
ing career into other intriguing opportunities 
(plus more earnings).

As you gather momentum this season, I encour-
age you to dig in your heels and keep climbing. 
Do this, and you’re bound to see improvement in 
both your writing skills and freelance income.

Better yet, your own freedom-filled life will con-
tinue to take shape. Please keep me posted on 
your progress, and especially your success. Write 
me here: askmindy@thebarefootwriter.com.

To your writing success,

Mindy McHorse
Executive Editor, The Barefoot Writer

P.S. Don’t forget to consider AWAI’s FastTrack to 
Copywriting Success Bootcamp and Job Fair (see 
page 17 for details). When you want to bring big 
plans to fruition, the people with whom you asso-
ciate can play a large role in helping (or hurting) 
those plans. Choose friends who are like-minded 
in their own life-purpose. You’ll find them — and 
me — at Bootcamp. 

Welcome Fall Writing 
Opportunities!

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

what you’ll learn in this issue

http://www.awaionline.com/contact
mailto:askmindy@thebarefootwriter.com
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Rae Robinson (“Play Your Way to Better Writing”) has been called “AWAI’s young-
est success story;” she launched her copywriting career when she was 20 years 
old, before even graduating college. She writes in the natural health and supple-
ments niche and her current favorite phrase is, “Juju!”

Sally Eastwood (“Spruce Up for Fall: Get More Organized, Get More Productive 
… Get More Projects!”) writes from her home in Laguna Beach, CA, overlooking 
the Pacific Ocean with her two dogs at her feet. Her first book, 101 Things to Love 
About Laguna Beach will be published this October.

After many unfulfilling years in both the public and private sectors, two years 
ago Li Vasquez-Noone (“Need Energy Fast? Try These Snacks Before Reaching 
for Another Cup of Coffee”) took the leap and traded in her job for the writer’s 
life. Since then, she has concentrated on web writing and has written articles for 
AWAI. An avid runner, gluten-free cook, and home winemaker, she also loves to 
travel the world with her husband.

41Matthew Cole (“Better Writing Technique = Free Tablet + Publicity”) is a busy 
business owner with a growing family and a desire for greater flexibility. He is cur-
rently weaving together his passion for writing, his business experience, scientific 
background, and personal passions to create his own version of the writer’s life.

featured contributors
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Barefoot Writers Come 
From All Walks Of Life…

Advice from a Well-Known Expert … 
and Proof that Barefoot Writing is a 
Long-Term Opportunity
Veteran copywriter Don Mahoney is one of 

the top copywriters working today. Today 
he shares that some things about the Barefoot 
Writing lifestyle never grow old — namely, the 
freedom, and the need to keep learning. Read on 
for a well-known expert’s insight into the world 
of paid writing and how to make this your own 
life-long opportunity.

Did you always want to be a writer, or was it 
simply an opportunity that showed up at the 
right time? Basically, how did you come into 
writing?

I think I wrote my first story when I was still in 
elementary school. It was based on a kid in my 
5th or 6th grade class, who was a very fast runner. 
In fact, he beat everyone in our school, which 
was a big New York City public school. So I ex-
trapolated from that and wrote a little story — of 
which I remember only the title: The Fastest Kid 
in Brooklyn.

Everybody in my immediate family wrote in some 

form or another. I suppose it was in my blood. 
So when offered an opportunity to move from 
construction to writing copy, although many 
thought it strange, it was an easy move. But then 
I had to learn the art of writing copy. I remem-
ber after a few months, my mentor said, “You can 
write. Your sentences and paragraphs are good. 
Now you have to learn the hidden structure.”
And of course, that’s what makes copy work.
I would like to note, though, 
that I have seen many people 
succeed who had no back-
ground in writing at all.
Please tell us about your 
biggest success story as a 
writer.
It’s hard to say which is the 
biggest success, because it 
depends what you’re doing, 
and how it’s being measured. 
Generally success is defined 

living the writer’s life
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in terms of what brings in the most money the 
quickest. But that isn’t necessarily the biggest 
success, because if you write something that 
brings in a lot of dedicated auto-ship customers, 
the real numbers are far higher — it just takes 
two or three months to begin to realize the true 
value. Others bring in customers at a loss, but the 
subsequent sales to the customer base more than 
compensate for that.

I’ve been lucky to have a number of very success-
ful promotions. Again, it’s a matter of venue and 
statistics. Very early on (when most things were 
in print and there were still ads called “inserts,” 
short printed ads that were delivered with news-
letters, etc.), I had a number of record successes. 
The scale was small, but the value was very high.

I’ve written promotions that brought in thou-
sands of people for recurring purchases on a 
product, which added up to many millions of 
dollars over time. And there were others that 
launched whole publications, with a long-term 
value of $15 million or so. 

Which was the biggest success? Hard to say. To 
me, you’re comparing apples to oranges. And 
there were smaller ones that were very satisfying.

With nearly 20 years of experience as a free-
lance copywriter, you’ve surely had some ad-
ventures in writing. What’s the strangest 
product you’ve ever written about? 

Once I was writing for an editor who insisted the 
“Millennium Bug” was going to bring much of 
the world to its knees. What if it doesn’t happen, 
I thought? He could lose his reputation. So I in-
cluded it in the promotion, though I hedged on it 
being the biggest single worry there was. But the 
guru had gone so far out on a limb that even my 
attempts at moderation couldn’t save him. A lot 
of his followers prepped for the Millennium Bug, 
it never happened, and his publishing business 
crashed instead.

How do you take advantage of the Barefoot 
Writer lifestyle?
That’s a funny question — because I am sitting 
here in my bare feet. I usually only put on shoes 
to go out, so since I do almost all of my writing at 
home, that is how I work. 
For the most part, I get to have a lot of freedom in 
my life. Need to take a trip for a week? No prob-
lem. No one to ask permission from, and I can 
even work while I travel if I like.
Day not going too well? Chuck it. Go out, play, 
and don’t worry about it. Tomorrow’s another day.
Need to go to Ireland for a family reunion? No 
problem. Want to go to Costa Rica to save 70% 
on my dental work (plus have a good time)? No 
problem.

I make good money working when I want, where 
I want. I get to go places and hang out with a lot 
of interesting people who do the same thing I do.
And when you get far enough that you can work 
as a consultant to a company, that’s really the 
bee’s knees. You can have other people doing the 
writing, and just work on ideas and delivery with 

Says Don, “I write in my office in the house, 
then take a break and ride my bike.”

living the writer’s life (continued)
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A Thriving Business … Growing Client 
List … and the Freedom to Travel: 
Meet Rachael Kraft
If you’re unhappy at your job for any reason, 

read Rachael’s story. She’s proof that some-
times, our career paths take unforeseen direc-
tions. But when we go for it, as she advises, the 
payoff can be sweeter than ever imagined. Read 
on …
What led you to life as a freelancer?
I have a teaching degree and spent several years 
teaching high school and middle school students 
in Pennsylvania and Kentucky. While I loved 
teaching, I was frustrated by the current state of 
our education system. I also felt limited by my 
inability to relocate. 
As a military wife, I was not in a position to stay 
in one district long-term … and substitute teach-
ing was miserable. Teaching is a career where 
it helps to stay in one school district for several 
years, to build relationships with the students, 

them. And you can cherry-pick the ones you re-
ally want to do.
What’s your favorite type of copy to write 
these days?
Mostly I write about alternative health, which 
I’ve been doing for years. I wouldn’t mind get-
ting back into some financial, and maybe I will 
one of these days. But it’s fun when I really get in 
a groove on a health product. When I’m writing 
well, I want to take it myself.
What’s the most valuable lesson you ever 
learned from a client in all your years as a paid 
writer?
I don’t know if I can attribute it to one client, but 
I think it’s an absolute must to learn.

The lesson is, it’s not about you. Writers who 
think mainly of themselves are not ready to build 
lasting relationships with customers.

It’s all about your clients. You help them, and 
they will be happy to help you. 

What’s your best piece of advice for someone 
who wants to build their own business as a 
freelance writer?

Write write write, network network network. 
Keep knocking on doors and contacting people. 
Sometimes there are writers who find one cli-
ent and stay with them their whole career. Most 
writers have to keep going until they start having 
success. And then the more success you have, the 
more people want you.

“My husband spent several months in Arizona for military 
training (before we were married) and we took a weekend 
trip up to the Grand Canyon while I was visiting with him.”

living the writer’s life (continued)



THE BAREFOOT WRITER  •  PAGE 8  •  SEPTEMBER 2013

build up your curriculum, and bond with your 
co-workers. Plus, my husband and I had dreams 
of traveling the country and even living abroad. 
Luckily, my older sister had advice for me. She has 
had great success as a copywriter, and encour-
aged me to try freelancing as a researcher and 
eventually as a graphic designer through AWAI’s 
online programs. It has been extremely reward-
ing to build my business, earn new clients, and 
have the freedom to travel while still working. 
I’ve also discovered a new love of graphic design!
What’s your favorite freelancing activity?
I split my freelance time between researching 
for copywriters and doing graphic design. On 
the research side, I enjoy how many of the re-
search projects involve interesting topics that I 
can apply to my own life. Just this past week, I’ve 
learned about a new nutritional supplement and 
smart stock investing! 
On the graphic design side, I especially enjoy cre-
ating page layouts for magazines and building re-
lationships with local businesses. 
What was your biggest fear as you set out on 
this journey, and how did you overcome it?
My biggest fear was actually approaching new 
clients and having the confidence to say, “I can 
handle this job, and I can do it REALLY well.” 
Setting my rates was another huge struggle for 
me. I benefited from a great deal of encourage-
ment from my husband, my sister, and friends in 
the industry, who told me to just go for it. So I 
did! It builds my confidence to receive more and 
more positive feedback from my clients.
What kinds of projects are you working on 
right now?
Right now, I am very busy with research for 
health and financial copywriters. I am also 
busy summarizing scientific studies and help-
ing with research for books that are being writ-
ten. As a graphic designer, I design for a regular 

magazine available 
on iTunes. I also cre-
ate direct-mail pieces 
for several clients in-
cluding churches, re-
altors, and other local 
businesses.
Any big goals you’re 
willing to share?
I would like to build 
my business to the 
point where I have 
clients “knocking at 
my door” and sched-
uling projects far in 
advance. As a former 
teacher, I am a bit shy 
about shooting for big salaries, but I would love 
to reach $72,000 a year within the next five years 
and one day break into six-figures.
How do you make the most of the writer’s life?
My husband’s new job will have him traveling 
the country and overseas almost full-time. I am 
excited to be able to join him on this adventure 
and take my work on the road. We are a very ac-
tive couple. We are both competitive fencers and 
we enjoy outdoor activities, exploring new cities, 
and horseback riding. My new career has given 
us the freedom to pursue these hobbies and one 
day start a family.
What single piece of advice would you offer to 
a new writer, or someone wanting to break out 
as a freelancer?
Just go for it. There are many obstacles that will 
make you want to back down and go the safe 
route, but if you just keep pushing forward, you 
will see results. Meet other freelancers who can 
give you advice on aspects of business, technique, 
and how to approach clients. Make friends, ask 
for advice, and stay confident. ¢

“This is at the Arnold Fencing Classic 
in Columbus, OH in March of 2013. 
My husband and I both competed.”

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

This month, The Barefoot Writer brings you 
advice and insights from one of the top di-

rect-response copywriters. Don Hauptman’s 30-
year career includes legendary campaigns such 
as the ad you might have seen for a foreign-lan-
guage course: “Speak Spanish Like a Diplomat!” 
That headline is a classic and the ads generated 
tens of millions of dollars in sales.

Don is also the author of two wordplay books: 
Cruel and Unusual Puns (Dell, 1991) and Acrony-
mania (Dell, 1993). He also wrote The Versatile 
Freelancer, an AWAI ebook that teaches copy-
writers how to diversify their careers into con-
sulting, training, critiquing, and public speaking. 

I spoke with Don on a Tuesday morning from 
his home in New York City. Enjoy his candid and 

generous recommendations for succeeding as a 
copywriter, and note the many practical tips he 
offers new freelancers for generating business 
and branching out as a consultant.

Let’s start with your story — how did you be-
come a copywriter? 

I like to say that I have a mentor story. In the 
early 1970s, I was in the Navy. When I got out in 
1974, I looked for a job with a Madison Avenue 
ad agency, or any sort of work in advertising or 
copywriting. But then as now, it was tough for 
someone with no experience to break in. So I did 
some freelance journalism, mainly for magazines 
covering small business and entrepreneurship. 

Then a friend introduced me to Robert Kephart, 
the founder of what is now KCI Communications 

“Freelancers can readily generate new 
business by speaking and by writing 
content aimed at their target markets. 
I never cold called. When prospective 
clients contacted me, I always asked: 
‘How did you find me?’ The answer: ‘I read your 
article’ or ‘I heard you speak.’ And sometimes: 
‘I read your article and then I heard you speak.’”
— Don Hauptman, Master Copywriter 

interview with a barefoot writer
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— one of the major financial newsletter publish-
ers. Bob took a chance on me. I began doing a 
great deal of work for him, space ads and direct 
mail. I learned a lot because Bob was himself a 
skilled copywriter. The process of his critiquing 
drafts of my work was like graduate school in di-
rect marketing and copywriting. So that first cli-
ent transformed my whole life and career. I owe 
Bob quite a lot. Sadly, he died a few years ago. 
So really, you were a freelancer from the start. 
How did you expand your business?
Bob generously began recommending me to 

other people who became my clients; you can’t 
beat referrals as a source of new business. Soon 
after, I joined the Newsletters Publishers Asso-
ciation, as it was then called, and my name be-
came known via speaking at NPA’s conferences 
and other industry events. My career took off 
from there. 

I did so much financial copywriting that, for a 
while, people called me “The Hard-Money Copy-
writer.” Hard money is the term for investments 
in gold and silver, Swiss banks, tax shelters — 
what wealthy people do with their dough. 

A portion of Don’s hugely successful promotion for a business newsletter used the “tearsheet” format 
—an enclosure with a personalized, handwritten Post-It note attached, and mailed in a plain #10 envelope.

interview with a barefoot writer (continued)
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Ever since I was a kid, maybe 10 years old, I was 
captivated by advertising. But I expected to one 
day work for one of those big agencies we see 
in the Mad Men series. It was that period — I 
grew up in the early 1960s. I never thought I’d 
be working at home as a freelancer. My parents 
were middle-class schoolteachers and that sort of 
life was unimaginable. I think I found, as many 
people do, that your career is something you can 
control to some extent, but it’s also in part the 
result of serendipity. I often reminded myself 
of that famous quotation, attributed to Pasteur: 
“Chance favors the prepared mind.” So I seized 
opportunities and made them work for me. 
A few years ago, you retired from copywriting. 
What motivated that decision? 
Several factors. One was the shift of marketing 
from print to the Internet. I love technology and 
the online world, but I’m really a print person at 
heart. I got a kick out of receiving samples of my 
direct-mail packages, the tangible nature of the 
experience, touching them and smelling them 
and such. Or looking at an issue of a magazine and 
finding an ad I wrote. It just isn’t the same online. 
Not long before my decision to retire, a client asked 
me to do “keyword stuffing.” Your readers prob-
ably know what that is — sticking in words that 
appeal to search engines, even if they’re not es-
pecially appropriate in context. I thought, “We’re 
not writing for people anymore; we’re writing for 
robots and machines!” I don’t disparage technol-
ogy and progress. In fact, it’s amazing what can 
be done online that we couldn’t do before. But the 
work was no longer as much fun as it had been. 
“Thirty years is a pretty good run,” I reasoned. 
“Perhaps it’s time to move on to other things.” 
Such as? What are you doing these days?
For decades, I’ve had a parallel career writing 
about language — the English language, words, 
grammar, usage, and especially wordplay, what 
enthusiasts call “recreational linguistics.” In the 
early nineties, Dell published two of my books in 

this genre. I have ideas for other books. I’ve also 
written scores of articles on these subjects. Many 
of your readers may recall that for four and a half 
years, I wrote a column on language for Early to 
Rise, the popular e-zine.
So I figured I could cycle back to that passion — 
and disprove the aphorism of F. Scott Fitzgerald: 
“There are no second acts in American lives.” 
Maybe I do have a second act.
I still keep my hand in marketing, though. I like 
to teach and mentor younger copywriters, pass-
ing on what I’ve learned. I’ve spoken at AWAI 
conferences. There are people I’ve helped find 
jobs, start businesses, launch websites, that sort 
of thing. I do some pro bono work, consulting 
and advising on fundraising for causes I support: 
political and educational and cultural groups. 
Last year, a former client approached me about 
writing the advertising for a high-tech launch 
and he invited me aboard on an equity basis. It 
could be another Google or Apple and make me a 
lot of money one day, though this sort of venture 
is always risky. But it reminded me of that mafia-
movie line: “Just when you think you’re out, they 
pull you back in!” 
So you’re keeping busy, in contrast to the bor-
ing retirement some people experience. 
True, there’s plenty to occupy my time. A friend 

Don at AWAI’s 2010 Bootcamp after presenting; 
on the left is Robert Nomura, on the right, Megan Tyson

interview with a barefoot writer (continued)
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of mine was a college history professor for de-
cades. He says, half-jokingly, “I had more free 
time before I retired!” 

Returning to your copywriting career, what 
sort of clients did you write for? 

I began with newsletters. And I also wrote pro-
motions, mostly direct mail, for other informa-
tion products such as magazines, books, confer-
ences, seminars, and spoken-word audio. I had 
an epiphany one day, struck by the realization 
that information is what I knew how to sell. So 
it made one thing easy. If somebody called and 
said, “I need to promote a book” or a magazine or 
the like, I considered accepting the assignment. 
But if it were jewelry or perfume or vacuum 
cleaners, I politely declined and recommended 
another copywriter. 

What were some of your biggest successes? 

The campaign I’m probably best known for was 
a series of space ads, coupon ads, selling audio-
recorded — cassettes at that time — foreign-lan-
guage lessons. The headline was “Speak Spanish 
like a Diplomat!” There were courses in French, 
German, other languages too. You see, the tapes 
were originally created by the U.S. Foreign Ser-
vice Institute to train diplomatic personnel. So 
that gave us a great hook. (Always find the prod-
uct’s Unique Selling Proposition, which in this 
case was handed to me on a platter.) The ads ran 
everywhere and had total sales around $20 mil-
lion. That’s the headline that, in all likelihood, 
will always be associated with my name. The 
campaign was written up in at least three college 
advertising textbooks. It even added a phrase to 
popular culture; I’ve seen riffs on it in all sorts of 
unexpected places.

Another campaign was for a newsletter called 
The Organized Executive: “How America’s Most 
Successful Executives Accomplish So Much in So 
Little Time.” It made me more money via royal-
ties than anything I’ve written. 

And I’m proud to have written the copy that 
launched Bob Kephart’s newsletter, Tax Angles. 
The carrier-envelope teaser was: “Counting 
on Your Tax Advisor to Help Cut Your Taxes? 
You’re Making the Most Expensive Mistake of 
Your Life!” I worked from Bob’s platform and his 
thinking was right on target. We tapped into a 
real need and concern of the prospect. The paid 
circulation reached 71,000. For a subscription 
newsletter, that’s a high number.

And which projects were your favorites?

As discussed, I was widely viewed as an expert 
in financial copywriting. And I did a lot of it. But 
that wasn’t what really excited me. 

What I relished most was writing sales copy for 
publications about marketing. For example, I had 
a client who published a newsletter telling res-
taurateurs how to fill seats. Another was for hotel 
owners on generating more guests. I did others 

Don’s classic multimillion-dollar ad campaign for recorded 
foreign-language courses. The headline added a phrase to 
the language, and it has been cited in college texts, literary 

books, newspaper articles, cartoons, and more.

interview with a barefoot writer (continued)
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aimed at retailers, attorneys, accountants, doc-
tors, dentists, and so on. 
When I was writing promotional copy specifi-
cally about marketing and advertising, address-
ing how to sell, how to increase revenues, how 
to get publicity — that was great because, after 
all, that’s my own field and what I know best. I 
was sometimes able to suggest editorial ideas and 
even contribute a piece to the publication itself. 
So direct-mail pitches for those “how to mar-
ket your business” newsletters were perhaps the 
most fun to write. 
And I’ll note here a very different type of proj-
ect that was an all-time favorite: Audio Classics, 
which made recordings of great books. Adam 
Smith, Jefferson, John Locke, Machiavelli — all 
those important books and authors we now wish 
we hadn’t been sleeping through when we were in 
school! I loved this assignment because I have a 
passion for learning, scholarship, the humanities. 
And bringing these works to a wide general audi-
ence was, in a way, a noble endeavor. I can’t prove 
this, but my hunch is that The Great Courses — 
formerly the Teaching Company — might not 
have launched or become successful had my cli-
ent and I not proven decades ago that a market 
existed and that it could be done profitably. 
It sounds like you covered a broad range of 
subject areas. 
Yes, that’s a good point. There was so much va-
riety in my clientele. I relished the excitement of 
tackling a newsletter or magazine or other infor-
mation product in a whole new field. One day, I’m 
writing to chemical engineers … and then a week 
later, to educators or real-estate investors. That 
variety in itself was rewarding. 
You started copywriting in the seventies. A 
lot has changed since then. What is one rule 
for good copywriting that was true when you 
started and that still holds true today? 
There are many useful rules and principles, but 

I’ll mention one that I came up with early in my 
career. I immodestly called it Hauptman’s Law. It 
goes like this: “Start with the prospect, not with 
the product.” I think that alliterative formulation 
is original. But it’s simply a different way to ex-
press something we’ve all been taught: Focus on 
benefits, not features. There’s an earlier version 
that has a hypothetical homeowner saying to a 
salesman: “Don’t tell me about your grass seed; 
tell me about my lawn.” No matter how the idea 
is stated, the meaning is the same: Try to identify 
your target’s most important concerns, needs, 
wants, challenges, problems. 
Because of the vast changes caused by new tech-
nology and the Internet, it’s easy to assume that 
everything is different and that the past is irrele-
vant. But really, basic human psychology and hu-
man nature have been the same for tens of thou-
sands of years, and they’re not likely to evolve 
for many more millennia. So even though we’re 
clicking links on a tablet or smartphone instead 
of inserting an order form into a postal envelope, 
motivations and buying behavior are always go-
ing to be the same. As the song goes: “The funda-
mental things apply.” 
Who has influenced your career the most? 
And what “must-reads” do you recommend for 
other writers?
Well, here I’m not terribly orig-
inal. I cite the same influences 
and authors that most copy-
writers do. Eugene Schwartz’ 
Breakthrough Advertising is 
probably the single best book 
on copywriting ever written. I 
knew Gene. He was a philoso-
pher as well as a copywriter, 
and that may be why this book 
is so deep, so profound, and 
why so many of its lessons are 
still valid and important. Cer-
tainly the books of Claude Hopkins, John Caples, 
and David Ogilvy are also at the top of my list. 
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You did a lot of speaking and writing about 
marketing and copywriting. Did you make any 
lasting contributions to these fields?
I hope I did. Two things are worth mentioning. 
I constantly encounter discussions of “content 
marketing,” framing it as a hot new trend. This is 
where there’s an editorial component to the ad-
vertising — say, a tire company publishing an ar-
ticle online or making a video on how to reduce 
tread wear or the like. The idea is to lure people 
with free, valuable information, and then convert 
them to customers.

But it’s hardly new. My clients were publish-
ers who learned how to repurpose or recycle 
their editorial material into their promotions. 
For example, a direct-mail letter for an invest-
ment newsletter might offer seven predictions 
for the economy and the market. Or it might say 
“Here are the five stocks to buy this year” and it 
wouldn’t just tease but would name the stocks. 
We see this also with health publications, where 
the advertising identifies the supplement to treat 
the affliction, thus offering real substance and 
value. You’re enticing the reader with helpful edi-
torial content. But as I say, there’s nothing new 
about this. I think we were the pioneers. I didn’t 
invent the technique, but I was present at the cre-
ation. I did a lot of thinking about what makes it 
work and how to do it right, and I came up with a 
bunch of theories and guidelines. 
Could you share one of them?
I’ll mention one principle, which applies to con-
tent marketing in all forums, whether print or 

online. It’s a mistake to assume you can simply 
excerpt or clone an editorial feature and just 
cut and paste it and it magically becomes your 
promotion. The material has to be tweaked and 
edited and rewritten for promotional purpos-
es. That’s one reason copywriting skills are so 
important. 
So content marketing is one area where I think 
I made a contribution, explaining what makes it 
work in presentations and articles for marketers 
over many years. 
What’s the second contribution? 
This has to do with market research. Again, so 
much of my work was with subscription publica-
tions that I’ll explain it in that context, though 
the principle has universal applications. 
It’s common to see subscriber surveys with a long 
list of multiple-choice questions, asking the read-
er to rate each of the publication’s features on a 
scale from 1 to 10. Or the questions say, in effect, 
“What would you like us to write about?” But the 
problem with this approach is that it casts the 
reader in the role of an editor, which the read-
er is not. The better way is, again, to start with 
the prospect. You ask questions such as, “What’s 
your biggest problem right now in your job or 
industry?” 
Today, decades after I began preaching this ser-
mon, I still see people doing market research 
the wrong way. I recently attended a conference 
where participants received a long, multipage 
survey asking them to rate every speaker and 
event. Instead, the organizers might have asked 
“Why are you here? What did you most want to 
get out of the conference? Tell us if we succeeded 
— or where we let you down.” Still, at least some 
marketers practice the right approach. 
You’re a big advocate of consulting. New writ-
ers often fear that they can’t do it because 
they don’t yet know enough. What’s a good 
way to gauge when you’re ready to teach and 

“The talent to sell with words 
is rare. And if you position 

yourself properly, and pitch your 
services correctly, people will be 
willing to pay for that capability.
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train others in, say, the specifics of persuasive 
writing?

I’ve done consulting and also corporate training, 
where you go into a company and teach the staff. 
Also, as I mentioned, speaking at industry events. 
All of these activities help your career and can be 
remunerative and enjoyable. 

Let’s say you’ve done an assignment for a com-
pany and the project is successful. The client 
might say, “How much would you charge to come 
to our offices and show the marketing staff how 
to do this?” That’s a good signal that the market 
is ready for you — and vice-versa. 

Doing this offers you lots of benefits. It’s ego-
boosting; it gets you out of the house; you meet 
people; you learn new ideas that can be recycled 
into your writing.

I understand that some writers are reclusive. 
Maybe that’s why they chose this career. I was 
that way myself. My ex-wife said I never had 
to leave the apartment because, before fax and 
email, Federal Express would pick up my copy 
and deliver new assignments. I subsequently dis-
covered that it was enormously enjoyable and re-
warding to get out there and share what I know 
about marketing and copywriting. And to hear 
audiences tell you how valuable your advice was, 
to flood you with compliments and questions. Es-
pecially in a public forum such as a professional 
conference, the celebrity and adulation can make 
you feel a bit like a rock star!

Can you share any lessons about growing a 
freelance business?

I never made cold calls. As I said at the outset, re-
ferrals are the best way, preferably from existing 
satisfied clients. But that doesn’t always take you 
far enough, especially early on. 

So the second best method is what I call the “pub-
lic relations” techniques. This means writing and 
speaking to your target audience. I’ve already 

talked a bit about speaking, so I’ll focus here on 
writing for self-promotional purposes. 
Today, the emphasis is on social networking and 
blogs and video and so on. But for most of my 
career, there were print publications that were 
required reading for my clientele. Because I spe-
cialized in information products, I wrote for pub-
lications that were read by periodical publishers. 
I never had a shortage of topics. I wrote about 
how to solve the problem of people claiming to 
have too much to read, how to make copy cred-
ible, how to use human interest to make a promo-
tion more powerful. 
These publications usually didn’t pay much, or 
anything. So I requested that the article include 
my photo, a brief biography, contact information, 
and sometimes a note: “If you want a report on 
this subject, contact Don and he’ll send it to you 
without charge.” Readers contacted me and some 
became clients. I also reprinted these articles and 
distributed them as publicity pieces. 
It’s synergistic. I always asked: “How did you find 
me?” The answer: “I read your article” or “I heard 
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you speak.” And sometimes: “I read your article 
and then I heard you speak.” 
Where can freelancers find worthwhile speak-
ing opportunities?
In a word: everywhere. Every professional field 
has its seminars, conferences, annual conven-
tions, breakfast and lunch groups that meet 
weekly or monthly. Sometimes the organizers are 
desperate for qualified speakers. I never found it 
difficult to get bookings. You have a rapt, captive 
audience consisting of people who might hire 
you. As with writing, you’re not paid big fees. 
You might get a small honorarium, or expenses if 
you’re traveling to another city. But the rewards 
are the exposure, generating new business, build-
ing your reputation. 
Do you have any final advice for aspiring 
writers?
Over the years, I did a lot of corporate train-
ing. Now that I’m retired, as mentioned, I do pro 
bono consulting for causes I advocate, such as 
think tanks and other small charitable institu-
tions. I help them with fundraising. Because of 
time constraints, though, I prefer not to write the 
copy. Instead, I say: “You take a crack at it, then 
I’ll review the draft and help improve and polish 

it.” Let’s say it’s a direct-mail fundraising letter. 
I’ll do some editing and explain how to fix the 
problems. 
Now, here’s the point: I had this naïve idea that 
my “students” would absorb these lessons and do 
it right the next time. 
And that didn’t happen?
No. Not usually. Some folks did learn. But I was 
shocked when many of these people sought my 
help later on, and they were making the same 
mistakes all over again! And they’re educated and 
intelligent.
This had me mystified. Finally, I asked one of 
them point-blank why it was happening. The an-
swer: “Don, you do this all the time. It’s very tough 
for someone who isn’t a professional copywriter.”
So the moral here, which is encouraging for us, 
is that skilled copywriters will always be in de-
mand because most business owners and non-
profit staffers just don’t possess the knowledge or 
skills or time or desire to do it themselves. The 
talent to sell with words is rare. And if you po-
sition yourself properly, and pitch your services 
correctly, people will be willing to pay for that 
capability. n

4 Ways to Make the Most of Your Membership:
1. Want to call yourself a published writer?

Then write an essay for this month’s Barefoot Writing Chal-
lenge contest.

Plus, you could win $100 … and if your writing style im-
presses us, you might even be asked to write for The Bare-
foot Writer! See page 29 for more details.

2. Are you living the writer’s life?
Show us! Submit a photo of your life as a Barefoot Writer.

You could win a $100 Amazon gift card for snapping a 

simple photo. And, you’ll get to call yourself a cover model 
… find out how on page 27.

3. Care to help other writers?
Chime in on our Reader Poll. Each month’s poll results help 
you understand your fellow writers. They also help us bet-
ter tailor our content to your needs. Go to page 14.

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

Get Involved with The Barefoot Writer!
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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 August Poll Results!

reader poll

What sound or sounds do 
you prefer while writing?

This month, we’d like to ask 
an open-ended question …
What’s the biggest problem 
you face as a freelance writer? 

25%
Total quiet

19%

White noise, like 
the buzzing of a fan 

or outside traffic Classical music

16%

7%
Music with lyrics

3%
Television

The din of a 
coffee shop

2%

0%

Any kind of noise 
OR 

Talk radio

28%

OTHER: Light jazz, “My children playing,” the 
rain, water fountain, early-morning birdsong, 
ocean waves, wind in trees, outdoor natural 
sounds, self-help audio books

https://www.surveymonkey.com/s/Q87T6KS
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By Don Hauptman

When you’re confronted with a copywrit-
ing problem, don’t despair. It could pres-

ent an opportunity to convert trouble into an 
advantage.
You may have heard the classic tale of the mail-
order marketer whose apple crop was damaged 
by a hailstorm. The apples at first appeared im-
possible to sell—until he hit upon the idea of ad-
vertising the hail marks as evidence that the ap-
ples were grown at a high altitude and were thus 
superior. It worked!
Decades ago, before the detailed “Nutrition Facts” 
labels that are now on every supermarket prod-
uct, manufacturers were required only to identi-
fy the ingredients. Undoubtedly, some complied 
grudgingly. But one foodie entrepreneur had a 
brainstorm. He added the following words to his 
labels: “We are proud to list our ingredients.”
“Copywriter’s Roundtable” guru John Forde told 
me about the time he was assigned to write a 
direct-mail package for an investment advisory 

newsletter. The curmudgeonly advisor refused 
to recommend specific stocks, preferring to 
write more generally about market trends. In-
vestors crave stock picks, so this was a potential 
catastrophe.
But rather than attempt to disguise the situation, 
John found an elegant solution. He positioned 
the advisor as being so wealthy and sophisticated 
that he didn’t need to “lower” himself to the level 
of touting stocks. The copy promoted the value 
of the master’s trend advice, which was paired in 
the newsletter with relevant stock ideas from the 
editors. The package pulled spectacularly.
I once pulled off such an alchemical coup 
myself …
When I was a full-time copywriter, a major cli-
ent was Soundview Executive Book Summaries, a 
monthly print newsletter consisting of encapsu-
lated versions of business books for time-pressed 
executives. (It’s now published online; details at 
www.summary.com.)

When Copywriters are Handed 
Lemons, They Make 
Lemon Ice Cream

featured essay
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At the time, a prime source of new subscribers 
was space advertising in business media.
One day in 1997, marketing director Rob Carter 
reported a problem. In our ad, we quoted The 
Wall Street Journal’s accolade: “A Draconian an-
swer for the prose-burdened executive … to what 
is becoming an increasingly irksome manage-
ment problem: too much to read.”
But the Journal suddenly decreed that we couldn’t 
use the quotation unless we included the date it 
was published.
Soundview didn’t want to risk legal action or 
the loss of the Journal’s goodwill. Yet we were 
concerned that adding the date to the testimo-
nial would make it appear obsolete. After all, the 

article containing this statement had appeared a 
while back—17 years earlier, in fact!
I had an idea. I wrote a new lead-in sentence:

In 1980, shortly after the debut 
of Executive Book Summaries, The 
Wall Street Journal called it …

This adroit phrasing not only satisfied the Jour-
nal’s requirement but created a benefit, to boot. 
It implied that the publication must be good, be-
cause it had been around for such a long time.
The moral: Never be discouraged by disaster. A 
problem may well contain the seeds of its own so-
lution. And as the above examples demonstrate, 
with a bit of ingenuity, you might even turn it 
into a triumph. n

Comma Check!
The first and most common reason to use a comma is to join two phrases using a conjunc-

tion. For example: 

An independent (or main) clause can stand alone as a sentence without sounding 
incomplete, while a dependent (or subordinating) clause cannot.

You can see the part of the sentence before the comma is independent, and the 
part after it is dependent. 

However, it’s incorrect to join two independent clauses with a comma. This is 
called a comma splice. For example:

INCORRECT: John was craving ice cream, he went to get some. 

To correct a comma splice, we can create two independent clauses …

CORRECT: John was craving ice cream. He went to get some. 

Or join using a semi-colon …

CORRECT: John was craving ice cream; he went to get some.

Or create a conjunction using so, or another conjunction (and, but, for, nor, or, yet).

CORRECT: John was craving ice cream, so he went to get some. 

“COMMALARM”: 
Just because a sentence has a conjunction like and or but, doesn’t necessarily 
mean it gets a comma. Watch out for compound sentences that have two verbs 
for one subject. For example, John was craving ice cream and went to get some. 
There is no comma needed before the conjunction and.

grammar check
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If you haven’t yet moved to the cloud, maybe 
you’re worried about your privacy … 

With new information coming forward that ev-
erything we say is being monitored — and pos-
sibly stored in huge data bank facilities — keep-
ing your work in the cloud may seem like a risky 
move. 

While I can’t say the cloud is perfectly safe and 
you have nothing to worry about, I can tell you 
it’s easier than you think to take advantage of the 
cloud while minimizing your risks. 

You Are a Small Target
First, it’s important to realize that most writers 
don’t represent very big targets for cyber-crime. 
Cyber-criminals look for businesses that process 
payments online and run their finances in the 
cloud. They especially look for businesses with 

large numbers of financial transactions online — 
like invoicing and large purchase orders. 
In general, the clients of freelance writers pay by 
check or bank transfer, which makes it hard for 
a cyber-criminal to intercept payments. Most 
hackers look for money transfers that they can 

By Christina Gillick

How Safe is 
“The Cloud”? 
Common Concerns Put to Rest

barefoot living in the cloud
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grab in transit. If you want to accept payments 
online, I recommend PayPal so you won’t be re-
sponsible for the safety of your transactions. 

If it’s in the Cloud, 
Can’t it Just Disappear? 

Another common worry is that the cloud will just 
disappear. But the truth is, storing your projects, 
research, and other information in the cloud is 
actually more reliable than storing it on a hard 
drive. Hard drives fail often, but with cloud back-
up and data storage, your information is more 
likely to be preserved. 

Using a well-established and trusted service is 
your best option. My favorites are DropBox and 
Evernote because they aren’t just backup options 
— they also allow you to access and edit your 
files on the go. 
Of course, as I’ve mentioned in other articles, it 
never hurts to have several types of backups in-
cluding an external hard drive in your home. 

Caution: Don’t Put Sensitive 
Information in the Cloud

While it’s perfectly okay to store your notes, re-
search, and projects in the cloud, you may be 
tempting fate if you store your sensitive private 
information in the cloud. Bank account numbers, 
user names, private client data, and passwords 
should never be stored in the cloud. 

Most of this information is best written down 
physically and placed under lock and key. Storing 
sensitive information in a small safe is the most 
secure way to protect your identity and financial 
information. 

What is the Cloud Good for? 
For my freelance writing business, the cloud pro-
vides a very important function. It allows my 
husband and me to access our projects and re-
search — as well as perform project tracking and 
project status from anywhere we want to work. 
This is great because we often work on projects 
together. With email, things are too likely to fall 
through the cracks, but the cloud solves that. 
It also allows collaboration with multiple people 
who are all working on the same project. One of 
the handiest cloud features is the ability to trans-
fer data from one computer to another — or to 
other digital devices. 
For example, if you want to review a project from 
your tablet while sitting on the couch, you can 
just open up your cloud service to instantly view 
the most up-to-date version. 
That means no more stress over whether you 
emailed yourself the most recent file … and if you 
want to make edits, go ahead. Cloud services will 
update the file automatically and every device 
you’ve linked with will have access to the current 
version.
The ability to access from multiple devices, lo-
cations, and contributors with immediate updat-
ing makes the cloud invaluable to your writing 
business. 
Just keep in mind, no matter the claims of any 
cloud service you use, no security is foolproof. 
Protect yourself by using the cloud only for data 
that hackers and identity thieves can’t use, and 
remember to never put your sensitive personal 
information in the cloud. ¢

barefoot living in the cloud (continued)
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Once you decide to embrace the freedom of 
life as a Barefoot Writer, you’ll discover op-

portunities to expand your income in ways you 
never imagined.
One approach is to set up multiple streams of 
income, so you’re never dependent on a single 
source of revenue.
After all, life as a Barefoot Writer is about free-
dom — which is exactly what you get when you 
diversify your professional portfolio.
And the fact is, once you’re armed with a full 
portfolio of skills related to writing, your earning 
potential becomes well-protected — both from 
economic and market changes, as well as your 
own changing interests.
So today, we’re going to talk about an easy way to 
start diversifying. 

How can you do this? By checking into the lu-
crative opportunities that come with critiquing, 
consulting, training, and presenting. 

A Specialty that Pays You 
Year After Year

Look at it this way. A huge benefit to life as a 
persuasive writer is your wealth of specialized 
knowledge. And while few people will ever pur-
sue writing as a craft, many understand the pow-
er of language when it comes to promoting, sell-
ing, or publicizing something. 
This translates to a huge opportunity for you, be-
cause you can share what you know with these 
people, and get paid for it. 
Regardless of your specific specialty or area of 
expertise, somebody out there needs or wants 
to know more about it. That’s why critiquing, 

By Mindy McHorse

Turn Your Writing Knowledge and 
Experience into Thousands of 
Dollars in Extra Income 
— This Year!

barefoot writing opportunity
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consulting, training, and speaking are such in-
demand services that pay off in spades. 

Here are just a few of the advantages you’ll enjoy 
as a consultant, trainer, or speaker:

 lMany consulting projects get turned around 
faster than a lot of writing projects. That 
means you’ll get paid faster for any work you 
do, freeing you up to move on to other paid 
gigs.
 l Consulting and training offer creative stimu-
lation. You’ll get to take a break from writing, 
while staying immersed in your field.
 l You’ll land multiple, unexpected contacts … 
not to mention clients.
 l Self-promotion will be built into your income 
stream. Speaking at different events is a great 
way to promote your writing services since 
you’ll constantly be in front of new audienc-
es, and potential clients.
 l Travel is usually included for free, especially 
once you start getting invited to different 
speaking events across the country. You may 
even be invited to speak in places across the 
world … and as such, your travel expenses 
will be paid by the organization hiring you.
 l Your credibility will skyrocket. Calling your-
self a “speaker” commands a lot of respect in 
the professional world and boosts authority.

 l The risk is minimal to nonexistent. You can 
try it to see if you enjoy it without having to 
invest much time or money. 

Plus, it’s a nice way to reach out and expand your 
network, especially if you work from home. 

Along with all that, you’ll often be treated with 
immense respect, simply by virtue of being what 
everybody perceives as the “go-to” expert on your 
topic.

Why Do People Want to 
Pay for This Service?

Because they need you.

In some cases, clients and companies simply can-
not afford the high fees charged by professional 
writers. But they still want to benefit from your 
expertise, so putting up the money for an hour 
of information is an ideal tradeoff. On your end, 
you make a lot of money in a single hour, but the 
time investment is much less than you’d need for 
a typical writing project. 

It gets better. Once you put together a presenta-
tion, or a marketing e-book, a training seminar, 
or even a how-to brochure, you can re-use it for 
different audiences. You’ll essentially recycle 
your first efforts and get paid for the same work, 
over and over again.

If you’ve never done any public speaking or train-
ing before, don’t worry. You can work your way 
up to whatever level you want to achieve by start-
ing with telephone calls, informal meetings, or 
even just instructional writing.

If you’re wondering what, exactly, consulting en-
tails, consider this:

 l Critiquing the copy of other writers or 
businesses

 l Speaking for local trade groups

 l Speaking at industry events

 l Training the staff of various companies

barefoot writing opportunity (continued)
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 l Appearing at conventions or training 
seminars

If you’re willing to put yourself out there, rest as-
sured you’ll eventually make contact with some-
one — or several groups — in need of your ser-
vices. It all comes down to communicating what 
you know. But the best part is, you’ll be well-
compensated for it. 
And if you’ve never done any type of consult-
ing or speaking in the past, don’t worry. You can 
start small, as I mentioned, working only elec-
tronically or via the occasional phone call. From 
there, you’ll work your way up to being an expert 
presenter. 

Can You Really Charge for This, 
Even If You’re New to Writing?

First, consider that you just have to know a little 
more than someone else to be able to teach. If 
you don’t have a lot of writing experience under 
your belt, this could still be an opportunity for 
you. There’s a saying that, “The best way to learn, 
is to teach.”

Once you recognize that, you’ll find fees in this 
field are significant. What kinds of fees can you 
charge? It depends on what type of event you 
speak at or what kind of project you critique, but 
here are some ballpark numbers:

Here’s a more in-depth look into this industry …
Ø  CRITIQUING

Many writers who branch into this field start with critiquing copy, which is usually sent via email 
or snail mail. The critique itself can be sent back with written comments, or you can deliver the 
critique, along with your advice for improvement, over the phone.

Ø  CONSULTING
The next step up is to offer consulting. This is usually needed by companies that don’t have 
or can’t afford to hire a full-time employee with expertise on a certain subject. Or, they may 
be looking for a fresh viewpoint. Either way, this could mean you’re hired for advice on how a 
company markets themselves, or on how to write more persuasive copy. Consulting sessions 
are usually done in person or over the phone, or may also be done through a written report. 

Ø  TRAINING
Once you sample critiquing and consulting, you’ll find it’s not a big leap to transition into in-
house presentations for clients. Companies with a formal training program or staff that need to 
learn a new skill are your ideal candidates. You could appear in front of small or large groups, 
depending on the company size. Also, based on the client’s requests, you’ll need to put to-
gether a presentation and possibly some exercises (homework) for the group. Training tends to 
be more hands-on, focusing on the “how-to” question.

Ø  PRESENTING
Though presenting can also take place in small venues, it’s in demand within every profession 
across the nation — and the world, in fact. Many associations sponsor annual conferences, 
conventions, seminars, breakfasts, lunches, and other types of gatherings. These events need 
speakers to share views on various topics, and that’s where you come in.

barefoot writing opportunity (continued)
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 l Critique of a marketing piece or direct-mail 
package — $1,000-$4,000.
 l Consulting meetings — $2,000-$7,500. This 
could be where you look at a client’s current 
copy and marketing techniques and provide 
suggestions for improvement, or where you 
spend a set amount of time with them and 
their staff acting as a coach.

 l An in-house seminar could net you between 
$5,000 and $10,000. These kinds of projects 
may come from huge corporations or both 
large and small companies. They’re especial-
ly popular in situations where the company 
can’t afford to outsource their marketing and 
writing projects, so they have someone like 
you come in to teach their existing staff.
 l Presenting to large audiences can vary. Some 
organizations won’t pay a fee, but will cover 
all your travel expenses. Depending on the 
size of the audience and the likelihood that 
someone listening will be your next client, it 
may still prove a lucrative deal. 

On top of all that, some companies will ask you 
to come back year after year — especially in in-
stances where they hold annual conventions or 
meetings and where your talks are well-received. 
This could land you a regular annual fee, or a 
steady stream of new clients. 

How to Get Started
Chances are, you know a lot more about effective 
writing and marketing through copy than you 
think you do. And to be a successful presenter, 
trainer, or consultant, all you need to know is a 
little more than the group you’re advising. 
According to expert copywriter and consultant 

Don Hauptman, organizations are constantly 
trying to fill speaking slots. One of the best ap-
proaches is to start locally, and build up. Call 
your local Chamber of Commerce to get a list of 
businesses you’d like to speak for. Call up those 
businesses and introduce yourself, or send them 
a flyer or brochure about your services. 
From there, ask for referrals. And don’t ever leave 
a speaking or consulting session without giv-
ing all the attendees a way to get in touch with 
you. You never know who might be listening that 
could be your next big client.
Remember, a huge advantage to “diversifying” 
your expertise like this is that you’ll never be 
locked into in single industry or niche. So if the 
economy takes another dive, or if you simply 
want to take a break from writing or supplement 
your income, you can branch out into the con-
sulting/training area without losing ground in 
your chosen writing field. 
Before you know it, you’ll have built up your cred-
ibility as a professional writer and consultant, 
complete with a steady income. And don’t forget, 
the best part of all is that you’ll have full access to 
the freedom that comes from 
pursuing the writer’s life. ¢
Editor’s Note: If you’d like to 
know more about the exciting 
world of consulting, take a look 
at The Versatile Freelancer: 
How Writers and Other Cre-
ative Professionals Can Gen-
erate More Income by Seizing 
New Opportunities in Critiqu-
ing, Consulting, Training, and 
Presenting by Don Hauptman.
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By Mindy McHorse

Last month, our Barefoot Writing Opportunity 
focused on copywriting. As a result, we received 
a slew of questions from many members. Here 
are the answers to the most common ones. But as 
always, if there’s anything else you’d like to know, 
send us an email at info@thebarefootwriter.com.

Quite honestly, it depends. Your freelance, 
work-from-home income is affected by 

a lot of things, including the time you put into 
it, the niche you write for, and the marketing 
budgets of the clients with whom you connect. 
Consider these examples from working freelance 
copywriters:

 lMichelle D. enjoyed part-time work as a 
copywriter while maintaining a full-time 
sales job. When she had her third child and 
attempted to leave that sales job, they hired 
her to work part-time from home — just 
writing emails for them! Now she does both 
freelance copywriting and part-time work for 
her previous employer, with plenty of time to 
devote to her three kids.

 l June S. recently announced she hit the 
$95,000 mark with her copywriting busi-
ness. You can bet she’ll be nailing her six-
figure mark soon, which is astounding con-
sidering she only works 20-25 hours a week. 
Best of all, that gives her plenty of time to 
care for her young child. 

 l Joshua B. has one of the most heart-warm-
ing stories around. Faced with overwhelm-
ing debt, not to mention getting his car re-
possessed, he turned his life around through 
copywriting. That led to the discovery that 
he’s also a terrific networker and business 
developer. He has negotiated some lucrative 
contracts with a number of big companies 
and will be making more than $300,000 this 
year.

What a lot of freelancers most appreciate is 
that there are no limits in copywriting, as well 
as no minimum requirements. So if you want to 
supplement your current income with an extra 
$10,000 in revenue each year, you can. 

How Much Can You 
Make as a Freelance 
Copywriter Working 

Anywhere You Choose?

thinking like a writer
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If you want to aim for or surpass the six-figure 
mark, you can do that, too. 

Here’s What it Takes 
to Be a Paid Copywriter …

Really — and here’s where a lot of would-be writ-
ers scratch their heads in doubt — all you need to 
get started is a computer, an Internet connection, 
and basic skills in persuasive writing. 

 l You can be any age, whether you’re 18 or 88
 l You can be fresh out of high school or claim 
college credentials
 l You can come from any industry, whether it’s 
blue collar, white collar … or even if you cur-
rently have no job at all
 l You can live out in the woods … in a great big 
city … in a small coastal town … or anywhere 
that gets Internet reception (which doesn’t 
confine you to the U.S.!)

Is Copywriting a Stable Career?
That’s a great question, and I’m happy to say 
— YES!
First of all, like we mentioned in our article about 
copywriting — every business everywhere ben-
efits from well-written, persuasive copy — and 
many are willing to pay the big bucks to get it. 

Even when times get tough and the economy 
sinks, copywriters remain in demand. Why? Be-
cause that’s when a lot of companies have to re-
duce costs. For several, this means cutting their 
marketing and no longer outsourcing to large ad-
vertising companies. Or, it might mean they have 
to let full-time employees go, including any in-
house copywriters they have. 
But, those companies still have to sell their prod-
ucts and services to survive. So what do they 
do? They turn to freelance copywriters! Paying 
a freelancer $20,000 in a single year still means 
savings for a company that previously paid a full-
time employee’s salary and benefits, or shelled 
out monthly fees to ad execs.
Land a couple of clients like that, and you’re in 
business!

How Can You Become a Really 
Great Persuasive Writer?

I’ll be perfectly honest: Along with nearly all of 
the other successful copywriters I know work-
ing today, I turned to a program on copywriting 
when I was ready to launch my freelance writ-
ing career. You absolutely can learn how to be a 
copywriter simply by taking a program, especial-
ly if it’s one that provides regular examples, of-
fers feedback, connects you with working writers, 
and puts you in contact with paying clients.
AWAI’s Accelerated Program for Six-Figure Copy-
writing is the program that gave me my start, and 
it’s also one I return to on a regular basis when 
I have copy-related questions or simply want to 
brush up on my own skills. 
No matter what course you take, though, the fact 
remains: you don’t need to get a degree or pay a 
lot of money for expensive training to become a 
successful freelance copywriter.
The key thing to remember is that good copy-
writing goes beyond basic writing skills. A good 
copywriter knows precisely how to …

 l Tap the emotional hot-buttons of the reader

thinking like a writer (continued)
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 l Give all the reasons why a reader should (or 
shouldn’t) do something

 l Answer any objections the reader might have

 l Lead the reader to the best solution

 l Prompt that reader to take action

With these skills under your belt, all you need is 
a computer and an Internet connection to start 
landing clients and watch your income build.

How Do You Know You’re Ready for 
Life as a Freelance Copywriter?

The best skill-test you can give yourself is this: If 
you can write a simple letter — or an email — or 
even a good Facebook post, for that matter — you 
already have what it takes to become a copywrit-
er. And once you fine-tune those skills by learn-
ing the fundamentals of persuasive writing, you 

can quickly become a working, successful, free-
lance copywriter. 

The editorial team here at The Bare-
foot Writer is 100% committed to helping 
you achieve your dream to write for a living. Rest 
assured we’ll continue to bring you eye-opening 
content on how to regularly sharpen your writ-
ing skills and position yourself as a professional 
writer, not to mention how and where to find cli-
ents who will pay you well.
Editor’s Note: If you’ve been thinking about “test-
ing the waters” and taking a step toward learning 
how to write copy, check out AWAI’s popular Accel-
erated Program for Six-Figure Copywriting. ¢

Congratulations to Sarah Dizney for Winning the August 
Barefoot Writing Challenge!
Last month’s Challenge was to write an essay that answered this question: “Tell us your life story 
in 500 words or less.”

When we say Barefoot Writers come from all walks of life, we mean it. The stories submitted were 
extraordinary. Our members have encountered huge wins, heart-bending tragedies, motivating 
career advances, and everything in-between. Through it all, your persistence and commitment 
to your goals (and writing goals in particular) shines.

But it was Sarah’s conversational essay about how animals shaped her into the person she is to-
day that won out. Click here to read it.

Honorable mentions go to Mohan Iyengar and Stephanie Detlefsen for excellent submissions.

Sarah, your $100 prize is on its way!

Win $100 if Your Essay is Chosen in Our September Challenge:
“Picture your professional website ‘About Me’ page as you want it to look one year 
from today. What does it say?”
Send your entries to Contest@TheBarefootWriter.com by midnight ET on September 18th. The 
Barefoot Writer team will award the winning entry $100! Please submit entries in Microsoft Word 
format and limit your essay to 500 words or less.

the barefoot writing challenge
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1. Follow Directions.
It might seem obvious, but it’s not uncommon to skip details in the 
excitement of submitting work to a publication or writing con-
test. Before you submit your final copy, always go back and check 
for submission guidelines. Pay close attention to word count limits 
and formatting requirements.

2. Submit Your Copy as an Attachment in Microsoft Word. 
Unless otherwise specified, this is the industry standard.

3. Name Your File Appropriately. 
Include the name of the publication or contest in your file name, and include your own name as well. If 
you’re short on space, at least include your last name.

4. Put Your Name and Contact Information on Your Actual Copy Submission. 
Even if you’re submitting by email, where your name and contact information are obvious, you can’t as-
sume your copy submission will stay linked to your email. Staff members for a magazine may save your 
Word attachment to a separate folder for the editor to review at a later date. If your name and contact 
information aren’t on that Word document, you might be sacrificing your shot at getting published. 

5. Review Your Submission for Typos and Errors — at Least Twice! 
Even the most glaring typos sneak by the best writers. Here are two tips to avoid embarrassing typos: Read 
your submission aloud, slowly. This is a great way to pick up errors your eyes otherwise miss while reading. 
Or, try reading your submission one sentence at a time, starting at the end. By reading “backwards,” you’re 
more likely to notice errors that otherwise sneak by when read normally.

BONUS TIP: Take Advantage of Contests!
Writing competitions are one of the best ways to get your writing career off the ground. Why? Because 
they’re low-pressure, generally enjoyable, and can pave the way to future writing assignments.

For example, each monthly Barefoot Writing Challenge relates to topics close to most writers’ interests. 
The assignments are short, and they give you great practice. 

Plus, when you win or even just participate in a writing contest, you’re 
indirectly introducing yourself and your writing ability to a publi-
cation’s editor and staff. You never know when that connection 
will lead to a future writing assignment. (Indeed, that’s hap-
pened here at The Barefoot Writer with many Challenge Essay 
winners.)

So any time you see a writing contest offered, go for it!

Want to write for The Barefoot Writer … 
or any other publication?
Here’s what you need to know …
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Ideas that spark writing inspiration often come 
to us in the strangest ways. 

They can come from anywhere — from a news-
stand, a conversation, or even a dream. Ideas can 
come from visiting new places that give us a fresh 
perspective and a new palette to our senses. They 
can also come from something we’ve never seen 
before, or even an old idea offered in a fresh way. 
Here are nine famous writers whose works were 
inspired in ways they least expected.

Around the World in Eighty 
Days by Jules Verne 
Oddly, Verne never traveled the 
world, though he attempted to 
stow away on an ocean-going 
ship at age 12. His father inter-
cepted the ship before it left port 
and Verne promised future trav-
el would only be in his imagina-
tion. Years later, while glancing 
through a newspaper in a Pari-

sian café, he spotted an ad offering tourists an 
opportunity to travel the world in only 80 days. 

Considered an incredible feat in 1873, it ignited 
Verne’s imagination and led to his book.

Anna Karenina by Leo Tolstoy
Perhaps it was caused by indigestion, 
but as Tolstoy lay on a sofa after eat-
ing, he had a strange vision of an el-
bow. The image grew into a melan-
choly woman in a ball gown. The 
image of this mysterious lady stayed 
with Tolstoy until he felt compelled to 
write her story. 

Rip Van Winkle by Washington Irving
Irving was feeling down because he had been 
struggling with writer’s block. His brother-in-
law, Henry Van Wart, wanting to lift 
Irving’s spirits, began telling him sto-
ries about his childhood exploits in 
the Hudson Highlands. Suddenly, in 
the middle of one of the stories, Irving 
rushed out of the room. He returned 
the next morning, cured of his writer’s 
block and clutching a new story in-
spired by Van Wart’s adventures. 

By Katie Yeakle

They Found 
Inspiration 
in the Oddest Ways

did you know?
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Treasure Island by Robert Louis 
Stevenson
Bored while vacationing in the bleak 
Scottish Highlands, Stevenson resorted 
to painting a map to kill time. Finished, 
he got up to admire his efforts when 
a multitude of imaginary pirates ap-
peared before his eyes. Stevenson said, 
“They passed to and fro, fighting and 

hunting treasure, on these few square inches of a 
flat projection.” With pirates and buried treasure 
still flitting within his imagination, he wrote his 
famous classic.

The Wonderful Wizard of Oz by L. 
Frank Baum
As his sons sat spellbound before him 
while he told them a story, Baum’s imag-
ination abruptly took flight to a distant 
land. He suddenly interrupted his tale 
and led the children into another room 

where he began to write of Dorothy’s amazing 
journey along the yellow brick road.

The Hobbit by J.R.R. Tolkien
It happened while grading college exam 
papers that Tolkien came across a blank 
sheet of paper. Inexplicably compelled 
to write something on this blank sheet, 
he jotted down the first thing that came 
to mind: “In a hole in the ground there 
lived a hobbit.” At the time, he didn’t 
know who or what a hobbit was or 

why it lived underground, so he soon introduced 
the world to Bilbo Baggins and other peculiar 
dwarves who lived in a faraway, enchanted land.

Charlotte’s Web by E.B. White
Certain he wanted to write about sav-
ing the life of a pig facing the slaughter-
house, White was at a loss as to which 
courageous soul would come to the pig’s 
aid. As he walked through an orchard 
toward a pigpen, inspiration struck like 
lightning. He recalled a large gray spider 

that had spun an intricate web in his house. He 
imagined this spider would be the heroine to save 
the pig. White’s charming story is now consid-
ered one of the most beloved children’s books of 
all time. 

The Lion, the Witch 
and the Wardrobe by 
C.S. Lewis
It began with a strange 
daydream when Lewis 
was only 16. He imag-
ined a peculiar crea-
ture, half-man and 
half-goat, scurrying 
through the woods 
blanketed in snow. The 
faun toted an umbrella 

and an assortment of packages. The image of this 
creature lingered in his mind for more than 20 
years. Finally, at age 40, Lewis felt compelled to 
bring the faun to life. He wrote a marvelous tale 
of a magical land called Narnia, with the fictional 
faun from his daydream a principle character.

Animal Farm by George 
Orwell
After watching a young boy 
whipping a carthorse, an 
unusual thought popped 
into Orwell’s mind: If ani-
mals realized how strong 
they were, people would 
have no power over them. 
This thought blossomed 
into a fable in which Or-
well had animals taking 
over a farm, allowing him 

to depict communism under the Soviet Union. 
Want to cultivate ideas that spark your own writ-
ing inspiration? Be curious, constantly observe 
the world around you, and be willing to break 
routines. And when an idea surfaces screaming 
“Wow,” jump on it! ¢
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Need Energy Fast?
Try These Snacks 
Before Reaching 
for Another Cup 
of Coffee

You know that feeling in the middle of the af-
ternoon, when your eyelids start to droop … 

you swear you can hear a nap calling your name. 
But with a deadline looming, a break may not be 
an option.
You need some energy, fast! Before you reach for 
another cup of coffee or other caffeinated drink, 
maybe what you really want is a snack instead.
And you wouldn’t be alone. Many famous writ-
ers have divulged their favorite snacks that keep 
them going while they work. 
F. Scott Fitzgerald ate canned meat and apples 
early in his career, and Kafka sipped milk while 
writing. Emily Dickenson baked her own bread to 
snack on. Neil Simon rewards himself with Fritos 
for finishing a scene. Daniel Handler (Lemony 
Snicket) eats raw, unpeeled carrots as he works. 
Vendela Vida snacks on pistachios while writing.

Copywriters also like to snack for energy while 
writing. I recently had the opportunity to ask 
several Barefoot Writers about what they eat for 
energy in the afternoon. Here’s what they said:

 l Kale is a copywriter favorite. Maureen Laud-
er, Robbin Crandall, Gloria Rand, and Sally 
Eastwood all like kale, whether in a salad, 
smoothie, or juice. 

 l Nuts are a perfect snack for writers. Edna 
Wilson and Maureen Lauder like almonds, 
and I eat toasted pecans. Sandra Almonte 
prefers cashews mixed with dried cranber-
ries, and Ed Gandia has a favorite trail mix of 
mixed nuts and cranberries.
 l Fresh fruit is popular. Janet Runeson reaches 
for seasonally fresh strawberries, while Steve 
Slaunwhite, Ed Gandia, and Nancy Lamb
all prefer apples. 

By Li Vasquez-Noone

become a better writer
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 l Salty snack foods are also a favorite. Susan 
Laird chooses pretzels and Swedish Wasa 
with hummus. Ed Gandia and I both snack 
on cheese sticks.
 l Sweet snacks were well represented, of course. 
Robbin Crandall’s favorite sweet snack is a 
fun-size Milky Way, while Christine But-
ler mixes plain and peanut M&Ms. Michael 
Katz and Steve Slaunwhite both keep granola 
bars on hand.
 l For an unusual snack, Gene Yoder splits a ja-
lapeno pepper in half and fills it with peanut 
butter. If jalapenos aren’t your thing, he says 
an apple with peanut butter hits the spot as 
well.

Need help choosing a snack to get you through an 
afternoon slump? Look for foods with the follow-
ing nutrients for a stimulant-free energy boost.
Vitamin B6 helps the brain focus, and boosts 
energy. High levels of Vitamin B6 can be found 
in bananas, spinach, potatoes, vegetable juice, 
salmon, and fortified cereals. 
Omega 3 Fatty Acids help balance your mood, 
improve your memory, and keep your mind 

sharp. You’ll find omega 3 fatty acids in coldwa-
ter fish like salmon, tuna, mackerel, sardines, and 
halibut. Or try avocados, flaxseed, walnuts, and 
olive oil.
Vitamin C helps boost your immune system. It’s 
found in high levels in lemons, limes, oranges, 
grapefruit, and other fruits, as well as red bell 
peppers, broccoli, cauliflower, and kale. Citrus 
fruits also have an energizing smell that will help 
perk you up.
Water may not be a nutrient, but dehy-
dration will make you sluggish and tired. 
Stay alert by staying hydrated. Drink 
plain water, and eat fruits and vegetables 
that contain lots of water, such as water-
melon, cucumbers, and tomatoes. 
The next time you need an afternoon 
pick-me-up, try one of these snacks to 
kick your writing into high gear. Watch 
your afternoon energy and concentra-
tion soar, without coffee.
What’s your go-to snack in the afternoon? Join us 
on The Barefoot Writer Facebook page at and let 
us know how you fuel your afternoon writing. ¢

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

Here are some tips for submitting a winning photo:

n Please make sure your shot is vertical, not horizontal. 

n  Be sure the subject of your photo does not fill the whole frame. 
Leave room for copy on all sides. 

Our designer needs room at the top for the name of the magazine and 
along the sides for the cover blurbs. 

Just email your submission here: Contest@thebarefootwriter.com. 
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For many of us, fall signals the end of relax-
ation, the start of school, and the promise of 

colder weather. Not exactly things to look for-
ward to, right? 
Well, I think it’s high time we reinvented fall and 
gave it a little sprucing up. 
Because really, it’s a good time to give yourself 
a brand-new routine. Summer was (hopefully) a 
little quieter; if you have kids, they’re back into 
their own routines come September. Even if you 
don’t, there’s space for you to think and plan be-
fore the demands of Thanksgiving, the holidays, 
and New Year’s strike. 
Many businesses also seem to be re-energized at 
this time of year. “I always feel like my copywrit-
ing clients send me double the amount of work 
in the fall,” The Barefoot Writer Editor Mindy 
McHorse commented, when we were discussing 
this article. “They’re refreshed and ready to dig in 
after summer, and want to get a lot done before 
the holidays.”
In short, fall is the perfect time to:

 l Review and reframe your goals 

 l Hone your productivity
 l Take on new assignments

Here’s how …

Review and Reframe Your Goals
Grab your list of goals — you know, the ones you 
wrote in January when all those New Year’s reso-
lutions were riding high, the calendar pages were 
blank, and you had a brand-new notebook just 
begging to be written in. 
Have you achieved any? 
Have you made signifi-
cant progress toward 
any? Pat yourself on the 
back if that’s the case. 
Are there any that have 
slid so far down that 
you’re squinting at the 
page to trick your brain 
into thinking they’re 
not really there at all? 
(C’mon, we all have 
them!) 

By Sally Eastwood

Spruce Up for Fall: 
Get More Organized, Get More 
Productive … Get More Projects!

monthly motivator
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Now’s the perfect time to review and be realistic. 
That doesn’t mean beating yourself up, it means 
acknowledging what you’ve achieved, and taking 
the goals not yet accomplished and reframing 
them.
For example, it’s September. Let’s say one of your 
goals was to write 12 articles for a particular pub-
lication this calendar year, and you’ve only writ-
ten five. There’s no way you’re going to make it 
to 12. 
So what do you do? Re-frame that goal. 
Say, “job well-done” for having five articles pub-
lished, and write your new commitment: “To have 
two additional articles published before the end of 
the year.” Done. You’ve allowed yourself to start 
afresh and you’re being realistic. Review all your 
goals in this way and make yourself a new list.

Hone Your Productivity
The lazy days of summer are over, and if you’ve 
been able to take a break from your everyday 
commitments, getting back into a structured 
routine may feel like hard work. 

Especially since there are as many ways to im-
prove your productivity as there are writers out 
there. Do an online search for “writing produc-
tivity tools,” and you’ll find everything from apps 
that turn off your social media accounts to web-
sites that play the sounds of coffee shops to help 

you concentrate. Hopefully you’re making use of 
techniques that work for you, and The Barefoot 
Writer is a great publication to find new and in-
novative resources.
But, is what you’re doing as effective now as when 
you first started it? Occasionally, the tools and 
techniques that were so useful at the beginning 
can become a little stale. The human brain gets 
bored easily. Now’s the time to shake things up 
a little.
Get out your notebook (or computer) and make 
a list of everything you do that helps you stay fo-
cused and motivated. This includes the time of 
day you write, how many breaks you take during 
the day, what electronic tools you use, how you 
set aside time for research, etc. Are some of them 
not as useful as they were before? Has anything 
changed?
For example, during the summer, my daughter 
is out of school. That means no pressure to rise 
at 5:30 a.m., but she’s home a lot more, which 
means more distractions. I’m still up at 5:30 a.m., 
but instead of preparation for school, I use the 
time to write. I can usually get a solid three hours 
of writing in by 9 a.m., which makes me feel very 
productive. 
When fall comes around and school starts again, 
my mornings aren’t my own, but I do get my 
daughter to school by 7:30 a.m., and the dogs 
walked by 9 a.m., which leaves a good chunk of 
time alone to work during the day. It’s all about 
assessing what can be done when. The good news 
about the profession we’ve chosen is that we CAN 
do this. It’s why we love the writer’s life.

Take on New Assignments
As Mindy noted, many clients review their work-
load at this time of year to assess what needs to 
get done before the holidays — and before year-
end if they have ‘use it or lose it’ budget pres-
sures. Not many large projects start after mid-
November, since there’s a lot of downtime thanks 
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to major holidays between then and the end of 
the year. 
Early fall is the perfect time to contact current 
clients to ask if they need anything. Practice your 
email skills and pleasantly remind them that it’s 
been a great year so far and you’d love to assist 
with any other projects. 
Even better: Reach out to potential new clients 

in your niche. There’s a chance they could have 
more projects than writers to complete them, 
and the very worst that could happen is that they 
say: “thanks but no thanks.” You’ve made contact 
and if something comes up in the future, they 
know who you are and where you are.

So here’s a toast to a fabulous fall. What will you 
spruce up? ¢

Play Your Way to Better Writing
By Rae Robinson

If you’ve ever wanted to increase your creativity … 
problem solving … or even memory — but you’ve 

always thought that your brain was “done growing” 
by early childhood — I have great news.

Just like you, scientists used to believe that your 
cognitive processing capacity was fixed after child-
hood. So if you had a poor memory or short atten-
tion span as a kid, you were doomed to be a forget-
ful and distracted adult. 

Neuroscientists recently discovered that with a spe-
cific kind of training, you can significantly improve 
your brain function in memory, problem solving, fo-
cus, information processing, and creative thinking. 

With the proper exercise over time, the brain be-
gins to physically reshape itself to be more ef-
ficient during certain tasks. This process is called 
neuroplasticity.

For example, two separate studies were performed 
on medical students and new taxi drivers trying to 
learn massive amounts of new information. Brain 
scans showed the hippocampus — a brain struc-
ture involved in memory — became larger in both 
groups of learners.

So where can you get the specific kind of training 
needed to increase your cognitive processing? 

Lumosity.com offers a wide variety of games de-
signed specifically to work active memory, reaction 
time, attention, and even math skills. 

I’ve been training with Lumosity for several months. 

At the beginning of the training, you tell the sys-
tem where you want to train your brain. Every day, 
you’re given a new set of games designed to chal-
lenge those areas of your brain. 

They’re entertaining, only take about 20 minutes to 
complete, and with daily practice you’ll really notice 
a difference.

A few of my personal favorite games include:

� Word Bubbles Rising. You have 60 seconds 
to create as many words as you can from a pro-
vided stem (like pre- or gu-). A real test of your 
active vocabulary!

� Penguin Pursuit. Race another penguin 
through an increasingly complicated maze on 
an iceberg … but beware, because “up” isn’t 
always “up”!

� Familiar Faces. You work the counter at a 
busy restaurant and get massive tips for re-
membering people’s names (and their orders!) 
from game to game. 

It’s fascinating to watch your Brain Profile Index 
(BPI) grow over time. I always notice a difference in 
my focus and math skills when I play regularly. Play-
ing games like Word Bubbles also helps my fingers 
and “writing brain” wake up when it’s time to get 
writing!

Try a few trial games today at Lumosity.com and 
see how you can start playing your way to better 
writing.

monthly motivator (continued)
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Q: What if I’m still in the beginning stages of 
my freelance career; is it too soon to build 

my own freelance website?

A: (Katie Yeakle) It’s never too soon. A 
freelancer’s website is their “21st Century 

Business Card.” Plus, having your website up and 
running will help you commit to starting your 
business sooner rather than later. Another rea-
son it’s smart to go ahead and get it up is because 
it will take some time for the search engines to 
really start sending you traffic (aka, potential 
clients).
Don’t worry about getting it completely perfect on 
the first try. Once it’s up, you’ll be able to change 
it and update it any time you want. That means as 
you continue to gain more skills and experience 
and have even better samples and testimonials, 
you’ll be able to easily edit your website to show-
case them and attract even more clients.

Q: I’ve almost completed the Accelerated Pro-
gram for Six-Figure Copywriting and I’m 

a little unsure once I’m done how to get started 
with my new career. How do I get my first client?

A: (Rebecca Matter) That’s a question I think 
I get from every new member I talk to. 

My first recommendation is to start with people 
you know. Experienced copywriter Pam Foster 
says 90% of her new clients come from referrals. 
Think back on your working life and write down 
every person you can think of who is a contact. 
Then, think about people you do business with 
now — like your local florist, the carpet-cleaning 
business you use, or the car repair shop you go to. 
Every one of those businesses is a potential client 
or source of referral.
Then, drop each person a personal email or note 
and let them know about your business. Accord-
ing to Pam, you’ll be surprised just how often 
you’ll hear, “Good to know! Our website needs 
help. Let’s talk.”
Your first client may also depend on how much 
experience you have in your industry/niche. If 
none, it may make sense for you to start with a 
small company — even local — and do the work 
for free (or a low fee) in exchange for the expe-
rience, a sample, and a testimonial. That way, 
you’ll get some confidence to reach out to the 
next bigger client. 
Just remember — landing your very first client 
may seem hard … but it will only get easier and 
easier. Good luck! n

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

mailto:info%40thebarefootwriter.com?subject=
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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
http://www.thetravelwriterslife.com/workshops
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2014 Web Copywriting Intensive — Austin, TX
Become a Web Copy Specialist in Just 3 Days …
And walk away as a working web writer, who knows 
more about writing online copy that converts than 

99% of the people out there.

This is not a conference where you sit back and listen to 
speaker after speaker. This is a hands-on training pro-
gram where you will work hard every day with experts 
to learn the material and you will be ready to work as an 
online copywriter for any client by the time you leave.

�  Learn the strategies and techniques for writing 
blockbuster web copy clients are willing to pay big 
fees for…

�   Master the secrets behind social media, search en-
gine optimization, blogs, and powerful emails that 
sell…

�   Discover the tools you can use to dramatically im-
prove almost any web page, email or newsletter…

�   And launch your web-writing business… all in just 
3½ days.

Where:
Hyatt Place Austin Downtown
211 East 3rd Street � Austin, TX 78701
P: 512.476.4440

Registration: Full Price $4,995 — Early Bird Discount: $3,995

For more details, click here.

FEB
9-12
2014

�  Homepages
�  Website Copy
�  Landing Pages
�  Information Pages
�  Sales Pages
�  SEO Copy
�  Emails 
�  Autoresponders

�  Blog Posts
�  Social Media
�  Online Video Scripts
�  Space Ads
�  Subscription Pages
�  Special Reports
�  Catalog Copy
�  Newsletters

With so many WEB 

niches, you’ll never 

be bored …

events calendar
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I love technology. Computers, software, gad-
gets, apps … all of that stuff. I’m a geek at heart 

and so they’re fascinating and a ton of fun for me. 
But I love it even more when that technology is 
free! In fact, I’m writing this on my new tablet … 
which was free!
I recently had the opportunity to write a short 
review for a large software company. I use their 
software in my own business and am very happy 
with the technology, so when I received a mass 
email requesting that I share my experience 
of their product, I was more than glad to. The 
promise of a brand-new tablet for the best cus-
tomer story was also an incentive! 
It took just 45 minutes to write. But, having stud-
ied several of AWAI’s programs, I was able to 
ramp up my copy, provide an attention-grabbing 
headline, share a compelling story, and receive 
this beautiful tablet in the process. My business 
is a lot smaller than most of their clients, so I 
could really weave my own personal experience 
more candidly throughout the story. 
I also saw an opportunity to leverage my initial 

review and submit a more detailed case study. 
I took my original review and expanded on the 
story. I used AWAI’s “Writing Case Studies” pro-
gram to structure the content professionally and 
make a convincing case for the flexibility and 
efficiency their technology provides. The Mar-
keting Department enjoyed my submission and 
even referred my story and contact details to a 
New York Times journalist who was writing an 
article on software as a service in small business-
es. Although the interview never worked out, it’s 
amazing to see how far a simple piece of copy can 
take you … and the Glicken you can pick up! 
Thanks, AWAI! ¢

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 Matthew Cole

Better Writing Technique = 
Free Tablet + Publicity

the glicken

http://www.awaionline.com/cas/barefootwriter
mailto:MyStory%40thebarefootwriter.com?subject=


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

