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If you’ve ever questioned the wis-
dom of quitting a normal, stable 

job to pursue life as a Barefoot 
Writer, you’re not alone. But as 
you’ll see in this issue, even those 
who begin with doubts are as-
tounded by the hidden benefits.

Michael Katz, our featured inter-
viewee, says it best in his essay on 
“10 Really Good Reasons to Quit 

Your Job and Start Your Own Writing Business.” He 
reflects on his own transition to self-employment 
and calls it his defining moment, both as a profes-
sional and individual.

Not all of us take that route, of course. There are 
those like Marianne Foscarini, who found joy, pur-
pose, and payoff in professional writing after she’d 
retired from the working world.

And there are folks like me, who follow the roman-
tic dream of writing and don’t give much thought 
to the idea of self-employment. It wasn’t till my 
earnings increased more than 400% in one year — 
from $24,000 to six figures — that I realized how 
essential it is to treat this dream like a business.

I’ve since faced a lot of hard-learned lessons. But 
those lessons aren’t necessarily about writing. 

They’re about the steady pursuit of living by your 
own principles and having the power to choose 
your friends, colleagues, and even your business 
model.

Barefoot Writing gives you a window into who you 
want to be as a person and how you want to live 
your life. Focus on that as you write, and the proj-
ects will follow. 

We’re here to help, bringing you everything from 
tips on how to launch your writing business and 
get your queries noticed to guidance on refining 
your vision.

After all, it’s essential to focus on both aspects of 
this lifestyle — business intelligence and guiding 
meaning. But at the end of the day, always return 
to the question of what gets you most excited 
about the Barefoot Writer lifestyle, whether it was 
to escape a job, follow a dream, or find purpose. 
Focus your energy there, and the benefits will 
keep coming.

To your writing success,

Mindy McHorse
Executive Editor, The Barefoot Writer
askmindy@thebarefootwriter.com

Where to focus Your Writing 
energy for the Biggest payoff

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

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

Plus, you could win $100 … and if your 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. 
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When Marianne Foscarini (“retired With Bonus Income and a sense of pur-
pose”) first earned her communications certificate at a toronto college, she was 
convinced she could never be a copywriter. It took the aWaI programs to make 
her realize she just needed to better understand her reader’s wants, needs, and 
desires. she transitioned from journalism in 2010 and is now freelancing from 
markham, Ontario, Canada.

Sally Eastwood (“You’re never too Old to Begin Life as a Writer”) is one of those 
rare breeds of people who loved her corporate career, but after almost three 
decades of meetings and business travel, she yearned to spend time at home 
nurturing her creative side. she now writes with her two dogs at her feet and 
a view of the ocean in Laguna Beach, California. sally’s first book: “101 things to 
Love about Laguna Beach” will be published in October 2013. Photo by April Brian, 
Laguna Beach

Christina Gillick (“How Barefoot Writers Can save $2,000 a Year and Become 
more efficient”) is a direct-response copywriter who specializes in web copy, 
emails, and autoresponders. Her niche is personal development training compa-
nies. recently, she added nightingale-Conant to her client list. she lives on a farm 
in texas with her husband, nick. When she’s not writing, she likes karaoke, baking 
cupcakes, and spending time outdoors.

featured contributors

mailto:info@thebarefootwriter.com
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Barefoot Writers Come 
From All Walks Of Life…

Proof that Steady Forward Motion 
Leads to Victory
Kendy Sproul’s story shares something in 

common with that of most other profession-
al writers. That is, she had to put aside the idea of 
what she thought her writer’s life would be in or-
der to embrace the life waiting for her. Now that 
she’s there, she’s able to enjoy the freedom and 

pay that comes from Barefoot Writing, while also 
pursuing an independent book writing project.
What type of paid writing work do you do? 
As a freelance web copywriter, I’ve written every-
thing for my clients from landing pages and SEO 
website copy to email marketing, blogging, on-
line ads, article marketing, online catalog copy, 
and sales pages.
What’s been your biggest accomplishment so 
far as a writer? 
My biggest accomplishment so far as a writer is 
having my articles featured on Nick Usborne’s 
website, Freelance Writing Success, alongside big-
name copywriters such as Bob Bly, Michael Stel-
zner, Ed Gandia, Steve Slaunwhite, Mark Ford 
(also known by his pen name, Michael Master-
son), Clayton Makepeace, and others.
What other writing projects or goals do you 
have on your horizon? 
I am currently working on a transformational 
book for women that I hope to have out sometime 

Kendy and her husband heading out for a mid-week 
pleasure ride from their home in Central Oregon

living the writer’s life
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late summer or early 
fall. 

How has your life 
been different than 
what you’d imagined 
when you started 
freelancing?

My life has taken sev-
eral twists and turns 
since I began free-
lancing. I started out 
thinking I would be 
a direct-mail copy-
writer, and while I 
have done some writ-
ing in that area, it’s 
not where I landed. 
Then I decided I was 

going to pursue social media marketing, again to 
find that alone was not the area for me. Now I’m 

immersed in online copywriting, I have great cli-
ents, and I’m making good money working the 
hours I want to. 
How do you personally define and measure 
success as a writer? 
Every day that I can keep my seat in my chair and 
practice my craft is a successful day for me. How-
ever, hearing my clients praise my work helps 
drive that successful feeling home. 
What single piece of advice would you share 
with someone who’s just starting out in the 
world of paid, professional writing?
My advice to someone who is just starting out is 
to create a daily writing schedule and stick to it. If 
you’ve got paid work, great, work on that during 
your scheduled writing time. If you don’t, then 
work on pieces for your portfolio, your own mar-
keting, or anything that keeps you in your chair 
and writing for the entire time. Make writing a 
daily habit and success will soon follow. 

Why Writing Gives this Entrepreneur 
More Opportunities Than Ever Before
One of the most alluring aspects of life as a 

Barefoot Writer is the flexibility — you can 
support yourself and live anywhere you please. 
Writer Mac Bull is a living example of this. After 
falling in love with the culture and countryside of 
Japan, he needed a way to support himself once his 
teaching job ended. Writing was the answer, and 
combined with Mac’s own entrepreneurial spirit, 
it’s been the reason he’s able to live the life of his 
dreams — in a location of his choosing — while 
satisfying his eternal desire to write. Enjoy his sto-
ry, and be sure to note Mac’s advice to new writers.
What attracted you to life as a writer?
I think the attraction is the ability to create. To 

craft a story or even 
sales copy that speaks 
to the reader, know-
ing that there is pow-
er behind your words 
and the way you use 
them — a power to 
evoke emotions, drive 
a sale, or even arouse 
anger. That’s very in-
triguing to me.
What do you love 
most about living in 
Japan?

Mac in a Japanese library 
doing client work

A fun-filled day catching 
Coho salmon off the coast 

of Newport, Oregon

living the writer’s life (continued)
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I love the challenge of living in a culture that is so 
different from our Western standards. And yet, 
as people, there are still cultural norms that cross 
cultural and international boundaries. It’s really 
funny when you see a phrase like, “two birds with 
one stone,” and then find the Japanese language 
equivalent 一石二鳥 (iseki-ni-cho) is exactly the 
same. That wows me. 
What’s your secret to finding clients, and are 
they international or local to Japan?
As a Japanese-speaking American writer living 
in Japan, positioning myself as an “internation-
al solution” was both logical and beneficial for 
broader self-marketing. Learning how has been 
the challenge.
But taking on the language and culture of Ja-
pan has made me fearless, and fearlessness has 
been critical to my efforts. Cold-calling a firm 
in France, for instance, was easier for me than 
trying to find my way home when lost in Osaka 
... true story. When the receptionist answered 
in French, I simply responded in English, and I 
quickly learned English is fairly common in busi-
ness globally. You can check targeted clients’ 
websites for language options.
To get to the heart of the question, if I have a se-
cret to finding clients, web search is the starting 
point followed by a process I call “wild market-
ing.” Letters are good, email is good, but I make 
a point of using everything I can including direct 
mail, social media, and new ideas as they occur ... 
and I never stop. Even when I have projects going. 
That helps to keep the pipeline full. My motto: 
“Be brave ... and throw stuff at them with BOTH 
hands.” 
Will you share your proudest moment as a 
writer? 
I think my proudest moment was to see my first 
job go live. When I saw the company post the 
website copy I wrote, I was tickled with wild joy 
from head to toe. Getting paid only made it more 
exciting. 

What’s your preferred niche and why did you 
choose it?
My preferred niche is industrial supplies. Tools, 
supplies, and machines. It stems from hands-on 
factory work that I did years ago back in the U.S. 
So it clicks.
In addition, I also do translation. I cover both 
English to Japanese and Japanese to English.
Do you eat any special Japanese foods as part 
of your writing process?
Not really. Chocolate and coffee are my secret. 
Although I do power up with Japanese herbal 
and vitamin supplements. But that’s more to stay 
healthy and sharp.
What’s your advice to someone just starting 
out?
It can be tough to get started. There are frustra-
tions. There are failures and blind alleys. There 
are even mistakes. Learn from them all and 
NEVER GIVE UP. ¢

Here’s Mac dressed as Santa for volunteer 
work at a Japanese kindergarten

living the writer’s life (continued)
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Here are your May Poll Results!
We asked: What client acquisition strategy do you find works best? 

You answered:

What gets you most excited about the 
Barefoot Writer lifestyle? 

  The ability to work from home, or 
wherever

 Bonus income

 You can be your own boss

 Unlimited ceiling on your income

  Getting to do something you love 
(write)

 Getting to write about topics you love

 Meeting other creative professionals

 Not having a set daily schedule

  Taking vacations without having 
to ask permission

  Giving up your stressful 
commute

  Being home for kids, pets, or 
other family members

 Challenging yourself creatively

reader poll

18%
In-person 

networking

17%
Referrals

13%
Live events 

and conferences

12%
Writing on spec

11%
Trade magazine ads

7%
Online job boards

6%
Your professional 

writer website

6%
Bartering

4%
Special report or 
other give-away 

document

6%
LinkedIn profile

0%
Cold-calling

Craigslist posts
Facebook biz page

This month, we’d like to know …

http://www.surveymonkey.com/s/5PBLJBH
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By Mindy McHorse

Former corporate marketer-turned-self-em-
ployed writer Michael Katz has overturned 

one of the biggest fears new writers face when 
starting out. It’s the fear of selling — specifically, 
the fear of selling themselves and their services.

Most writers would rather wait for clients to 
come to them. 

Michael has found a way to make that happen. He 
shared it with me during a Thursday afternoon 
call from his office in Hopkinton, Massachusetts.

“It’s not just writers,” Michael says, referring to 
the fear of selling. “It’s really all professionals. 
No accountant or attorney or coach sees himself 
as a salesperson. We’re all people who have this 
skill and we just want enough clients so we can 
do work. But the problem we all have is ‘I need 
enough clients consistently.’ If you can solve that 
for someone, all their troubles will be over.” 

Michael acknowledges it used to be the case that 
everyone had to sell — and sell hard. “Before the 

Internet, before social media, you had to really do 
the selling because there was no cost-effective, 
scalable way to interact with people. You had to 
spend money or pick up the phone.” Thanks to 
the Internet, all that changed. “Email is essen-
tially free,” says Michael. “It gives you the ability 
to reach out to people. Nowadays it comes down 
to who’s a better communicator — not who has 
more money.”
Michael’s not the only one thinking this. A recent 
article from TIME magazine focused on the shift 
in power from big corporations to the individual 
— and it’s all thanks to the Internet. These days, 
a simple blogger can compete against massive 
marketing companies. Self-published authors are 
winning out over publishing houses.
It comes down to one thing: Real value stems 
from your message, not the size of your market-
ing budget.
Michael takes this concept one step further. 
Referring to the Internet, he says, “It’s not even 

“Barefoot Writers have a huge 
advantage; most people hate 
writing and they’re terrible at it.”

— Author and E-newsletter Expert Michael Katz 

interview with a barefoot writer
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leveling the playing field. As solo-writers, we 
actually have an advantage. Because here’s the 
problem: when you put five people in a room at 
a big company, the writing doesn’t get better, it 
gets worse. So there’s no advantage to being huge 
when it comes to communicating and writing in 
particular.”

He went on to explain that a key attribute of any-
body he works with is that they don’t want to sell. 
They just want to offer their services in a genuine 
way. He would know — it’s the model he follows, 
and his business is thriving. Clients really do just 
seek him out. All he has to do is sit by the phone 
and take their calls. 
In fact, that’s how Michael first got started as a 
writer. As he puts it, he was always a writer — but 
it was a side thing. A fun thing. He even wrote 
a humor column for a newsletter — award-win-
ning, at that. But always just as a hobby.
It wasn’t until Michael turned 40 that he realized 
professional writing was his gateway to solo-em-
ployment. He started out in marketing for large 
companies. But as he says, “Marketing for big 
companies was more about numbers and process 
than really creativity per se. And so writing had 
nothing to do with what I did as a marketer.”

He eventually left that job and went off on his 
own. His initial intention was to help companies 
build websites. But, like so many successful writ-
ers working today, he fell into writing for pay — 
kind of by accident.
It started with a class on the Internet Michael 
used to teach at his old company. “I did this thing 
where I would send periodic emails about stuff 
I’d found. I remember writing one about this new 
company called Amazon where you could buy 
books.”
When he left the company, there were about 35 
people on his email list. But he left the company 
on good terms, so he was able to keep writing 
about different interesting things that related to 
the Internet. “It wasn’t even like a newsletter — 
there was no such thing as a newsletter. It was 
more like a bulk email. People kept asking to be 
added to the list, which seemed really weird in 
2000.”
He says it took him a couple of years to realize 
that this bulk-email approach of his let him stay 
constantly in touch with people, but in a non-
salesy way. “I wasn’t trying to sell anything, I was 
just sharing information and staying in touch 
in a very non-threatening, informational way.” 
It was the birth of Michael’s brand of content 
marketing. 
From there, people started inviting him to speak 
at events. Some even hired him, asking if he could 
help them create “one of those newsletter things.” 
That’s when Michael’s epiphany hit. He says, “I 
finally realized ‘Oh! I should just help people 
with this!’ And because it was inherently writing 
and that’s something I like to do, it really fit well 
with my Internet experience and goal to work 
with small businesses.”
The fact that his business came together in such 
an organic way is underscored by Michael’s 
unforced, natural writing style. As he puts it, 
“Sometimes I’ll say to clients, ‘I didn’t just get 
hired by a newsletter company and now I tell you 

Michael with his family in Hollywood

interview with a barefoot writer (continued)
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that newsletters are good. I came to it the other 
way; it was so helpful in my own business that 
I started helping other people.’ It was totally or-
ganic and accidental which is a very compelling 
thing to say to a potential client.”
Michael’s e-newsletters are also an amazing 
prospecting tool. “It proves itself by being in ex-
istence,” he says. “When someone asks me for 
proof that I can make a difference to their com-
pany, I say, ‘Hey, did I call you or did you call me?’ 
Because that’s how someone calls — they get my 
newsletter or they hear about it and they call. I 
never make the call.”
That’s one of the things that sets him apart, in 
fact. Thanks to his easy-going approach to get-
ting clients, Michael is never forced to be some-
thing — or act like someone — he’s not. That’s 
a powerful truth for any new writer. Too often, 
would-be writers put themselves out there online 
and think that they need to sound “business-pro-
fessional.” Not only does it make them all sound 
alike, but they’re not approachable. “That’s a big 
part of my message,” says Michael. “I always ask 
people, ‘How do you talk to clients?’ Then I tell 
them to just do that when you write. Just do what 
you normally do with people you’re really com-
fortable with.”
Michael’s background as a humor writer really 
comes into play in his own messages. As he puts 
it, “That’s my thing — I’ve always been sort of a 
funny person, and any writing I did tended to be 
parodies of stuff. I got into writing columns for 
a newspaper back in the mid-90s — that’s how 
the whole humor award thing happened. And it 
wasn’t until I started my own newsletter where 
I discovered that joking around in the middle of 
talking about business just works for me. I was 
tentative at first, because like everyone else, I 
didn’t want to be unprofessional. But what I 
found was personal stuff and humor in particu-
lar was both compelling. They made my pieces 
more interesting but also helped people connect 
with me better.”

“But,” he adds, “It’s more about authenticity than 
there being any particular correct personality. 
Don’t try to be funny if you’re not. Because then 
I’ll meet you and I’ll think, ‘Hey, where’s the fun-
ny guy?’ Just be yourself.”
Despite his easy-going attitude, Michael is disci-
plined about his writing. He doesn’t wait for in-
spiration to strike when he knows he has a proj-
ect to finish. But at the same time, he always has 
a surplus of creative ideas right at his fingertips 
— literally. 
“My biggest writing ritual is to collect ideas and 
write them down. I have this bowl on my desk — 
it’s very high-tech — this bowl on my desk that’s 
filled with probably a hundred sticky notes in it. 
And it’s just these little things or stories or some-
thing that happened to me. Like my dog — and 
this is true — my dog carries his deflated ten-
nis ball around the house. He just walks around 
the house. I don’t know how I’m going to use this, 
but it’s an interesting tidbit. So when it’s time 
to write, because I publish a newsletter weekly, 
I sit there and look through the stuff and find 
what’s interesting to me and it eliminates that 
blank page thing.” He adds, “For me, it’s much 

Michael and his dog, Abbie

interview with a barefoot writer (continued)
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less about ‘Do I feel like writing now?’ because I 
always feel like writing if I have something good I 
want to write about.”
Besides the sticky-note bowl, Michael has a host 
of other tools he relies on so his business runs 
smoothly, including Dropbox, LastPass, and 
Constant Contact. “There’s so much technology 
that I can run my business easily as ‘a real busi-
ness.’ Half of it is free, even. I would say that it’s 
very helpful to use technology. Not the super-
sophisticated kind, necessarily, but you want to 
automate as much as possible in as many aspects 
as possible. And if you’re a person who really 
hates technology, you’ve got to hire somebody. 
What you don’t want is to be spending 80% of 
your time running the business instead of doing 
the business. So it’s always worth the money to 
get a virtual assistant or a tech guy or whatever. 
I think it’s a requirement. You can’t really do any 
of this stuff if it’s too manual.”
Michael also chooses to do his work from a rent-
ed office space as opposed to a home office. “I’d 
been going to work in an office for 15 years,” he 
says. “It just seemed natural. Plus at the time, I 
had three kids under the age of six so I was just 
happy to get out of the house. But I find people 
like me, they want to have an office for whatever 
reason. Others like to roll out of bed and say ‘Hey, 
I’m in pajamas.’ I find home to be very distract-
ing — although my office is two miles away and 
I go home for a lunch break every day. But I like 
the separation.”
There’s certainly something to be said for sepa-
ration, as any successful writer who works from 
home can attest. Michael agrees. “My wife works 
from home, and she can’t shut it off. She’s check-
ing emails on the weekend and at night because 
her computer is right there. For me, I don’t usu-
ally do work at home at night or on the weekend 
because it’s back in my office. I find it’s a nice 
separation.”
For Michael, the payoff outweighs the price of 

rent. “I can’t do any real writing at home, it just 
doesn’t work for me. It’s a little expensive to rent 
an office, but not a lot because you still have to 
pay for your cell phone, you still need a computer, 
and so forth. It’s worth the price to have a place 
that you find comfortable, whether that’s your 
bedroom or your office.”

He underscores that this is a common problem 
for most small business owners, especially when 
first starting out. Writers are no exception. They 
don’t stop to decide what works best for them, 
and instead try to fit a mold. In fact, most want to 
do too much, too soon — and often try to do all 
of it on their own, quickly getting discouraged. 
Here’s Michael’s perspective for moving beyond 
that roadblock: “Consider this. I’m always look-
ing for things that are the low-hanging fruit. 
You’ve got to recognize the difference between 
reaching out to the world and doing what I call 
‘setting the table’ activities. You need a website, 
a business card, a company name, and maybe a 
logo, but creating none of those will make the 
phone ring. Yeah, you’ve got to have a website 
in 2013, but if you spend six months deciding if 
your logo should be blue or dark blue, that’s not 

Fun with family in L.A.

interview with a barefoot writer (continued)
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going to make much difference. A lot of people 
do these ‘set the table’ activities, but they don’t 
invite any guests. They’re constantly refining 
stuff behind-the-scenes, probably out of fear of 
thinking they’re not ready or that they’ll make a 
mistake.”
His advice, then, is to encourage new writers and 
business owners to just get out there, in whatever 
way they like. “It could be physical networking … 
social media stuff … whatever. If you’re a writer 
and not publishing content regularly, then some-
thing’s wrong. You have a huge advantage; most 
people hate writing and they’re terrible at it.”
He points out that it’s just not possible to put 
yourself out there in a way that’s incorrect or 
wrong. “I do these group coaching courses and 
I’m always surprised at the number of people in 
these classes who are very accomplished in their 
field. They may be new at flying solo, but they’ve 
been doing stuff for 20 years. At the same time, 
they’re afraid they’re going to blow a chance be-
cause they’ve reached out to someone and they 
don’t have their tagline yet. I say, just do it. I find 
in marketing, particularly for people like us — so-
los — success means someone noticed you. And 
the opposite of success is not failure, it’s anonym-
ity. They just didn’t notice.”
His message is clear. There’s virtually no such 
thing as a mistake when building your business. 
There are only learning points. “People have this 
idea that if you make a mistake, your life is over. 
But it doesn’t happen. There’s a good chance you 
won’t say something unbelievably stupid when 
you meet a prospect. You might say something 
that nobody understands or that they don’t re-
member. So with the next person, you refine it 
and try it again. But you have to be willing to be 
out in public and visible.”
It’s an important lesson for writers who sit on 
the fence, overthinking how they want to look to 
prospective clients. As Michael says, “I think the 
mistake people often make is too much focus on 

the behind-the-scenes stuff. There’s a lot of stuff 
you can learn from big companies, but most of 
the branding stuff is just not that relevant for us. 
You can devise a tagline and no one but you will 
ever remember it. And maybe not even you. It’s 
not like ‘Just Do It’ or some other tagline where 
they promote it with a lot of money where it 
makes a difference. It doesn’t matter that much 
to people like us. It’s much more about being out 
there and making connections and being able to 
clearly and coherently explain what you do.”
He’s gone through this experience multiple times, 
it turns out. When Michael works with coach-
ing clients, their focus starts out with things like 
what color the website should be and whether 
artwork on their business cards is a good idea. 
He tells them, “Forget that, we’re not going to 
talk about that.” And from there, he moves the 

Here's Michael overcoming a fear of heights in 
Venice Beach. That rope was about 30 feet high!

interview with a barefoot writer (continued)
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conversation toward topics like content and audi-
ence and voice. 
When asked what he feels is the greatest asset of 
working for himself, Michael doesn’t miss a beat. 
“It’s that we get to show our ‘human’ sides. That’s 
what makes us stand out.” Not that people in 
big companies or even mid-sized companies are 
stupid or unfriendly, he says. “It’s just that there 
are so many people involved that it’s very hard 
for them to speak or communicate in a way that 
sounds human. There are too many people at the 
table — there’s a legal department that doesn’t 
want you to say this and the PR people want you 
to say it this way. The result is something like 
‘we’re leading providers of cross-platform solu-
tions.’ But we don’t have to do that. Our advan-
tage is that we’re individuals.”

Michael laughs. “The funny thing is,” he ex-
plains, “my big company clients hire me to make 
them sound like us and all the solo people are 
trying to sound like they’re bigger. They say ‘we’ 
when there’s only one of them. Solos always pre-
tend they’re bigger. But as soon as someone hires 
you, they’re going to know you’re not bigger, so 
the person who thinks bigger is better is going to 
be disappointed.”
He also points out that a lot of clients actually 
prefer hiring solo-professionals. “Some people 
like the solo because they know if they hire you, 
they get you. It’s hard for the big companies to do 
that, so they end up as this sort of cynical person 
with a disembodied voice.”

If your goal is to get over the fear of putting your-
self out there, Michael’s advice is to simply be 
genuine. Don’t try to be someone you’re not. And 
acknowledge that it may be a slow transition if 
you’ve been in the corporate world for some time.
“You understandably don’t feel legitimate. If I 
leave and I’ve had a job for my whole life and go 
off to become a writer, I take on what I believe 
writers look like so that I feel more legitimate. 
Whatever that means. The same if I became an 
attorney. I would get a car that an attorney had 
and I’d get a briefcase that attorneys have so I 
look better. But the problem is, you’re basically 
saying that I’m just going to move into the pack 
like everyone else which is like the opposite of 
marketing. You’re supposed to stand out.”
He turns his emphasis to the power of relation-
ship-building. “Really,” says Michael. “It’s not 
usually even about your skill. Think about it, how 
do I know who’s a better writer as a potential cli-
ent? Just like you don’t know how good your doc-
tor is or how good your attorney is or how good 
your car mechanic is — who can tell when you’re 
first connecting? The differentiator turns out to 
be the people. So if you hide that, you’re saying 
you’re a generic freelance writer. If you’re generic, 
you’ll only ever get hired for the cheapest fee.” 
He adds, “This is why I love the 21st century. It’s 
really gotten to be about who you are as a com-
plete person. You’re not just a resume on some 
company website. So the more you can reveal 
the real you, the more likely you are to get hired. 
Again, not by everybody, but how many clients 
do you need?”
Point well made. Cultivating your own writer’s 
life is not about to fitting into what other people 
think is the ideal description of a writer. It’s about 
picking out what works for you. n

“If you’re a writer and not 
publishing content regularly, 

then something’s wrong.
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By Michael Katz

It’s been seven years since I made the move 
to leave my corporate job and start my own 

company. No question about it, leaving nice co-
workers, a stable paycheck, and 12 years of tenure 
with one company was the scariest thing I’d ever 
done. 
And yet, looking back, it was the defining mo-
ment, not only of my career, but of my personal 
development as well. The fact is, I am now so 
enamored of blazing my own trail that I could 
never go back — I am hopelessly, incurably, 
unemployable.
As a result, I receive a steady stream of “Can I 
buy you a cup of coffee?” invitations — from old 
colleagues, new friends, complete strangers — 
anybody who is considering a change, and who 

wants to know, “Why should I start my own busi-
ness?” This is what I say:

You’ll dance to your own music. 
There’s a lot of noise in the corpo-
rate world. Not physical noise, but 
opinions, rules, history, and a whole 

lot of “that’s the way we do it around here” always 
just an inch or two below the surface. In such a 
setting, it’s hard to find your path, or as I like to 
say, “hear your own music.” Once you’re on your 
own, you’ll suddenly begin to hear what’s there, 
and the more you can hear it and have the cour-
age to follow it and go after your writing dream, 
the more enjoyable and, yes, profitable your life 
will be. The fact is, there is no right way to live, to 
act, or to grow a business.

Really Good reasons 
  to Quit Your Job 
and Start Your Own 
Writing Business

1
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You’ll never have to retire. Retiring 
is a strange concept to the satisfied, 
self-employed person. It implies that 
work is something you want to be 

done with, something you wish were over. When 
you truly find your passion, however, the concept 
becomes meaningless. Do painters stop paint-
ing? Do musicians stop playing music? Do writ-
ers stop writing? Not if they are doing what they 
truly want to be doing. Sure, you may slow down 
or change focus as you get older, but the game is 
never over, since the game and your life will be 
one.

You’ll put your money where your 
mouth is. I never planned to start 
my own e-newsletter writing busi-
ness, and I always secretly believed 

I didn’t have the guts to be successful on my 
own. When I look back now, I’m not even sure 
how I managed to convince myself to leave the 
perceived safety of living within the protect-
ed walls of a large corporation. When I finally 
jumped, however, I was surprised by the number 
of friends, former co-workers, and family who 
remarked on my “courage.” Frankly, I’m not any 
braver now than I was before, but I know with 
certainty that I don’t need a corporation to take 
care of me (and neither do you).

You’ll no longer live in two worlds. 
I used to be two people: “corporate 
Michael” and “home-life Michael.” 
Corporate Michael was less friendly, 

less intuitive, and a lot less interesting. I found it 
easy to switch back and forth between the two 
Michaels, and for a long time it didn’t even strike 
me as odd that I would make decisions at work 
based on a completely different set of criteria re-
garding what was fair, what was smart, or what 
was worth doing. That’s over — I’m now one per-
son no matter what I do, and I have a more bal-
anced, more humanistic approach to business.

You’ll know your own power. Swept 
up in the turmoil of working as part 
of a corporation, there’s a tendency to 
blame others, wait for others, think 

that others are making things happen. Working 
alone as a writer, you’ll realize how much control 
you actually have (and have always had). That re-
alization will give you the courage and drive to 
do more things than you ever dreamed of back 
when you saw yourself as an insignificant part of 
a big machine. You’ll have nobody else to blame, 
but even more importantly, you’ll see how much 
credit you really do deserve for everything you’ve 
created.

You’ll be free to walk away. When 
you first start out on your own, you 
will probably be grateful for what-
ever business comes your way. The 

thought of “walking away” from a client may 
seem suicidal. It isn’t. As your reputation as a 
writer grows, people will approach you, ready to 
hand you their money and have you begin work. 
That’s terrific. However, in some cases, the fit 
won’t be there; something in your gut will tell you 
it’s a bad match. You will learn that you can say 
“No, thank you” and walk away. Nobody assigns 
projects or clients or teammates to you anymore. 
You and only you decide who you work with and 
on what terms, and if it doesn’t feel right, you 
need only say so.

2

3

4
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6
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You’ll make new friends. If you’ve 
been with the same company for a 
long time, you’ve probably developed 
several close relationships. You may 

be afraid that you’ll be lonely and isolated out in 
the “cold, cruel world.” Nothing could be further 
from the truth. Starting your own business gains 
you immediate entrance into a collegial world of 
fellow solo writers and entrepreneurs, eager to 
have you along for the ride. We hold meetings, 
we have events, we meet for lunch, we talk on the 
phone. We share ideas, support each other, and 
hang out together. Price of admission: a friendly 
demeanor and a willingness to help other people 
find their way.

You’ll pick the players. Wherever 
you sit in a company, you’ve got peo-
ple you interact with every day: your 
boss, your direct reports, the head of 

the legal department, the desktop support guy, 
the receptionist. Hopefully you like and get along 
with most of these people, but whether you do or 
not, you’re stuck with each other. When you run 
your own writing business, on the other hand, 
you pick who’s on the team. You get to choose 
your attorney, your accountant, your landlord, 

your partners, your clients — everybody in your 
daily life is there because you decided to put them 
there. You get to choose.

You’ll have real problems, instead 
of imaginary ones. In a corporate 
setting, your happiness and success 
are dependent upon dozens of in-

tertwined relationships and handed-down deci-
sions, any one of which can change your world in 
ways you may not anticipate or even understand. 
With so much out of your control, it’s hard not 
to spend time “what if-ing” and worrying about 
the future. “What does my boss really think of 
me? What if I don’t get put in charge of that new 
project? What if they cut my budget next year?” 
Fear of what might happen can become worse 
than the situation itself — imaginary problems. 
When you’re building your own writing busi-
ness, you’re immersed in reality. Sure, you may 
have days where you have writer’s block or worry 
about paying the mortgage, but you’ll be in the 
game, fighting the good fight, no longer obsessed 
with the possibility of being blindsided by an un-
foreseen shift in the corporate winds.

You’ll find your purpose. You didn’t 
come here to follow somebody else’s 
vision or sit on the sidelines watch-
ing the clock tick away until retire-

ment. But somehow, somewhere along the way, 
you forgot. Now, after so many years of following 
the pack, you’ve come to see work as a place you 
go to earn enough money to do the things you 
really want to do. It doesn’t have to be that way. 
Life as a paid writer will give you the freedom 
and focus to find the exhilarating, balanced, self-
directed career you’ve always dreamed of.
One of my favorite quotes is from the book The 
Artist’s Way, and I’ve had it taped to the top of my 
computer monitor for the last seven years: “Leap, 
and the net will appear.”
Go ahead, I’ll be waiting for you. n
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How much paper do you use? Do you use a 
notebook, Post-it® notes, or print-outs of all 

your research materials?
Consider the cost of all that paper … it might 
seem cheap when you’re just buying a notebook 
or a basic ream of paper, or printing out a few 
pages a day. But it adds up. 
According to the legal professionals at Robert 
Half Legal, “a 4-drawer filing cabinet costs about 
$2,000 per year to maintain.” (And filling it up in 
the first place can cost as much as $25,000 over 
time!)
On top of that, the Minnesota Office of Environ-
mental Assistance says that the cost of printing, 
copying, postage, storing, and recycling can be 
as much as 31 times the purchase price of pa-
per. Suddenly, that ream of paper now and then 
doesn’t seem so cheap … 

So if you go paperless, eliminate your filing cabi-
net, and quit storing paper copies of everything, 
you could potentially save $2,000 a year! That’s 
money you could reinvest in your writing busi-
ness. Maybe buy a new computer, or add to your 
training library.

If you haven’t yet taken steps toward going paper-
less, maybe your objection is, “not enough time” 
… I understand. I said that for years. 

By Christina Gillick

How Barefoot Writers 
Can Save $2,000 a 
Year and Become 
More Efficient

barefoot living in the cloud
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But I’ve found that going paperless can be quick 
and easy. You don’t have to do everything today.
Instead, take small, steady steps to be completely 
paperless in just a few months. 
Here are three steps to get you started:
1. Stop writing physical notes. Any time you 
need to write something, skip the paper and 
type it up instead. You can store it in your email 
account, in a Dropbox folder, or as a note in 
Evernote. 
2. Put scans or pictures of your collected paper 
online. Throw the physical copies away. Try this 
for recipes, newspaper clippings, doctor records, 

product warranty information, and anything else 
you can think of. Because services like Evernote 
make everything searchable, you’ll eliminate 
combing through files one-by-one. Plus, you’ll 
free up time and energy.

3. Reject new sources of paper. Once you have 
a system for storing paper, stop new paper from 
coming in. Switch to paperless billing, change 
your magazine subscriptions to electronic ver-
sions, and stop printing. 

Follow these steps to eliminate piles of papers, 
save money, unchain yourself from your desk, 
and enjoy an easier life “in the cloud.” ¢

Stuck? 5 Fast Tips to 
Cure Writer’s Block
1. DETERMInE WHY YOU’RE STUCK. 
Are you tired? Get some coffee or take a nap. Are you out of ideas? Do 
more research. Just don’t feel like writing? Then try again tomorrow. 
If you know why you’re stuck, it will be a lot easier to fix!

2. DO SOMETHInG OTHER THAn WRITE. 
Go for a walk. It’s the closest thing to doing nothing while 
still being productive. Do some chores. Watch the sun-
set. And whatever you do, do not think about writing. 
Return to your project refreshed.

3. TALK IT OUT. 
Talk with someone about your project. More often than not, they’ll say something that clicks — and 
voilà! Your block is gone. 

4. DICTATE. 
Sometimes you just get tired of typing. Walk around your office with a recorder or use dictation software 
like Dragon Naturally Speaking. Don’t worry about sounding silly — you can edit everything later. Watch 
as your ideas start to flow!

5. TAKE A SHOWER. 
There’s just something about hot water and the smell of soap that lets your brain relax. Showering is also 
very similar to walking — you’re doing something without having to think about it. Many writers find 
they have some of their best ideas in the shower!

barefoot living in the cloud (continued)
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Many writers look forward to the freedom 
of being a Barefoot Writer. They’re eager 

to do anything they want, when they want, and 
from where they want. 
There’s just one thing standing in their way … 
The fear of not having a predictable, steady 
income. 
If this sounds like you — or if you want to make 
a more consistent income as a writer — I have 
great news! 
There’s a way you can be a Barefoot Writer and 
make a predictable, steady income every month.
How? 

Writing electronic newsletters (or e-newsletters 
or e-zines). 

A Writing Niche Where Clients 
Pay You Month After Month 
and Stick Around for Years

One of the main benefits of writing e-newsletters 
is that the projects are extremely simple. They’re 
basically short, concise “articles in email form” 
sent from your client to their target audience, 
with the goal of keeping new prospects and ex-
isting customers engaged.
E-newsletters don’t do much selling. Instead, 
they take a non-salesy approach to building re-
lationships with prospects. I like to say they “sell 
without selling.” 
Like all the writing opportunities we introduce 
you to here in The Barefoot Writer, this one offers 
the typical perks that come with living the writ-
er’s life — from setting your own rates to working 
when and where you please.
But an additional perk to the world of email 
newsletters is the regularity with which cli-
ents will hire you — and then re-hire you. Most 

By Rebecca Matter 

Quickly Become a Barefoot Writer 
— With Reliable, Consistent Income 
(Even If You’re Just Starting Out!)

barefoot writing opportunity
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e-newsletters come out at least once a month. 
Others come out once a week, and some are even 
bi-weekly. 
Once you establish yourself as an email-newslet-
ter writer and impress a client with your work, 
it’s not unusual — quite typical, in fact — for that 
client to have you take over all subsequent email 
newsletters.
That means you have steady projects at regular 
intervals that you can count on every month. 
(And, the pay is great! But, I’ll get to that in just 
a minute.) 

Why Are These Lucrative, 
Repeating Projects So Effective?

As a writing project, email newsletters tend to be 
short — much shorter than a long sales letter. In 
fact, these projects are so simple and short you 
can learn how to write them in just a few days. 
Then, with a little practice, you can complete 
each one in just a few hours. 
But despite their brevity, e-newsletters are one of 
the most effective marketing tools for any busi-
ness out there.
Why are they so effective? For starters, they’re 
interactive. E-newsletters can be forwarded to a 
friend. They have links to click on, questions that 
can be replied to. Readers might archive or make 
copies of them. In short, they’re engaging, which 
creates a valuable two-way dialogue between a 
business and its customers. Dialogues and en-
gagement, of course, can increase sales.
According to MarketingSherpa, roughly 79% of 
new sales leads for businesses never convert into 
customers. While those sales leads showed an 
interest in a certain product or service, their in-
terest was never encouraged. That’s where email 
newsletters prove valuable. When interested cus-
tomers, or leads, are taken by the hand and given 
more information, 47% will go on to make pur-
chases, according to the Annuitas Group. 
But, e-newsletters aren’t the newest thing in 

marketing. A lot of companies offer them. You 
probably subscribe to several, in fact.
At the same time, that’s what makes this such a 
valuable writing opportunity to Barefoot Writ-
ers. Anybody can send out an email newsletter, 
but people are tired of reading self-promotional, 
“act-now” messages. They want something they 
can learn from, read enthusiastically, and enjoy 
over the long-term.

And That’s Where You, The 
Professional Writer Come In

So if short projects suit your writing style, each 
one offers the opportunity to write something 
that’s fun, quick, and often creative. 
But it gets better … 
With e-newsletters, there’s 
very little research re-
quired. In fact, one of the 
best approaches to e-news-
letter research is to get 
your client on the phone 
for an hour and have them 
talk about something im-
portant in their business. 
Then, simply ask them to 
go into detail and share 
positive experiences, anec-
dotes, and even customer 
encounters.
Doing this opens up a bunch of new topics you 
can use, all from the perspective of your client. 
Before you know it, you’ve got enough content for 
a new issue — or even multiple issues. After all, 
your clients are the experts in their individual 
fields, so their perspective is often all you’ll need 
for a message that resonates.
This is another reason the Return On Investment 
is high in the e-newsletter world. It’s your cli-
ent’s message that needs to come across clearly. 
So, as long as you know how to tap their knowl-
edge, you’ll find it relatively easy to put together 
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a newsletter their audience wants to read — and 
will respond to. 

Email Communication 
is Alive and Well

Here’s another reason to love e-newsletters: 
They’re one of the most versatile projects you 
can pursue in the world of paid writing. They can 
be an extremely valuable communication tool 
for small businesses and big companies in any 
industry. 
But, professional service providers especially 
benefit from e-newsletters. And, because there 
are 26 million professional service providers in 
the U.S. alone, you’ll have a ton of potential cli-
ents to choose from. 
Professional service providers include anyone 
who offers their services or expertise for hire, so 
there’s likely to be a niche that fits your interests. 
Think about lawyers, accountants, chiropractors, 
therapists, personal coaches, real estate brokers, 
consultants, and even writers. 
In fact, an email newsletter is an extremely use-
ful tool for prospecting as you build your own 
writing business. It gives you the opportunity to 
not only showcase your writing, but also to show 
off your knowledge of the field.

Secrets to an Effective Newsletter
Though it’ll vary between clients and industry, e-
newsletter “issues” typically fall between 700 and 
1,000 words. The communication style is typi-
cally informational, yet casual. And the more you 
sound like your client, the better.
Most email newsletters will be pure content. Your 
main job is to provide educational and informa-
tional copy. You can share advice, inspirational 
tidbits, and metaphors to keep your client’s name 
in front of their audience. At the same time, your 
copy should underscore their credibility and 
expertise.
Your goal as the writer is to take whatever service 

or product your client offers and make it engag-
ing. Stories are a particularly effective way to do 
this. So if your client sells real estate, you’d want 
to steer clear of “dry” topics in real estate — like 
square footage, or flexible floor plans — and in-
stead talk about how to make a new house feel 
like a home, or tips for creating memories in your 
newly-purchased house.

In the marketing world, this is called “lead nur-
turing.” It’s not directly selling. Instead, the goal 
is to go for engagement, develop a relationship, 
and open up a dialogue.

Just Starting Your Writing Career? 
No Problem …

As for fees, you can charge between $450 and 
$1,500+ for each issue. The low-end would be 
appropriate for clients who prefer to write their 
own first drafts. The higher end is when you write 
the newsletter from beginning to end. So, even if 
you’re just starting out in the writing world and 
you charge on the low end, a weekly newsletter 
could bring you $1,800 a month. And once you’ve 
established yourself and have measurable results 
to show new clients, you can raise your fee.
You can also charge fees to help a client set up 
a new e-newsletter service, including layout, de-
sign templates, and color. 
Or, charge a consulting fee for helping your cli-
ent see the “bigger picture” by putting together 
a marketing plan and using the e-newsletter as a 
key tool in that plan.

barefoot writing opportunity (continued)



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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If you don’t have a lot of writing experience under 
your belt … or even if you have none … this could 
be the niche for you. As Michael Katz, author of 
Creating Email Newsletters for Professional Ser-
vice Firms says, “Anybody can write. But most 
people hate it. Imagine how happy you can make 
a prospective client when you take writing needs 
off their plate and deliver them higher sales in 
return.”
It’s not hard to learn the specifics of writing email 
newsletters. Once you’ve done that, you’ll have a 
large pool of clients happy to use your services. 

Enjoy This Writing Niche Where 
You “Sell Without Selling”

A huge draw to this kind of writing project is 
that email newsletters are straightforward and 
conversational — definitely not hypey. Like I 
said, the purpose of an e-newsletter is to stay in 
contact with customers and nurture sales leads. 
Although staying in touch with customers cer-
tainly has a marketing purpose, it’s not hard sell-
ing — far from it.
If you’re wondering how to get started from 
scratch, here are two approaches I recommend …
The first approach is to put together some 

samples. Pick out a product or company you like 
and write a sample series of e-newsletters for it. 
You don’t even have to pitch it to that company — 
just writing the sample to show to other prospec-
tive clients is enough.

Or, you can approach a company you’d like to 
write for and pitch them directly. Talk to them 
about the effectiveness of e-newsletters when it 
comes to growing relationships and nurturing 
leads (point out that nurtured leads produce a 
20% average sales increase). Explain how staying 
in contact can make a huge difference in their 
bottom line, especially because it can reduce the 
expenses of other marketing efforts and provide 
a single channel for their message.

And once you’ve landed your first project, keep 
the ball rolling and go after other clients. Before 
you know it, you’ll have an entire email-newslet-
ter writing business set up, complete with steady 
income and — best of all — access to the freedom 
that comes when you pursue the writer’s life. ¢

Editor’s Note: To learn more about how to start 
your own email newsletter writing business, take 
a look at Creating Email Newsletters for Profes-
sional Service Firms.
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By Isabel Viana

Once you decide to pursue life as a paid, pro-
fessional writer, the smartest thing you can 

do is let potential clients know you’re open for 
business. Social media and press releases are two 
proven ways to do this.

But another approach you might consider is 
to send out what I call 
“Baby Announcements.” 
They’re not quite as for-

mal as press releases, 
but they serve the 
same purpose — 
only in a more con-
versational way.

First, make a list of ev-
eryone who might like to know you’re now open 
for business. If you can, turn your announcement 
into a thank-you note. When I first launched my 
writing business, my list included:

1.  The director of my local Small Business 
Development Center. I told him my site 
was up and thanked him for all his advice 
during the process of getting the business 
legally set up with my state and city.

2.  Friends. I thanked them for the support 
they’d offered while I built the site, from 

critiquing copy and testing the navigation 
buttons to helping me choose the most 
reader-friendly fonts and colors for the de-
sign. Then, I asked them for one more favor: 
could they help me spread the news that my 
site was live?

3.  People I didn’t know but had reason to 
thank. I sent out three email messages to 
three different women. They each have 
an online business that helps others start 
their own. I had attended many of their 
free teleseminars and read their newslet-
ters voraciously, not only for guidance but 
also for inspiration. So, after I took my own 
leap into solopreneurship, I sent them brief 
notes letting them know how they’d been 
helpful to me. They replied expressing their 
appreciation.

I know many successful, working writers who got 
started through referrals by someone who knew 
about their business. And, if you’re nervous about 
putting yourself out there, this is a great way to 
“wade” in to the client pool. 
Remember — you never know who has writing 
needs until you put yourself out there, so try this 
low-key approach to getting noticed. ¢

Get Your new Writing 
Business noticed with 
“Baby Announcements”

thinking like a writer
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By Cindy Pearson

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

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

Here are 50 excellent and completely free online 
applications that can be used to create stimulat-
ing visuals for anything, whether you are a free-
lance writer or blogger, teacher, student, or busi-
nessperson looking to spice up your ideas with 
some interesting eye candy. 

Image creation tools
Modern technology has made it easier than ever 
for artists to get their ideas across. Here are some 
great free web applications that can help you to 

not only create images, but also present them 
creatively and get static ideas out in interesting 
and dynamic ways. 

1. PiktoChart (http://piktochart.com) is one of 
the best online tools for creating infographics, 
which have been all the rage on blogs over the 
last several years. If you are looking for a way to 
present stats or somewhat boring information in 
a way that is interesting and exciting, you should 
look into creating infographics with PiktoChart. 

2. Easel.ly (http://www.easel.ly/) is fairly similar 
to PiktoChart, but represents itself as a visual idea 
creator, not an infographic maker. Still, it’s a great 
tool to use to get your information into the form 
of a sleek and well-designed visual that will pres-
ent your data in the best possible light and help 
you to get your ideas across more clearly. 

3. Infogr.am (http://infogr.am/) is another on-
line service that makes creating nifty charts and 

50 Web Tools for Creating, 
Editing, and Converting Images

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

part 1

cool tools

http://piktochart.com
http://www.easel.ly/
http://www.easel.ly/
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infographics easier than ever. Just select a tem-
plate to start off with, input your data, and cus-
tomize it to get your original infographic that 
you will be able to share or embed just about 
anywhere. 

4. Hohli Online Charts Builder (http://charts.
hohli.com/) is a basic but still quality tool for mak-
ing charts online. The tool is based on the Google 
charts API and lets you very easily tailor your 
charts to fit your personal needs.

5. Creately (http://creately.com/) is a web service 
for making all sorts of interesting flow charts and 
diagrams as visual aids. One excellent feature is 
that it allows you to work together with a team in 
real-time on projects and collaborate on creating 
these visual supplements. 

6. LucidChart (https://www.lucidchart.com/) is 
a great tool for professionals that either like to 
brainstorm visually or present their ideas that 
way. It’s a great service for creating detailed and 
dynamic diagrams, flow charts, mind maps, and 
much more. 

7. TimelineJS (http://timeline.verite.co/) is an on-
line service that helps you tell a story chronologi-
cally in the best possible way. Using this tool, us-
ers can build timelines of events in order to better 
portray a passage of time visually. 

8. Photo Collage (http://www.photocollage.net) 
is a web application that can be used to perform 
many simple tasks and create all kinds of things 
with photos. Make collages, create slideshows, 
put together animations, and present photos cre-
atively as a group with this tool. 

9. Photovisi (http://www.photovisi.com)  is an-
other tool for creating collages. It has a lot of op-
tions when it comes to picking the layout of your 
collage and customizing the way you include 
your photos into it. 

10. Picaboo (http://www.picaboo.com)  is a use-
ful tool for creating gifts for people. It’s a fantas-
tic service for making photo books or putting 

together cards or calendars with your photos. 

11. Cool Text (http://www.cooltext.com) is handy 
when you need to whip up some graphics quickly 
and you don’t have much experience with design 
programs like Adobe Photoshop. It’s a great free 
option for creating cool logos and font types for 
your projects or websites. 

12. Funny.Pho.to (http://funny.pho.to/) is yet an-
other tool for creating photo collages. This one 
is great because there are a variety of fun effects 
that can be added to these collages once you 
have put them together. Text can also be added 
to turn the collage into a greeting card. 

13. Funnywow (http://www.funnywow.com)  al-
lows users to create funny and wacky images with 
lots of cool effects. 

14. Fun Photo Box (http://funphotobox.com/) is 
another web application for creating funny and 
fun pictures. You can upload your own photos 
and then add all kinds of funny effects and art to 
them. It’s great for killing some time or making 
fun family photos to share with everyone. 

15. Wordle (http://www.wordle.net/) is a tool for 
creating word clouds. Just input your words and 
pick a design you are happy with. 

16. TagCrowd (http://tagcrowd.com/) is another 
word cloud creator. It’s very simple, just input the 
text you want and a word cloud will be created. 

17. DoppelMe (http://doppelme.com/) is a good 
tool if you are looking to make an avatar for your-
self. You can make a drawn, cartoon version of 
yourself or anyone else with this tool. 

18. Pinstamatic (http://pinstamatic.com/) is a 
tool that is ideal for people who love to use Pin-
terest. It is a fast and effective way to make great-
looking Pinterest boards out of your favorite pho-
tos and share them with the community. ¢

Cindy Pearson is a blogger at the PDF Converter 
Tips & Tricks Blog. This article is based on one of 
her posts:
http://www.pdfconverter.com/resources/blog/

cool tools (continued)
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Have you ever sent an article idea to an edi-
tor, or a project pitch to a prospective client, 

and gotten no response?

That’s because emails have to get through two 
barriers to get seen: The first barrier is spam fil-
ters, the second is personal filters.

Let’s tackle spam filters first …

Officially, spam is unsolicited email sent to a list 
of people. Say you bought a list of email 
addresses from a local business organiza-

tion because you think they’d make 
great clients. If you go through 
and write personal, one-to-one 
emails with unique content 
for each recipient, then it’s 

not spam. But if you send 
each name the same un-
personalized email, you 
could get reported for 
spamming (and each of-
fense — meaning, each 

unsolicited email — can carry a fine of $11,000 
according to the FTC). 
Now, let’s say you’re sending a legitimate, person-
alized email to someone you’d like to write for. 
Your first goal is to make sure your email doesn’t 
get blocked by the person’s spam filter. Common 
mistakes to avoid are:

1. Using extensive exclamation points
2.  Writing in all capital letters, especially in 

the subject line
3.  Sending just one, big image, with little or no 

text
4.  Using colorful or inappropriate language 

(We assume you wouldn’t do this, but al-
ways think twice about your content before 
sending. You could be offering to write a 
legitimate promotion about a nutritional 
supplement that helps improve a person’s 
sex life; but the spam filter will only recog-
nize — and punish — what it sees as tawdry 
content.)

By Katie Yeakle

8 Tips to Make Sure 
Your Query Gets 

Through to a Client

did you know?
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5. Sending large attachments
Now, let’s say your email makes it through the 
prospective client’s spam filter into his or her 
inbox. If you want it to get opened, your name, 
email address, and subject line all need to be di-
rect and genuine. Here’s what I mean:

1.  Make sure your email address is profes-
sional. If you’ve been using “delusionalmon-
key@gmail.com” since high school, it’s time 
to get a new email address.

2.  Similarly, make sure your real name appears 
next to your email address. If you’ve left that 
blank in your email client profile, go back 
and fill it in. Otherwise, to your prospective 
client, it’ll either say “Email” as your name, 
or you’ll simply appear nameless. Your goal 

is to get that client to trust you, so be sin-
cere and share your name.

3.  Write a specific, targeted email subject line 
where you’re clear about pitching an idea or 
sending a query. If you want to write blogs 
for the client, say so. Make your email sub-
ject line: “Query: 4 blog ideas to benefit 
your business” or “Blog topic pitch from a 
web writer.”

The best written copy is clear and to the point; 
clever and cute never win a prospect over. On 
the same note, always be straightforward when 
pitching your writing services. Not only will you 
find it’s easier to get past both spam and person-
al email filters, you’ll also increase your odds of 
landing a new client. ¢

Congratulations to Joe Lilli for Winning the May Barefoot 
Writing Challenge!
Last month’s Challenge was to write an essay that answered this question:

“If you could do anything in the world, where money wasn't an issue, what would it be?”

The submissions we got were heartwarming. We discovered Barefoot Writers are as adventur-
ous as they are generous. 

But it was Joe’s conversational essay about what he’d do with unlimited resources, and how he 
came to the decision that caught our attention. Click here to read it.

Joe, your $100 prize is on its way!

Win $100 if Your Essay is Chosen in Our June Challenge:
“What’s your favorite technique for overcoming writer’s block?”

Send your entries to Contest@TheBarefootWriter.com by midnight ET on June 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

did you know? (continued)

http://www.awaionline.com/members/barefoot-writer
mailto:Contest@thebarefootwriter.com
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of Your Business

Why You Need to Develop the

One of the interesting side effects of relying 
exclusively on e-newsletters to market my 

business is that 100% of my prospective clients 
reach out to me, rather than vice versa.
In other words, instead of identifying industries 
or companies or individuals who seem to be the 
likely buyers of my services and trying to get in 
touch with them (the way most experts would 
advise), I simply publish a newsletter every other 
week, sit in my office drinking coffee, and wait 
for the phone to ring. (What can I tell you? It 
seems to work.)
As a result of this approach, and again, unlike 
the experience of most professionals, in that first 
conversation with a prospective client, I usually 
know absolutely nothing about who they are or 
what they do.
I know, I know, that’s a cardinal sin in the world of 
sales. You’re supposed to do all kinds of research 
regarding a prospective client and their industry 
before getting on the phone with them. How else 

can you impress them with your intimate knowl-
edge of what they do and the problems they face, 
and avoid looking foolish and ill-informed dur-
ing that first, all-important discussion?
Good question. You’ll be pleased to know that 
I’ve developed and fine-tuned a Proprietary In-
terrogation Methodology™ (PIM), which allows 
me to learn all about a prospect without compro-
mising my position as all-knowing consultant in 
the process.
I’m going to share this entire blueprint with you, 
today, at no additional cost (you can thank me 
later).
It’s tricky, though, so watch carefully. 
Here goes: 
When I’m on the phone with a prospect, after 
exchanging the usual pleasantries and chitchat, I 
pause and take a deep breath. Then I look straight 
at the phone, and with a confident, yet inquisitive 
voice, I say: “So, what do you do anyway?”

By Michael Katz

become a better writer
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Bam! That’s it. They start talking and we’re off 
and running.
All kidding aside, I have noticed one interest-
ing thing in these situations. If the person on 
the other end of the telephone works as a “typi-
cal” professional (accountant, recruiter, financial 
planner, marketer, etc.), they answer my question 
by explaining their business model. For example, 

“We help mid-size technology companies mar-
ket their products, using our five-point system 
for blah, blah. We zippity-zip their doo-dahs, 
and charge a licensing fee and hourly rate.” 

You get the picture.
If, on the other hand, I ask this very same ques-
tion to someone in a nonprofit organization, they 
invariably answer by explaining their vision. For 
example, “We help adults improve their econom-
ic situation by teaching literacy.”
The nonprofit people never begin by talking 
about how they generate revenue. And, unlike 
their for-profit counterparts — who go as silent 
as if I had just asked them to explain how the 
Hubble Telescope works — they have no trou-
ble talking coherently and at length about their 
“cause.”
Why should they? The cause is what they do; it’s 
why they come to work every day.

How about you? If thinking about the cause or 
vision or philosophy for your business makes you 
uneasy, you’re in luck. Because if you’ve managed 
to sell what you do so far without even knowing 
what your cause is, you’re going to love how much 
easier things get when you talk to people from a 
higher perspective.
What I’ve realized (and only recently) is that vi-
sion — not features, not benefits, not process, 

not capabilities, not credentials — is the fastest 
and easiest path to closing a sale. It is so much 
(sooooooo much) simpler to bring a new client 
onboard when they understand and buy into 
your “stuff.” If your view of the world resonates 
with them and some problem they have or op-
portunity they see, they don’t care (much) about 
how you get them there.
That last point is so important I’m going to say it 
again, in case you missed it:

If they buy your vision, they don’t 
care about your process. They just 

want you to take them to that 
place you just described.

In my case, during that critical, first impression 
conversation with prospective clients, I hardly 
talk at all about what I do (e-newsletter creation). 
Instead, the vast majority of the discussion is 
about my vision: why relationships matter; how 
efficient it is to market to the people you already 
know; how difficult it is to chase strangers and 
position yourself as an expert at the same time, 
etc. Vision, vision, vision.
A couple more things on this:
�  You don’t need a “save the world” vision. 

It’s fine if you have one, but when I talk about 
vision, I’m simply talking about something 
bigger than just putting cash in your pocket. 
There’s nothing wrong with cash, but if you 
want more of it with less effort, see if you 
can stand back and figure out what point of 
view your company has that transcends the 
money machine itself.
�  If you can talk about the vision indepen-

dent of your particular service solution, 
you’re on the right track. Being able to 
clearly and concisely describe what you do 
and how you do it is certainly important. But 
that’s not vision; that’s just basic marketing. 
I’m talking about your view of the way things 
ought to be. Your vision needs to exist above 

“Your vision needs to exist 
above and beyond the 

services attached.

become a better writer (continued)
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and beyond the services attached (in fact, 
you could apply the same vision to other 
services).
�  Take a lesson from the nonprof-

its. In a nonprofit, the vision 
is always visible and right 
out there on the table. 
Nobody’s there for the 
money, and everyone 
talks (constantly) about 
the cause.

Now, imagine for a mo-
ment that your business were 
set up as a nonprofit. (Sorry, 

didn’t mean to scare you.) But what if money were 
not the objective? What would be the purpose of 
your organization? Chew on that one for a while 

and you may begin to see your vision!

Money’s great (I like it a lot), but if 
that’s the only reason your com-

pany exists, you’re going to have 
to work for every sale. Talk less 
about what you do and more 
about what you believe, on the 
other hand, and you’ll make 
it easier for prospects to hear 

you, understand you, remem-
ber you, and (ta-da!) hire you. ¢

As a writer, your focus should be on clarity — and not on impressing your readers with your 
vast vocabulary. After all, you write to communicate, not impress. But that doesn’t mean you 

can’t expand your vocabulary with useful words.

Here are three impressive words you can use safely, without putting a speed bump in your work:

vehement — adj. strongly emotional, passionate, or violent; marked by great exertion. 

cantankerous — adj. disagreeable; ornery; contentious. 

benevolent — adj. sympathetic, generous, understanding, 
and compassionate.

Example: “The cantankerous old man’s daughter was ve-
hement. She wanted him to become more benevolent in 
his old age. He should give more to charity and volunteer 
around their small town.” 

Actually Useful

become a better writer (continued)



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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So how old is “too old” to start a new career as 
a writer? I caught up with three writers who 

are defying convention and began living their 
own version of the writer’s life at a later age.

Artist Leslie Ehrin, Age 55, Funds 
Her Passion and Role as Caregiver

Leslie Ehrin discovered AWAI in 2006, but it 
wasn’t until 2009, at the age of 51, that she really 
got into it. 

“Initially, I took the AWAI pro-
grams to help promote my paint-
ings and workshops,” she recalls. 
Trained as a fine artist, Leslie 
worked at The Philadelphia Mu-
seum of Art as a fundraiser and 
ran a gallery within the museum 
before becoming a painter herself. 
That passion took her to Italy, to 

paint, photograph, and lead groups of artists to 
explore Tuscany.
In the past 12 months, Leslie has published ar-
ticles about her time in Italy and is currently a 

consultant to an art gallery, helping with market-
ing strategies, email communication, and blog 
posts. 

“My niche is writing and fundraising for the arts,” 
she says. “It’s very specialized and a great fit for 
me.” Leslie recommends taking what you’ve done 
in the past as the starting point for your writing 
career. “Do what you know and what you’re good 
at. I got my first client because of my art back-
ground and my copywriting skills.” 

She’s also creating her own websites to add pas-
sive income to her pay as a writer. The flexibility 
afforded by the writer’s life gives Leslie time to 
take care of her aging mother.

Travel Writer Bina Joseph, Age 57, 
Trounced the Economic Downturn

Bina Joseph spent a year assessing copywriting 
programs before deciding to join AWAI. “I did a 
lot of research and AWAI kept cropping up as the 
most respected provider,” she says. 

Hailing originally from India, Bina lived in Dubai 

By Sally Eastwood

You're Never Too Old to 
Begin Life as a Writer

monthly motivator
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and England before moving to the U.S. in 2001. 
She spent most of her career in the travel indus-
try, working for the parent company of Emirates 
Airlines and travel agency Thomas Cook. “I wrote 
travel articles and brochures, took photographs 
for those brochures, and created unique travel 
adventures for affluent clients,” Bina explains.
After moving to the U.S., Bina spent six years as 
a Regional Sales Manager for Avon, managing a 
staggering 600 sales representatives. But by 2010, 
she was looking for a change. “I was on the road a 
lot, working weekends and holidays. As the econ-
omy got worse, I was doing more and more with 
fewer resources.”

In July 2012, at the age of 57, Bina 
started the Accelerated Program 
for Six-Figure Copywriting. By 
November of the same year, she 
landed her first client: a doctor 
focused on all-natural ways to 
increase bone density for osteo-
porosis patients. “Without the 
AWAI training, I wouldn’t even 

have been able to apply for that job, but because 
of the skills and techniques I learned, I got it and 
they actually paid me up front,” she explains. 
After completing the initial assignment success-
fully, the client has since asked Bina to do more 
projects.
Bina now follows two paths: copywriting and 
travel writing. “That’s what feeds my soul,” she 
says. She writes regular articles for her local 
CBS affiliate, an online travel site, and other 
publications.

“My goal is to have three or four copywriting cli-
ents to provide consistent workflow, while carry-
ing on with the travel writing,” she says. “I think 
age is an asset in this world. The experience I’ve 
had over the past 30 years is very useful to any 
client.”

Grandmother Anne Boyes, Age 71, 
Supplements Retirement 

and Stays Engaged
If being in your fifties sounds good to get started 
as a successful writer, how about embarking on it 
in your seventies? Anne Boyes finally retired last 
year at 71, after a 30-year career as a psychiatrist 
and 10 years in the IT world prior to that. So why 
embark on the writer’s life now? 
“I raised eleven children and I had no savings,” 
she answers bluntly. “To have a pleasant retire-
ment life, I need to keep working.”
Anne admits that she bought the Accelerated 
Program for Six-Figure Copywriting back in 2001, 
but it sat in the corner gathering dust while she 
worked 70 hours a week in her psychiatry prac-
tice. When she finally had time to go through it, 
there was another big decision to make: choosing 
a niche. Fortunately, the solution became clear 
recently when she landed on something that 
matches her skills and interests during a coach-
ing call with AWAI’s Executive Director, Katie 
Yeakle.
“White papers,” she explains. “I can work with 
technical and educational subjects and make 
them simple; plus, it’s not sales-oriented.” 
White papers are marketing tools for the B2B 

By 2018, the number of workers over 
the age of 55 will reach 39 million. 

Compare this to 27 million in 2008. That’s 
a significant increase, but this statistic 
measures only salaried employees and 
misses those who’ve joined the ranks of 
the freelancing world.

2018 – 39 million

2008 – 27 millionWORKERS 
OVER 55

monthly motivator (continued)
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community, generally between 
six and eight pages long. They 
discuss new products and new 
technologies within a particular 
industry, with the aim of educat-
ing the reader and offering solu-
tions to common problems. 
Anne is primarily focused on the 
medical devices community and 

hopes to branch out from there. She’s just put the 
finishing touches on her website and is up and 
running with her new business.
But, it doesn’t stop there. This energetic power-
house is also launching a Money-Making Web-
site focused on organic gardening that she hopes 
will start to bring in passive income. With blog 

contributors as far afield as India and South Af-
rica, it’s a subject that’s resonating globally and 
one Anne is passionate about. “I’ll start writing 
my own blog posts soon, then add some affiliate 
links.”
So what advice does Anne have for older writers 
like herself? “Go for it!” she laughs. “If it’s some-
thing you really want to do, AWAI has great re-
sources to help, whichever direction you go in.”
In fact, all three of these copywriters have the 
same message for older writers out there: You 
may be new to copywriting, but you’re certainly 
not new to life. Build on the treasure trove of your 
past experiences, whatever they may be, to dem-
onstrate to potential clients that you’re the right 
one to help them with their writing needs. ¢

Flourishing Over 50: Tips to Get Started 
on Your Freelance Writing Career

Create a bio that includes relevant work experi-
ence, whether or not that includes writing.

Choose a copywriting niche that’s either within 
your field of expertise, or is a passion.

Be confident. With 20-plus years of experience 
already under your belt, you’ve earned the right 
to be considered a professional.

Write something every day — no matter what. 
Ask your local newspaper if they need a weekly 
or monthly column at no charge or minimal 
charge. Publications are always on the lookout 
for good content.

Figure out what kind of writing you enjoy. If you 
dislike sales letters, focus on something differ-
ent, like white papers or emails.

Try to do everything at once. If your head is 
swimming with information about web writ-
ing, travel writing, social media writing, and 
cause-marketing writing, pick one and focus 
on that. 

Tell potential clients that you’re “just starting 
out.” Lead with your experience and how you 
bring that knowledge to your writing.

Think you have to give up a passion if it’s not a 
potentially lucrative copywriting niche. If you 
love writing about beaches or shoes, keep 
doing that — it’ll make you a better writer 
overall.

Think you have to create a detailed website 
before you start. Yes, it’s important in the 
long run, but don’t hang back just because 
you don’t have one.

DO… DON'T…

monthly motivator (continued)
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Q: I’ve heard that good writing is like a private 
conversation between you and your pros-

pect. How so?

A: (Katie Yeakle) I think this idea is best ex-
pressed by Jeff Laurie, Master Copywriter. 

As he puts it, most marketing is a reading experi-
ence, and a reading experience is a very private 
experience.

“You can propose benefits or talk about problems 
that people wouldn’t necessarily talk about if you 
were in conversation with them. … You can talk 
about things that people would never admit. … 
You can talk very intimately and address these 
deep needs in a direct-mail letter in a way you 
can’t do probably in any other sales medium.”

When writing, don’t be afraid to get to the heart 
of what your prospect might be thinking, feel-
ing, or wanting. That means you should never 
feel like you’re writing to a stranger. Pretend your 
prospect is your best friend, and write like you’re 

having a confidential chat about something re-
ally important to him or her.

Q: I’m so excited to pursue paid, professional 
writing and can’t wait to leave my day job 

… but I know I have a lot to learn. That’s why I 
haven’t started seeking clients — I’m afraid I’ll 
feel guilty billing the client if the work isn’t good 
enough. Or worse, I’ll smear my name as a weak 
copywriter, and then no one will want to work 
with me. How can I get over these mental blocks?

A: (Rebecca Matter) Let me share two 
things that should ease your mind …

The first one is that you’re learning, and you’ll 
always be learning. So no matter where you are 
in the learning stage, as long as your copy does 
its job for your client, then you shouldn’t feel the 
least bit funny about billing yourself as a profes-
sional and collecting a fee — you earned it! 

Second, it would be impossible to ruin your name 
in the industry even if you messed up with your 

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
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first 10 clients. There are SO MANY clients out 
there that you shouldn’t let this worry stop you 
for a second.

My advice is to set a launch date, based on either 
a specific date on the calendar or a place in your 
studies. For example, “I’ll launch my copywrit-
ing business when I finish the Accelerated Pro-
gram for Six-Figure Copywriting.” And once you 

hit that date, follow through. You’re going to get 
some of the best experience by working with real 
clients on real projects. Experience you won’t be 
able to get from studying.
And know this …
When you do reach out to a potential client for 
the first time, you may be surprised by how much 
you already know. n

Before They Were Writers
These famous writers may have been born barefoot 

… but they weren’t born writing. They started out 
with odd, unglamorous jobs just like the rest of us, and 
often wrote in their spare time.

J.D. Salinger worked as the entertainment director on
a Swedish luxury liner, the H.M.S. Kungsholm. His short
story “Teddy” was based on that experience.

T.S. Eliot worked as a bank clerk for eight years at
Lloyds Bank in London.

Stephen King was a janitor and a high school 
teacher while waiting for his big break. Guess 
where the locker room scene in Carrie came 
from?

Robert Frost delivered newspapers … 
and also changed lightbulb filaments in 
a factory.

nicholas Sparks was a real estate 
appraiser and tried selling dental 
insurance over the phone. That was 
after he was rejected from both law 
school and being published after 
he graduated from college.

ask AWAI (continued)
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Become a Successful B2B Copywriter in Only 3 Days!
At the AWAI 2013 B2B Copy Intensive, you’ll learn to write for the four 
most lucrative and in-demand areas of B2B, including lead-genera-
tion techniques, structure and purpose of White Papers, producing 

ongoing client e-newsletters, crafting powerful case studies, and much 
more!

PLUS, you’ll learn how to land the clients who are desperate to find B2B 
copywriters who can handle high-paying projects. In fact, you’ll be learn-
ing from some of the WORLD’S GREATEST B2B COPYWRITERS — pros who 
are actually making high incomes in these areas, AND are also the best of 
the best when it comes to teaching others how to do what they do.

Where: Chicago, Illinois

Registration normally $4,995 — Early Bird Discount: $3,995!

Find out more and register here.

OVER THE COURSE OF THREE InFO-PACKED DAYS, YOU’LL GET:

�  Hands-on experience — After all, this is an Intensive. That means you’ll be given writing exercises 
to complete, right then and there.

�  Confidence in your writing ability, thanks to the guidance and feedback you’ll get from five of 
the best B2B copywriters in the world.

�  Unprecedented access and personal attention to meet with the experts, one-on-one … and 
work on whatever sticking points you may have.

�  Writing samples that showcase your talent and can be used to show potential B2B clients you’re 
a professional who deserves to be paid well for your writing services.

�  A plan to land all the clients you need — Unless you find clients willing to pay for your services, 
you won’t have much success making a living as a B2B copywriter. That’s why you’ll also learn ev-
erything you need to know to start landing B2B clients the minute you return home, and how to 
charge top-dollar for your services.

�  A crash course (or refresher course!) on the principles of good B2B copy, so you can learn the 
skills you need before the Intensive, or strengthen your current skills, to ensure you’re at the level 
the instructors need you to be.

JULY
21-24
2013

"For many B2B marketers, lead generation is their 
most important marketing tactic, and the one they 
will pay copywriters the most to execute."
- Bob Bly

events calendar
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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: $1,495!

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
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When I began the writer’s life after I retired 
three years ago, I had reservations about 

asking my husband, Del, to spend money on 
training programs for writers. Money was not an 
easy subject in our household. Del wanted to save 
it. I wanted to spend it.

So, when I successfully showed Del that I could 
earn money writing for websites — and really 
good money, at that — I couldn’t help but clap 
my hands in glee. Winning him over was my first 
Glicken!

Writing was not new to me, but I had given up 
trying to earn an income from it. Over the years, 
I had volunteered for church magazines, club 
newsletters, and business reports for a family 
business. This gradually led me to become a jour-
nalist for Christian publications. 

I loved the writing. Regular newspaper columns 

and articles for national and international Chris-
tian magazines kept me busy. But I became dis-
couraged with the poor pay. I changed careers to 
sell insurance and investments.
That’s why I didn’t even think of writing as a pos-
sible means of income during my retirement … 
until the day my insurance agent phoned me to 
write his website. 

Research Reveals the Unexpected
I told him I’d look into it, though I wasn’t that 
excited about the idea since I’d never gotten a big 
payoff from previous writing projects. But the 
more research I did on writing for the Internet, 
the faster my heart beat. 
The answers I got from a simple Google search 
on ‘How to write for websites?’ and ‘How much 
should I charge to write a website page?’ sur-
prised me:

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 Marianne Foscarini

retired With Bonus 
Income and a Sense 
of Purpose

the glicken

mailto:MyStory%40thebarefootwriter.com?subject=
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�  Writing for websites and other Internet con-
tent is different from journalism
�  A good online writer is not a pushy salesper-

son, but someone who connects others with 
a solution to a problem
� I could charge — a lot!

I realized something about writing for the Inter-
net that I never saw when I was writing for print 
publications: People visiting websites were ask-
ing for help! If I knew what their problem was, I 
could use my writing skills to help them solve it. 
Best of all, the website owners would pay big 
bucks to have me help their prospects by writing 
clear, targeted content. 
Armed with this information, I prepared a report 
to show my husband, Del. It included bulleted 
lists with facts like this: 

�  Writing a simple five-to-six page website 
could earn me about $3,500 
�  A landing page could bring in thousands of 

dollars depending upon the type 
�  A single Pay-Per-Click (PPC) Ad could bring 

in $200 or more
Furthermore, I could charge per project. This was 
big. As a journalist, I was paid per word. And it 
never added up to very much. 

The Glicken Keeps on Coming
Del immediately saw the opportunity and en-
couraged me to pursue my dream of the writer’s 
life. He is also happy that I’m doing something I 
love. 
Better still, I discovered Christian writers are in 
demand. Many nonprofit organizations are look-
ing for fundraising writers and are willing to pay 

a high fee for the right person. 
And Christian business owners 
are thrilled to find like-minded 
writers who understand their 
business and their principles. 
There have been several Glickens 
since then … like customers who 
rave about my services. I also en-
joy the sense of purpose I have 
each morning, even though I’m 
‘retired.’
One of my favorites, though, is 
the time I travelled from Toronto, 
Ontario Canada, to attend my 
first Web Intensive in San Diego. 
I added a few extra days to invite 
my sister, Susie, from Las Vegas to 
join me and walk on the beach. 
Later the same year, I attended my 
first Bootcamp in Florida — all 
paid for with my web writing! ¢Marianne with fellow writer Magi Cooper at AWAI Bootcamp 2012

the glicken



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:

 nConcrete ways to quickly elevate your writing and marketing skills
 nRegular invitations to free marketing and writing webinars and teleconferences
 nNews on what’s working now in the world of direct response
 nAccess to industry experts and unlimited networking opportunities
 nAccess to the latest jobs and freelance assignments
 nOngoing motivation and inspiration
 nNews and happenings within our exciting and fast-paced industry – including the latest 
opportunities to emerge from web writing, e-commerce, and traditional direct mail
 nDiscounts on resources all writers need
 nAnd 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

