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It’s pretty telling that so many of 
our featured writers left promis-

ing, traditionally prestigious ca-
reers to pursue the Barefoot Writ-
er’s Lifestyle.

Featured interviewee Brian Clark 
is one of the best examples (p. 9). 
He’d probably be a high-power at-
torney by now if he’d stuck with 
his first career choice … with an 

office in a sleek skyscraper … three-piece, de-
signer suits that scream wealth … and the hollow 
expression of a man who hates life.

Instead, he’s built the ultimate Barefoot dream. 
Plaid shirts and jeans. A home office where his 
kids are nearby. A project of passion (Copyblog-
ger.com) that launched him into the upper ech-
elons of copywriting fame.

I doubt he’d be as happy — or as successful — if 
he hadn’t trusted his instinct to be a writer.

That’s our message to you this month: You don’t 
need permission to pursue the writer’s life. No 

nod of approval required.

What you do need is solid faith in yourself and 
your writing goals. Armed with that and a com-
mitment to improve your writing daily and you’ll 
maximize your value — not to mention elevate 
your reputation.

We’ll help you get there. This issue brings you tips 
on getting paid what you’re worth (p. 17), recog-
nizing your copy as a work of art (p. 20), and set-
ting goals that keep you focused on your path to-
ward freedom (p. 24). Add to that our guaranteed 
burnout busters (p. 32) and an invite to be your 
own client in the billion-dollar content marketing 
industry (p. 28), and I think you’ll agree that tak-
ing that first step in self-trust is well worth it.

To your writing success,

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

The Huge Payoff in Trusting 
Your Writer’s Instinct

© American Writers & Artists Inc., 2012. All rights reserved. 
Protected by copyright laws of the United States and international treaties.

what you’ll learn in this issue

http://www.awaionline.com/contact
mailto:askmindy@thebarefootwriter.com
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After many unful!lling years in both the public and private sectors, two years ago 
Li Vasquez-Noone (“Guaranteed Burnout Busters”) took the leap and traded in 
her job for the writer’s life. Since then, she has concentrated on web writing and 
has written articles for AWAI. An avid gluten-free cook and home winemaker, she 
also loves to travel the world with her husband.

Megan Tyson (“Your Copy is a Work of Art”) began her writing career in the 
ultimate government cubicle job. But after a year of minimal vacation time, she 
jumped into the writer’s life so she could travel and focus on clients who inspire 
her. She soon found her ideal niche, cause marketing, and co-founded Brighter 
World Cause Marketing. She lives in Washington D.C. and spends her spare time 
fencing, skydiving, and making YouTube videos of zoo animals.

Steve Roller (“The Unexpected Money-Saving Bene!t of Freelancing Overseas”) 
ditched his corporate cubicle for the writer’s life to spend more time with his 
family and pursue his passion for traveling. A talented web copywriter, he’s also 
written over 80 articles for AWAI and will be publishing his !rst book this year. 
When he’s not trekking to Africa or South America, you’ll !nd Steve in beautiful 
Madison, Wisconsin.

I just want to say how incredibly blessed I feel to have found a business that I love (freelance copywriting) which 
is relatively recession-proof, and that every fellow copywriter I have encountered has become a friend, a colleague, 
and referral partner. I remember handing my husband the AWAI flyer a few years ago and getting that "not 
another business opportunity" look from him. I had just tried real estate school to the tune of $1200 and that 
idea was a flop. Being the supportive trooper he is, he sent me to Bootcamp in 2010, and the rest is history. Every 
copywriter I know has a special something that makes him or her entirely unique, and it's refreshing to be part 
of a professional community that is so positive, supportive of each other, and inspiring.
! Aimee Kunau, Cincinnati, Ohio

featured contributors
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Barefoot Writers Come 
From All Walks Of Life…

Janet Grosshandler’s Guide to 
Reaching the Upper Stratosphere 
of Writing Success
Janet’s story is a terrific account of trusting 

your instincts and following your passion to 
write. She did that, and now just 14 months af-
ter launch, commands a popular Facebook page 
with over 34,000 “Likes” — plus a series of well-
received e-Books. As her bank account and sat-
isfaction grow, there’s no doubt Janet’s choice to 
pursue the Barefoot Writer’s life was a smart one.
How did you discover the writer’s life?
I had non-fiction books and articles published 
over the past 20 years, but it was something I did 
part-time. When I retired from my career in edu-
cation, I knew this was my opportunity to write 
whatever I wanted. I found AWAI online which 
had the best programs to train me as an online 
writer for today’s market. I started the Acceler-
ated Program for Six-Figure Copywriting, attend-
ed Bootcamp, and couldn’t stop the words from 
flowing.
What was your biggest fear before you started 
life as a Barefoot Writer?
The one worry I had was finding exactly what I 
wanted to write about. I couldn’t take the advice 

to find a niche because there were so many things 
I was interested in and I couldn’t settle on any 
one area. So I worried that I would choose one 
and it wouldn’t be the best one for me.
How did you get past that fear?
I started out with a focus on travel and destination 

Janet at Bootcamp 2011, where she won 
a spec assignment worth $2,000.

living the writer’s life
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activities. Then through answering an ad from 
AWAI, I worked for six months under Brian 
Johnson, the marketing VP for Precious Mo-
ments, the international figurine company, and 
Lifebook, a self-improvement company. With 
that, I jumped into website, sales, social media, 
blog, and article writing for them. Working for 
Brian focused me more in the self-help field. It’s 
as if my niche chose me.

You recently launched the Facebook page Get 
Stronger, Girlfriend. How has your writer’s life 
made that possible?
Once I decided I wanted to work for myself and 
create an information publishing empire, Get 
Stronger, Girlfriend became the vehicle. The 
background I amassed through AWAI programs 
and working as an online copywriter helped 
things come together quickly. I am living my 
dream of helping one million women be inspired 
and motivated to live their most empowered life 

possible through my Facebook site and my e-
Books. My writer’s life is amazing!
You have several e-Books out now — how’s 
that going for you?
What a fun and exciting learning experience that 
has been! I get the idea, write the book, have the 
cover designed, have it formatted, and put it up 
on Amazon.com (nine e-books so far!), Barne-
sandNoble.com, and Smashwords.com, which 
puts my books out to Apple, Kobo, and many 
other places. I’ve been inspired also to write fic-
tion e-Books, which have expanded my reader 
base tremendously. These people then want my 
self-help e-Books, and on it goes. I’m loving it!
What’s your advice to someone just starting 
out?
First, get trained in the way of the Web. In addi-
tion to good copywriting skills, we writers need 
to know how to create outstanding headlines, 
social media posts, promotional sales pieces via 
email, and landing pages, blogging, vlogging, and 
so much more. AWAI has everything you need 
to jump into the upper stratosphere of copywrit-
ing. Then, follow your heart. It may take you on 
more of a meandering path than a straight line 
to your most passionate writing place, and that’s 
okay. I never planned to be a fiction writer, but 
I’m working now on the third e-Book in my Cath 
Monhan series. Combining non-fiction and fic-
tion e-Book writing with creating daily inspira-
tional and motivational posts for Get Stronger, 
Girlfriend fills my life with overflowing abun-
dance. Helping others and touching hearts with 
my words fulfils me like nothing else. And my 
bank account is happy too! 
Editor’s Note: If you’d like to visit Janet’s popu-
lar Facebook page, go here:
https://www.facebook.com/GetStrongerGirlfriend

Janet paddleboarding in Nosara, Costa Rica

living the writer’s life (continued)

https://www.facebook.com/GetStrongerGirlfriend
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James David Wright on Trusting Your 
Writer’s Instinct 
If you’re on the fence about writing, Jim Wright’s 

story gives you hope. He found a way to get 
paid for his love of words, but he didn’t have to 
make any grand gesture or take a wild leap to 
do it. Read his story to learn how steady forward 
steps invite an enviable writer’s life.
What are you working on right now?
A few different things. Most of them involve on-
line writing, and most of that, in social media. I 
have a few local businesses whose social media 
sites I help with, and a few I write content for. 
I’ve completed two videos for the Wealthy Web 
Writer’s 3-Minute Guru. I also help other clients 
with their websites and online presence, and I do 
a little consulting on advertising and marketing. 
And, I love every minute of it!

What was your biggest fear before you started 
life as a Barefoot Writer?
This is an interesting question because now that 
I’ve actually done a few projects and am on my 
way as a freelance writer, I have no idea what I 
was afraid of! I guess initially it was fear of fail-
ure, of not being good enough, of not knowing 
what to do, of looking foolish … who knows. But 
once you’ve crossed over and done it, many of 
those fears don’t seem nearly as scary in the rear-
view mirror. 
So how did you overcome those fears?
Mostly by just taking that leap. Confidence can 
be a great way to get over fears, and jumping in 
and just doing it is a great way to get that confi-
dence. Get the proper training, and then put it to 

Journaling at a resort in Mexico

living the writer’s life (continued)
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good use! I started (even as a very timid freelanc-
er) by offering help to friends in business with 
their sites, social media, or writing projects, and 
was pleased to find that the information and help 
I provided was useful to them, and they appreci-
ated it. This feedback gave me confidence to con-
tinue, and reinforced the trust in my skills. 

How do you get started on each project?
If I have the luxury of time, I’ll do a very quick 
outline right away, write down as many ideas and 
points I can think of, and then keep that piece of 
paper with me. Then, I’ll let it simmer for a bit, 
think it out, and sometimes, even prepare an im-
aginary speech about the topic. I also get in the 
habit of keeping a pen and paper nearby to catch 
ideas before they come and go. Then, after a bit 

of time, I sit down with all that stuff and start to 
work!
How do you take advantage of the freedom 
that comes with this lifestyle?
In as many ways as I can! One of my previous 
jobs took me away from home quite a bit, and 
now with two young children, I have the luxu-
ry as a freelance writer of being able to work 
from home a lot more. This means not missing 
movie nights at my son’s school, being there for 
sports events, and even meeting my son at his 
bus stop after school. It’s made a big difference 
in my quality of life. And, my freedom gives our 
whole family more freedom. Twice in the past six 
months, we’ve gone on mini trips with the kids, 
and I’ve been able to keep doing my work while 
we’ve been away. So that’s been a great advantage.
What’s your one, most important tip for some-
body first starting out?
Take action. A cliché, maybe, but more and more 
I’m convinced that this is, at the very least, a ma-
jor ingredient in the secret to success. First you 
need to learn your craft. While I agree that some 
people do have a gift, I’m a firm believer that 
good writers are made and not born. You can 
learn how to do this. Get the proper training, 
but more than that, complete the training; do the 
exercises, do the work, write! Then, trust your 
skills, and yourself, and take your show on the 
road. In the beginning, take small assignments, 
even for little or no fees if you have to. Nobody 
takes a tennis lesson and plays Wimbledon the 
next week. Write every day, read every day, and 
market yourself every day. Do it. Now. �

We want to hear your story! Tell us about how being a Barefoot Writer has changed 
your life – and the most important tip you have for those just starting out. Email: 
info@thebarefootwriter.com.

Jim and family enjoying fall foliage near their home in Perth, ON

living the writer’s life (continued)

mailto:info%40thebarefootwriter.com?subject=
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“Unemployable” Brian 
Clark Reveals How He 
Built a Multimillion-
Dollar Writing Business 
with Simple Copywriting 

Techniques and a “This-Is-My-One-
Life” Attitude

Here’s some of what you’ll get from Brian’s interview:
; A simple, two-part structure for effective content marketing

; Why it’s better to be scared than arrogant

; The only real way to get better at writing

; Who you should be writing for — at least, if you want to make a profit

; What really gets you hired in the writing business

; Why you don’t have to write for clients to make a living writing

Ever wonder what’s really possible once you 
have the power of the written word on your 

side?

Today, I’d like to introduce you to Brian Clark — a 
self-described “recovering attorney” who left the 
corporate world in search of freedom.

He found his freedom … and writing helped 
him get there. 
Brian is the CEO of Copyblogger Media — a multi-
million-dollar software company he built, in part, 

using his copywriting skills. 

He’s also the guy behind the site Copyblogger, 
which boasts over 170,000 subscribers and is 
widely considered one of the most popular blogs 
in the world.

So how exactly, did copywriting help Brian create 
this incredible success? And more importantly, 
what can you take from these lessons to help fur-
ther your own copywriting career?

Read on to find out straight from the source …

By Guillermo Rubio

interview with a barefoot writer
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Copyblogger is a big deal. What is it? How 
did it start?

It’s kind of interesting because Copyblogger was 
basically founded as a blog back in 2006 and 
it’s evolved into a multimillion-dollar software 
company. But it was always the content that we 
shared, the education that we shared with people 
that really built the business. 
Fundamentally, what we teach are direct-re-
sponse copywriting techniques like the ones you 
hear from some of the greats in the industry, like 
Clayton Makepeace and all these other people 
that are just legendary direct-response copywrit-
ers. Of course, I learned from all these people 
over the years. I learned from AWAI way back at 
the very beginning when I got started. 

But what I did was take those principles and 
showed how you could apply them. Not just to 
sales letters and pure marketing materials, but 
also to content so that your content gets the 
kind of attention that you need and it actually 
starts to act as a function of marketing itself. 
That’s why we’ve got the term “content market-
ing” now where you’re getting people to know, 
like, and trust you through the content. By the 

time it comes to making them an offer, they’re 
already 85% of the way there, right? And that’s 
some of the stuff that we used to have to do all in 
one shot with a sales page or direct mail piece, or 
what have you. 
So it’s a different way of thinking about it, but it’s 
the same fundamental principles applied to on-
line content and kind of building trust over time. 
Because we’ve got an environment of cynicism 
and distrust and it’s a way to actually accomplish 
your business goals while having people love 
your marketing, instead of trying to tune it out. 
But it’s really — it’s what we’ve always been do-
ing with direct response; it’s just a new context of 
thinking about it. 
Cool. And now let’s cover how you got started 
as a copywriter, or with Copyblogger, or even 
into the world of copywriting? 
It’s interesting because I was never … I can count 
on one hand the number of clients I’ve had, be-
cause I was never a freelance copywriter. I never 
had an agency or anything like that; I taught my-
self copywriting for my own business. I started 
publishing content online in the late ‘90s, and I 
can tell you what, I was completely clueless. I had 
no idea what I was doing. I was a psychology ma-
jor in college, went to law school, practiced law, 
and stopped doing that. 
So I had never taken a marketing class; never 
read a marketing book. But sooner or later, some-
how I figured out what I was doing online was 
really a form of direct marketing, and that was 
an epiphany for me. When you’re trying to go di-
rectly to people out there in the world, which is 
what the Internet allows us to do, that’s exactly 
what you’re doing. So once I kind of clued in on 
that, I started studying and reading everything 
I could. That made me realize what I needed to 
learn was copywriting. 
So I threw myself into that study, and this was 
— wow … 13, 14 years ago now. And the first 

Brian Clark with Bootcamp 2012 attendee 
and travel writer Cynthia Morris

interview with a barefoot writer (continued)
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program I ever bought was AWAI’s Accelerated 
Program for Six-Figure Copywriting. It was just 
a whole new world to me; it was just fascinating. 
It took me a while before it really started to stick, 
but once it did, every business I started from that 
point on (there’ve been seven of them), they were 
all successful. My one failure was during that 
early period before I figured out how to do mar-
keting and how to write copy. 
Obviously you do a lot of writing through 
Copyblogger; do you have any writing rituals?
Oh, I’m just as crazy as any other writer. Every 
time I ask someone, “Hey, so how do you get it 
done?” Everyone’s like, “Oh, you don’t want to 
know.” We’re all a mess of our own processes. I 
am envious of anyone who can just sit down and 
crank out copy. But usually for me, my process 
involves a lot of thinking. 
My best ideas usually spring up out of nowhere 
by reading or paying attention to something else 
such as a movie. You know, letting your brain rest. 
It’s still working back there in the background. 
But the answer often comes to you through other 
media, or just paying attention to something else, 
because you see the intersection and that’s how 
you come up with the ideas for these hooks or the 
fascinating elements or that great analogy. 
I found that I have to think it through quite a 
bit, let it rest, it comes to me, and I sit down and 
write. And at that point, it all just comes out. It’s 
almost like you’re one of those superhuman peo-
ple who can just sit down and start typing. But 
really, there’s a lot of background. At least for me. 
I totally agree. It’s kind of the same way for a 
lot of other people I’ve interviewed where the 
hard part and the majority of the work is done 
through the research and reading, and think-
ing about what to say as opposed to how you’re 
going to say it. 
Exactly. 

So what’s one copywriting tip that you can 
share that’s improved your skills? 
Just never ever close yourself off to learning from 
someone who’s good at what they do. I men-
tioned Clayton Makepeace before. What he does 
and what I do are very different in many ways. 
But I view it as fundamentally similar; it’s just 
our contexts are different. He writes for different 
industries and I’ve learned everything that man 
has been willing to throw at me, even though in 
application what I do looks very different. People 
don’t see things as the same, they’re always talk-
ing about how things are different, and I think 
that hurts people. 
I’ve never closed off learning from anyone. Even 
people whose marketing tactics or ethics I don’t 
necessarily admire, I still watch what they do. I’m 
like, “Well, I wouldn’t apply it that way, but fun-
damentally there’s nothing wrong with this ap-
proach if it’s done in a different context.”
So, my best advice is to learn from everyone, pay 
attention, and ask why things are working. Don’t 
just grab swipe files and copy people. Understand 
why it’s working and then make it your own. And 
that’s how you really learn to succeed. 
Okay. And as far as using content marketing 
for a copywriter to actually land clients and 
that kind of stuff, are there any tips you can 
give on how to use that kind of marketing to 
get clients? 
Absolutely. The best advice I can give is this: 
you’re not writing for other writers; don’t do that. 
It’s interesting, because Copyblogger started off 
by providing writing advice and we still do be-
cause other writers, content creators, marketers 

“My best ideas usually 
spring up out of nowhere 

by reading or paying attention to 
something else such as a movie.

interview with a barefoot writer (continued)
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— they’re our target audience. If you’re a writer 
looking to be hired, those people are not your 
target audience, and that is a mistake I see done 
over and over. 
I see freelance writers copying our style, and all 
they’re getting is their fellow writers over there 
telling them how great they are. That doesn’t pay 
the bills. You need to address, you need to pick a 
market. You need to not be just Joe Copywriter 
for hire. You need to be a marketing specialist for 
the real estate industry, or blue widget industry 
— whatever, and commit to that. 
And then solve those people’s problems. What 
are they trying to do? Trying to make more 
money? Or trying to solve problems, have more 
freedom, get more time away from their busi-
nesses? All that kind of stuff, basic benefits, 
hopes, dreams. All the stuff we learn when we 

learn copywriting, sometimes copywriters throw 
it right out the window when it comes to building 
their own business. Find out who you’re talking 
to. Make a decision about who that is. What are 
their problems, what are their hopes, dreams, de-
sires, and aspirations? Speak to that; that’s what 
gets you hired. 
Excellent advice. And along the same lines 
of just succeeding as a copywriter in general, 
what’s one good tip you could give a copywrit-
er that they need to succeed? 
I think the hardest part for a writer is essentially 
the creative function. As I mentioned earlier, cre-
ative people can have all sorts of crazy work hab-
its in order to get great work done, right? 
Right. 
And yet at the same time, a freelance business 
all the way up to an agency is a business, and it 

From Left: Barefoot Writers Rae Robinson, Michele Peterson, and Pam Foster with Brian Clark at Bootcamp 2012

interview with a barefoot writer (continued)
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has to be run as one. And I think that’s where 
freelancers cause themselves the most amount 
of pain. They love doing the work, they hate the 
business. 
Here’s my advice, if that’s you: I built my com-
pany out of a bunch of partnerships with people 
who are good at things that I’m not good at, or 
good at things that I don’t want to do. You have 
to recognize that. What do you want to do? Okay, 
what do you need other than that? You have to 
figure out how to get that other stuff. Whether 
that’s hiring, or partnering, that’s the next step. I 
see many people quit their jobs who are thrilled 
to be working for themselves. But two years 
later, they’re drowning in success because they 
have to manage a business and that’s not what 
they thought they were signing up for. So that’s 
the stage when you have to decide, am I going to 
make this a real business or am I going to go back 
and get a job? And I would hope the answer is 
always: “Let’s make this a real business.”
Right, excellent. And as far as those folks who 
are kind of timid about marketing themselves 
and putting themselves out there, what kind 
of advice could you offer them? Because a lot 
of people, like you said, aren’t business people 
and marketing themselves is kind of scary. 
Yep. Well, if I can sound a little harsh here, I 
would say, “Get over it.” But really think about it: 
the reason why someone is going to hire you is 
because they’re going to see, essentially, you mar-
keting yourself. And they’re going to say, “This 
is working on me.” And that is what it takes. It’s 
when the client says, “Yes, this works because it’s 
working on me, therefore it must be the greatest 
marketing ever.” That’s how people think, right? 
So your own marketing essentially not only gets 
you hired, but it instills confidence in the client 
that you know what you’re doing. There’s just no 
way around it. Every time I run across a copy-
writer that says, “I don’t like marketing,” I’m like, 
“That’s your job. This is the job!” But I think it 

just may be a confidence issue. Just remember, a 
lot of the times projecting confidence earns you 
the right to be truly confident. A lot of the times 
you just have to lead, even if you’re a little scared, 
lead with your chin forward and assert that you 
know what you’re doing. Because you do. And 
people pick up on that confidence and it makes 
all the difference. 

Awesome, great advice. Along those same 
lines, a lot of people are even one step before 
that, where they maybe don’t feel their skill 
level is there. What would you say to some-
body who perpetually never feels that they’re 
ready, or — put differently, how do you know 
when your writing is good enough? 
It’s a tough one. The only way to get better writ-
ing is to keep writing, to continue to practice 
your craft. But how do you practice your craft 
without actually getting out there and doing it? 
There is absolutely no shame in failure. And I 
think you’ll find that even as you work your way 
up and start writing for more sophisticated or-
ganizations, they simply can’t do what you can 
do. So even if you don’t feel you’re ready, odds are 
you’re still going to do a better job than most ev-
erybody else.
You have to, again, practice good business sense. I 
certainly don’t encourage anyone to work for free, 
but find ways to practice your craft that build a 
portfolio, that build your confidence, and hope-
fully build your bank account. Don’t be afraid 
to charge money because a lot of times people 

“All the stu" we learn when 
we learn copywriting, 

sometimes copywriters throw 
it right out the window when 
it comes to building their own 
business.

interview with a barefoot writer (continued)
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are just desperate for help, they don’t know that 
you’re scared or how long you’ve been doing it. 
Fundamentally, I think people that are drawn 
to copywriting are usually good writers, and all 
they’re learning how to do, is a very specific type 
of commercial writing. A lot of people who are 
otherwise just good writers have no clue about 
those aspects of copywriting that actually make 
a difference — the things that cause action and 
attract attention. So even just being marginally 
adept at those things puts you way ahead of most 
other people. And I think that’s the way you get 
going. 
I don’t know anyone who ventures into a new field 
who isn’t a little bit scared. If you’re not scared, 
that would concern me more, because you’re ar-
rogant. So you just have to put yourself out there. 
It’s scary, but we’ve all done it and the rewards 
can be quite handsome. 

When it comes to producing engaging con-
tent, could you give one or two tips on how to 
create it? Is there a structure to it? 
When it comes to a pure sales copywriting ap-
proach, we all know how important that headline 
is, right? Your promotion lives or dies right there. 
If you lose people at the headline you’re done, be-
cause they’re not going to continue reading. If it’s 
another format such as video, if the title doesn’t 
entice them to watch, you’ve lost the battle. So 
with content, much as with a sales page or some 
other kind of direct promotion, you’ve really got 
to grab people with your title. 
AWAI has a great formula for sales headlines — 
the Four U’s© — and I think they’re generally ap-
plicable. But for content, I like to keep it simple 
with kind of a two-part structure: meaning plus 
fascination. The meaning is the substance of your 
content. It’s the reason why people are coming to 
you to learn something new, satisfy desires, and 
solve a problem. The fascination is where a copy-
writer recognizes the hook, right? It’s like John 
Carlton’s “One-Legged Golfer” headline, which is 
a classic. It’s so fascinating that you’re like, “Wait, 
I have to read that.” And you’re going for the same 
thing with your content. It doesn’t have to always 
be that extravagant; it just has to be something 
interesting. 
I like to start with my headlines like a lot of 
copywriters do, and try out various ones before I 
commit, because the headline tells what the con-
tent has to deliver. It’s a promise, right? As any 
headline is, it’s a promise of what you’re going to 
deliver to the reader. So it helps you make very 
meaningful and very fascinating content as well. 
And that’s just one tip, but headlines really are, 
just as with everything else. Once you become a 
great headline writer, you’re on your way to be-
coming a great copywriter. �
Editor’s Note: To learn more about Brian and 
content marketing, visit www.copyblogger.com. 

Mindy McHorse chats with Brian Clark 
after his Bootcamp presentation

interview with a barefoot writer (continued)
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Brian Clark’s Favorite Copywriting Books, 
for Beginning to Intermediate Copywriters

“Reading has always been an important part of my success and happiness. I am not unusual 
in that regard. Most of the most accomplished men and women of our time credit a good part 
of their success to reading.” – Michael Masterson

Advertising Secrets of the Written Word by Joseph Sugarman
“I have a lot of copywriting books and courses, and if I were starting out fresh 
from square one today, I’d want to start here. Joe Sugarman is a direct market-
ing legend, and he does a great job of getting basic copywriting concepts 
across in an enjoyable way. So if you’re brand new to copywriting, start here.”

Tested Advertising Methods (Fifth Edition) by John Caples
“When going back to the source of ad copy that is both audience and benefit-
focused (as well as backed up by empirical testing), many will point to Claude 
Hopkins and Scientific Advertising from 1923. I own that book too, but my fa-
vorite ‘old school’ copywriting book is the updated version of John Caples’ 
Tested Advertising Methods. Timeless advice, but written in an easily-digested 
modern tone.”

The Irresistible Offer by Mark Joyner
“While Marketing 2.0 pundits burn bandwidth trying to come up with clever 
new buzzwords to replace the word ‘marketing,’ Mark Joyner simply hands 
you the answers for success in the post-mass-marketing environment. While 
not technically a copywriting book or a product/service development treat-
ment, it’s crucial to both. When you start with the right offer, the product and 
the message are identical. Then (and only then) you can ‘get out of the way’ 
and let your customers sell for you.”

Persuasive Online Copywriting by Bryan Eisenberg, Jeffrey Eisenberg, and 
Lisa T. Davis
“The best copywriting books around are not written specifically for online, as 
you can tell from this list. But you should have at least one, and it’s a close call. 
I chose Persuasive Online Copywriting by Bryan and Jeffrey Eisenberg (with Lisa 
Davis) over Nick Usborne’s Net Words only because the former is slightly newer. 
But both are excellent.”

Breakthrough Advertising by Eugene Schwartz
“Here’s the money book, courtesy of the late, great Eugene Schwartz. When 
you’re ready to take it to the next level, this is what just about any highly suc-
cessful copywriter will tell you is the Holy Grail of deep psychological insights 
that lead to breakthrough marketing campaigns. The book is rare—before it 
was reissued by Boardroom it was listed on eBay for $900 (no joke). It comes 
with accompanying audio CDs that provide helpful supporting material from 
top copywriters who have built on Schwartz’s work.”

what’s on your bookshelf?
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Here are your October Poll Results!
We asked: What’s the most daunting part of starting life as a Barefoot Writer?
You answered:

Who have you told about your writing goals?
� Nobody

� Everybody I talk to

� Other writers

� Just a handful of family members

� Just a few close friends

� Colleagues at my current job
� As many friends as will listen
�  As many family members as 

possible
� My current boss
� Other

reader poll

Nine percent of you had other daunting aspects that you added to our list including:
� “Believing the clients are really out there and that this isn't too good to be true.”
� “Knowing where to start.”
�  “Developing an organized, step-by-step list that includes the point at which I can go 

full time.”
� “Deciding on a niche I really love!"

This month, we’d like to know …

23%
Deciding you’re 

good enough

19%
Reaching out to 
your first client

15%
Putting up 
a website

11%
Setting 

fees

11%
Figuring out 
what to write

8%
Finding the time 

to get started

2%
Having your 

writing critiqued

2%
Telling others about 

your writing goals

http://www.surveymonkey.com/s/STB5RPL
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By Cindy Cyr

As a freelance writer, every word you write 
has a dollar amount tied to it.  

So it makes sense that you’ll want to master get-
ting paid for those words!
That’s why I’m going to share my 11 best prac-
tices for getting paid. Follow these tips to make 
sure you always get paid what you’re worth (or 
more) and ensure this part of your writing busi-
ness runs smoothly. 

1Create value in what you provide. Give 10 
times or more the value of what you charge 

for your services. For example, give your client 
ideas of how to repurpose your copy. I show my 
clients how they can take my email article, break 
it into two or three blog posts, and then break 
those into social media posts, greatly increasing 
the value of my copy.

2Get paid at least 50 percent before you be-
gin any work on any project for a new client. 

The only exception to this rule is if the total fee 
is less than $500.

3Turn a small project into a larger one by 
learning more about marketing and upselling. 

(Get some great tips from Pete Savage in the side-
bar article How to Turn Small Copywriting As-
signments into Big Bucks.)

4Always have your client sign an agreement 
that outlines your terms of service, what 

you will do, fee agreement, timetable, and any 
caveats.

5Be sure to include a cancellation clause in 
your agreement that lets you keep your de-

posit should a client cancel the contract after 
you’ve already started work. This saves a lot of 
worry!

6Never charge by hours worked. Charge by 
project based on the value and Return On In-

vestment (ROI) you’ll provide.

7Always go back to your existing clients with 
ideas on how they could make more money, 

generate more leads, or improve ROI. It’s easier 
(and less expensive) to sell to a happy customer 
than it is to acquire a new one.

8Don’t take on a client you know you can’t 
succeed with — no matter how desperate you 

are for money. It’ll cost you more money in the 

11 Best Practices for 
Getting Paid as a 
Freelance Writer

featured essay
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long run by damaging your reputation when the 
client shares that your copy “didn’t work.” Plus, 
you’ll miss the opportunity to work with your 
ideal client.
I was once asked to write copy for a political par-
ty with completely opposing views from my own. 
I knew I could never write convincing copy for 
something I didn’t believe in, so I turned it down. 
The client respected me and a week later referred 
another client to me, which turned into an ongo-
ing relationship. 
Had I taken the first job, I would have failed and 
not had time to start the other project.

9Consider offering an option to be paid on 
your results. For example, a reduced fee with 

a 2 percent royalty payment. This often makes it 
easier to get paid what you’re worth and puts you 
in a stronger bargaining position with clients.

10Hold firm on your rates. While you 
might need to charge less in the beginning 

while gaining experience, once you establish 
yourself, don’t back down just to win business. 
There is always someone willing to pay you what 
you’re worth. Plus, charging less can cause you to 
start resenting the client and time spent work-
ing for them, leading you to perform below your 
standards.

11Set up a package plan for your business 
that offers clients a better rate in ex-

change for guaranteed work over extended pe-
riods of time. 
Within six months of offering my clients a pack-
age plan, I increased my consistent monthly in-
come by 125%. Consistent income isn’t all you’ll 
receive, though. Here are seven additional ben-
efits to package plans:

y  Receive extra project assignments from 
clients. Because you have an ongoing rela-
tionship, it’s easier to make suggestions for 
extra work. Plus, because you’re working 
with them regularly, you’re on their mind 

when another job comes up. They know 
you already understand their audience. 
They get a discount for working with you. 
And they don’t have to spend time finding 
another writer.

y  Improve your role. Having an ongoing re-
lationship under a package plan agreement 
can help you shift your role from “just a 
copywriter” to a strategist and key business 
partner. This makes you more valuable to 
your client and therefore makes your re-
lationship more permanent — and poten-
tially lucrative.

y  Elevate your reputation. Once you devel-
op a track record for helping a long-term 
client grow a business, it’s easier to bill 
yourself as a strategist and consultant. As 
a strategist with a proven track record, you 
can also raise your rates.

y  Increase referrals. I’ve also noticed an 
increase in referrals since I shifted to this 
model. This is because when you’re work-
ing with clients consistently and produc-
ing good work, your name is the first that 
comes to mind when someone asks. People 
like to refer those they know, like, and trust.

y  Eliminate rate negotiations. How many 
times have you been told that a prospect is 
looking to “establish an ongoing relation-
ship” and therefore would like your lowest 
rate? Because you’re already offering a dis-
count, you’ll find prospects won’t ask you 
to give a lower rate for the promise of ongo-
ing work.

y  Reduce the amount of time it takes you 
to do a project. Typically, at the start of 
a project, you gather information on your 
prospect’s target audience, product, and 
service. You look at their competitive situ-
ation and study the “voice” of whom you’ll 
be writing for. With ongoing work for the 
same client, you most likely won’t have to 

featured essay (continued)
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repeat those steps. So you’ll spend less time 
on future projects.

y  Get paid for every piece you write. When 
working on retainer, I’ve had the experi-
ence of doing way more work than I was 
being paid to do. With the package plans, 

because my projects are clearly defined in 
the agreement, I always get paid for every 
piece I write.

Following these rules will help you manage your 
finances and get paid what you’re worth more 
consistently. �

How to Turn Small Copywriting Assignments into Big Bucks
By Pete Savage

When a client says to you, “We just need a 
little …” press release, brochure, web page 

or anything else, it means he’s determined (of-
ten in a hurry and without a lot of thought) that 
this project is going to be a quick no-brainer for 
which he “just needs a copywriter” to put the 
words together.

But the client may be wrong. In fact, he may be 
doing himself, and his company, a disservice by 
giving the project little thought, and not doing a 
better assessment of what he really needs.

Let’s look closely at the brochure example to see 
how you might turn a “little” assignment into 
more money for you, and a better outcome for 
your client.

In this example when the client calls to tell you 
he needs a brochure, your first action should be 
to discover why he needs it. To do that, just ask 
him “What is the purpose of the brochure? Is it 
going to be used by the sales force? Is it going 
to be included in a direct-mail piece? Is there a 
trade show coming up where this brochure will 
be handed out?”

By asking questions like these, you may find out 
that there is indeed a trade show coming up and 
the client wants to arm his sales force with some 
material to hand out to prospects.

Bingo! That’s your opportunity to turn a small 
project into a bigger one, by saying something 
like this:

“I see. Well, giving your salespeople something 
to hand out at a trade show is important, of 
course. At a busy trade show, however, you 
might want to consider arming them with 
something more alluring than a run-of-the-mill 
brochure. What about white paper or a special 
report that deals with a hot topic currently on 
the mind of the prospects you hope to meet at 
that trade show?

“If you had a brochure and a special report 
stacked beside each other on a table, you’d see 
the report go like hotcakes – which your sales 
team would, of course, love. I know you called 
me for a quote on the brochure but, would you 
like to spend a few minutes talking about that 
trade show, and maybe I can give you a quote 
on writing a special report too? Then you can 
decide if it’s worthwhile to produce both pieces 
or not.”

See how easy it is can be to open the door to 
more work? With that thirty-second script you’ve 
potentially added a nice-sized special report to 
quote on. (A report for which you might quote 
$2,000 to $4,000!)

Notice in the above script you’re not trying to 
tell the client that they don’t need a brochure. 
This is not your goal. Your goal is to see where 
their “little” project fits into their bigger market-
ing plans, and get working on more pieces that 
support those plans — as well as your writing 
business.

featured essay (continued)
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Writing is an act of creation, much like the 
work of an artist. 

When you write, you take basic words and shape 
them into something that inspires, evokes emo-
tion, or prompts action. This is a lot like what 
Van Gogh and Picasso did when they used basic 
paints to spark audience reactions through their 
art.
When I noticed these parallels, I realized the 
process of making visual art is a lot like writing 
copy.
I’m going to share five tips used in visual art that 
can be applied to writing. They’ll help you get 

more satisfaction when writing so you put out 
work of higher quality.
I learned these tips from a dear friend of mine, 
Lou Stovall. He’s been self-employed as a silk-
screen printmaker for nearly 50 years. 
Needless to say, he’s a vault of knowledge on how 
to get paid to create.

Tip 1: Think of Your 
Work Process as a Discovery 

Lou says his “discovery moment” happens as 
soon as he opens a can of paint. 
It invigorates him as he looks at a blank piece of 
paper and decides what he wants to create.

By Megan Tyson 

Your Copy is a Work of Art
5 Writing Tips From an Artist's Perspective 
"at Will Improve Your Copy

become a better writer



THE BAREFOOT WRITER  •  PAGE 21  •  NOVEMBER 2012

As a writer, you also go through the discovery 
process. Even if you have a general idea of what 
you’ll write when you begin, it’s not concrete un-
til you sit down at your computer and put those 
first words on the page. 
Many of us writers find a blank page daunting 
at times. And letting the words flow smoothly is 
easier said than done when the stress of mount-
ing projects and deadlines kicks in. 
So the goal is to shift your mindset. Rather than 
seeing an empty page, see it as a blank canvas. 
Your goal is to find words to “paint” your canvas.
Even if you’re writing about a dry topic, you can 
still enjoy this process of creation. Just think of 
every project as a discovery.

Tip 2: Great Work Stems 
From a Love of the Elements

In Lou’s case, this is his love of color. Color is the 
key element in his prints, and he feels joy every 
time he opens a new paint pigment. When he puts 
20, 40, even 60 layers of color on his prints, those 
prints come to life. They trigger new themes and 
emotions.
As writers, we color with words. I don’t just mean 
words in general. I mean specific words that cap-
ture an emotion or describe an event so clearly 
that the reader instantly sees, feels, or thinks 
something specific.
Let’s say you want to write about the circus. You 
wouldn’t just say “it’s nice.” That leaves the read-
er hanging in a black-and-white, extremely dull 
description.
Instead, color the idea by describing it as a merry 
occasion that reminds you of your childhood. It 
brings you back to the day your father took you 
to see mighty lions and you tasted your first cot-
ton candy. 
So make it a point to savor words in all their va-
riety and power. 
Some writers are most passionate about the act 

of writing. Others are passionate about the topics 
they write about, and still others are passionate 
about the result of their writing.
Whichever category you’re in, embrace the raw 
power of words. Consider their inherent ability 
to sell, promote, inspire, and motivate. You’ll get 
more satisfaction out of your writing when you 
credit your palette of words. 

Tip 3: Never Leave 
a Piece Unfinished 

Lou has moments when a print isn’t going the way 
he intended. Or times when he’s too distracted to 
put his full focus on what he’s doing. When this 
happens, his rule of thumb is to take a break. But 
he never gives up on the artwork he starts. 
Likewise, though you may get frustrated with 
what you’re writing or it doesn’t quite fit your 
assignment at hand, resist the temptation to hit 
“delete all.” 
Take a break and do something else for a while. 
Go for a walk, read a book, go dancing, anything. 
But always return to what you’ve started and 
complete it. 

Why? Whether you realize it or not, you’re emo-
tionally tied to what you’ve created. So you do 
yourself a disservice if you desert it. 

become a better writer (continued)
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But let’s be realistic. After a break, you may still 
decide you’re not happy with what you’ve written. 
Consider saving it in a file called something like 
“brainstorming” or “miscellaneous drafts.” What 
you’ve written may fit nicely into a future project.

Tip 4: Decide What Inspires You 
Lou’s studio has an entire wall full of CDs. 
Whether it’s opera, jazz, or Adele’s newest hits, 
there’s always something playing. Music inspires 
him and fuels him as he works.
But music doesn’t work for everybody. I prefer si-
lence when I write. The point is to make sure you 
have something inspiring on hand while you’re 
creating. A beautiful piece of artwork, a vase of 
fresh flowers, or a vision board (a collage of your 
goals to help you visualize success) are excellent 
choices. 
Find something that uniquely stirs inspiration in 
you.  

Tip 5: Seek Feedback
Toward the completion of a new print, Lou asks 
his wife, son, or assistant (all fellow artists) to 

give feedback on their reaction to a print. By do-
ing this, he gets an idea of others’ perspectives 
and may gain insight on what to name the fin-
ished print. 
Not all artists ask for input. But when it comes 
to making a living from their artwork, they learn 
quickly that they need to find an audience willing 
to purchase what they create. 
A quick way to do this is by asking for feedback.
To make a living writing, you need to create 
something people will pay for. You’ll want to 
write to impress your client, but also to trigger 
the right emotions from your target audience. 
Again, the easy trick for this is feedback. 
Writing evokes many emotions, so frequently 
check to see how your work comes across to oth-
ers. Feedback from fellow writers who under-
stand strong copy is the best way to do that. 
You, as a writer, are an artist. Follow these steps, 
and not only are you more likely to enjoy the pro-
cess of creating with words, but you’ll put togeth-
er some true masterpieces. Here’s to your success 
as a Barefoot Writer. �

Congratulations to Sally Eastwood for Winning the 
October Barefoot Writing Challenge! 
Your $100 check is on its way!
Last month’s Challenge was to tell us about your top travel destination, including why 
you’d like to go there. 

We got a lot of terrific entries … but Sally’s description of visiting the GoldenEye villa in 
Jamaica rose above the rest. You can read it here.

Win $100 if Your Essay is Chosen in Our November Challenge:
Who/what has been instrumental in your desire to be a writer? A 3rd grade teacher? 
A classic novel? Tell us the story of how you were first attracted to writing for a living.
Send your entries to Contest@thebarefootwriter.com by midnight ET on November 18th. 
The Barefoot Writer team will award the winning entry $100!

Please limit your essay to 500 words or less.

become a better writer (continued)
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In the mid-1930s, almost all the top advertising 
agencies were in New York City. Leo Burnett 

broke with American advertising tradition by bas-
ing his agency in Chicago. He started with exactly 
one account, and opened for business on August 
4, 1935, at the height of the Great Depression.

You could say he had a few things going against 
him. But Leo Burnett was an optimist. 

To brighten things up, his receptionist set out 
a bowl of apples in the office. When word got 
around the Windy City that the Leo Burnett Com-
pany was serving apples to its visitors, a newspa-
per columnist said, “It won’t be long ‘til Leo Bur-
nett is selling apples on the street corner instead 
of giving them away.”

Burnett never had to resort to selling apples. His 
trademark “sod-busting corniness” — straight-
forward mid-American honest language and 
imagery — created a loyal client base and block-
buster results. “This is not about advertising,” he 

said. “It’s about people. We are eternal students 
of human behavior.”

Have you ever had a skeptic? Anyone ever ques-
tion your ability to make it as a writer? Ever feel 
like giving up?

When your doubters rear their heads, remember 
Leo Burnett, the man who started with one ac-
count during the Depression. Today, the Leo Bur-
nett Company is the 10th largest ad agency in the 
world and the 8th largest in the U.S. Of their 31 
U.S. accounts, roughly half have been with the 
firm for 20 years or more.

And their Chicago headquarters gives away over 
1,000 apples every working day to visitors and 
employees. 

AWAI has the 4 P’s©, the 4 U’s©, and the Four-
Legged Stool©. We’ll let Leo Burnett claim the 4 
M’s: 

“Make it simple. Make it memorable. Make it invit-
ing to look at. Make it fun to read.” �

By Katie Yeakle

How an Apple a Day Helped 
Leo Burnett Build 
a Blockbuster 
Writing Firm

did you know?
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Most of us weren’t raised to think we could 
live the writer’s life and have the potential 

to achieve anything we want.
So it’s a big leap to move from the world of long 
work hours and even longer commutes to a life 
where you call the shots.
Fortunately, there’s a proven way to make sure 
you achieve your ideal writer’s life. It starts with 
setting goals — big goals. 

Unfortunately, a stress-ridden lifestyle can keep 
you from wanting to make big goals. Or, that 
stress can push you into making key mistakes 
when you do set goals. 
That’s why I’ve put together this list of the top 
mistakes made in goal-setting, and how to over-
come them. Follow these tips and you’ll win your 
freedom as a paid writer much faster.

Mistake #1 in Goal-Setting: 
Never Making a Goal

When you’re in a job you hate, it’s easy to focus 
on all the things you don’t want, like long hours 
and a capped salary.
It’s hard to be optimistic when you’re not satis-
fied with your situation. It’s even harder to think 
about what you want instead.
Your default answer to the “What do you want?” 
question becomes simply, “Not this!”
But by not visualizing what you’d like in place of 

By Mindy McHorse

Do You Make 
!ese Mistakes 
In Goal-Setting?

thinking like a writer
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your current circumstance, you unconsciously 
lock yourself into your bum situation.
Finding a way out starts with thinking your way 
out: make a big, exciting goal. From there, work 
backwards and break it down incrementally. 
Eventually, you’ll find a way to achieve it while at 
the same time rescuing yourself from what you 
don’t want.
For example, instead of brooding over a bad work 
situation — “I hate having to work forty hours a 
week at a job where I can only earn $50K!”
Focus instead on what you want — “I’d like to 
live the writer’s life and work part-time, earning 
at least $100,000.”

Mistake #2 in Goal-Setting: 
Focusing on Material Wealth

Most people say they’d like to be wealthy, but all 
they have in mind is a big house and a nice car.
Great prosperity is a different story. It’s not some-
thing that requires you to sacrifice your pride.
Don’t get me wrong — I’d love a bottomless 
pocketbook just like anybody else. Beachfront 
vacations and shopping sprees to Paris would be 
awesome.
But after years and years of that, your satisfaction 
would start to wane.
When thinking about goals, move beyond the 
temptation to be rich and famous. Think about 
what would really give you pleasure in life, like 
starting a youth camp or creating your own art.
After all, no matter how much money you have, 
you still have to spend it on something. Deciding 
what that will be is the real question to focus on.

Mistake #3 in Goal-Setting: 
Not Personalizing Your Goals

It’s fine — healthy even — to have the same goals 
as others. It’s even very practical to make goals 
in tandem with your spouse or someone close to 
you in life.

Regardless, you still need goals that are all your 
own — goals that represent who you are and 
what you want — not what anybody else wants or 
needs or thinks.
Set aside some brainstorming time to come up 
with your personal goals. Start by making a list of 
every word you can think of to describe yourself. 
Be assertive and list every good trait you have. 
Don’t worry — nobody needs to see the list (un-
less you want them to).
You might even ask other people, like your par-
ents, siblings, or friends, how they would de-
scribe you. Chances are good they’ll point out an 
attribute you didn’t think of.
Once you know your own personal strengths, it’s 
easier to start thinking about your future and 
how you want to shape it.

Mistake #4 in Goal-Setting: 
Stopping Short

One major reason we don’t realize a lot of our 
goals is because we get lazy. I’m not even talking 
about actually going after your goals — I’m talk-
ing about coming up with them in the first place!
When brainstorming your goals, make a list of at 
least 100 things you want to do, be, or have in life.
Consider all possibilities. Think about every 
wish and dream you’ve ever had for yourself. 
Try breaking them up into categories, like the 
following:

1.  Financial: Income, debt, net worth, 
financial freedom, etc.

2. Career
3. Hobbies: Recreation and fun
4. Health and fitness
5. Relationships: Family and friends
6. Personal development and growth
7. Community: Contribution to society

The first 30 will probably be a snap. You’ll have 

thinking like a writer (continued)
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to push yourself to get to 80. And the last 20 will 
get tricky, but that’s also usually where you’ll dis-
cover your deepest desires.
So go for it and don’t stop short. This is impor-
tant work. It’s also a way to make sure you ad-
dress all the vital areas of your life. You don’t 
want to focus on just one area and let another fall 
by the wayside, such as growing your net worth 
while your health deteriorates.
Plus, a long list of potential goals means you’ll 
have a steady stream of motivation. Once you 
achieve one goal, you can move seamlessly on to 
tackle the next. This is especially true if you’re 
living the writer’s life since you can adjust your 
schedule and income as necessary.

Mistake #5 in Goal-Setting: 
Seeing Money as an Evil

It’s okay to want things money 
can buy — just focus on what 
those things will mean to you 
and not how they’ll make you 
look to other people.
In other words, if your dream is 
to live in a big, beautiful house 
on a lot of acreage, is that be-
cause you want other people 
to admire you? Or is it because 
you want plenty of space to 

host friends and family, or to have a quiet, beau-
tiful space to do your art or write?
The former option is not a healthy goal because 
it’s not about you. The latter one is.

Don’t treat money as an evil. Instead, look at it as 
a means to true satisfaction.

Mistake #6 in Goal-Setting: 
Not Telling Anybody 

About Your Goals
This one is as simple as it sounds. If you keep your 
goals secret, you’re less likely to achieve them be-
cause nobody holds you to them. You can forget 
them. Pretend you never had them. Nobody will 
know whether you fail or not.
But if you tell someone, you’re held accountable. 
That one thing — accountability — is enough to 
get anyone moving in the right direction to meet 
their goals head-on.

Final Goal-Setting Guidelines
In the end, healthy goal-setting really comes 
down to following these rules:

y  Think big — don’t stop short on an idea 
because it feels impossible right now

y  Never settle for less than what you want, 
even if you’re not sure you deserve it

y  Go for your own dreams — not someone 
else’s

y  Focus on what you want, not what you 
don’t want

You deserve to have the best life you possibly can. 
Just remember, it all begins with an idea — your 
idea, which is your ticket to a satisfying, memo-
rable writer’s life. �
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Email marketing software is useful if you want 
to setup email lists and build a customer base. 

It also makes it easy to create and send newslet-
ters, marketing materials, or any other kind of 
customer correspondence. 

Several software packages have creation features 
that help you build an attractive email, either 
with a template or a design you create. You can 
also add pictures, attachments, background im-
ages, and even sound files. 

Most of the programs also include an unsub-
scribe/subscribe button. They track the number 
of total subscribers you have, along with opt-out 
rates.

Here’s what we recommend you look for when 
choosing email marketing software:

Ease of use: You want a software program that’s 
easy to navigate. Fortunately, most of these pro-
grams are designed so the complete novice can 
use them without a problem.

Email creation: You should be able to create a 
professional-looking email in just a few clicks.

Reporting: Any email marketing software worth 
your time should give you statistics on your 
open rate (number of emails you send that get 
opened), your click-through rate (number of 
email links you send that get clicked on), and the 

rate of unsubscribers.

Here are some of the email marketing programs 
we recommend:

MailChimp (mailchimp.com):
MailChimp is a cloud service that 
manages email marketing cam-
paigns and lets you create email lists, 
measure open rates, and track who 
views your message. MailChimp al-

lows significant customization and integrates 
with Google Analytics. You can have a free ac-
count for up to 2,000 subscribers.

Aweber (aweber.com):
Aweber’s simple user interface 
makes it easy to create and send 
email campaigns. You can also in-
tegrate with Facebook and Twitter, 
and Aweber’s autoresponder tool is 

highly rated. Aweber emails also have a 99% de-
liverability rate (meaning your email likely won’t 
get lost in a spam filter).

Constant Contact (constantcontact.com): 
Constant Contact offers several 
pre-made email templates but 
also lets you create your own. This 
service allows image uploads and 

offers an autoresponder feature. �

Which Email Marketing 
Tool is Right for You?

cool tools
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Let’s say you’re looking for some investment 
advice. You’re trying to build up your retire-

ment savings but don’t really know where to start. 
You go online and start researching the many 
investment newsletters and trading services. To 
find out more about the companies and their 
products and services, you…
y Sign up for their free email newsletter(s)
y Read the free research reports they offer
y  Check out the company website and read 

the articles, FAQs, and other content
y  Start visiting the company’s blog regularly 

for updates
Eventually you get familiar with a particular 
company through all this free information and 
come to know, like, and trust them. In short, 
you’re engaged.
Soon you feel comfortable enough to take ad-
vantage of a special offer they’ve sent you on 
one of their products. And it’s all thanks to the 

company’s content marketing, which is the writ-
ing opportunity I’d like to share with you today.
It may not seem like marketing at first glance. 
But the informative content a company publishes 
supports the sales process just as much as the 
sales copy does.
That’s because good content builds businesses by 
attracting readers, turning them into buyers, and 
then keeping those buyers engaged. 
How?
According to our featured writer this month, Bri-
an Clark of Copyblogger, by communicating in a 
way your audience enjoys, and convincing them 
that you’re worth doing business with.
Writing content — like blogs, special reports, and 
articles — also gives you (or your client) multiple 
opportunities to connect with readers, which 
then also gives you more opportunities to sell 
your product or service over time. 
And, just wait until you see the income potential …

By Rebecca Matter 

A Steady Unending 
Stream of Writing 
Assignments Await

To Do
Report 
  (Fee - $1,500)
Blogs 
  (Fee - $750)
Social media posts  
  (Fee - $500)
Send invoice
  (Fee - $2,750)

barefoot writing opportunity
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$11,000 a Month from Clients 
Eager for Good Content

The U.S. Department of Commerce latest num-
bers show e-commerce sales were $51 billion in 
just the second quarter of 2012. That’s up 15% 
from the same time last year! And all the com-
panies responsible for that growth — from huge 
multinationals to small local businesses — need 
content marketing to sustain and continue to 
build their relationship with prospects and buy-
ers online.
And because content marketing is responsible 
for pushing their prospects closer and closer to 
the sale, they’re willing to pay for it. Take this ex-
ample …
¾ You write a nine-page report (Fee: $1500)
¾  You repackage that report into six blogs 

(Fee: $750)
¾  You repackage those blogs into a month of 

tweets and Facebook posts (Fee: $500)
In the end, you bill your client for $2,750. 
The client benefits because she has at least a 

month’s worth of useful, engaging content to 
present to her prospects.
And because this kind of project easily takes five 
days or less, you can do the same thing week after 
week — earning you as much as $11,000 a month.
But this is just one of the numerous scenarios for 
a content writer. You can also:
3  Go offline and write content for print news-

letters
3 Put together a series of blog posts
3  Write video scripts, tele-class scripts, or 

podcasts
3 Compile e-Books or industry reports
3 Author buyer’s guides
3  Compose extended tutorials and how-to 

pages
3  Create reviews and product or service com-

parisons
3 Assemble check lists or cheat sheets
3  Research and write free reports, white pa-

pers, and other edu-marketing materials
… and that’s just off the top of my head!
Here’s a good way to look at it: Basically any form 
of written communication that builds interest in 
a business or a concept can be used in content 
marketing.
But here’s the best news of all — content writing 
is one of the easiest ways to get regular, ongoing 
work from clients … 
Because there are so many writing projects to 
take on, you’ll quickly become familiar with their 
products and services and style of writing af-
ter your first few projects. Which makes it that 
much easier for them to hire you again and again 
to write their newsletters, blogs, and other ongo-
ing content projects, rather than hiring another 
writer who doesn’t have the knowledge you now 
have.

Benefits of Good Content
y Attracts traffic to your site

y  Helps you capture the attention of new 
readers 

y  Gives you a chance to include more SEO 
terminology in your pages (which in turn 
further boosts your ranking in the search 
engines)

y  Lets you build a relationship with your 
readers so they learn to know, like, and 
trust you

y  Gets people talking, asking questions, or 
debating about your topic

y  Moves readers close enough to a sale, so 
that the copy can easily close the deal

barefoot writing opportunity (continued)
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5 Tips for Writing Content 
Worth Reading

Your job as a content writer isn’t to sell. It’s to en-
gage the reader into sticking around to hear more 
from you in the future, and slowly over time build 
up trust and move him closer to the sale. Here 
are five tips to help you craft effective content:

1.  Quality always trumps quantity. Your goal 
is to get people talking, asking questions, 
or debating. So take the time to do your 
research. Learn about your topic, and care 
about it. 

2.  Always deliver something that has value. 
As you write, ask yourself, “Does this topic 
matter to my audience? Is what I’m writing 
helpful?”

3.  Focus on what your reader wants. Pay at-
tention to what resonates with your readers. 
You can gauge this from comments, feed-
back, or page views.

4.  Study what other successful content writers 
are doing. See how it applies to what you’re 
writing, and try testing similar techniques. 

5.  Make your content so good your readers 

Be Your Own Client with These 5 Steps 
to Profitable Content Marketing 

Not only can you make a lot of money writing content for clients, you can also use smart content 
marketing to build your own business. 

Brian Clark turned Copyblogger into a money-making software company after building his audi-
ence with a simple blog. Once he hit 95,000 readers who liked his message and trusted his opinion, 
he introduced his own software products.

From there, it didn’t take long for Copyblogger to become a multi-million dollar company.

Here’s a good strategy if you’d like to do the same thing with your own product or service:

1.  Your initial goal in content marketing is to build your readership. You can do this by offering a 
free bonus like a special report, white paper, or video tutorial, in exchange for a prospect’s name 
and email address. 

2.  Once you have subscribers on your list, your job is to deliver quality content to them on a regu-
lar basis (which we’ll tackle in just a minute). 

3.  You’ll then start a conversation with your readers by inviting them to post questions or com-
ments on your website, engage with you via social media, or participate in a forum.

4.  When you’re ready, introduce products you’ve developed, services you offer, or e-books you’ve 
written. Or, you can tell your readers about other products or services you’ve tried and believe in. 
Over time, your readers will trust your opinion. They’ll see you as an authority in your field.

5.  Only promote things you truly believe in. And make sure whatever you promote helps your 
readers with the problem or question they’ve come to you to learn more about.

As a writer, content marketing is a golden opportunity to let your creativity steer. Whatever your 
interest, there’s a good chance that plenty of other people out there want to learn more about it 
too. And once you find them, you simply need to create content worth reading on a regular basis.

barefoot writing opportunity (continued)
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will want to share it with their friends. A 
good way to do this is to write when you’re 
inspired. Grab your pen or your keyboard 
and record every idea or creative thought 
that hits you — and do it as soon as it hits.

As mentioned in #4, a great way to get started 
with your content writing career is to study as 
much content as you can. That means signing up 
for free e-letters, reading through all the pages of 
websites in your niche, following blogs, and col-
lecting free special reports. In short, you want to 
get ahold of as many content marketing resourc-
es as you can.
You’ll start to recognize patterns and trends. If 
you see a certain format or style multiple times, 
it must resonate with readers.
This study of content marketing has another 
purpose: you’re researching potential clients for 
when you start offering your services.

Breaking Into Content Marketing
If a company has an online presence, there’s a 
good chance it engages in some form of content 
marketing. 
As with other writing opportunities, it’s smart 
to pick a niche to focus on. As a content writer, 
you’ll be reading as much — if not more — than 
you’ll be writing. And by focusing on one or two 
niches, you’ll be able to stay on top of what’s go-
ing on in the industry, which means you’ll have 
an easier time writing content that resonates 
with readers. 
Once you’ve chosen a niche you’re interested in, 
do some research of companies you’d like to write 
for, and review what kinds of content they’re pub-
lishing — as well as what types they’re not pub-
lishing, since this may be an opportunity for you 
to fill a need that they have. 
Start posting informed, useful comments on 
their blogs, and if they have a forum, become an 
active user. (Even if you don’t end up working for 
them, the exercise will give you great material for 

the content you’re writing for other companies in 
the industry!)
Write a few “sample” articles or blog posts on 
topics relevant to your niche, and then contact 
the companies and offer ways you can help im-
prove their current content marketing. Or, pro-
vide them with additional ways you can add to it.
Here at AWAI, we’re just like all those other com-
panies doing business online — we are always in 
need of quality content. And we’ve found that 
AWAI members — because they know our niche 
so well — are the ideal writers to help us.
Flip through any issue of The Barefoot Writer, 
and visit the AWAI Article Archive, and you’ll 
find that almost every piece is written by one of 
our readers. 

Another Arrow in Your Quiver
Like many Barefoot Writing opportunities, you 
can specialize in content marketing, or add it to 
the list of services you offer. 
Just remember, the basic fundamentals of per-
suasive writing that we often talk about remain 
central to any lucrative writing project — includ-
ing content writing. And the more you know 
about persuasive writing — otherwise known as 
copywriting — the better you’ll be at writing any 
type of project.
But once you master those techniques, content 
writing offers a unique way to position yourself. 
It makes it easy for you to build a relationship 
with readers so they know, like, and trust you. 
Once you can do that, building a solid income as 
a Barefoot Writer is easily within your reach. �
Editor’s Note: Remember, as a subscriber to The 
Barefoot Writer, you have an ongoing invitation 
to write for us. Send your article idea to:
askmindy@thebarefootwriter.com. Be sure to 
highlight how your topic benefits other Barefoot 
Writers in their goal to live the writer’s life. 

barefoot writing opportunity (continued)
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Are you stressed, busy, or overwhelmed? Feel-
ing tired and sapped of your drive and cre-

ativity? You may be experiencing burnout. And if 
you are, you’re not alone.
Burnout is common among freelancers. Some 
of the causes include working two or more jobs 
while trying to establish your freelance career, 
not making progress like you think you should, 
or taking on too many tasks.  

Fortunately, burnout is a temporary condition 
that is easily remedied! To drive it away quickly, 
and get your energy and motivation back, here 
are six guaranteed burnout busters. 

1. Take care of yourself 
When you’re tired and stressed, it’s important to 
focus on your health. Exercise is proven to help 
control stress, so move your body every day to 
get your blood flowing. This can mean hitting 
the gym, going for a walk, or doing chair yoga. 
Also be sure to get enough sleep, and don’t give 
in to the temptation to eat junky food. Keeping 
yourself feeling good physically will improve your 
overall mental disposition and help you weather 
temporary stress.

2. Give yourself a break 
Mental breaks help you fight off burnout. Take a 
vacation if you can … but if that’s not possible, an 
afternoon off or even just a break for an hour or 
two can help. 
Recharge by doing something you enjoy, like 

By Li Vasquez-Noone

Guaranteed Burnout Busters
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listening to music, watching a comedy show, go-
ing to a movie, or curling up with a book. Treat 
yourself to a nice meal out or a massage. 
And remind yourself you deserve this!

3. Do small things for quick wins 
Often the feeling of burnout comes from the per-
ception that you’re not making any progress on 
your goals. By doing small tasks that you can fin-
ish quickly, you’ll gain a sense of accomplishment 
and boost your self-esteem. 
For an added boost, keep a list of these ac-
complishments and look at it when you need a 
pick-me-up.

4. Focus on what you can control 
Don’t dwell on things that are out of your con-
trol. Instead, embrace what you have power over. 
Changing your focus can remove the sense of 
helplessness that contributes to burnout. Also, 
simply spending more energy on the things you 
have control over can move your freelance career 
forward quickly.

5. Express gratitude for 
what you have accomplished 

Studies show that gratitude is a powerful cop-
ing mechanism for stress and burnout. It boosts 
your self-esteem and feeling of self-worth. When 
you’re feeling down, it never hurts to remind 
yourself of everything you appreciate in your life.

6. Learn to ask for help 
As freelancers, most of us are used to doing 

everything ourselves. When you need assistance, 
reach out to your family, friends, and other free-
lancers you’ve met online through forums or 
Facebook, or at events like AWAI’s FastTrack to 
Copywriting Success Bootcamp and Job Fair or 
Web Copywriting Intensive. 

Other freelancers are usually more than happy to 
help, and it will help ease the load for you. But 
they won’t know you need help unless you ask.
Don’t let burnout derail your efforts to live the 
writer’s life! If you feel burnout coming on, try 
one of these burnout busters to drive it away. 
Before you know it, you’ll feel better, more re-
freshed, and more creative, and you’ll be back on 
track in your career as a Barefoot Writer. �

I've been reading the magazine since the beginning of the year and I love 
it! The information and stories you share are the perfect combination 
of entertaining and educational. And, it's great to hear about the different 
opportunities that exist for freelance writers. Hopefully I'll be able to 
write for you one day. — Anna Gressier, Canberra, Australia
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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

Q: Is it possible to be a Barefoot Writer on a 
part-time basis?

A: (Katie Yeakle) The beauty of Barefoot 
Living is that you create your own writing 

schedule. In fact, many of our most successful 
members work only on a part-time basis. They’ll 
write a few hours in the morning or afternoon, 
and then spend the rest of the day doing things 
they enjoy.
Others work part-time because it complements 
their lifestyles. So if you have a full-time job you 
enjoy, or you’re going to school, or you’re a care-
taker, part-time writing is ideal. 
You can enjoy part-time writing both as a free-
lancer or a staff writer.
Most of our members freelance, which means 
you only accept the number of projects you want 
to commit to in any given week. Once you master 
the skills of persuasive writing, it’s relatively easy 
to connect with clients who need your services. 
That puts you in the driver’s seat — you decide 
what fits into your schedule. 
There’s also the option to work with ad agencies, 
publishers, or public relations firms, all of which 
hire freelance writers on a part-time basis. Often, 
they can set you up with one or two days’ work on 

a regular schedule, and many will let you work 
from home. 
Barefoot Writer Toni Rockis built up her career 
writing grant proposals on a part-time basis, 
since she didn’t want to leave her full-time teach-
ing job. And Ed Gandia built up his freelance 
writing business on a part-time basis as well, 
working a few hours in the early mornings before 
leaving for his full-time job, then putting in a few 
extra hours at night and on Saturday mornings.
Both Toni and Ed eventually left their day jobs so 
they could enjoy more free time at home, since 
their writing careers brought them plenty of 
income.

Q: I've been wondering, how do I get paid as a 
Barefoot Writer?

A: (Rebecca Matter) Let’s look at the three 
things that impact what, when, and how 

you get paid …
1. Your fees

For the most part, you set your own fees. You may 
have occasional clients who offer standard fees 
for specific projects. But by and large, your client 
will expect you to name a number, or possibly a 
range. From there, the client will either accept or 
possibly ask you to negotiate.

Rebecca Katie

ask AWAI
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There are numerous factors you should consider 
when setting a fee, including:

y  Your current marketing strategy: If you 
need samples and testimonials, you may be 
willing to price a bit lower this time around 
to get them.

y  How much experience you have with this 
type of copy or industry: The more experi-
ence you have, the more value your client 
may perceive you to have, so you may as 
well take advantage and price accordingly.

y  Size of a company: Is it a local company 
with a little budget, or a big company with 
a lot of money to spend on copy?

y  Size of the project: How much copy are you 
actually going to write? Are you writing a 
300-word email? Or a 1,800-word email?

y  How much time is the project going to take 
you: Keep in mind you’ll never price by the 

hour, because as you move forward in your 
career, you’ll get faster and more efficient. 
But you should still think about the value 
of your time when pricing (which goes up 
as you get more efficient!).

y  What is the project worth to the client: 
There’s a big difference between writing 
copy that is going to make your client a 
couple million dollars, versus copy that will 
make him a couple thousand.

Pricing is a learning experience you’ll get better 
and better at the more you do it. But if you’d like 
some starting ranges or guidelines, you can net-
work with other writers or refer to industry pric-
ing guides.

2. Your payment schedule 
This is also your call, though you want to make 
sure your client is on board. Depending on the 
amount to be paid, some Barefoot Writers will 
request 50% upfront, and 50% upon delivery of 
the copy. Anything over $1,000 is often split this 
way. For smaller projects, it’s perfectly acceptable 
to bill for everything at once.

3. How you get your money 
In most cases, your client will expect you to sub-
mit an invoice and will then send a check through 
the mail. Some clients also pay with electronic 
deposit while others use PayPal. 
If you write for a client on a regular basis, you 
can ask your client to pay you on retainer. That’s 
where you agree to a specific amount of writing 
work each month, and the client pays your fee on 
a recurring schedule. �
Editor’s Note: If you’d like to learn more about 
pricing, I recommend checking out AWAI’s ex-
clusive report on pricing online web writing proj-
ects, called How to Price and Land the Top 7 Web 
Copy Projects, located at:
http://www.awaionline.com/web/pricing/p/.

My Project Fee
My marketing strategy:

My experience:

Size of company:

Size of project:

Time requirement:

Worth to client:

ask AWAI (Continued)
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Join us on February 17th in Austin, Texas …
Join us at AWAI’s 2013 Web Copywriting Intensive, and we guarantee you’ll walk away 
with specific web-writing knowledge 99% of today’s working copywriters don’t have …
…as well as a paid, web-writing job from AWAI.

You’ll work with world-class web 
experts who are coming together 
in Austin, Texas, to help you break 
into the lucrative world of online 
copywriting and marketing. This 
hands-on training workshop is the 
only event in the world where you 
get the opportunity to become a 
Web Copy Specialist in just 3 days.

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

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

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

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

Where: The Hyatt Regency Downtown, Austin, TX
When: Sunday, Feb 17 – Wednesday, Feb. 20, 2013
Registration: Full Price: $4,995 Early Bird Discount: $3,995
Find out more and register here.
Or contact AWAI’s Member Services team at 866-879-2924 for questions or to arrange a personal 
payment plan.

This event sells out early every year …
The AWAI Web Copywriting Intensive is the only event in the world where attendees can become Web 
Copy Specialists in just three days, and start taking advantage of the demand for website writers 
immediately. — Rebecca Matter, AWAI Co-Managing Partner, and Wealthy Web Writer Founder

FEB
17-20
2013

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 o"er. 

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

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

PAST JOB FAIR 
PARTICIPANTS INCLUDE:

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

OCT
23-26
2013

events calendar

http://www.awaionline.com/b13/barefootwriter
http://www.awaionline.com/live-events
http://www.thetravelwriterslife.com/workshops
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Looking out my “office” window from our fourth-
floor apartment in Quito, Ecuador, I knew I’d 

made the right decision.

Below my balcony was a 120-year-old church and 
plaza where couples strolled arm-in-arm and 
women sat on park benches while their children 
played. 

In the distance, I could see La Basilica, Quito’s 
landmark gothic cathedral modeled on Paris’s 
Notre Dame. And behind that, the majestic Andes 
Mountains.

Quite a change from my former corporate cubicle!

A big reason I became a freelance copywriter 
two years ago was to indulge my wanderlust. My 
dream is to see the world, and work as I go (all I 
need is Internet service and my laptop).

But I had two questions a lot of new freelancers 
have. Can you really work while you’re on vaca-
tion? And isn’t it expensive to travel?

My wife and three kids and I put it to the test last 
summer for a month in Ecuador. 

Here’s what I discovered:

� Internet service is everywhere. Almost all the 
hotels have it, Internet cafes are on every block 
in Quito, and even our apartment had Wi-Fi.

� My productivity increased. Without the dis-
tractions of home, I was able to do more. No 
phone calls, no running errands, no household 
chores. I got up with the sun at 6:30 every day 
and wrote for three hours. I still had time to ex-
plore and sightsee all day with my family. Then 
in the evening, I wrote again for three or four 
hours before bed.

� My creativity was on overdrive! You can’t help 
but be inspired when you’re in one of the co-
lonial gems of South America.

Now, depending on where you go, you might 
also get the benefit I wasn’t expecting: my ex-
penses abroad were actually lower than if I had 
stayed home!

For example, all five of us were due for dental 
check-ups, and my youngest daughter and I end-
ed up needing additional work. In the States, this 

What is “Glicken”? It’s a Yiddish word referring to the icing on the cake. That extra reward on top of the 
regular bene!ts 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.

The Unexpected Money-Saving 
Benefit of Freelancing Overseas

By Steve Roller

the glicken

mailto:MyStory%40thebarefootwriter.com?subject=
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would have cost over $800 easily. Our cost in Ec-
uador, from a top-notch dentist: $130. 

Back home, we would have spent at least $300 
on gas for our two vehicles. In Ecuador, we either 
walked, took buses ($1 each for a one-hour trip 
to the equator), or taxis ($1.50-$2.00 almost any-
where in the city).

Our monthly food bill is normally around $750. 
In Quito, we shopped for fresh food at the open 
market a block away. For $1, you can get three 
avocados or a big bunch of bananas. When we 
ate out, a typical three-course meal at a sit-down 
restaurant set us back a whopping $15 (for five 
people).

Even our fully-furnished apartment with two bed-
rooms and an office was only $500 for the month. 
All together, our month in Ecuador probably cost 
less than what many people spend in five days at 
Disney World.

The fact is, I’d be a writer even if I was stuck in Wis-
consin 12 months out of the year. But the beauty 

of freelancing is that you can take your work with 
you wherever you go. And there are a lot of places 
in the world where your expenses will be less than 
if you stayed home. Put it to the test like I did. �

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:

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

�  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. 

Steve and his wife, Emida, in Lima, Peru 
— part of his "working" vacation

the glicken (Continued)

mailto:Contest%40thebarefootwriter.com?subject=


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

 �Concrete ways to quickly elevate your writing and marketing skills
 �Regular invitations to free marketing and writing webinars and teleconferences
 �News on what’s working now in the world of direct response
 �Access to industry experts and unlimited networking opportunities
 �Access to the latest jobs and freelance assignments
 �Ongoing motivation and inspiration
 �News and happenings within our exciting and fast-paced industry – including the latest 
opportunities to emerge from web writing, e-commerce, and traditional direct mail
 �Discounts on resources all writers need
 �And 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, !e 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 
WKH�%HQHÀW�RI�$OO�'LUHFW�5HVSRQVH 
Industry Ad and Content Writers. 

�%HVW�RI�DOO��PHPEHUVKLS�QHHGQ·W�FRVW�\RX�RQH�VLQJOH�SHQQ\��

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

