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Dedication

For the Gelmans—David, Jacob, Jeff, and Lisa

A man who cannot phrase his thoughts cleanly on paper probably has no thoughts
worth notice. The style is the man. If the prose is heavy-footed and sluggish, so
too, in all likelihood, is the mind of its author.

—Robert Silverberg, A Time of Changes

Pen and paper. That’s what I loved. You make little marks on paper, and if you
make enough of them, you have a story, and isn’t that pure magic? The small
voice told me that’s what I was put on Earth for, and that is what I should do. The
other little voice said, “Yeah, but that won’t buy bread.”

—Frank McCourt, Parade, March 9, 2008

Some poor fools had to waste their lives writing in order for us to have sufficient
reading material.
—]John Irving, A Prayer for Owen Meany

I have never quite been able to imagine what might induce a person to become a
professional writer. The public has no idea that writing is a disease, and that the
writer who publishes is like a beggar who exhibits his sores.

—DMichael Kruger, The Executor
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Introduction

“No man but a blockhead ever wrote, except
for money,”said Samuel Johnson.

But he was wrong. Thousands of bright, creative people have a burning de-
sire to write. But most end up unpublished and unpaid for their work.

The reason is their narrow view of “writing,”which to them generally means
“books and magazine articles”—or for some, “novels and movies”—which
closes them off to other markets in need of good writers. Most aspiring authors
don’t realize there are literally dozens of other venues, aside from books and
magazines, where writers can get published—and get paid—for their work.

Many have found lucrative, little-known niches—far less competitive than
Hollywood or the bestseller lists—and often just as profitable. For example:

e MM writes essays in a daily e-newsletter read by nearly half a million online sub-
scribers. From this, he has built a publishing empire with annual revenues of $30
million. He has also written bestselling nonfiction books, short stories, poems,
and a novel.

® BE, a successful freelance writer in the Midwest, makes an excellent living writing
marketing materials to help dentists get more patients. TM, himself a dentist,
became wealthy writing and publishing a business newsletter that told dentists
how to build their practices.

e Since graduating college in 1979, AH has earned hundreds of thousands of
dollars—first as a staff writer and now as a freelancer—writing superhero
comic books.

e AN, who graduated from the same college as AH in the same year, makes a
handsome six-figure income as a stock analyst for a major brokerage firm, where
he spends most of his time writing research reports on the companies whose
stock his firm’s brokers sell.

e SW, ajournalist and nonfiction book author, makes an additional $10,000-$20,000
a year writing book reviews in his spare time. He literally gets paid to read!

e GB, a former magazine writer and the author of ten books, also makes a six-
figure income, teaching basic writing skills to corporate managers for $3,000
a day.
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PH, who a few years ago was stocking cans in the dog food aisle of a grocery
store for $6.50 an hour, earns close to $400,000 a year writing sales letters for an
investment club.

e JH writes simple letters to raise money for charities. Even though he only works
a few hours a day, his income is more than $400,000 a year.

e LK, afreelance medical writer in Manhattan, specializes in writing about nuclear med-
icine for trade publications, health care ad agencies, and medical manufacturers.

e CM, perhaps the world's highest-paid freelance copywriter, makes more than
a million dollars a year—primarily writing special reports on nutritional supple-
ments and alternative medicine.

e PS has built a successful marketing business writing ads almost exclusively to sell
hearing aids.

And the list goes on...and on...and on!

In this book, you'll discover dozens of outlets and markets for your writing
that you either never knew existed, or just never thought much about before.

By exploring these special writing opportunities instead of writing for the
file drawer, you can now write for publication, have others read your words,
and get paid handsomely for your efforts—enabling you to make the transi-
tion from amateur to professional writer, or from a marginal writing income
to a six-figure or even seven-figure income.

I've been a writer for three decades and a full-time freelance writer since
February 1982. I am not the most successful writer in the world—far from
it: I've never even come close to writing a bestseller, nor have I written for
television or Hollywood.

Yet, I am not a slacker either. I've made millions of dollars from my writing,
and my annual income from writing is well over $600,000. Freelance writing
has allowed me to live the lifestyle I wanted to live, doing what I want to do,
when I want to do it: no boss, no 9-to-5 office job, no more endless dull meet-
ings and taking orders like I did when I was a corporate employee.

“The benefits of working for yourself are numerous, including the freedom
to set your own schedule and choose your assignments,”writes Leslie Kramer
in Positive Thinking. This book can give you the same wonderful freedom,
opportunity, and annual six-figure income that I've enjoyed all these years.

Most writers I know struggle financially for two reasons. First, the type of
writing they do is low paying. Second, they only know how to do a single kind
of writing, and are therefore dependent on one market for all their income.

In their song “I Am,” the group Train sings: “I never had a day when
money didn’t get in my way.” Poor pay stops many writers from pursuing
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their literary ambitions. With the smorgasbord of writing opportunities
in this book, you can make enough money taking on commercial writing
assignments to allow you to pursue your art at your leisure.

This book offers dozens of concise chapters, each presenting a different
writing opportunity. For each writing task, you learn who the clients are,
how to approach them, what they need written, tips for writing effectively
in that genre or format, how to make sales, and what you can charge.

My recommendation is that you study the book and then pick at least two,
and preferably three or four, writing opportunities to pursue. Having mul-
tiple streams of writing income can enable you to earn a freelance “salary”
that even a doctor, dentist, or airline pilot might envy. And, it offers income
protection should one or more of your markets dry up or taper off.

Take me, for example. I am active as a freelance copywriter specializing
in direct marketing, earning hundreds of thousands of dollars a year writ-
ing sales letters for corporate clients. I earn another few hundred thou-
sand dollars a year writing and selling simple information online. But I
also write a blog, an online newsletter, a magazine column, articles, and
nonfiction books, as well as give lectures and seminars. I tell you this not
to brag, but to show you how vast and varied the opportunities are in to-
day’s world to make a handsome living doing what you love: writing.

There are countless books on writing, publishing, and marketing for
writers. But none provides a broader spectrum of money-making oppor-
tunities for writers than this book. Whether you’re an aspiring writer or an
experienced pro, in these pages you'll find opportunities to expand your
range, add thousands of dollars to your income, and handle interesting—
even fascinating—writing assignments many of your fellow writers don’t
even know about.

I do have one favor to ask. If you have a positive or negative experience
with any of these writing opportunities, or discover new ones, why not share
them with me so I can include them in future editions of this book? You will
receive full credit, of course. Just contact:

Bob Bly
22 E. Quackenbush Avenue
Dumont, NJ 07628
Phone: 201-385-1220
Fax: 201-385-1138
Email: rwbly@bly.com
Web: www.bly.com






CHAPTER 1

Abstracts

Overview

When science fiction author Arthur C. Clarke passed away in 2008, his obitu-
aries noted that he was the author of 2001: A Space Odyssey and the inven-
tor of the communications satellite. But early in his career, Clarke earned
money as a writer in a little-known, less glamorous niche: writing abstracts
for scientific papers and articles.

If you read scientific and medical journals, or look up technical papers
online, you’ll notice that at the top of the article is an abstract. The abstract is
a concise one-paragraph summary of the report or study, which are of great
value to medical and scientific professionals. When these abstracts are clear
and accurate, they can communicate important research findings and new
ideas in a few well-chosen words.

The abstract helps readers decide whether the article is worth reading in
its entirety, or in cases where there is a fee, worth downloading. In my own
research for writing scientific and technical articles and books, I find that a
good abstract often gives me all the information I need without download-
ing the full article, because a well-written abstract reveals the key finding
and makes its importance clear. It’s a real time-saver. And writing a good
abstract is a small but valuable skill that you can parlay into staff or free-
lance writing profits.

As you can imagine, abstract writing is not the most lucrative writing niche
in this book, nor is it one of the larger opportunities. Yet there is something
both challenging and satisfying about the work: you read papers that are
often lengthy and complex, and have to summarize their findings and make
sense of them in just 100-250 words.

Abstracts are often written by technical editors working on staff for
publishers of scientific and medical journals. Most of the articles and
papers published in these journals are written by specialists in the field for
other specialists in the field. But thanks to the Internet and online search,
the abstracts of these papers are read by thousands of people who are not
specialists in the field—often not even technically trained. Therefore, your
objectives as an abstract writer are to be clear, concise, and accurate—that s,
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not alter the author’s meaning or intended message—while describing his
research to readers of all levels in a clear and engaging fashion.

What It Pays

The salary for an entry-level technical editor is $20,000-$30,000, while a more
experienced technical editor can earn $40,000-$60,000 a year or more. Ac-
cording to www.indeed.com, the average annual salary for technical editors
in the United States is $43,000. Should you land a job with a scientific, medi-
cal, or technical journal, writing abstracts could well be one of your respon-
sibilities. You can also approach editors at these publications to see whether
they hire freelancers to prepare abstracts from article manuscripts prior
to publication.

Nuts and Bolts

Most scientific and technical journals have predetermined word-length re-
quirements for abstracts, but they are usually 100-250 words, written as a
single paragraph.

The writer is given a copy of the final, edited version of the article or paper.
In rare instances, if the paper is not clear to you, you may ask the senior edi-
tor (your boss or client) or the author of the paper for clarification. But usu-
ally you are expected to understand and interpret the article on your own.
If science and medicine bore you, or you do not have the patience to wade
through dense, jargon-laden prose to figure out what an author is saying,
abstract writing is not for you.

According to Daniel Kies of the College of DuPage Department of English,
an abstract should give the reader the following information:

®  Purpose: the author’s main idea and his reason for writing the paper

®  Scope: the focus of the paper

®  Method: the procedures and equipment used to conduct the research
® Results: the consequences of the author's research findings

® Recommendations: actions to take based on the results

®  Conclusions: what the results of the research mean
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What You’ll Write

Often medical and technical writers are employed to write just the abstract
so that results of the study are accessible to more readers.The abstract might
be more readable if someone other than the researcher writes it.

Can you understand an abstract? Could you improve upon the sentence
structure and readability? If you needed to take that information and put it
in plain folks writing, for a journal or newsletter, how would you word it?

In his book Speechwriting: The Master Touch, speechwriter Joseph J. Kelley
Jr. notes,“Everything God created has a kernel of excitement in it, as has ev-
erything civilization invented or discovered.” You need to find the kernel of
excitement in a dull and dry scientific report and highlight it in an abstract
that makes others want to read further.

Many scientific publishers make only the abstracts of their articles and
papers available for free on the Internet. To download the entire article, you
have to pay for it. Therefore, the quality of your abstract can directly gener-
ate revenues for publishers by increasing the number of paid downloads
from their journals.

This last point is not insignificant. Specialized publishers do a brisk busi-
ness selling article reprints, both to individuals as well as corporate clients.
A scientist at a corporation may want to order a copy of an article relevant
to his research; if his company doesn’t subscribe to the journal, he may be
willing to buy a single copy of just that article.

Meanwhile, if a favorable article about his company’s new product is pub-
lished in a magazine, the company’s marketing director may want to order
five thousand reprints to give the salesforce. According to a study published
by the Ross School of Business at the University of Michigan, U.S. corpora-
tions spend $16.5 billion annually buying articles and other content—and
often, the abstract is the primary“advertisement” for these articles.

Because the publisher wants the abstract to be easily found by search en-
gines, the writer must use keywords related to the subject. Titles and ab-
stracts for papers are filed electronically, so both should incorporate the
keywords a reader would search to find the kind of information presented
in the article.

Your responsibilities as a staff or freelance technical editor could also in-
clude editing the full article or paper. This might be limited to copyediting
for style. Or if the text is unclear and disorganized, you may be asked to do
more substantial editing.
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What It Takes

Editing technical and scientific articles requires the ability to read lengthy,
often complex material and boil it down to a few clear, tightly written sen-
tences. A background in the topic of the article is helpful but not required.
All technical editors should own a good dictionary in their field; for example,
medical editors must own a recent edition of Dorland’s Medical Dictionary.

Writing abstracts requires intense concentration and patience to get
through dense technical material. Although the major ideas of a paper are
often presented in short sections with subheads such as “overview,” “intro-
duction,” “summary,” and “conclusions,” you must read the whole paper;
otherwise, you risk missing a critical point that the author buried in the text
and forgot to highlight elsewhere.

Don’t repeat wording from the article in your abstract if there is a way to
say it better. As the abstract writer, your job is not to cut and paste, but to
summarize articles in a clear, attention-getting, and engaging manner, so
that readers who need the information are motivated to read the article.

Getting Started

Job openings and freelance work for technical editors are listed on job sites
such as monster.com and on freelance sites such as Elance (elance.com). In
addition, when technical and scientific magazines want to hire editors, they
advertise the positions in their own pages, usually in classified display ads
in the back of the publication. So if you are interested in editing for an engi-
neering magazine in the chemical industry, you should subscribe to the ma-
jor publications in the industry, including Chemical Engineering and Chemical
Engineering Progress.

There is no shortage of articles requiring abstracts. According to an article
in Current Science, about 515,700 scientific and technical articles are published
worldwide annually. The American Society of Magazine Editors reports that
of 22,652 different magazines published in North America, 5,986 are con-
sumer magazines and 16,666 are trade, technical, and scientific journals.

Additional Resources
The Elements of Technical Writing by Gary Blake and Robert Bly (Allyn &
Bacon, 2000).



CHAPTER 2

Advertising

Overview

Thousands of organizations—from Madison Avenue ad agencies and For-
tune 500 corporations, to small local businesses—need ads written to sell
their product. American businesses spend more than $60 billion a year on
newspaper and magazine advertising, plus billions more on radio, televi-
sion, cable, and online ads.

Traditional advertising, as practiced on Madison Avenue, used to be a glam-
our field. In the 1960s, young people who wanted to write or have another
creative career would work for advertising agencies as a way to make a good
living until they published their novel or sold their screenplay. TV commer-
cials and magazine ads were the major vehicles through which packaged
goods and other national brands were marketed to American consumers.

As a result, the supply of eager young wannabes outweighed the demand,
and jobs on Madison Avenue were highly competitive; often an aspiring
copywriter or art director started as a receptionist, secretary, or even in the
mailroom just as a way to break into the agency.

Today, the competition for copywriting, art director, account executive, and
media positions in ad agencies remains fierce. However, Madison Avenue
has lost some of its luster. Spending on electronic media, particularly email
marketing and organic search, is increasing at a rate that far outpaces bud-
gets for TV and print ads. Many pundits are proclaiming that social media,
such as blogging, Facebook, and YouTube, are the primary influencers of to-
day’s consumers, making Madison Avenue and its ad campaigns obsolete.

What It Pays

The U.S. Bureau of Labor Statistics reports that advertising copywriters earn
a median yearly income of $54,410. Copywriters who rise up the ranks—
whether to become a senior copywriter or creative director at an ad agency,
or a marketing communications manager or marketing director at a corpo-
ration—can earn more than $100,000 a year.

As for freelancers, a salary survey by copywriting coach Chris Marlowe
shows that about one out of five freelance copywriters earns $100,000 a
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year or more. A really good freelance writer who proactively promotes
her copywriting services and works long hours can earn $200,000 a year
or more.

Nuts and Bolts

Ever since Volney Palmer opened the world’s first advertising agency in 1843,
advertising professionals have been arguing, debating, and searching for the
answer to the question, “What makes a good advertisement?” That this de-
bate has never been settled is obvious to anyone who has ever created an ad
for a client’s approval—or tried to get top management to approve a piece
of copy.

Despite the billions of dollars spent by American business in creating,
running, testing, and measuring advertising effectiveness, no one has dis-
covered a magic secret that will ensure a winner every time. If such a secret
existed, the person who knew it would be a multibillionaire.

However, most professionals in the advertising business agree, more or
less, that a good ad:

e Stresses a benefit. The main selling proposition is not cleverly hidden but is
made immediately clear. Example: “How to Win Friends and Influence People.”

e Arouses curiosity and invites readership. The key here is not to be outrageous,
but to address the strongest interests and concerns of your target audience. Ex-
ample: “Do You Make These Mistakes in English?” appeals to the reader’s desire
to avoid embarrassment, and write and speak properly.

e Provides useful information. The headline “How to Stop Emission Problems—
at Half the Cost of Conventional Air Pollution Control Devices” lures the reader
because it promises useful information. Prospects today seek specific, usable
information on highly specialized topics. Ads that provide information the reader
wants get higher readership and better response.

e Reflects a high level of knowledge and understanding of the product and
the problem it solves. An effective technique is to tell the readers something
they already know, proving that you, the advertiser, are well-versed in the indus-
try, application, or requirement.

¢ Has a strong fee offer. Good ads tell the reader the next step in the buying
process and encourage him to take it NOW.

What You’ll Write

The most common projects assigned by advertising agencies are print ads,
radio commercials, and sales promotions. TV commercials are typically
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written by staff copywriters and produced by independent directors and
production houses.

In ad agencies, the “plum” print assignment is writing full-color ads for
national advertisers. Indeed, many agencies do not even create small black-
and-white space ads for clients because there is no glamour or money in
it. Many ad agency people will also tell you small ads don’t get noticed; to
make any impression, you need a full page at least and preferably a two-
page spread.

Most copywriters will confess—in secret—that it’s harder to write a small
ad than a big one. In a big ad, there’s plenty of room to include all the copy
you want and experiment with creative visuals and layouts. In a small ad,
your copy is limited. You must tell the complete selling story in the fewest
possible words. Copywriters who succeed in this medium are masters in the
art of compression.

Any advertising that sells products or services to business, industry, or
professionals and not to consumers is business-to-business advertising.
Products and services featured in these ads are bought by business people
for their professional, not personal, use.

A business-to-business advertisement may offer products that business
people use to run their firms. These include supplies such as light bulbs,
pencils, copier paper, and equipment such as copiers and fax machines.

A business-to-business advertisement may also offer products that business
people use in the manufacturing process, in the actual production of their
products. These include pumps, turbines, conveyor belts, and factory robots.

A business-to-business ad may offer a product that is used as a raw mate-
rial or is incorporated into another product. An example of a product incor-
porated into another product is semiconductors, which are used to make
personal computers.

Finally, business-to-business advertising may be used to promote a wide
range of business services: everything from data processing and manage-
ment consulting, to messengers and coffee and snack services.

What It Takes

What facts should be included in your body copy? What should be left out? The

decision is made by listing all the key points and then deciding which are stron-

gest and will best convince the reader to respond to your advertisement.
Before you write your ad copy, make a list of all the features of your products

and the benefits of each feature. For instance, a feature of an air conditioner is

that its energy efficiency rating is 9.2; the benefit is a lower electric bill.
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After making a complete list of features and benefits, list them in order
of importance. Then begin your body copy with the most important ben-
efit. Incorporate the rest of the benefits on your list until you have suf-
ficient copy. Now you’ve written copy that highlights the most important
reasons to buy the product, given the space limitations of your ad.

Your copy should be specific about the product’s features and benefits.
“Platitudes and generalities roll off the human understanding like water
from a duck,” wrote Claude C. Hopkins in his classic book, Scientific Adver-
tising. “They leave no impression whatsoever. Good advertising is effective
largely because it is specific.”

Getting Started

An ad agency or local small business needs an ad written. Sit down with
your new client and ask him the following questions; your thoroughness
will both impress the client and give you the facts you need to write a per-
suasive ad:

1. What are all the product benefits?
What are all the features of the product?

How is the product different and, hopefully, better than the competition?
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What does the buyer expect when he or she plunks down a few dollars for the
product? And do we deliver?

What methods, approaches, and sales techniques is the competition using?
How is the audience for this product different than the general public?
How much can the buyer reasonably expect to pay?

Does the average buyer have a credit card or a checking account?

Will the product be purchased for business or personal use?
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Can we expect to get multiple sales from a buyer?

11. What is the logical “backend” to sell someone after he has purchased this prod-
uct? (Backend refers to other products in the product line offered to someone
who has bought the primary product featured in the ad.)

12. Will we need to show the product in color?
13. What's the “universe,” or what's the total number of potential customers?

14. Who will buy the product: teenagers or octogenarians, men or women, execu-
tives or blue-collar workers?

15. Is there a market for overseas sales?
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Should we offer monthly installments or some other payment plan?
Will the product be a good gift item?

Should the copy be long or short?

What should the tone of the copy be?

Should we test the price?

Should we test copy approaches?

Is there a seasonal market for the product, and are we taking advantage of
it?

Are testimonials available from satisfied customers?
Do we need photographs or illustrations?
Which appeals have worked in the past for this product?

What objections might arise from a prospective customer? How can we over-
come these objections?

Should we use a premium?
Should we offer a money-back guarantee?

Is this item also sold by retail? Are there price advantages we can stress for buy-
ing direct from the ad?

Should we consider a celebrity testimonial?

Can we tie in the copy to some news event?

Can we tie the copy to some holiday or seasonal event?
Does the product sell better in a particular region or climate?
Should we consider using a sweepstakes?

Can this product be sold through a two-step advertising campaign? (In a two-
step campaign, ads generate inquiries rather than direct sales.)

What must we do to give readers a sense of urgency so they will buy the product
now?

Can we use scientific evidence in the sales approach?

Have we allowed enough time to write, design, and produce the ad, and place
the insertion order?

Can the customer order by telephone?
What unsuccessful approaches have been used to sell this product?

Iu

Can we get powerful “before” and “after” pictures?
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Additional Resources

The Advertising Manager’s Handbook by Robert Bly (Prentice Hall, 1993).

The Copywriter’s Handbook: Third Edition by Robert Bly (Henry Holt, 2006).

American Association of Advertising Agencies offers helpful news and
resources for copywriters: www.aaaa.org.



CHAPTER 3

Annual Reports

Overview

Who publishes annual reports? Companies who sell stock on any exchange,
are public, and are required to produce a comprehensive financial report
every year. Although some privately held companies may do an abbreviated
version of the standard annual report, 99 percent of annual reports are done
by publicly owned companies, as required by the Securities and Exchange
Commission (SEC).

Freelance corporate writer Maryclaire Collins writes in her book How to
Make Money Writing Corporate Communications, “Companies that publish
these reports for the public often produce them in a slick, colorful format
that incorporates a significant amount of narrative about the company’s
products and performance. This calls for writing that seamlessly integrates
discussion of financial matters with company braggadocio. While some com-
panies staff individuals who specialize in writing the annual report, others
might call on freelancers, or opt for a consulting agency that specializes in
this type of writing.”

The annual report summarizes a company’s performance for the past year
and promises great things for the year ahead. Annual reports are generally
divided into two parts: the descriptive narrative of the company’s year at the
front, and the financial and accounting data at the back.

What It Pays

Writers don’t produce annual reports for glory or fame, or to obtain literary
and artistic fulfillment. They perceive, quite correctly, that annual reports
are a lucrative writing assignment for which freelance writers are frequently
hired—and they want to get their share of the loot.

Writing a large annual report for a major corporation is a lucrative assign-
ment, paying $10,000-$20,000 or more per project. Even for a small annual
report for a medium-size corporation, you can charge $5,000-$9,000 or more.

On a per-word rate, figure annual report copy at $1-$3 a word. That in-
cludes revisions, and there are normally lots of revisions on this type of
assignment.
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Pages can be light or heavy on text, but figure 200-300 words of text on av-
erage per page. On a per-page rate, annual report writers charge $500-$750
per page.

The advantage of large assignments such as annual reports is that if you
get a few assignments, you are well on your way to making your income goal
for the year. For example, if a corporate writer completes half a dozen an-
nual reports per year, those six assignments alone could bring him $60,000
or more. By comparison, some corporate writers I know charge only $300 for
press releases. To earn $60,000 at this rate, you’d have to write two hundred
press releases! That’s a lot of assignments to handle.

If you can get one, two, or three annual reports for clients and do them an-
nually, that’s a solid base from which to build a profitable freelance writing
income. One writer I know wrote the annual reports of six companies every
year. This brought him $60,000 a year in income. The assignments occupied
him full time for about four to five months; the rest of the year he was free to
vacation or pursue other projects.

Nuts and Bolts

According to an article in the newsletter Creative Business, more than $5 bil-
lion is spent each year on annual report production. About 20 percent of
that, or $1 billion, is spent on creative services: writing, design, illustration,
and photography.

There is a lot of opportunity for you in this market. According to the
Creative Business article, about ten thousand publicly owned corporations
must produce annual reports in accordance with SEC guidelines. The good
news for you is these companies are open to trying new writers. Each year,
three companies out of every ten choose a different vendor to create their
annual reports.

The best way to become familiar with annual reports is to get your hands
on a bunch of them and read them carefully. There are two ways to get copies
of annual reports. If you buy stock in a company, even a single share, you'll
automatically receive an annual report from that company once a year. Many
shareholders throw them away without reading them.You should start a ref-
erence library of them.

If you don’t own or don’t want to buy stock, call a stockbroker.Tell him you
are thinking of buying the stock of company X, and would like an analyst’s
report along with a company annual report. Or you can call the corporation
directly. Ask the operator for the investor relations department. When you
are connected, simply state that you want a copy of the company’s latest
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annual report. It will be sent to you without charge. Another alternative:
Pick up Forbes or Fortune magazine. In many issues, free annual reports from
companies advertising in the issue can be obtained simply by completing
and mailing a return postcard included with the magazine.

Read the annual reports as a writer, not a shareholder or consumer. Study
them for tone, style, content, organization, length, and format. Make notes on
the topics covered, the various sections, and the number of words and pages
devoted to each. Write out a list of the contents of several reports in outline
form. Note the similarities between reports. These are the same sections you
will have to write when you are given an annual report assignment.

What You’ll Write

The first section of the annual report tells the company’s story in narrative
form (for large firms, this narrative might consist of several separate sub-
sections, each devoted to one of the firm’s various operating companies,
divisions, or subsidiaries). This is the portion of the report you are hired
to write.

The second part, sometimes called the management discussion, con-
sists mainly of numbers reported by the corporation’s accounting firm.
This copy is usually contributed by the accounting firm or corporate ac-
counting department.

In an article in Writer’s Digest, annual report writer Stephanie Ferm of SM
Communications notes: “Today’s typical report encompasses more than
the obligatory chairman’s letter, product reviews, and financial highlights.
Many now include lively company histories, employee profiles, or features
on corporate philanthropic commitments. Some major conglomerates have
recently added proactive reports that reinforce corporate initiatives on such
social issues as the environment, health care, and education. The most in-
novative of the lot are experimenting with videos, newsletters, newspaper
formats, and computer disks to supplement or enhance their financial re-
ports. For the past two years, Marvel’s annual report has been in the form of
a comic book.”

Freelance writer Loriann Hoff Oberlin, in her book Writing for Money, de-
scribes the writer’s role in annual report publishing as follows: “What they
[employees and stockholders] demand [in an annual report] is an honest ac-
count of business. They want to know where and how the organization has
helped others, what makes the company special, what makes it better than
others in the industry. The public likes to learn this year’s success stories,
how major problems were tackled, and whether the company was a good
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steward of private and public money. Finally, people want to know what’s in
store for the future, and the organization’s place in that larger picture.”

For publicly owned Fortune 500 corporations, who do the biggest, most elab-
orate reports, length can be anywhere from thirty to forty pages or more.You
write all descriptive narrative. The financial stuff in the back, usually printed
in finer type, is prepared by the client’s accountants. You have nothing to do
with this; you don’t even edit it. So don’t worry about it.

What It Takes

Doing an annual report usually entails multiple meetings with the client, nu-
merous telephone calls for fact-checking and follow-up questions, reading
through and digesting a mound of printed material the client has provided,
writing a detailed outline, and writing a first draft plus several revisions.

Writing an annual report takes many weeks of work. If your billing rate
is $75 an hour, and you are charging the client $9,000, you should not be
surprised if you spend well in excess of one hundred billable hours on the
job. Annual reports pay well, but they are a labor-intensive assignment over
which the client is likely to be fussy and demanding.You will earn every dol-
lar you get.

Getting Started

The corporate communications managers have overall responsibility for
producing the annual reports. Some hire writers directly to produce the
copy, then hire designers separately to do the layout. Others give the entire
job to their PR firms, ad agencies, or graphic design studios. The agencies
or studios either have staff copywriters write the reports or hire freelancers,
like you, to do them. I suspect the majority of annual reports are written by
freelancers, whether hired directly by the corporation or indirectly through
an agency.

Additional Resources

Annual Reports allows you to view annual reports of many different corpo-
rations online and is searchable by company name. It’s a great resource
for writers who need to familiarize themselves with annual report writ-
ing and design as well as potential clients: www.annualreports.com.



CHAPTER 4

Articles

Overview

Writing magazine articles is the bread and butter for thousands of free-
lance writers. Pay can range from nothing and abysmal to decent and oc-
casionally high.

Magazine writing has an aura of glamour that corporate writing does
not. Many writers who freelance for commercial enterprises dream of see-
ing their bylines in more traditional journalistic media like newspapers
and magazines.

For those writers, publishing in the local paper is a great goal while report-
ing for the New York Times or Vanity Fair is the gold standard. The great thing
about editorial freelancing is that even when the specifics of pitching vary
slightly, the rules of the game are standard. That means as long as you can
learn what makes a great article and how to sell it to the right people, you
can become an editorial freelancer.

Though each type of media and each publication will have its own require-
ments, all are looking for the same kinds of pieces.These might include hard
news, feature stories, and editorials. Though there are plenty of media that
concentrate on historical or stagnant stories, in which the information has
not recently changed, we will concentrate here on the kinds of publications
looking for newsworthy content.

What It Pays

Fees for freelance article writing are all over the lot. At the low end of the
spectrum are local magazines that do not pay for articles. They are often a
good place to get a few articles published with your byline and gain expe-
rience. At the high end are major consumer magazines from Playboy and
Esquire to Family Circle and Cosmopolitan. They can pay up to a dollar a word,
and are tough to break into because the competition is fierce.

In the broad middle are publications ranging from hobbyist and specialty
magazines for consumers to business magazines and trade journals cover-
ing specific industries.The pay is $100-$1,000 per article, depending on topic,
length, and complexity.
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Nuts and Bolts

Query letters—letters to editors outlining articles you’d like to write for them
on assignment—should follow in many ways the same form as the story you
will write. All queries should include the basic idea for the story right up
front, at least in the first paragraph, just as you would summarize or give the
most important information in the lead of your article.

Then you want to tell the editor why this is an important story for his pub-
lication to tell. You want to explain its significance and why that will resonate
with readers.You also want to include information about yourself, including
your experience and other publications and media you’ve worked for. If you
do have special expertise in the subject of your story, mention that as well.

What You’ll Write

So, how do you figure out what makes a good story and who is most likely to
pay you for reporting it? Remember that being a good observer is one of the
key qualifications for the job, so let’s start there.

Let’s say it used to be very easy to find a parking spot in your neighbor-
hood. Slowly, you begin to notice it’s harder and harder to park late at night
and on weekends. Soon, the city begins to erect signs limiting parking to
several hours. In the local bars and coffee shops, neighbors are discussing
an increased number of parking tickets and the possibility of meters being
installed. Hey, you say to yourself, that’s a change; it could be an article.

Begin by researching your story, finding the exact details, and locat-
ing sources. Then you take all the information—from hard facts to colorful
scenes to quotes from your sources—and compile it into a cohesive whole
that tells the story of this change and its impact.

But all you need for your query letter is the germ of that idea and some
basic facts to back it up. You don’t need to have exact quotes yet, but you do
want to give the editor something to sink her teeth into.You might try calling
the parking authority and including the number of tickets issued this year for
that block versus the number of tickets issued last year for the same block.

What It Takes

In theory at least, almost anyone can write and report editorial content. You
need not be an expert on the subject matter, though you may become one
in the course of completing your article. You should be a good writer, re-
searcher, and observer. Because interviewing sources is a huge part of the
job, you must be an inquisitive person and able to think on your feet for
follow-up questions. Most publications do not reach out to freelance writers
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to assign articles, so you have to come up with story ideas yourself. You do
not need to have a degree in journalism to publish an article. The best type
of credential a journalist can have is experience. Journalists display these
through their clips, which are sample articles. These can be photocopies or
links on a website.

There are some skills that must be learned for this kind of freelancing.
Publications expect you to know certain terminology and to demonstrate
competence in using those techniques. Newspaper editors will expect you
to know AP or Chicago style and to report information in what is called an
inverted triangle. That means the most important information goes at the
beginning of the story, giving the editor the freedom to essentially lop off the
bottom of the piece if it runs too long, leaving the story basically intact.

Other key terms include nut graph, essentially the thesis statement of a
piece, and lead, the introduction, which can vary from“soft” (a colorful scene
or description) to“hard” (a shocking fact or a sentence that summarizes the
article). Radio news directors and producers expect you to know how to
write for radio and how to record and edit audio. You also want to display
good grammar and spelling.

Getting Started

Unless you are already a well-known writer or have a friend who is an editor,
it’s very unlikely you will get assignments simply by waiting for your inbox
to fill up with requests. So how do you get work?

The most traditional avenue to assignments is through pitching. Pitching
involves letting an editor know your idea for a story, usually through a query
letter sent via snail mail or email. Knowing how to pitch, what to pitch to
whom, and when and how is a skill almost as important as learning how to
write or produce for the medium.

There are several sources for finding out about outlets that accept or seek
work from freelance writers. I highly recommend investing in the latest edi-
tion of Writer’s Market, an annual list of publications and contacts, much like
a phone book. Other great sources for freelance work are online. These in-
clude websites like Mediabistro, Journalism Jobs, The Association for Inde-
pendents in Radio (AIR), Journalism Net, Investigative Reporters and Edi-
tors (IRE), HotJobs, TV Jobs, and Craigslist. These sites list publications that
accept freelance queries, plus offer freelance job postings alongside full- and
part-time positions.

Every magazine and newspaper has its own rules and preferences, some
of which are explicit and some of which are learned by reading between the
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lines. For instance, most publications outline their requirements somewhere
on their websites, indicating which editor to email or if that editor prefers
phone calls. The editor may want to see clips, a résumé, or the finished piece,
or she may want nothing more than a short summary of what you plan to in-
vestigate. Often, a publication lists upcoming themes or a call for pitches on
a specific subject. Some try to let freelancers know what kinds of stories they
are looking for, but many expect that freelancers worth their salt will under-
stand without asking what kinds of stories work best. If you have questions,
it is usually possible to ask an editor for guidelines.

Additional Resources

The annually published Writer’s Market (Writer’s Digest Books) lists
thousands of consumer and trade magazines and their requirements
for freelance articles.You can also subscribe to the online version: www.
writersmarket.com.



CHAPTER 5

Banner Ads

Overview

Banner ads are seeing a resurgence today. A banner ad may have only half a
dozen words, but you can get paid $500 or more to write it.

Banner advertising was the first form of advertising on the Internet. A ban-
ner is a graphical and often animated ad, usually placed at the top of a web
page.The advertiser’s goal is to have viewers click on it to take them to more
information about a product.

In the 1990s, Web users didn’t think twice about clicking on a banner and
being taken to another site. So banners were good at doing their job. But that
was when the Internet was still in its infancy and banners were a novelty. Be-
cause users didn’t know any better, ads that used trickery to get them to click
were effective. One tactic that got people to click was a banner that posed
as a game. The“Catch the Monkey” ad had an unheard of click-through rate
of 8.2 percent (2.5 percent was considered to be a good click-through rate.)
It didn’t matter if you clicked on the monkey or missed, you were always
directed to Treeloot.com, a gaming website.

Though these methods of trickery are still used today, after more than a
decade of exposure to such banners that distract them from the task at hand,
savvy Web users began to avoid them. By the end of the 1990s,“banner blind-
ness” had set in and banner advertising began to fade.

But the last few years have seen a lot of change. Because of improved
technologies and a marketplace full of strong competition, the quality
of banner and display advertising has increased, and users’ perception
of online advertising has improved. Large companies and corporations
have recognized the potential for creating brand recognition through
banners.

To take advantage of this and to capitalize on bigger money, the leaders in
Internet advertising are scrambling to take the lead to grow their networks.
Recently Google beat out Microsoft in their war to purchase DoubleClick,
thus adding the largest collection of sites to sell banner and display ads. Not
to be outdone, Microsoft is currently in negotiation with aQuantive, the par-
ent company of Atlas, another of the large banner networks. Yahoo, in the
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meantime, has taken a large share of ownership in Right Media, giving it
some leverage in this arena.

What It Pays

No online writers specialize solely in banner ads. Rather, a copywriter or web-
site might offer banner ad writing as one of many services in addition to email
writing, content writing, web page optimization, and keyword research.

I started charging clients $500 for a single banner ad, which typically ran
anywhere from six to twenty words in length. Then I realized to come up
with the banner ad I submitted to the client, I created numerous variations
before choosing the one I liked.

I figured,”Why not show a few of the best of these to the client as well?”
Now for $500, I give clients a package of three banner ads to choose from.
They perceive a lower cost per ad and greater value, yet it takes me no
extra time, since I was creating at least that many anyway and showing
just one.

Nuts and Bolts

Most small- and medium-sized businesses use Internet advertising as a
direct response sales tool, meaning the web surfer sees the ad, clicks on
it, sees the website or landing page, and buys the product. The problem
with this sales model when it comes to banner advertising is that it relies
on interruption. People who see a banner are presumably on a web page
that they want to be on, and to click it interrupts them from what they are
doing.

Therefore, banner advertising, though still viable as a direct response tool,
may be better suited for image advertising or branding. Because of its broad
reach and high frequency, a banner can be very effective for increasing brand
awareness. Unfortunately, it is not easy to measure that effect. Branding is a
long-term tactic that slowly builds results over time.

Like a TV commercial, viewers may not take immediate action when
they see your banner, but they will remember your name when they are
ready to buy. But unlike a TV commercial, users still have the ability to
take immediate action. So because banner advertising has become less
expensive and because it can both build awareness of your product and
get an immediate response, it may well be a very cost-effective form of
advertising, as long as you understand that building awareness is part of
its purpose.
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What You’ll Write

Banner ads are written to fill standard-size ad units. These include:

e Large rectangle, 336 x 280 pixels

¢ Full banner, horizontal box, 486 x 60 pixels

e Leaderboard, larger horizontal box, 728 x 90 pixels
e Skyscraper, vertical box, 120 x 600 pixels

e Square button, 125 x 125 pixels

Leaderboards and skyscrapers are positioned outside the part of the screen
containing the content, so even though they are large, many online advertis-
ers shun them, preferring squares, large rectangles, and banners.

Too few impressions won’t generate significant impact, while too many im-
pressions delivered to a given user results in oversaturation and a waste of
media dollars. A study found that the conversion rate on the first impression
was the highest. Studies show that click-throughs and conversions are high-
est during the first three exposures and decline sharply after that. Because
the effectiveness of banners decreases over time, it’s a good idea to create
new banners every month or so, or rotate different banners through the same
locations. A study performed by DoubleClick determined that click-throughs
on banners fall off drastically after the fourth viewing by an individual.

How long you run your banner on a given website depends on the sticki-
ness of the site and how often a visitor returns to it. For example, on a site like
MySpace where users return several times a week, or even multiple times in
one day, you change your banner ad more frequently.

Cost is the final factor in determining whether banner advertising can
work for a client. Generally, pricing is done in one of three ways: cost-per-
click (CPC), cost-per-thousand (CPM), and free with exchange. The prices
can range drastically from (practically) free to well over $100 per thousand.

What It Takes

According to a study performed by Atlas Institute Media, placement has
a much greater influence on online ad performance than creative copy
and design do. Being in the right places the right number of times can
make a difference.

According to Wendy Montes de Oca, a marketing manager with Early to Rise,
the best placement for banner ads is large rectangles at the top or middle of
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the page or within the content. An eye-tracking study by the Poynter Institute
indicates that banner ads at the top left of the page or positioned close to
the body of an article get the most attention. The keys to success in banner
advertising, says Wendy, are a powerful headline and a strong graphic image
that enhances the headline. Also effective is using notable personalities in
banner ads or asking a controversial question in the headline.

Getting Started

Don’t approach Internet marketers, corporations, and ad agencies offering
to write banner ads only. Get your foot in the door by offering other copy-
writing services covered in this book: email marketing, websites, and adver-
tising campaigns.Then let your client know you can handle banners, too.You
won’t get rich with these small assignments. But they’re quick and easy to
do, and pay well on a per-hour basis.

Here is a short list of additional banner and display advertising networks
that can place your ads to be seen by thousands of viewers all across the
world.You can also view numerous banner ads on these networks:

www.Advertising.com
www.Valueclick.com
www.Doubleclick.com
www.RightMedia.com
www.CasaleMedia.com
www.Cpxinteractive.com
www.AdBrite.com
www.BannerSpace.com

www.perfecttraffic.com

Additional Resources

The Online Copywriter’s Handbook by Robert Bly (McGraw-Hill, 2002).

Ad Designer allows you to create your own banner ads online: www.
addesigner.com.



CHAPTER 6

Billboards

Overview

Billboards. Some people call them the scourge of the highways. Yet if there is
an involved, memorable, funny, or haunting message, then people remem-
ber what they see. Because it is usually something viewed in only a few sec-
onds, the message is given in one to seven words with perhaps a picture or
graphic to reinforce the impression. Then it is gone. If the message is power-
ful, then the reader remembers it later.

The message must be direct and easy to understand. Writing billboard
copy is not the time for cute riddles and intriguing puzzles. The reader may
see the puzzle or riddle and try to work on it while driving past the board.
But without the opportunity to stop, turn around, and look at the board
again, the reader will be frustrated in not having the opportunity to get the
right answer from the board. The moment will be gone and the reader won’t
know if he found the message.

When on the highway, start looking at billboards and seeing what mes-
sages you get and which hit the strongest in the shortest amount of time.
Then figure out why some really get your attention and others don’t.

There are other types of billboard writing as well. Apart from using the side
of a city building or a rooftop, you can also use the side of a moving van, pub-
lic transportation vehicles such as buses, personal recreational vans (RVs),
cars, and even airplanes.You can also write copy for an aerial billboard.

What It Pays

Your earnings are subject to the message being created, the client ordering the
job, where the billboard is located, and the budget involved. Ask your prospec-
tive client what the budget is for the billboard project and get as much informa-
tion as possible before considering your fee. Getting the client to confirm the
budget amount is the best way to set a fee, or let the client put out the numbers
first, then decide if you are comfortable or need an adjustment. Aspects to con-
sider in determining your fee are: how big the target market is based on where
the billboard is located, who the target market is (general public, only women,
only men, teens, or older citizens), and the intended result of the message.
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Nuts and Bolts

Billboard writing needs a direct, focused target and message. If you’ve not
written any before, practice by looking at highway billboards and consider-
ing how you could write or create better ones. In fact, if you have a great
idea for a billboard already, call the client, ask for an interview, and show the
client your idea. You never know; you may not get the job, but the client may
remember you later for a new project, especially if the usual writer is already
busy on another project.

What You’ll Write

You write the billboard message based on the methodology of delivery, the
target market, and the product’s message. The message will not likely be
longer than seven words.You should have tons of notes about the product
and from interviews that help you create the grab factor you need for the
message. This type of writing is more than just writing several words and
hoping for the best—you conduct quite a bit of research that helps create
the message, because it does take knowledge and creativity to convey just
the right message to a fast-moving market.

What It Takes

Tom Chandler, of www.copywriterunderground.com, has a great article on
copywriting for billboards (see the link under Additional Resources).To cre-
ate great copy, he suggests the following;:

e Have lots and lots of ideas (keep a journal or writing pad handy).
e Know where your billboards are located.

® Remind yourself what you are doing or trying to accomplish.

He also advises you hit the reader with a benefit that is aligned with the
creative theme of the message goal, and that the message last longer than a
millisecond in the attention span.

Getting Started

Start building a portfolio with sample pieces you create by improving
billboards already on the highway. In addition to any sample pieces you
create, keep notes about where you saw the original and what the delivery
methodology was.
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Depending on what subjects you feel comfortable writing about, compile
lists of local companies that could use your service, including companies you
see advertising on the highway. Even better, suggest updated signage copy.
But obtain a signed contract showing they have retained you to write copy
for them before revealing the actual copy you want to present. At minimum
it should state that they cannot use your ideas without payment.

Additional Resources

Great American Billboards: 100 Years of History by the Side of the Road by Fred
Basten (Ten Speed Press, 2006).

Advertising Outdoors: Watch This Space! by David Bernstein (Phaidon Press,
2004).

Buyways: Billboards, Automobiles, and the American Landscape by Catherine
Gudis (Rutledge, 2004).

At Tom Chandler’s website, you can find an article on writing effective bill-
board copy: www.copywriterunderground.com/2007/11/07/how-to-
write-a-billboard-or-copywriting-at-70-mph.

Indoor Billboard Advertising Association specializes in restroom advertis-
ing: www.indooradvertising.org.

Outdoor Advertising Association of America serves and protects the inter-
ests of outdoor advertising: www.oaaa.org.

Outdoor Billboard is a resource for people in the outdoor billboard industry:
www.outdoorbillboard.com.

At WatchFire (a digital outdoor billboard company), you can request a
copy of “Will Digital Outdoor Make or Break You: 10 Critical Facts You
Need to Know Before Buying”: www.watchfiredigitaloutdoor.com/
request-literature.aspx.



CHAPTER 7

Biographies

Overview

Many people like to read about how ot