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This session is about how to attract and maintain clients—and not just 
any clients—your unique niche of ideal clients.  

First, commit to yourself that you will choose your clients, versus 
them choosing you.  

Even if you’re just getting started, set your intention to do this right 
from the beginning. Sometimes when you are anxious to start making 
some money in your business, it can feel like you don’t have the so-
called “luxury” of choosing. But you do.  

Things to consider are whether or not they work from integrity, authenticity, and honesty. Can they afford 
your fees? Are they ready to implement the strategies you recommend? And of course, do you feel you 
can work with them effectively? If you have an intuitive feeling about it one way or the other, pay attention 
to it.  

Now here is the thing—initially you may not always be totally in alignment with the product you’re writing 
for. Not because there’s anything wrong with it, but because it’s not in your realm of experience. When 
you’re first getting started, you might write for different products that aren’t necessarily directly related to 
something you’re familiar with.  

For example, I’ve written for financial products, and that wasn’t a natural fit for me. It’s not my favorite. But 
I did do some financial writing for investment products, and they’ve done extremely well online, even 
many years later. 
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Another topic that wasn’t my forté was writing to promote a mastermind for Evangelical Christian men. 
They were very, very successful CEO’s, and they had huge businesses. But it was very patriarchal, very 
male oriented. That wasn’t my world or something I was familiar with, 

Obviously, there was nothing wrong with that, it wasn’t unethical or anything. It just wasn’t in my frame of 
reference. 

But I was able to understand what was valuable about it to them.  

You can explore topics that aren’t your top pick for a while, even if you don’t live there all the time. You do 
this simply by digging in and understanding what is valuable about it to the people within that niche.  

You just have to find the value and get to know their target audience. Because remember, it’s not about 
YOU. It’s ALL about them and how they will be served.  

That’s how you write good copy—regardless of who you are writing for.  

So don’t turn down projects at first glance if it’s not something that is like—wow, that’s a perfect fit.  

Later, once you are a bit more established, you can decide if you’d prefer to only choose clients with 
topics that resonate for you. But here’s the thing…once you explore more deeply into a particular topic, 
you may discover it’s like a switch flips on. You’ll find you really can become much more aligned with a 
topic once you understand how it is helpful to that particular audience.  
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Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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That said, no matter what the topic is, you want to choose respectful clients, even at the beginning. You 
don’t want to work for people who are ordering you around or telling you exactly how everything is going 
to be.  

In addition, I don’t accept clients who are desperate or operating on their last dime. When it’s like—let me 
see if I mortgage the farm, sell my car, and cash out all my retirement fund, I might be able to afford your 
fees. 

I would not touch that with a 10-foot pole. I don’t take clients where I can immediately tell they are really 
struggling financially. Instead, I’ll refer them to someone else who will do an excellent job for them and 
who will be more affordable for them.  

Don’t ever think, “As long as I get my money I don’t care.” Don’t do that. It’s bad karma, and it’s not in the 
best interest of your clients. You don’t want that kind of desperate, needy energy in your business. 

You also don’t want clients who don’t care about their customers or what they are selling. One of my 
respected colleagues actually witnessed a client of theirs saying—“I sell crap in box.”  

Do I want that client? No, and neither should you. It’s another form of negative energy.  

If you have a potential client and find yourself realizing, “Ok, they would pay me this money, but there is 
something about this that is just not right,”—they’re already irritating, or you’re having serious doubts, then 
they’re already a problem. 

One of the first clients I fired way back when, sent me something like 72 emails in the first 2 weeks. 
Seriously, they did that. Bad sign. 
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Maybe you’ve had an experience like that as well. Those are the clients you don’t want. And I actually did 
fire that client. I just said, “This isn’t going to work; it’s not a good fit.”  

You can say “no” to a project. You don’t have to be rude about it; you can simply say it’s not a good fit, 
and we’ll both be better off going our own way.  

Remember don’t linger or dwell in toxicity. Stay with your positive energy. You’re clearing a path for all 
that is to the highest good. Other opportunities will follow when you can do that with confidence and trust.  

You don’t want to operate from desperation or fear.  

Sometimes saying “no” is the best answer for 2 reasons—sometimes yes, it’s time for them to go, but 
sometimes it turns them into a perfect client. I have had this happen several times. 

One was—and this was way back in the day when I was charging less—but it was about $5,000, still very 
good money. And I said, “This isn’t going to work.” I think what he actually wanted me to do was negotiate 
my fee, and I don’t do that. So, I said—it’s not a good fit—I’m not for everybody, and I wish you well. 

He came right back and said—I want to do this project, AND I want another one too. He actually doubled 
the fee instead of me reducing it. I ended up with twice as much for that project, and we were both happy 
with the outcome. 

Draw your line and mean it. If it’s right, it will work for them to still be your client. If it’s not, they’re gone, 
and you have just made room for the right one. So, don’t be afraid to do that.  
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Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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 So, let’s move on to another key to remember when you’re writing 
copy… 

Your goal is to speak directly to your niche, your ideal audience.  

But a mistake many make is to try and include EVERYBODY in their 
marketing message  

Ironically, the more people you are trying to speak to, the fewer will 
actually hear you. 

Because you can't talk to everyone.  

You need to talk to one. When you talk to one, you speak to all in your particular niche. When you try to 
sell something to everyone, you're not going to do well, because no matter what your product is, unless 
it's, "How to manifest a million dollars in five minutes, guaranteed." I'm pretty sure other than that, your 
product is not going to speak to every single person coming across your path.  

And so the more you can narrow the parameters of your message, the better. Sometimes people are 
afraid to do that because they think they're leaving someone out.  

Well, you are. You're leaving out the people that aren't a good fit for you. And so don't be afraid to get 
more and more specific with your focus so that you are the most effective, and have the biggest reach.  

Again, you sell to one, not to all. Now, the other thing you can do to help with this, is to create an actual 
person as your imaginary prospect. 
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But sometimes, it’s a REAL person! Let me explain…  

I was at a marketing event, talking with a woman I’d met there.  

We were discussing what my money archetypes and mindset product was about, the demographic, the 
age of my prospect, their life circumstance, their challenges, and how my program would help them 
overcome their money blocks. 

She looked at me and said, "I'm your avatar."  

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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We call it an avatar. 

Or “your perfect client” is an easier way to say it. She actually self-
identified, "I'm your perfect client."  

This has happened a number of times when I've talked to people at 
events and networked with them, and we’ve discussed my 
trainings. They'll say, "Well, I need that. I'm your client." Or, "Three 
of my friends would be your clients." When this happens to you, 
use that information to help you create your copy! 

I actually asked my friend if I could take a photo of her to remind me of an example of the market I'm 
aiming it. You can make your one person very real, even to the point of naming them and identifying them 
as a person you can relate to. 

This is a key concept for both attracting the clients you want to work with, as well as for writing copy. 
Here’s why…  

Notes: 

 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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Once you have an idea of who your audience is, you want 
to get to know them so that you can write directly to this 
specific group.  

The first way to do this is to talk to your client. 
 

 

 

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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If you have a savvy client, they probably already know the top 
objections of your audience, but usually not in some kind of 
organized format like “here is the data card, here do this.” It’s mostly 
talking to and asking them questions and becoming a little bit of a 
detective about figuring out who their target is.  

This can be done by interviewing the client and asking the right 
kinds of questions—or if they have some very happy customers 
who are willing to go public, you could interview them about what 
their initial objections or doubts were about the program. 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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The other way to do it is to create what’s called an “ASK 
Campaign” using autoresponders and landing pages.  
 
This is where you literally ask a few well-designed questions of your 
prospect that begins a segmentation process.  

I've actually been doing this for over a decade. It started off as a 
very simple online method, and it’s really evolved with people 
creating programs that are very expensive and much more involved. 
But I'm just going to go over a quick overview of how you can do this 

without having to invest in a super expensive program. 

The idea is that you have a landing page with a couple of questions on it. The questions should be 
designed specifically for your prospects, or your client’s, to actually tell you something about what this 
target audience is thinking.  

The people you are asking may already be subscribers to their list or traffic being targeted to a landing 
page via paid ads or other social media. 

Sometimes you might even accomplish this in a private Facebook group. You can have a brief 
questionnaire at the beginning before people are admitted into the group. And you can ask specific 
questions that will also go into a database so that you can see a summary of the responses. 
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For example, one of my clients has an audience with a very specific need to make money from home. And 
one of the questions they asked their incoming Facebook group members is, “What is your biggest 
challenge?”  

The question was part of their application to join the private Facebook group.  

You can do this for ANY topic: 

It could be: What's your biggest challenge about (whatever your topic is)? Or what is your biggest concern 
about…? Or it could be what's your biggest fear regarding…? You fill in the ending with YOUR topic. 

And over and over again, when I went through the answers to that question put into an excel spreadsheet 
for me, the top concerns were about time and focus.  

Would they have time to be able to do it; would they be distracted; would they be able to focus on doing 
work from home; would their children get in the way of that process; would there be distractions; would 
they not have enough time for their family or to keep their house organized.  

So over and over again, the words time and focus came into play. 

This is where you say, "Great, but what am I going to do with that information?" Well, how about, in your 
marketing emails, you ask the question, "Are you concerned about having enough time to be able to do 
this?"  
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Or maybe you phrase it like, "Perhaps you're concerned that you just won't have the time or know-how to 
organize your time to stay focused if you're working from home."  

 

 

 

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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You take the very words that they said to you and you put them 
into the copy.  

You reflect it back into the copy. This is a very simple way to do this.  

But it can get super sophisticated too. For example, when we talk 
about emails and segmentation, segmentation means you start 
dividing the subscribers into categories, so you can write emails that 
are specifically targeted to that particular category.  

And the beauty of that is you can bring people into different tracks, different funnels for tapping into their 
interests and concerns.  

But they all end up in the same place, as far as the particular sales message you have. Or it's possible 
you will have a slightly tweaked sales message for each one of those segments.  

So, if they were concerned about time and they came in on that topic, you might have a headline like,  

"How to Work from Home Successfully, Even If You Think You Won't Be Able to Organize Your 
Time."  

Or, "How to Easily Organize Your Time and Focus So You Can Work from Home Successfully." It 
might be something like that.  

Or maybe another segment of that group would be saying, "I don't know if this is a scam."  
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And so, you might take the very same sales message, but you could have something like, "5 Ways to 
Identify a Legitimate Work-at-Home Opportunity So You Don't Fall for a Scam," or something along 
those lines.  

These are just off the top of my head, but something like this—where you actually would segment based 
on things they told you. 

Let's just say you’re addressing their three top concerns found in their responses. You segment them into 
those three categories in your email system so you can speak to them directly where they’re at. 

And you create your landing pages to include something about that particular concern they have self-
identified in your headlines. Then you send each segment to their particular landing page, which already 
speaks their language. 

Bingo! They are already interested and your chances of them continuing with you have just increased. 

Now this a much more sophisticated level of copywriting, but I just wanted to touch on it so you could start 
to get the idea. 

Because possibly you have experienced this when you're buying a product, landing on a website, 
attending a webinar, joining a Facebook group…where they're asking you a couple of questions.  

This is becoming more and more important, because we definitely want to get right to the core of what 
your prospects need. And so instead of guessing, we are asking.  
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Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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Now one way you can do this ... actually, the free level of this is very 
easy to put together—you start with SurveyMonkey.com. 

SurveyMonkey has a paid version and a free version, and so you 
certainly can start with the free one. And there are a lot of different 
ways to use it. They have many templates for how you can build the 
way you're going to ask the questions. 

One of the things to keep in mind is—you don't just want to ask “yes” 
and “no” questions. You might use a few multiple choice, but the very best thing is to give them a little text 
box that they can type into from their keyboard where they tell you exactly what they're thinking.  

And not to worry, this is built right into SurveyMonkey for you. 

So, if you were in the diet market, maybe you’d be asking, for example, "What is your biggest challenge 
with weight loss?"  

Or for a parenting site: "What is your biggest frustration with trying to get your child to quit throwing 
tantrums?" 

How about this for entrepreneurs:  "What is your biggest challenge with starting an online business?"  

Or for us right now: "What is your biggest challenge with becoming an online copywriter?"  

Your prospects would enter their answer into a text box.  
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SurveyMonkey then keeps track of all that for you. It’s all assembled in a database where you can go 
through and look at everything. And it's easy to put that data into an Excel spreadsheet. 

 

 

 

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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_______________________________________________________________________________________________________________________
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Another tool for this that's really cool is to make a word cloud. And a 
way to do this for free is WordClouds.com.  

Make sure you get the s on the end. WordClouds.com.  

It’s a free resource where you can take the words you've gotten from 
your surveys and load them right into their database.  

I would recommend you take off the words that are going to be the 
same on every single one, like, "What is your biggest challenge with," 

or, "What is your most pressing question about" ... you know, the part of the question that is going to be 
the same on every single one. 

Remove those words because respondents tend to repeat them in their answers, and you're just taking up 
space in the cloud. And you might get a skewed result, because those words are appearing over and over 
and over again. But they're not actually what they said. So only take what they actually said and load it in 
there.  

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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First of all, you can make a really awesome graphic out of it, very 
easily.  

Even I can do it, and I'm not a techie. And you can use that graphic in 
something that you're doing online. You can use it in a blog post as an 
example, if it were pertinent to something you were doing.  

You can also assemble it so that the words that are used the most are 
the largest in the graphic, kind of like an infographic. And you'll see 

them very clearly. 

Now the other thing it does is sort that for you so you can actually get kind of a score on what words were 
used the most.  

So, let's say you had 300 responses and you loaded them in there. It could tell you, well 75 people said 
“time,” 47 people said “freedom,” or whatever it might be.  

You start to see very quickly what words are rising to the top. And so aside from getting their concerns 
literally spelled out for you, you can see what the top ones are in their actual words. 

This is extremely powerful, because what you do with those words is start reflecting them back in the 
copy, in the subject lines of your emails, in the topic of your email, in a headline, in a bullet point.  
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Again, weaving them into the copy in a very conversational way to the point where the person is going to 
be like, "Oh my gosh, it's just like they read my mind. They know exactly what I'm thinking. This person 
knows exactly how I'm feeling about this." 

That not only draws them in closer to you, it starts to make more of a powerful connection that resonates 
deeply.  Because it really is a natural progression of the conversation, but it also establishes that you 
totally understand where they're coming from. And honestly, they will not even remember they actually 
used those words and gave them to you.  

It's like they've given you permission to speak to them in their own language and to enter into the 
conversation that's already going on in their head.  

That would be a natural way to have a real conversation with your audience—you're dropping into exactly 
what’s on their mind. This is how you can draw a prospect into a conversation with you, because they feel 
understood, they feel in alignment with you, and they feel like you have something in common. 

So I highly recommend that you start thinking about how you will ask a question, and what kind of 
information you can gather, as well as how you can utilize that information in your copy.  

So that's just kind of a bird’s-eye view of how an ASK campaign can work, why it's important, and how you 
can start thinking about ways you can implement that as an additional strategy into your copy or on behalf 
of your clients.  
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I've done this many times, where I've written the survey for my clients and told them, "Okay—these are 
the subscribers you send it to.”  

We have different surveys for different segments of their audience, for example, a person has already 
purchased something; or someone that's been to the site many times, but has not purchased; or someone 
that's requested information, but has not gone any further.  

That would be three different segments. 

With this approach, you can start to see where people are going, or how they have come into your world.  

How have they come into your subscriber base: via email or through an opt-in? Then, you can start to 
categorize them by their own actions and their own words so that you can communicate with them in a 
way that is very effective, as well as very timely and helpful to them, because you're joining them where 
they're already at.  

I hope you get some really good benefits out of this, because it’s a powerful thing and it will really help you 
write your copy as well.  

So this covers a lot of the big-picture concepts related to identifying, attracting, and speaking to both your 
and your client’s ideal audience.  
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Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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Now going back to your clients, as you start to grow your copywriting 
business. What should you do when a copywriting prospect reaches 
out to you?  

Let’s talk about how to cultivate a client. 

 

 

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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Usually when you first get an inquiry you’re going to get an email, but 
the first contact might be a phone call. 

So here are some key things to think about when this happens.  

 

 

 

1. Be brief in responding. 

First—here’s what not to do. You don’t need to spill your guts or tell 
your life story. Do not say—I am just getting started as a copywriter. 
Don’t say this in person, and don’t say this in an email. 

Own what you are—a copywriter, because you are, today. There is not 
anyone who is going to come, not me or anybody else, with fairy dust 
and a magic wand and say today is the day, you’re a copywriter.  

Nobody did that for me—I just had to start. And that’s what you have to do too. If you keep waiting for that 
perfect moment where someone is going to bequeath upon you the great powers of copywriting, you’re 
going to be waiting a really long time.  

You have to start wherever you are, even if your fees aren’t huge yet. My very first project was $500, and I 
was excited. 
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A question people often ask me is—you must have been paid to write before you became a professional 
copywriter? No, I was not. I had never gotten paid to write anything in my entire life unless you count 
being a secretary for a boring boss, writing a memo. Yes, I was one of those, and it’s not fun. 

I’ve been a waitress, a secretary, I’ve been on my own since I was 17 and I had to survive. Let me just go 
there for a second, I don’t have a college degree; I was on my own when I was 17. I had a tiny little 
apartment in Seattle and I worked at Harborview Hospital, which is a part of the University of Washington. 
I was a clerk in a drug store. I had times where I only had plain pasta for dinner; I mean really it was like 
that. I was 17, and I had no help from anyone. 

No one paid for my education or anything like that. You can do this no matter what your background is. I’ll 
just keep emphasizing this—you don’t need a degree or a ton of previous experience. You can do this. 

At any rate, back to the email contact: When you’re writing back to them keep it brief and keep it 
businesslike. The point is to schedule a short, get-acquainted call. 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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2. Thank the person.  

I always thank the person. You might say, “Thanks for your inquiry. 
I’ve taken a quick look at your website, and I can already see some 
areas that need help.” 

 

 

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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3. Offer a free consultation  

But not without planning! I do not do any kind of consultation call 
without an appointment. This is part of owning your time.  

The thing is, when you’re first getting started and your phone rings—
and you suddenly have someone saying, I’m calling about your 
copywriting, and you start talking to them—you’re just not ready. 

You aren’t prepared, AND you appear to be too readily available.  

This is not how you run your business from a position of power. I recommend that instead you position 
yourself so that you are busy.  

You can simply say, I’d love to speak with you about your copywriting and marketing, so let’s schedule a 
time for you to call when I have time to give you my full attention. Then do that. Schedule the call. 

I don’t care if you’re busy waxing floors, grocery shopping, changing the baby, or walking the dog—you’re 
busy, okay?  

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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4. Establish time boundaries  

This is about positioning your time, and it has to start from the 
beginning. This is where you make an appointment—you give them 
options and then make an appointment to have the conversation.  

Right off the bat—you’re on a different foot with them, versus—"Yes, 
I’m available, and I’m not doing anything, and I can talk to you for an 
hour. What do you need?” That is a whole different arena. When you 
do that, you’re already in a weaker position of being overly available. 

Think about it from their perspective—the feeling in the air is “Hey when you call, I’m just sitting here 
waiting, and I’ve got all the time in the world. I’m not busy. I hope you’re my first copywriting client.” That 
comes through. 

Another very important point. When someone asks (and some will!) “How much do you charge for your 
services?” You’re not going to say exactly how much. Why aren’t you going to say that? You’re not going 
to say that because immediately again, you just diminished the strength of the interaction.  

You have just put yourself into an arena of something similar to an hourly worker, simply exchanging time 
for money. See that’s a whole different thing, and there is no value created there.  

There is no value when you do that because you don’t know their business, you don’t know their 
audience, their needs, their challenges, what they’re like, you don’t know this client at all. So how can you 
possibly quantify and put a price tag on what you can do for them? At that point, you can’t.  
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Notes: 
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_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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5. Focus on providing value.  

This isn’t just about getting the money for you. This is about doing 
what is right for the client.  

This is the other half of the equation. This is a scale, and it has to 
balance. It’s not all about you. It IS about your business, but it’s also 
about that client who is going to take out a virtual or real checkbook if 
they retain your services. 

You want to do what’s right, good, and ethical, and also beneficial and effective for your clients.  

So what do you say when they say—how much do you charge? You say—"I don’t discuss that in an 
email. That’s not beneficial to you because I need to know more about your business.”  

You let them know that this is important to them. You need to talk to them; you need to understand what 
their business is about; you need to understand what they need. They may not know what they need.  

You have to start thinking that way right from the start. You’re not going to say, “Give me a list of what you 
need, this is how much it’s going to cost, see you later.”  

That’s just writing. That’s not strategic marketing, and that’s not serving your clients at the highest level. 

You need to talk to them. That way you can better answer their questions and assess what is needed to 
make more accurate recommendations for them. Then you’ll be happy to discuss your fees.  

Plus, when you handle it right—guess what you won’t get asked?  
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“How long have you been writing copy? How long have you been a copywriter?”  

This is a concern that comes up a lot with people who are just getting started as a copywriter. What am I 
going to say if I’m just getting started? If you handle it right, you won’t even get asked. 

If you’re confident and you can do the Digital Marketing 101 strategies that we’re going to be covering, 
you’ll have the basic structure to create effective copy for a client in almost every instance.  

One of my students said—"I followed Tina’s advice and that’s exactly what I said to the client, and guess 
what? I got $5,000!”  

In fact, there are many I’ve trained who’ve done that. One new copywriter had a $750 client, and their next 
one was $6,500, just by doing what I’m telling you.  

That is the kind of difference it can make in your business. It’s very important. 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

______________________________________________________________________________________________________________________ 
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6. Don’t give away the farm.  

It’s so easy do this—I’ve done it, and everybody’s done it. It happens 
when you’re so excited about marketing that when you start talking to a 
client, you say—“Wow you’re widgets are really cool, your project is 
awesome, you’re gizmo is neat, you can make a lot of money teaching 
this… and ultimately, you get so excited that you say—"you should do 
this, or you should do that.”  

And before you know it, you’ve given them a huge, giant marketing 
plan for free, and they’re saying—thanks, bye. I’ve done it, you’ll do it, it will happen. So don’t beat 
yourself up if and when it happens. Besides, it’s good practice. Overall, remember this—during your first 
call—tell them what, don’t tell them how. Don’t tell them how to do everything.  

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 



SESSION 3: HOW TO CULTIVATE A CLIENT // AUTHENTIC COPY  
 

 36 

7. Offer a paid consultation  

You can say— “If you would like more specific strategies, for obvious 
reasons I can’t give you a complete marketing plan on this call. If you 
would like something more in-depth, and to hear more about what I 
would recommend for you, I do fee-based consultations.”  

Then schedule the consultation. Get paid for it first before you do the 
consultation. Don’t do it right then.  

Schedule it, get paid, ask for additional materials from them, make a plan, then have the consultation. 
Record the consultation and send them the sound file. If you’re charging a lot, you can even have the 
consultation recording transcribed for them.  

If you want, you can apply that fee to their project fee if they commit to it with a certain amount of days. 
For me it’s a week. If you turn it into a project this week, I’ll apply it. Keep in mind, you can simply factor 
that in when you determine your project fee.  

And it’s a nicer way to reduce risk for them. They get a better feel and picture for how you would approach 
their marketing. AND if for any reason they decide not to move forward, they’ve gotten a solid marketing 
plan for their investment. So it’s all good. 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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And, my last piece of advice in cultivating a client…  

8. Don’t be a short-order copywriter.  

You’ll hear me talk about this a lot. It means you don’t let the client 
run the show. You don’t let the client tell you—I need 3 auto 
responders, a sales letter and a postcard, hold the fries. 

You don’t want to be in that position. I’ll tell you why you don’t. If you 
allow this to happen, you will never have enough control of the 

interaction, and you will never get paid at the level you should get paid eventually as a copywriter or a 
marketer of any kind. It does not build value if you are not in charge of your own part of that interaction. 

Maybe someone starts with you by saying they want this many auto responders.  No that is not right. You 
tell them what they need. You advise. You recommend. You’re the marketer. You’re the strategist. 

Your relationship with your clients IS a collaboration, but you are definitely strong in that collaboration. 
You are not an hourly employee. You’re not flipping burgers, you’re not a cashier, you’re not a secretary, 
and you’re not an hourly employee for anyone. 

You need to start thinking that way right from the beginning. Let that concept of an hourly wage or set list 
of service fees go. Just let go of that because you need to be pricing things on a project-by-project basis. 

Because guess what? Eventually you will learn to write much faster, so why would you want to base your 
fees on an hourly rate? 
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You need to gear up for a project fee. That doesn’t mean there is less value in what you do. It means 
you’ve gotten really, really good at what you do. Dan Kennedy talks about writing sales letters in 2 hours, 
and he is paid as much as $50,000 for one. 

The problem is—if you start thinking of yourself working at an hourly rate, you’re going to have a hard time 
making that leap into the $15,000 sales letter or the $20,000 sales letter.  

It’s how I went from $500 for the first sales letter I wrote, to packages that run $40,000 to $50,000. 

Remember even if you only have the beginning points of that in your copywriting business, this is where 
you already know more than you think know. You will find the clients so appreciative of that information 
because they don’t know.  

You never know what they do NOT know either. So never assume. One of my clients was a huge 
publisher of alternative health newsletters, the biggest in North America. And they didn’t know a lot of 
things about the internet or marketing funnels. 

Another client markets portable sawmills all over the world. And they didn’t know either. They paid 
$18,000 for a marketing intensive with me, and I stopped the downward spiral they were on by introducing 
new marketing strategies. They told me it saved their business.  

There are many businesses out there who have NO idea how to take their business online or maximize 
their online presence. 

That’s what you can do for your clients when you bring the value! 

By learning these strategies you’re already ahead of a lot of people that you might be talking to. 
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So, don’t be a short-order copywriter. Don’t be afraid to tell them—this is what I recommend, and this is 
why. That will build your value because you’re positioning yourself as an expert. Don’t be afraid of that 
word. That’s the other title the good fairy doesn’t come around for!  

 

 

 

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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Today is the day, you’re an expert.  

You have to start claiming that. Say to yourself… 

I’m going to be an expert in this area of marketing. I’m learning key 
strategies, and I’m applying my knowledge when I talk to people and 
I share it.  

Then you hear from them—"Oh my gosh, that is amazing. Let’s do 
that thing. I want to do that. How do we do it?” And away you go.  

Own your time… own your power. Position yourself as an expert, as a copywriter, and marketer. 

It’s not about lying or subterfuge. That’s just not necessary. If you’re going to do the things you’re learning 
through this program, and you’re doing them with the intention of serving your clients at the highest level, 
you’re on your way. 

And don’t chase them. You had your initial contact, you had the call and maybe you drop them one more 
little email saying—we talked about the project, and I just want to let you know my schedule is filling so if 
you’re ready, let me know; otherwise I’m filling my schedule. 

When you chase, you’re draining away and pulling the plug on your power. Draining away because you 
look desperate. 

You know how a dog smells fear? You know how everybody says a horse can sense this and a dog 
can sense that? Guess what? Your clients can sense it too. They can sense that insecurity.  
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At first maybe you feel that you’re faking it just a little because you have to build up to feeling more 
confident with it. If you have to talk to yourself in the mirror, do it! I did that my first big project. I stood in 
front of the mirror and said—It’s $8,000 that’s what it is. It’s $8,000. 

Do what you need to do to get yourself in the right intention and mindset before you talk to them. I’ll give 
you a practice that can help you immensely when we get to Session 10. 

Don’t talk with a question mark when you say the fee. 

“Um, well you know…let’s see…how about, $2,500?” Don’t do that. 

Just say it firmly and with confidence. They’ll either say yes or no. 

Release the outcome, and approach this with the intention of all things working to the highest good.  

Your mindset about this is SO important!   

Many I’ve coached about how to reach beyond their original low fees end up saying something like this, 
no matter WHAT their initial number was… 

“I could have gotten more. It was nothing, they just said yes. I said $10,000, and they said yes!”  

This starts happening when you realize there are a lot of people out there ready to invest in their 
marketing at a serious level.  

And as far as fees, when you get to sales letter time, the low-end is $1,000. That’s the low-end of a sales 
letter when you’re dealing with a client.  
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I have told past prospects this too, so be aware. I recommend they do not pay less than $1,000 for a sales 
letter because you’re probably going to get something substandard.  

Yes, you can price yourself too low. The same with your products and trainings.  

If you’re selling something, you can actually underprice and lose value. The perception is it must not be 
worth much. That can happen.  

The same thing with copywriting.  

One more interesting tidbit about all this—oftentimes the prospects who are bargain shopping will also be 
the worst to work with. They frequently expect platinum quality for pennies.  

It’s ironic that the clients who are willing to invest at a higher level are also usually the easiest to work 
with. So keep that in mind too. 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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And a final crucial piece of advice for you regarding how you work 
with your clients is this: Make sure you get paid.  

1. Get paid in advance.  

I get paid in advance, and I highly recommend that that is what you 
do as well. All you have are your words. That’s your commodity. Your 
energy, your blood, sweat, and tears that go into that marketing 
material—that is what you have. I book my time by payment of my 
fees in advance. I’ve never lost a client because of that either. 

I could book ahead by several months, but I just stop. I don’t go month after month because I do get paid 
in advance, and I don’t want to have such a long trajectory I’m accountable for if something changes in my 
life. So I just keep it a few months ahead.  

I get paid 100% in advance, even if they’re waiting for the slot in my schedule 7 or 8 weeks out—they pay, 
and they wait. When they want to work with you, they will do this. 

Sometimes you might break it into 2 payments if it’s hard for them, you really want to work with this client, 
and you’re trying to help them. Get half up front but don’t write ahead of the money.  

You figure out how far to go—this is what they’re getting for this part of the payment, then it’s time for the 
next payment, and then you finish the project.  

Or if it’s a shorter timeframe, payment up front, write, get the final payment, deliver the project. Don’t give 
away your work without being paid. 
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I could tell you horror stories about supposedly successful copywriters who did not get paid in advance, 
delivered the copy, and then ended up chasing after clients with unpaid invoices. Don’t do that.  

 

 

 

 

 

 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 



SESSION 3: HOW TO CULTIVATE A CLIENT // AUTHENTIC COPY  
 

 45 

2. Don’t post your fees.  

Also, I don’t put fees on my site. This is another thing—you don’t have 
to have a chart on the wall that says—oh, that’s what I charge for that.  

You might want to work with someone that doesn’t have a huge 
marketing budget, but you think they have a great project so you’re 
willing to work on a different level for them. There is no rule that says 
your fees have to be the same all the time. 

You can decide—"I’m throwing in this as an extra because I think this 
is a really great project, and I want to help this person.” This is all part of your positioning.  

Coaching clients I have taught to do this have all gotten paid in advance. This is another mindset issue. 
Instead of thinking nobody would do that, nobody would pay me before I do the work. Yes, they will.  

And you are going to do the work, and you are going to deliver. And you can have a 50% kill fee, so if 
anything happens, and they say—"I just decided I’d rather go to Tahiti instead of doing this project,” that’s 
great, but you have a 50% kill fee.  

And you can have that on your site, because your time is valuable—you may already be into the project, 
you’re already researching.  

You have turned away other clients for their project, so you can have a kill fee. It happens very seldom but 
it can happen, so it’s just good to have a policy on that just in case. 
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Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________ 
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We’ve covered extremely important elements to learn as you set 
yourself up to win as a successful copywriter.  

Whether you intend to be a freelance copywriter serving clients or 
want to learn how to create your own copy effectively or need to 
understand what’s important to look for before you outsource your 
copy, understanding these key strategies can take you a very long 
way. 

Your assignment for this session is to take these techniques 
to heart and begin to apply them immediately in your 

business.   

Our next session will cover how to establish your own creative process.  

This is a technique you can apply to copywriting, developing a marketing strategy, and even creating an 
entire product of your own.  

You’re doing GREAT so far, simply by showing up and absorbing everything you can from this training. 
And you’re just going to keep deepening your marketing knowledge and awareness as we continue. 

Notes: 

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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_______________________________________________________________________________________________________________________

_______________________________________________________________________________________________________________________
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