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CHAPTER 1

How to Expand Your
Freelance Practice,
Make More Money,
and Reap Numerous

Other Benefits

headquarters of a client. Or a meeting space in a

Imagine yourself in a conference room at the
major hotel.

People bustle about and chat over coffee, then
take their seats. You now have their full attention.
Everyone is assembled here for one purpose: to listen
to you and learn what you’re about to teach them. In
addition to investing their time, your attendees—or
their employers—are paying for the privilege.

Your listeners hang on your every word, take care-
ful notes, ask intelligent questions. When you con-
clude, you receive an enthusiastic round of applause.

But it’s not over yet! As the audience disperses,
many participants gravitate to the front of the room
to talk to you personally—to thank you, to pose a
question more privately, to hand you a business card
and request yours, to inquire about how you work
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Do You Make These Mistakes
in Your Promotions?

While critiquing subscription promotion packages for
newsletter publishers, | was struck by the similarity of
the errors | encountered. Here is my list of the most com-
mon problems, each followed by a suggested solution.

e MISTAKE: Sales letters that start by saying, in effect,
“We have a newsletter we want to sell you.” Solution:
Remember Hauptman’s First Law: “Start with the
prospect, not with the product.”

e MISTAKE: “Manufacturer’s copy” that focuses on the
publisher’s biography, the company’s years in busi-
ness, its products, and other dubious “credentials”
thatare unlikely to motivate the prospective subscrib-
er to write a check. Solution: See First Law above.

e MISTAKE: Emphasizing the newsletter’s features in-
stead of the bottom-line benefits it provides to the
subscriber. Solution: Try writing a series of sentences
that begin (for example): “You'll profit by... “You'll save
time with... “You'll be the first to know...” and so on.

o MISTAKE: Sweeping generalities and unsubstanti-
ated promises. Solution: Back up every claim with a
real-world example or specific. Include names, dates,
dollar figures, percentages, or whatever other hard
data will bolster your point. Documentation lends
credibility to your claims and makes your publication
sound knowledgeable and authoritative.

e MISTAKE: “Copy in limbo” that could have been writ-
ten the same way a year ago—or five or 20. Solution:
One of the most powerful, and overlooked, elements
in direct mail is news. References to current, recent, or
future events give your pitch urgency and relevance.
Their absence, on the other hand, can make it appear
as though your newsletter is out of touch or living in
the past.
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Hubert Bermont’s books are anecdotal, mostly
drawing upon his own experiences. In contrast,
Howard Shenson’s books, courses, and recordings are
more detailed, comprehensive, and specific. He had a
wider understanding of the consulting field as a whole,
and did regular surveys of consultants to learn about
their activities, the fees they charged, and what kinds
of business-generating efforts worked for them.

In an article in the magazine Home-Office
Computing, Howard offered some insights into the
consultant’s mind-set:

“[Consultants] read widely. As they read periodi-
cals, they ask themselves several important ques-
tions: In what ways will this news have a favorable
or unfavorable impact on my clients and prospects?
What problems will it create? What opportunities
have emerged? And... in what ways can I help clients
and prospects take advantage of these opportunities
and avoid these problems?”

Case Study: A Consulting Assignment

Ira Mayer, the founder and CEO of EPM
Communications, a publisher of newsletters, direc-
tories, and conferences on entertainment marketing
and market research, invited me to spend a day with
his staff to help improve the company’s direct-mail
campaigns.

At the firm’s headquarters, I met with Ira and a
group of his employees and offered a wide range of
solutions and ideas. Based on information he sent
me in advance, | had prepared a memo that supplied





