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It has to be the number one question asked by web writers. And, the 

answer is … it depends. 

That is very frustrating for the web writer who is just starting out, or 

starting in a new niche. It’s a challenge to know how much to charge for 

your services. You fear that the wrong price quote will ruin your chance of 

landing a project. You worry about overcharging, but in my experience, 

the bigger danger is selling yourself short.  

I want you to go out and quote with confidence! The best way I know to 

eliminate fear is preparation ― and believing in the value of what you 

provide. 

You're a web writer! That means you play a critical role  in helping your 

clients to reach their goals. In this report, I want to focus on preparing 

you to answer the fee question. I'll provide you with standard fee ranges 

“How much should I charge 
for my web-writing services?” 
 

I want you 
to quote 
with 
confidence. 

                                                                            

for a variety of projects so you know what your client 

is expecting — and know what your services are worth. 

I’ll review the growing opportunities in online 

marketing, including the top 7 hottest web copy 

projects — and give you targeted insights and tips you 

can use to approach prospective clients. 

Plus, I’ll share detailed information about how to prepare and submit a 

winning web copy proposal. 

So, let’s get started … 
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The first thing I need to tell you about pricing is that the answer is actually 

about more than the money. There are several variables to consider when 

pricing web projects for prospective clients ... 

1. Are you pricing by the hour or the project? I believe there’s only 

one answer to this. You should never price by the hour, and here’s why 

… as you gain more experience, you’ll begin to work faster and more 

efficiently. You’ll gain speed, and you’ll have solid processes in place to 

help you handle projects more competently. For example, the first time 

you write a landing page, it may take you five hours. As you write 

more of them, each one should take you less time. If you charge by the 

hour, you’ll end up making less money each time! You should be 

rewarded for the expertise you gain, and charging by the hour doesn’t 

work to your benefit. 

2. Are you trying to build up your portfolio or do you have a lot of 

experience? When you are just starting out, it makes more sense to 

charge less. You’ll be able to build up your portfolio quickly. And, you’ll 

collect testimonials and promotion results to show new prospects. On 

the other hand, if you’re a skilled copywriter with more work than you 

can handle, you should be working your way up the pay scale. If you 

have completed “master’s level” training, gained authority in your 

niche, or written a book, you are probably ready to charge higher fees. 

3. Are you writing for small businesses or big-name clients? There’s 

a difference between writing for a cabinetmaker in Austin and writing 

for the headquarters of KraftMaid® cabinetry. Some web writers like to 

work with smaller firms so they can easily see the impact their work is 

having on the bottom line. Some dream of earning the big bucks 

working with industry giants like Agora and Nightingale-Conant. There 
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are pros and cons to each target market, and you’ll want to consider 

the client’s business size when you quote your fees. 

4. What is the project value to your client? If you are writing the 

“money pages” for a website, that is, the pages that will directly result 

in sales for the client, you’ll be able to charge more for your work. 

However, while information pages, blog posts, and e-letter articles can 

certainly support the sale, the impact is more difficult to measure, so 

the fees may be lower. The more money your web copy will potentially 

make for the client, the more bargaining power you have to earn 

higher fees. 

5. Is the project scope complex or on the simpler side? If you are 

writing a sales page for a brand-new investment advisory service, your 

copy will inevitably be more complex than if you are writing a product 

description for a new book by a renowned financial expert. You should 

earn more from a complicated project, and long copy will normally pay 

more than short. 

6. What is your time investment and long-term income goal? While 

you don’t want to charge the client by the hour, you still need and want 

to “take home” a rate you are comfortable with. For every project, you 

should estimate how much of your time it will take to complete, and 

make sure the rate you quote provides you with a reasonable return for 

your time invested. And remember, you don’t want to charge less 

simply because you’ve gotten more efficient at what you do. Your time 

is valuable. Plus, you have expenses as well. Your fees should not only 

compensate you for your time and skill, but for the costs associated 

with running a profitable business (computer, training, phone, etc.).  

How to Price and Land the Top 7 Web Copy Projects 6 

For maximum 
income, write 
the site’s 
“money pages.” 

So, while information pages, blog posts, and                

articles can certainly support the sale, the 

impact is more difficult to measure, and the fees 

may be lower. The more money your web copy 

will potentially make for the client, the more 

bargaining power you have to earn higher fees. 



So now that we’ve reviewed some variables, let’s get into the details … 

Opportunities for Web Copywriters 

The spending in online marketing will set records this year, according to 

two forecasts by eMarketer. First, online advertising in the U.S. alone is 

expected to grow to $39.5 billion this year, pushing it ahead of total 

spending on print newspapers and magazines. Second, online video ad 

spending should jump 40% to reach $3.1 billion. All of that spending 

creates a vast amount of opportunity for web writers. 

Let’s focus on how to price and land these top 7 web copy projects: 

1. Websites 
2. Search Engine Optimization (SEO) 
3. Pay-Per-Click (PPC) Ads 
4. Emails and Autoresponders 
5. Blogging 
6. Social Media 
7. Online Video 

For each one, I’ve outlined inside information to help you close the sale: 

• The easiest ways to break in to each specialty. Specific tips and 

techniques you can use to get your foot in the door with prospects. 

• The key questions to ask a potential client. Strategic wording you 

can use to pitch your prospect and get the ball rolling. 

• Compiled web copy fee ranges. Copywriters just starting out will be 

at the lower end of any stated fee range, while more seasoned 

professionals may be well above the high end. As your skills improve, 

and you gain experience, you can and should keep increasing your fees. 

Now, let’s talk a closer look at our first opportunity … 
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Writing Copy for Websites 
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We’ll kick things off with writing website copy … 

From the home page, to landing pages, to subscription pages — the 

opportunities when it comes to writing web pages are endless. The demand 

is huge and the pay is good for copywriters who understand the 

complexities of writing web pages and who know how to write copy that 

can convert website visitors into buyers. 

Before approaching a client, you’ll want to find the “money pages” on their 

website. These are the pages where the client is trying to make a direct 

sale or generate leads.  

They’re usually on the second or third level of the website … Look for words 

like “order now” or “test-drive.” If it’s a lead generation page, you’ll see 

something like, “Please fill out this form and someone will contact you.” 

Identify these pages, 

and then ask the 

potential client, 

“Would it help you if 

these pages worked 

harder?” The 

answer, of course, 

will almost always 

be yes. And, right 

out of the gate, 

you’ve tied yourself 

to the company’s 

bottom line. 



According to web copy expert Nick Usborne, the easiest way to get clients 

who want you to write landing pages is to write one for yourself. Here’s 

how it works. Let’s say you’re going to target companies in the pet care 

business. Instead of sending them to your regular website, write a 

landing page selling your services to that particular target audience, and 

then send them there. This way you show what you can do, instead of 

just telling them about it. 

Revising websites is another great opportunity. Get your foot in the door 

by focusing on a single aspect you can improve. For example, maybe a 
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company’s web page 

headlines need to be 

improved. Once 

you’ve identified this 

weakness, contact 

the company and 

introduce yourself. 

Note the results of 

your analysis and ask 

if you can talk them 

through it. Be polite 

and personable and 

be ready to make 

your close — usually 

the easiest thing to 

do is just to ask for 

the project. 

 



“Would it help you if these 
pages worked harder?” 

To get an opportunity                    
to write web pages, 
ask a potential client 
this key question. 
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To get your foot in the door with website audits, simply ask potential clients, 

“How much money are you making when people arrive at your website?”  

Another variation on that question is, “How much of your traffic is sticking 

around and turning into paying customers?” 

Either way, if they don’t know, they’ll want you to tell them. And, if they do 

know, you can simply proceed with the first question I gave you: “What if 

your website worked even harder?” 

The Easiest Ways to Break In to Web Writing … 
 

1. Write a website for yourself. (Show, don’t tell.) 

2. Find the money pages. 

3. Offer to rewrite web pages for a friend or relative in exchange for 

a testimonial and sample. 

Web Copy Common Projects 
• Home Page  

• Sales Page 

• Subscription Page  

• Information Page 

• Landing Page 



Website Writing Fees 

Home Page 
This is the most important page of a 
website, and is often the most difficult 
to write. 
 
Information Page 
An “information” page contains good 
relevant content such as a “How To” 
articles, product reviews, and any 
other information your prospect might 
need as part of the decision process. 
The goal of an information page is not 
to directly sell something, but to move 
the sales process forward in some way. 
 
Subscription Page 
Product description is minimal; the 
focus is more on the benefits the 
prospect will experience once they 
complete the transaction. 
 
Sales Page 
A page that directly sells a product or 
service. These can range from a short 
product description page (similar to 
the ones you see on Amazon.com) to a 
full-blown sales letter. 

 
Small, Basic Website  
Write the home page plus five to seven 
basic pages, such as About Us, 
Contact Us, and a few sales pages. 

 
$450 – $4,500 
 
 
 
 
 
 
$150 – $750 
 
 
   
 
 
 
 
 
$450 – $4,500 
 
 
   
 
 
$450 – $10,000 (plus 
royalties in some 
cases)  
 
 
 
 
$1,500 – $3,500  

Website Landing Page   
Projects by Type                                Fee Range 
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Website Writing Fees 

Website Planning Services 
Helping a client plan the content for a 
website, resulting in an outline or 
preliminary site map of content and 
site links. These fees are for a site of 
approximately 10-50 pages, larger 
sites would equal higher fees. 
 
Ongoing Copy Maintenance for 
Website   
Retainer agreement, usually involves 
minor copy changes or updates, and 
new test versions. Scope of project 
expectations must be set in 
agreement. 

 
 
$750 – $5,000 
 
 
 
 
 
 
10-15% of gross 
sales, or set a 
monthly fee  
 
 
 

Website Landing Page   
Projects by Type                               Fee Range 
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Website Landing Sales Page   
Projects by Page Length               Fee Range 

Broken Down by Equivalent Length  
in Print 
 
One Page 
  
Two to Four Pages 
  
Six to 20 Pages 

 
 
 
$450 – $1,000 
 
$1,200 – $2,000 
 
$3,000 – $10,000 



Search Engine Optimization  
(SEO) Copywriting 

How to Price and Land the Top 7 Web Copy Projects 13 

Example 1 Example 2  

SEO copywriters craft compelling copy that appeals to customers and 

attracts the attention of the search engines. SEO copywriters help drive 

traffic to web pages. Companies need SEO copywriting to help their 

websites show up in the search engines whenever a user searches for a 

specific word or phrase. This type of marketing is especially important 

because the search engines don’t charge for the organic listings. The 

listings are competitive, though, so businesses are definitely willing to pay 

for a copywriter who knows their SEO.  

How SEO Works: A Brief Overview 
 

SEO copywriters skillfully weave specific keywords into the copy on the 
web page, so search engines understand what topic the web page is 
about. Then, when someone searches for information about that topic 
using those keywords, the search engines know which pages to display 
as most relevant. Example 1 shows how the keywords shown on the 
search results page appear on the web page in Example 2. 



This opportunity for working with websites is probably the most popular 

and, therefore, also the most misrepresented … I say the most popular 

because everyone with a website now knows that they want and need to 

show up in organic search results, and Search Engine Optimization is 

what makes that happen.  

Yet, it’s the most misrepresented because there are many “fakes” out 

there who unfortunately do not really know what they’re doing. They will 

promise companies things they could never deliver, like the guarantee of 

a number one listing on Google. Ultimately, that results in another 

distrusting and disillusioned website owner. 

That’s why when it comes to SEO copywriting, proof will get you the 

furthest when landing clients. And, that means any experience you can 

get is very important when you’re just starting out.  
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The Easiest Ways to Break In to SEO … 
 

1. Find a business with SEO that is weak. Offer to help improve the 

SEO to make their site more visible to the search engines, in 

exchange for the chance to use their website as a case study. 

2. Write optimized copy for a one-time discounted price (or free) in 

exchange for a testimonial. Track the before-and-after results to 

show other prospects what you can do to improve their SEO.  

3. Spin articles into fresh content to increase search traffic. 

4. Work with a professional SEO writer in exchange for experience 

and access to more jobs. 



“Would you like to be in a case 
study I’m writing? I’ll drive free 
traffic to your website, and all 
you have to do is give me a 
testimonial about the results.” 

To get an 
opportunity                    
in SEO, ask a 
potential client 
this key question. 
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Finding case study clients is really very easy — after all who doesn’t want 

a stronger website at a deep discount or for free? Track the improvements 

in traffic to the site and then develop a case study to show other potential 

clients how you can help their business to succeed.  
 

All you need is one piece of proof that you can show to other potential 

clients when selling them on your SEO ability. And, once you have it, 

simply show the results to other potential clients and say, “Here’s what 

I’ve done for other companies, and I can do it for you, too!” 

SEO Copy Common Projects 
 

With over 555 million websites on the Internet today, there are endless 

opportunities for SEO copywriters. Some typical SEO copy projects include: 

• Revise current content to target keyphrases 

• Develop overall keyphrase strategy 

• Drive traffic through social media 

• Market online videos 

• Train in-house marketing team 



SEO Copywriting Fees 

Optimizing Existing Copy 
Re-write a client’s current web copy, 
integrate keywords, so that it can be 
found by the search engines for a 
desired keyword or phrase. 
 
Search Engine Optimization (SEO) 
Copywriting, Original Copy  
Write new copy combining direct 
response copywriting techniques with 
best practices of SEO. 
 
SEO Copywriting of a Small 
Website 
Write a five to six-page basic website 
using SEO strategies. 
 
SEO Strategy and Training 
Help a client with keyphrase research, 
and/or train him how to optimize copy. 
Advise clients about SEO, includes 
website review and recommendations. 
Note: This is usually bundled in with 
the SEO copy, but doesn’t have to be. 
 
Build an Editorial Calendar Around 
SEO 
Varies by amount of content. 
 

$100 – $400 per page 
 
 
 
 
 
$400 – $900 per page   
 
 
 
 
 
$1,750 – $4,000  
 
 
 
 
$150 – $500/hour 
 
 
 
 
 
 
$1,000 – $5,000  

SEO Copywriting Projects                   Fee Range 
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Pay-Per-Click (PPC) Ad 
Campaigns 

This opportunity is to write the ads that appear on a search engine’s results 

page under the “Sponsored Links” heading, either based on the keyword 

research provided by your client, or after doing the keyword research on 

your own. Here are examples of the components of a PPC campaign. 
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• Keyphrases 
• PPC Ads 
• Subscription Page 
• Thank You Page 
• Thank You Email 
• Welcome Page 
• Plus … Bonus Reports and Articles 

PPC Campaign 

Step 3: PPC Ad Live Online  
(appears below “Sponsored Links”)  

Convert With Web Copy 
Free Report: Increasing Conversions 
Make More Money From Your Web Copy 
www.awaionline.com  

Step 2: Ad Copy 

Make money online 
Make money on Internet 
Make money on the Internet 
Make money online business 
Making money online 

Step 1: Keyphrases 
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Step 4 

Step 5 
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Step 6 

Step 7 



Pay-Per-Click (PPC) ads are another tool companies use to drive 

visitors to their websites. Instead of generating free traffic, like Search 

Engine Optimization (SEO) does, companies pay a small amount each 

time someone clicks their ad. 

Good web copywriters who understand PPC are a rarity. Many companies 

have been burned by “PPC experts” who don’t really know how to write 

good PPC copy. Being able to demonstrate your knowledge and track 

record is very important. 
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The Easiest Ways to Break In to PPC … 
 

1. Research high volume keyphrases. 

2. Research competition’s keyphrases. 

3. Put together a campaign overview with keyphrases and landing 

page concepts. 

“I can make this PPC campaign 
convert better for you.” 

“I have a new idea for a PPC 
campaign that will sell more 
(increase subscribers, etc.) 
for your company.” 

phrases and the concept for the 

landing page(s). Your next step is 

to contact the prospect and let 

them know that you have some PPC 

ideas to help them increase 

revenues. Chances are they’ll listen. 

If not, you can always approach one 

of their competitors — after all, why 

let a good plan go to waste? 

Here’s a good way to approach potential PPC clients. Spend some time 

researching keywords and phrases for a prospect’s industry. Also take a 

look at the competitors’ PPC ads. Then put together a proposal giving an 

overview of the campaign you’d like to create for them, complete with key 



PPC Copywriting Fees 

PPC Ads  
Write the ads that appear on a search 
engine’s results page under the 
“Sponsored Links” heading. 
Based on keyword research provided 
by the client. 
 
PPC Ads  
Write the ads that appear on a search 
engine’s results page under the 
“Sponsored Links” heading. Includes 
preparing the keyword research. 
 
Full PPC Campaign 
Put together all of the creative for a 
PPC campaign including the keyword 
research, 10 different ads, a landing 
page, the welcome page, and a 
welcome email. 
 
 

Pay-Per-Click Campaign 
Management Fees 
In addition to writing the creative for a 
PPC Campaign, you can elect to 
manage the entire process on an 
ongoing basis. This includes placing, 
managing, and continually testing the 
PPC ads, and then tweaking the copy 
as needed.  

$25 – $250 per ad 
 
 
 
 
 
 
$75 – $350 per ad   
 
 
 
 
 
$1,000 – $2,500  
 
 
 
 
 
$15% of PPC ad fees 
spent by client, or 
$500 – $6,000 per 
month 
[Note: The range is large 
due to the number of 
potential campaigns. For 
example, one client may 
have two PPC campaigns 
running, while another 
has 50 campaigns. You’ll 
want to consider the 
value of your time.] 

Pay-Per-Click  Ad Projects                   Fee Range 
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Writing Email 

These opportunities are known for ongoing work, so getting your 

foot in the door can mean long-term revenue for your business. 

First up, writing emails … Writing emails may be the easiest area of web 

writing to break into. And, the reason is because the individual projects are 

small, and therefore, clients have very little risk when they try you out. 

But before diving in, spend some time doing a little research to see what 

the prospective company is already doing … 

Sign up for their e-letter (or free report, etc.) and look for opportunities 

where you think you could contribute and/or improve their current email 

strategy. You can also buy one of their products (yes, it’s okay to return it 

later) and review the emails you receive after your purchase is complete.  

Once you see what they’re doing with email, ask the potential client, 

“Would you like readers to open your emails more often?” or “Would you 

like your readers to buy more?” 

When it comes to email marketing, open rates (how many people open the 

email) and conversion rates (how many of the people who opened the 

email took action) are what matter most. And, by using this approach, just 

like with writing website copy, you’re once again tying yourself to the 

company’s ultimate goals.  

Second, writing autoresponder emails is the perfect way to get started 

making money from your copywriting! Along with being your “in” to any 

client … You can write each email in under an hour. You can make $100 to 

$250 per email as a novice, and $500 and up as a professional. And there 

are typically anywhere from 3 to 7 emails in each series. Sometimes more! 
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A third ongoing email writing project you can get is writing company              

e-letters. Smart companies work to establish long-term relationships with 

their customers. E-letters are often the tool of choice for accomplishing  

this goal. 

The first step to identifying good potential e-letter clients is to decide what 

subjects and 

industries you’re 

interested in learning 

and writing about. 

Think about the 

magazines you’re 

most drawn to and 

the e-letters you 

already read.           

E-letters go out often 

… if you land a steady 

gig, you’re going to 

learn and write a lot 

about that topic. It’s 

best if you enjoy it. 

No matter what your interests — fishing, golf, the environment, marketing 

— there’s a long list of potential clients waiting for you. Just do a Google 

search for companies in that area. Then sign up for a few e-letters. 

Generate some ideas on how you can make the e-letters stronger and 

approach the company with your thoughts on how to make the e-letter 

more successful. 



“Would you like readers to open 
your emails more often?” 

To get an 
opportunity                    
to write emails, 
ask a potential 
client these key 
questions. 
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Types of Email Projects 
 

Autoresponders: Emails that are sent after an action is taken. Often 
sent in a series of 3, 5, or 7.  Two examples: “You’ve signed up for a free 
e-letter. Ready to buy something?” and “Thank you for your purchase? 
Ready to buy something else?” 

E-letter: A personal email from your client to his readers. 

E-zine: Articles and editorial for an online magazine. 

Gauntlet: Series of emails all with a single purpose. 

Refresher: Get people who haven’t been reading to read again. 

Sales email: Similar to promos, these emails close the deal. 

“Would you like your 
readers to buy more?” 

The Easiest Ways to Break In to Writing Emails … 
 

1. Sign up for an e-letter and read for opportunities 

2. Offer to write a sales email with the understanding that you'll get 

paid on the 2nd sale from the email. 

3. Buy a product and review the gauntlet series of emails you receive 

afterward — and if there’s no gauntlet, that’s an opportunity, too! 



Email Fees 

Stand-alone Sales Email (Short) 
Similar to promos, these emails drive 
readers to a long-copy landing page or 
ordering page. One to two pages of 
content. 
 
Stand-alone Sales Email (Long) 
Similar to promos, these emails close 
the deal. Written to sell product 
directly by driving reader to order 
page. Three to four pages of content. 
 
Autoresponders 
Series of emails, usually 3, 5, or 7; 
one to two pages of content each. 

 
 
 
 

E-newsletter/E-zine 
Articles and editorial for an online 
magazine. 
 
Articles 
Ranges by complexity of topic and 
client size — generally 400 to 1,200 
words.  
 
Regular E-letters 
A personal email from your client to 
his readers. Ranges by frequency and 
word count. 

 
 
$250 – $2,000 
 
 
 
 
 
$750 – $3,500   
 
 
 
$150 – $350 per email 
(Beginner) 
$200 – $500 per email 
(Advanced) 
Up to $1,000 per email 
(Superstar) 
 
 
$250 – $1,000  
 
 

 
$100 – $400  
 
 
 
$100 – $300 per email 
(usually priced by 
month) 
 

Emails, Autoresponders,   
E-letters, Article Projects                    Fee Range 
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Blogging Projects 

“As I have repeatedly written in one form or other, blogging is not about 

writing posts. That’s the least of your challenges. No, blogging is about 

cultivating mutually-beneficial relationships with an ever-growing online 

readership, and that’s hard work.”                                                                

  — Alister Cameron, Blog Coach and Consultant 

Blogging is an ongoing account of information, opinions, and ideas. Our 

focus with blogging is about generating business … either blogging to 

attract clients for our own businesses, or blogging on behalf of clients. 

Well-maintained blogs can increase traffic to a website by 30%. And 

regularly-updated posts will help keep the blog at the top of the list in the 
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search-engines. Blogs can 

boost sales since they 

provide the perfect forum 

to promote new products, 

sales, services, events, 

and more. They increase 

customer satisfaction 

by engaging with 

customers — listening 

and responding to 

customer concerns.  

Blogging can also 

communicate the brand 

message, enhancing 

customer loyalty. 

 



“Would you like me to take this 
blog off your hands so you can 
focus on your business?” 

To get an 
opportunity                   
to start blogging, 
try one of these 
approaches with 
potential clients. 
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Blogging Common Projects 
 

• Guest blogging 

• Ghost blogging 

• Blog setup 

• SEO Adviser (or simply use this as a benefit!) 
 

Consistent blogging requires an immense time commitment. Some 

companies blog 5 or 7 days a week, creating a constant need for new 

content. The copywriter who can write engaging and optimized copy is 

even more valuable. The connection with customers will be enhanced, and 

marketing efforts will be more readily noticed by the search engines. 

“I have some ideas for 
posts that would generate 
more traffic to your blog.” 

The Easiest Ways to Break In to Blogging … 
 

1. Write down what you’re interested in. 

2. Search Google for companies in that market. 

3. Do they have a blog? 



Blogging Fees 

Ghost and Guest Writing 
Ranges by frequency, topic, and 
length. 
 
Blog Setup 
Depends on length and the blog’s 
intention. 

 
Writing and Editing Content for 
the Blog 
Generally one to two posts per week, 
often includes ongoing training for 
in-house staff. 
 
Custom Design and Template 
Creation 
One-time setup fee. 
 

$50 – $500 per post 
 
 
 
$100 – $1,500 
 
 
 
 
$500 – $4,000 per 
month  
 
 
 
$1,000 – $5,000 
 
 
 
 
 

Blog Writing Projects                           Fee Range 
 

How to Price and Land the Top 7 Web Copy Projects 

 
28 



Social Media Copywriting 
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Another hot opportunity that's continuing to see enormous growth is 

social media. 

Companies now realize that social media is not just a “passing fad.” Their 

customers and prospects are using it, and if they want to connect with 

them, and manage their reputation, they’ll need to use it, too. 

As Nick Usborne points out, “With social media expertise, you will be 

riding a huge wave of opportunity. Companies large and small are waking 

up to the fact that if their content is widely shared across social media, 

they will get in front of thousands of new prospects, and have the 

opportunity to convert those prospects into customers.” 

 Social media has 

created an endless 

amount of work for 

web writers … Twitter 

tweets, Facebook 

status updates, 

YouTube videos that 

require scripts and 

then optimized copy 

for promotion … plus 

new entries like 

Google+ … social 

media is busy and 

open 24/7. 

  



Just like with email, to break in to social 

media, you’ll want to first take a look and 

see if they’re already using social media 

before contacting them. And then, ask your 

potential client, “Are you aware of how 

social media activity is impacting your 

branding efforts — positively and 

negatively?” and “Do you know who the 

key influencers are in your market?” 
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The Easiest Ways to Break In to Social Media … 
 

1. Look to see if potential clients are already using social media.  

• And are they using it effectively?  

• Are they regularly engaging … or just pushing a corporate-

speak message?  

• Are they using direct-response marketing to generate 

interest, attract customers, or drive sales? 

• Is their content written to be shared? 

2. Demonstrate expertise in a particular topic. 

3. Research their brand, as well as their competitors. 

A “no” to either question will land your foot securely inside the door, and 

allow you to propose a series of ongoing social media projects that will add 

a nice new revenue stream to your business. 
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Social Media Common Projects 
 

845 million active Facebook users, 340 million tweets per day,               

10 million Google+ users the first two weeks, and many more social 

networking sites  on the Internet … that equals limitless opportunities for 

Social Media copywriters. And, with over 2.2 billion Internet users 

worldwide, and the 24/7 access, social media will only continue to grow 

and evolve at any unprecedented rate. Some typical copy projects include: 

• Brand management 

• Customer relations 

• Create a Community 

• Obtain expert status 

• Attract new readers/buyers 

• Respond to fans/followers/friends  

• Post consistent messages 

“Do you know what people are 
saying about you online?” 

To create an 
opportunity                    
in social 
media, use 
these key 
questions with 
potential clients. 

“Are you using social media 
to increase sales?” 

“Would you like me to show you 
how to use social media to 
improve your business?” 



Social Media Project Fees 

Brand Management and Customer 
Relations 
Varies based on pre-set goals. 
 
Community Creation 
Discussion moderation and member 
management. 
 
Training/Consulting 
Hourly fees for consulting about social 
media campaign and training in-house 
staff on how to use social media 
properly and successful campaign 
execution tactics.                                                                                                                                                                                                          
 
Social Media Workshops 
Setup on-site workshop. Travel 
expenses are in addition to these fees. 
The fees include planning and prep 
time, and creation of necessary 
workshop materials.  
 
Social Media Speaker 
Generally 1 hour, up to 90 minutes. 
Travel expenses are in addition to 
these fees.                                                                       

$250 – $2,000 per 
month (and more) 
 
$500 – $1,000 per 
month 
 
 
 
 
$50 – $500 per hour                                                                                                
 
 
 
 
$500 – $7,500 for 
half-day event (up to 
4 hours)  
$1,000 – $15,000 for 
full-day event (6-8 
hours) 
 
$1,000 – $5,000  
 
Keynote: $1,000 – 
$15,000  
 

Management and Training                  Fee Range 
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Thank you goes to Mack Collier for his annual survey of what social media costs and to the 
freelancers who contributed to our information gathering. 



Social Media Project Fees 

Facebook Initial Page Setup 
Branding with custom avatar, setting 
up graphics; normally one-time fee.                  
 
 
Monthly Content Management             
and Curation 
 
 
 
Short-Term Event Promotion 
Creation of 1-3 month promotion or 
contest to run on Facebook (could 
include Twitter and other channels). 
Includes branding and posting to 
promote the contest.  
 
Long-Term Event Promotion 
Creation of 3-6 month promotion to 
run on Facebook (could include Twitter 
and other channels). Includes branding 
and more elaborate posting 
commitment to promote the contest.  
 
Twitter Initial Account Setup 
Includes branding with custom avatar, 
setting up background graphics, one-
time fee.                                           
 
Ongoing Account Management and 
Training 
The more content you provide, the 
higher your fees can be. 

$500 – $1,500 
(Beginner)                                                                                            
$500 – $2,500              
(More Experienced) 
 
$500 – $2,000 
(Beginner)                                                                                             
$1,000 – $3,000 
(More Experienced) 
                                                                                              
 
$1,500 – $20,000 
 
Does not include any Facebook 
Ad or Sponsored Tweet costs, or 
any prizes. 

 
 
 
$25,000 – $75,000 
 
Does not include any Facebook 
Ad or Sponsored Tweet costs, or 
any prizes. 

 
 
$500 – $1,000 
(Beginner)                                                                                             
$500 – $2,000             
(More Experienced) 
 
$500 – $1,500 
(Beginner)  
$500 – $3,000                   
(More Experienced) 

Facebook, Twitter Set Up                 Fee Range 
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Social Media Campaign: 
Monthly Plan Fees 

Basic Monthly Plan 
Includes 4 hours of time;  
20 Facebook Wall Posts,  
20 Tweets;  
routine maintenance, fan/follow/friend 
requests, direct messaging responses. 
Setup fee is separate. Monthly plan fee 
should be paid in advance.  
 
Mid-Level Monthly Plan 
Includes 12 hours of time;  
60 Facebook Wall Posts,  
60 Tweets;  
2 Additional Social Profiles,  
1 keyword-rich blog post copy;  
routine maintenance, fan/follow/friend 
requests, direct messaging responses. 
Setup fee is separate. Monthly plan fee 
should be paid in advance.  
 
Premium Monthly Plan 
Includes 20 hours of time;  
100 Facebook Wall Posts,  
100 Tweets;  
4 Additional Social Profiles,  
2 keyword-rich blog post copy;  
routine maintenance, fan/follow/friend 
requests, direct messaging responses. 
Setup fee is separate. Monthly plan fee 
should be paid in advance.                                                                                                               

 
 
$500 per month 
(Beginner)                                                                                            
$1,000 per month 
(More Experienced) 
 
 
 
 
 
 
$750 per month 
(Beginner)                                                                                             
$1,500 per month 
(More Experienced) 
 
 
 
 
 
 
$1,500 per month 
(Beginner)                                                                                            
$2,500 per month 
(More Experienced) 

Monthly Plan Execution Examples        Fee Range 
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Social Media Campaign: 
Strategy Fees 

Monitoring 
More keywords equals higher fees.  
 
 
 
 
 
Strategy Audit 
Examine existing Social Media 
Strategy, provide recommendations on 
forward-moving direction, goal-setting 
and set up plan to measure and 
analyze results.                  
 
 

Strategy Audit, Creation and 
Integration with Existing 
Marketing Campaign 
Examine existing Social Media Strategy 
and current existing marketing 
campaign, provide recommendations 
on coordination of social media efforts 
with other marketing channels, and a 
blueprint for ongoing direction, and 
goal-setting and plan to measure and 
analyze results.                                                                                    

 

Set up: $500 – 
$5,000                                                                                               
Ongoing Reports and 
Advisement: $500 – 
$7,500 per month                                                                                              
 

 
$2,000 – $10,000 
(complicated 
campaigns up to 
$25,000)                                                                                             
 
 
 
 

  
 
$10,000 – $15,000 
(complicated 
campaigns up to 
$30,000)                                                                                             

Monthly Plan Examples                    Fee Range 
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Online Video Projects 

Online video now reaches more than half of the                                                         

U.S. population, and the market penetration                                                       

continues to grow, according to eMarketer.                                                                   

And it keeps growing steadily. 

According to comScore, viewership grows as much as 13% every month. 

A lot of potential clients may already be thinking about video, but perhaps 

they’re not sure how to get started. They need someone to help them 

create videos that are engaging and shareable. All of these factors create 

endless opportunities for online video scriptwriters. 

Clients can use videos for new product launches, how-to demonstrations, 

sneak peeks, to interview customers and employees, and to attract 

attention. Combining SEO with video makes them even more powerful. 

Three key video projects: 

• Write the video script 

• Produce the video 

• Write the sales materials that promote/support the video 
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Three Popular Types of Video 
 

1. Talking Head — usually less than 5 minutes, direct call-to-action. 

2. Text or Animation — 3-5 minute video with the same intentions as 

the Talking Head video, but without a live person. 

3. Value Add — 10-60 minutes, more training in nature and offer the 

viewer tangible value in the moment. Usually combines person and 

animation/text format. 



“What about using video?” 
To get an 
opportunity                    
in video, use 
these key 
questions with 
potential clients. 
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“What could it mean if this 
video was more effective?” 

“What if you could get 
this video in front of 
more people?” 

The Easiest Ways to Break In to Online Video … 
 

1. Add video on to existing projects. 

2. Re-write scripts with stronger call-to-action.  

3. Evaluate direct-response promotions for video potential. 

Online videos are an effective tool for B2B clients.  
 

For copywriters in search of a niche, video is a hot trend. Not a lot 

of copywriters are offering B2B video scripting yet, and that means 

three things: 

• Massive opportunity for you 

• Instant, built-in differentiator for you 

• Instant niche for you 



Online Video Project Fees 

Online Video Script Writing 
Ranges by length and purpose. 
 
Story Board and Production 
Varies based on complexity and video 
length. 
 
 

Video Marketing 
 
 

Complete Video Package 
Total to write, shoot, produce, edit 
video. Varies based on length and 
complexity of the content. A 2-minute 
“talking head” video will generally cost 
less than a 15-minute video with 
multiple scenes and actors, and 
custom animation. For a 
professionally-produced video, a 
budget baseline would be the long-
standing “$1,000 a minute” industry 
cost estimate. 
 
Audio Only Script 
Short script written for an audio 
message of less than 5 minutes to be 
played on a website. 
 

$100 – $500 per page 
 
 
 
$50 – $200 per hour   
 
 
Varies by project 
scope.   
 
 
 
 
 
$500 – $30,000  
 
 
 
 
 
 
 
 
 
$100 – $250 
 
 

Scriptwriting Projects                 Fee Range 
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Additional Opportunities 

Site Audits 
Review the website, conduct initial 
keyword and competition research, 
compare the website against best-
practice standards, write analysis 
report with recommendations. 
 
Press Release 
Normally one to two pages. 
 
 
Case Study or Success Story 
Includes interview with client’s 
customer. Usually one to two pages. 
These are often posted on client’s 
website as a PDF.  
 
White Paper  
A long article explaining a new or 
better solution to a problem.                    
Typically 6-8 pages, approximately 
2,000 words. Often posted on client’s 
website as a PDF. 
 
Editorial Strategy 
  
Copy Critique 
  
Special Reports 
  
Onsite Training 
 
Service Referral 

$1,000 – $2,500 (and 
up for larger sites) 
 
 
 
 
$250 – $500 for 
writing; $150 – $200 
for Distribution Service  
 
 
 
$1,250 – $2,000  
 
 
 
Technical White Paper: 
$3,500 – $6,500 
 

Professional Services 
White Paper:                    
$2,500 – $4,000 
 
$1,000 – $2,000  
 
$200 – $1,000  
 
$250 – $1,000  
 
$3,000+ 
 
10-20% of Fee  

     Special Projects                              Fee Range 
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I get excited every time I talk to a new web copy prospect for the first 

time. I want to dive into their business, learn about their products and 

services, and figure out how I can help. 

I love helping people recognize how to best leverage the Internet to sell 

their products, so I’ll often spend an hour or more online researching the 

company and their competition. 

I get even more excited when we start talking about their goals and how I 

can help them achieve those goals.  

 

 

 

 

Here’s 5 key questions I like to ask my web copy prospects before I sit 

down to write a proposal: 

1. “What is your marketing budget for this project?” 

I can kick myself for every time I’ve failed to ask this important question. 

I recently had an exciting face-to-face meeting with a prospect. We talked 

about their goals, their business, and vision for the website. 

Questions to Ask Your 
Prospect Before You Write 
Your Proposal 
 
By Sid Smith 

5 questions 
I ask before 
I write my 
proposal … 

There are certain questions I’ve learned to ask every 

prospect. These questions help me to gauge their 

enthusiasm for the project and to determine if it’s 

even something I want to do. Not all web copy 

projects are created equal. 
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I returned to my home office and prepared what I thought was a brilliant 

proposal that addressed all of their needs and desires. 

I came in at three times their budget for the project. 

It feels intrusive and premature to ask about their budget before you 

discuss their needs, but it’s an important question to ask, especially with 

small (under $1 million in annual sales) and “mid-market” businesses 

(between $1-5 million in annual sales). 

It’s especially important if the company had either developed their original 

website in-house or it’s so old they can’t remember how it got created. 

They will likely have no realistic idea how to budget for web copy, and 

especially things like autoresponder emails, special reports, landing pages, 

and video scripts. 

2. “Why now?” 

This is an open-ended question that I’ve found provides considerably more 

useful detail than simply asking about their goals. 

By asking why they want to change their website or their web strategy, 

you’ll uncover their deeper motivation for wanting to hire someone like 

you. Here’s an example: 

My prospect hadn’t updated their website for over three years and it was 

woefully out-of-date. Had I asked about their goals, they would have told 

me about getting more search-engine traffic and converting more of their 

website visitors into customers. That’s pretty standard stuff. 
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However, by asking why they had decided to embark on an update to their 

website at this particular time, I learned that they wanted to beef up their 

web traffic and increase sales in preparation for selling the business in a 

year or two. That helped to put a timeframe and urgency around their 

goals, which in turn helped me to price the project in accordance with 

their budget and goals. 

Another recent example demonstrates the power of this question. My 

client had the usual goals of increased traffic and customers. But, when I 

asked why now, they told me about their frustrations with being “the best 

kept secret” in the industry. 

They wore “the best kept secret” badge with pride, but the new CEO 

wanted customers, not kudos. 

You’ll not only learn about their goals when you ask why now, you’ll also 

discover deeper motivations that can lead to an ongoing relationship that 

goes far beyond simply satisfying their stated goals. 

A word of warning: If your prospect tells you that their primary reason for 

their web project is because “it’s time,” then consider this a red flag. A 

study by Hubspot shows that companies without a specific goal or goals in 

mind for a web project are three times more likely to be unhappy with the 

results of the project. 

3. “Let’s talk about your goals … ” 

You’ll notice that the questions I ask are all open-ended. You want your 

prospect to give you more than the company line about stated goals 
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because what lies beneath is often the real goal. It’s the emotional “idea” 

that compels your prospect to get the job done well and quickly. 

When it comes to a web project, a company’s goals will generally revolve 

around these areas: 

• Increase traffic to the site. This is a tricky one because few people 

understand how Search Engine Optimization (SEO) works. It 

behooves you to learn as much as you can about SEO so you can 

effectively set expectations with your prospect. 

• Increase conversions. They want more traffic, and they want more 

of the people who visit the site to execute the “call-to-action.” Direct-

response copywriting techniques will help meet this goal. 

• Increase brand exposure. If a client says this, they’re really saying 

they want more web traffic and more conversions. It’s just a fancy 

way of saying “get us more customers through our website.” 

Sometimes they’ll have a specific goal, such as introducing a new product 

or service. That’s where the next question comes in handy. 

4. “How will you know if we’re successful?” 

Specifics are great if you can get them. Will they know if the project has 

been a success? How will they measure the results? What numbers will 

signal a successful project versus a failed project? 
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This is where you can be a consultant to your client instead of simply a 

web copywriter. They should be measuring: 

• Web traffic: Where it comes from; how much; most active keyword 

phrases; keyword phrases that result in clicks, sales, or conversions. 

• Landing page success: Split-testing headlines, leads, images, and 

even things like the location of the call-to-action on the page; hits 

versus conversions; time spent on the page; where they go after they 

leave the landing page. 

• Conversion rates: “Conversion” may mean clicking on a “call-to-

action” link, downloading a special report, using a “Contact” form, or 

clicking an “Add to Cart” button. They need to know who clicked, how 

they got to the page (by keyword or referral source), and what they 

did after the click.  

• Email open and click rates: For email campaigns, they should be 

measuring the open rate and the click-through-rate for any links in 

the email. 

You can be a 
consultant to 
your client … 

Hubspot’s research also showed that companies 

who actively measured the success of their project 

were over two times happier with the results of the 

project, even if the numbers didn’t meet or exceed 

their original expectations. 
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5. “What will happen if you don’t achieve your   
 goals?” 

Now we’re getting down and dirty. Is the marketing manager’s job on 

the line? Or, is this project simply something that has to be checked off 

a to-do list? 

I’ve heard everything from “the future of our company depends on 

getting more business through the Web” to “ultimately, it really doesn’t 

matter that much; our CEO just wants us to fix the website.” 

In my experience, companies with a strong motivation for getting 

results from their web marketing are easier to work with, more 

engaged, and more willing to pay for my services. 

By asking open-ended, and sometimes tough questions about their 

budget, vision, and goals for the project, and desired results, you’ll 

know how to structure your proposal. 

And, the proposals that result in paying customers are those in which 

you have simply echoed what they told you when they answered these 

five questions. 
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You’ve just finished talking with a prospective client. After a lengthy 

conversation, you heard those four magic words: ”Send me a proposal.” 

Now what? 

A good proposal has all the elements of good copy. It’s benefits-driven, 

focuses on specific outcomes for the customer, and it includes enough 

detail to overcome their fears and objections. 

 

 

 

 

How to Submit a Winning 
Proposal 
 
By Sid Smith 

What to do when a 
prospect says:                    
“Send me a proposal.” 

The five-part format I use remains 

the same in almost all cases, whether 

it’s for $500 or $5,000. I use the 

following headings as the section 

titles in my proposal. 
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Part One: Project Background 

In one to three paragraphs, I lay out all the reasons this project exists. I’ll 

interweave specific benefits so that both the customer and I are clear 

about why this project is so important to them. For example: 

Company XYZ has the unique distinction of producing the world’s fastest 

bobsled. With interest in bobsledding at an all-time high, Company XYZ is 

in a position to quickly dominate the market. However, Tom Davis of 

Company XYZ aptly stated that “Our website is not doing the job we’d like 

it to do.” 

 



What I’m doing is simply feeding back to them what they told me in our 

conversation. I’m reiterating the reasons we talked, and reinforcing what 

they want to achieve. I’ll often end this part with something like this: 

The purpose of this proposal is to outline the specific actions I will take to 

help Company XYZ achieve its goal of increasing bobsled sales by 200% in 

the next six months.  

I want them to know that I’m on board with their goals. 

Part Two: Project Overview 

Here, we start to lay out the project. Once again, I’m going to include 

specific benefits and not just identify tasks. This is not a project plan or 

scope of work. I want to sell them on the value of each component of the 

proposal. 

I often split projects into phases, even small projects. This example has 

three phases, but even the smallest project (one web page) can have two 

phases: research and writing. You don’t have to split your project into 

separate phases, but I find that it helps my client understand the actual 

time and effort involved in researching, writing, and editing the copy. 

The overview simply describes the phases in one or two paragraphs, while 

the next section (scope of work) provides the detailed tasks for each phase. 

How to Price and Land the Top 7 Web Copy Projects 

 
47 



Project Overview example: 

The project will be completed in three phases to ensure your objectives 

are met.  

Phase One: Research. Your goal is that two out of every three bobsleds 

sold this year will be from Company XYZ. To achieve this goal, we need to 

know exactly what the competition is doing, and then how to position 

Company XYZ’s bobsleds to be the clear leader in the minds of bobsled 

buyers.  

I’ll include enough detail so they understand all the pieces of this project. 

Yes, I’ll even do this on smaller projects. I want them to know that writing 

a web page requires research time, coming up with a position statement 

(“The Big Idea”), writing the headline and lead, writing the copy, coming 

up with a quality close, edits, etc. 

You want them to appreciate what really goes into writing great copy so 

they don’t suffer from sticker shock at the end of the proposal! 

Part Three: Scope of Work 

This is where you can get into even more detail. Here, you’ll lay out the 

entire project, including what you’ll do and what you expect of them. 

Adding what you expect from your customer can save your … behind. It 

sure saved mine on a $3.5 million project, which became delayed at one 

point because the customer wasn’t doing their part. 
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I like to include as many specifics as possible. I’ll detail every specific step 

I take to get from start to finish. This might include doing research, 

writing a headline and lead, reviewing and refining the headline and lead, 

and so on. 

I’ll include what I expect from my customer at each step as well, such as 

“review draft and provide feedback.” 

And, I’ll include the specific number of edits I allow. Generally, I provide a 

first draft and allow one edit before completion. This eliminates the 

perpetual-project syndrome, where the project never seems to have an end. 

For example: 

Research phase: 

1. Review current website content. 

2. Review company-supplied supplemental materials. 

3. Analyze product specifications. 

4. Speak with up to three company engineers about the product. 

5. Speak with up to three company marketing or sales professionals 
about the product. 

Company XYZ reviews first draft and provides feedback as follows: 

Correct technical or product description inconsistencies. 

Provide additional information or materials that come to mind upon 
reading the first draft. (And so on … ) 
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Now, I won’t always go into that much detail. It depends on the project 

size and scope. The larger and more complex the project, the more detail 

I’ll include. 

Sometimes I’ll just state the obvious and leave out the details if it’s a 

clearly defined or small project. But, I will include a scope of work that in 

some way says what I’ll do and what I expect from them. 

What you avoid by including a detailed scope of work is what’s called 

“Scope Creep.” That’s when the project seems to grow bit-by-bit, until 

what you’re doing is three times what you thought you’d do. Trust me … 

this happens, and I’ve been stuck doing work (without payment) I didn’t 

think I was going to do because my scope of work wasn’t clear. 

If your scope of work is well-defined, you can simply say, “I agree that 

this is an excellent thing to do, but it wasn’t included in our original scope 

of work. It will add $500 to the project total.” They can then decide if it’s 

worth the extra expense. 

Part Four: Timeline 

Not every proposal includes a detailed timeline. For smaller projects, I’ll 

state the end date: “Final draft to be delivered by June 26, 2012.” On 

larger projects, I’ve outlined specific dates for each step, including and 

especially dates that I expect things back from them. 

I might do something like this: 

Step three: 
First draft of web copy: 4/15/2012 
Company XYZ review completed: 4/22/2012 
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If they’re late, then I simply extend my next due date by the number of 

days they’re late and let them know this is happening. 

The dates encourage me to stay on track, and also ensure that I don’t 

have to rush what I do because they’re late with their part. I had one 

client pay me before the project was complete because I’d added a clause 

that explicitly stated I’d be paid if she held up the project from her end. 

Yes, you can do that. 

Part Five: Cost 

Sure, they might read this first. But, if you’ve got a five-page proposal 

that precedes the cost, they’ll want to read the details. 

By the time they get to the cost section, I want them to know why they 

want to sign and exactly what will happen after they sign. 

As far as cost, I may split payment into two or three increments. This 

depends largely on the size, scope, and length of the project. 

For example: 

At the completion of Phase 1: $1,500 

At the completion of Phase 2: $2,500 

At project completion: $4,000 

The only time I don’t split payment into at least two payments is if it’s an 

ongoing, monthly agreement in which I perform certain tasks each month 

and get paid for those tasks, or the project will be completed in less than 

two weeks from the start date. 
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Otherwise, I will ask for 50% up-front and 50% upon completion. I want 

them to have some skin in the game before I get started. I’ve yet to have 

anyone object to this practice and most know it’s standard operating 

procedure for freelance professionals. 

I hope this helps you to land more lucrative projects for yourself.  

More Price Proposal Advice from the Experts … 
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Winning Proposal Advice from Pam Foster 

“Your proposal should be a client-focused document. Use your persuasive skills 

and present all elements of the proposal in terms of why the client contacted 

you in the first place. Outline the work you’ll do, and the results they can 

expect. Pricing always goes last, because you want them excited about the 

results first. Take an assumptive position, meaning assume they’ll hire you.” 

 
Nick Usborne’s Process for Pricing 
 

NEVER quote prices over the phone. Instead, Nick tells his clients he’ll get 

back with them in 24 hours with a proposal detailing everything. 

Write a detailed breakdown of the job. For this, Nick includes things like 

research, writing time, revisions, and even administration fees (time spent 

sending emails, making phone calls, invoicing, etc.). For each item he assigns 

a dollar value to it and comes up with a grand total. Then, he lets his proposal 

sit on his desk for a few hours before coming back to it. 

Come back to it. After letting his quote sit for a few hours, he comes back to 

it. This is when Nick usually realizes he’s priced the job way too low and raises 

the prices on each individual item, to come up with a bigger grand total. He 

then lets it sit and comes back to it one last time to it. By this point, he usually 

ends up with double the fee he originally thought he’d quote. 



Now you have a blueprint to landing web clients for different, very 

lucrative types of projects. And remember to consider the crossover 

possibilities — the client who hires you for SEO will most likely also need 

PPC ads, web pages, and e-letters written, too.  

To be sure you’re the first writer they think of for these additional 

projects, be sure to keep your clients updated on your skill set … they may 

associate you with a specific specialty and not realize you can provide 

other services as well.  

Here are four additional ways you can become their go-to writer and 

increase your value to your customers:  

Come up with a new idea. I always say I love it when a writer 

approaches me with a new idea, especially if they provide details about 

how they see the idea being implemented, and the benefit to our 

customers. When all I have to do is say “Yes,” everyone wins. 

Improve current promotions. If you identify a way to enhance a 

promotion or existing tool, it shows a willingness to put in extra effort. 

That’s impressive to busy marketing managers like me. 

Help clients to focus on their goals. It’s impressive when a writer takes 

a genuine interest in my current, important goals. When you know what is 

“hot” for your customers, you can come up with ideas to help them reach 

their goals … earning you more projects and making you more valuable. 

Make your client’s life easier! When you help your customer cross 

items off their to-do list, they will appreciate you. Be helpful and easy to 

work with. 

How to Keep Getting Work 
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Finally, to keep getting web copy work, here’s some Best Practices for 

you to follow: 

• Constantly monitor the value of your time 

• Promote yourself as a professional 

• Regularly raise your rates 

• Work faster … and smarter 

• Never give an hourly rate 

• Dedicate time every month to marketing 

• Build single projects into larger ones 

There are thousands of potential clients out there — people who are just 

waiting for someone like you to contact them with a new way to market or 

improve their current marketing or help them achieve their goals or simply 

make their life easier. 

Concluding thoughts … Keep in mind that this entire report is based on 

the assumption that you do, in fact, have the skills to do the job once you 

get your foot in the door. If you don’t, back up a step and learn the skills 

first before trying to get your foot in the door.  

Just remember, you don’t have to learn them all in order to become 

a successful web writer. Choose one opportunity, learn the skills, and 

launch your business using the “ins” I gave you in this report. Then, while 

you’re working that one opportunity, start learning the skills to add a new 

skill set to your list of services, and so on. 

It only takes a few web clients before you have all the work you’ll need! 

The opportunities are there for any web copywriter prepared to go after 

them.  
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Right now, you have the inside information to go out and approach 

prospects, price specific web projects, and land new clients.  

If you don’t have the skills yet to feel confident about taking on these 

projects, we have the resources and solutions to help you. If you’d like 

step-by-step roadmaps and more detailed information about any of the 

specialties in this report, here are some programs I highly recommend. 

The Cornerstone: Writing for Websites, Emails, and E-letters 

 

 

 

 

 

 

 

expert Nick Usborne breaks down what it takes to write copy on the Web 

that will drive traffic, grab attention, and yield conversions. That all adds 

up to bigger success for your client and more money in your pocket. 

Web-Writing Specialty Projects 

If you’d like step-by-step checklists for “diagnosing” what’s wrong with a 

website, and effectively proposing how to fix it, I highly recommend 

checking out Pam Foster’s two popular programs … 

Dive into the lucrative world of web copywriting. 

Web copywriting is NOT the same as traditional 

copywriting, and knowing the difference is often 

the one thing that stands between a website 

making a profit or losing money. That is 

precisely why companies are willing to pay so 

much for a good web copywriter … you have a 

direct impact on their cash flow. Copywriting 

2.0: Your Complete Guide to Writing Web Copy 

that Converts shows you how to dramatically 

improve any web page or email campaign. Web 

http://www.awaionline.com/writing-for-the-web/p/
http://www.awaionline.com/writing-for-the-web/p/
http://www.awaionline.com/writing-for-the-web/p/
http://www.awaionline.com/writing-for-the-web/p/
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The first, Site Audits Made Simple, is your roadmap 

for diagnosing problems with a website and for 

offering solutions to make it work better. The 

program also gives you effective ways to 

communicate this to your client so they hire you to 

do the work. In it, Pam gives you all the tools you 

need to do this effectively, AND get paid for the 

proposal, too. That way, even if they don’t hire you 

to actually do the work, you still walk away with a 

good chunk of change for your research. 

And, if you do work on fixing the website, or work 

on any other web-writing project for that matter, 

you’ll want to check out The Web Copywriter’s Clear 

Path to Profits. With this program, you’ll know how 

to effectively work with clients and get the project 

done so that the client will hire you (and refer you!) 

again and again.  

Autoresponder Email Copy 

Thousands of websites are hungry for autoresponders.                                             

Writers are needed to write email autoresponder series 

for every product being launched … That’s why you can 

make a lucrative living writing autoresponder copy and 

nothing else. Jay White is the go-to guy for effective 

autoresponders, and he’s teamed up with AWAI to create 

Autoresponder Apprentice: How to Become a Successful Copywriter Without 

Writing Sales Letters, a step-by-step online program with everything you 

need to know to become a successful autoresponder writer. 

http://www.awaionline.com/www/siteaudits/
http://www.awaionline.com/www/siteaudits/
http://www.awaionline.com/www/clearpath/
http://www.awaionline.com/www/clearpath/
http://www.awaionline.com/www/clearpath/
http://www.awaionline.com/www/siteaudits/
http://www.awaionline.com/autoresponders/p/
http://www.awaionline.com/autoresponders/p/
http://www.awaionline.com/autoresponders/p/
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Social Media 

Social media is becoming the driving force 

behind commerce online. Whatever your 

writing or copywriting specialty, your 

prospects and clients will expect you to help 

them leverage social media in every area of 

their marketing activities. Become a social 

media expert and begin offering social media 

services to your clients. In Nick Usborne’s 

program How to Make Money as a Social 

Media Expert, Nick guides you through the 

changing social media landscape showing you 

exactly how you can use social media to 

position and grow your freelance business. 

 

Online Video 

There’s lots of money to be made from online 

video. Don’t leave your piece of it on the 

table! If you want to learn to write video 

scripts or more about working with online 

video, AWAI has a couple of programs that 

will help you. 

Marketing with Video Online for Profit is a 

nuts-and-bolts program developed by award-

winning videographer Jessica Kizorek.  

http://www.awaionline.com/social-media/p/
http://www.awaionline.com/social-media/p/
http://www.awaionline.com/video-marketing/p/
http://www.awaionline.com/social-media/p/
http://www.awaionline.com/video-marketing/p/
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B2B marketing is changing fast. An incredible 

amount of money is shifting to online video. Find 

out how you can write online video scripts for 

your B2B clients and capitalize on this emerging 

trend. How to Write Online Video Scripts for B2B 

Companies by Pete Savage teaches B2B 

copywriters everything they need to bring the 

world of online video to their clients. 

WealthyWebWriter.com offers all of the up-to-date information you need 

to keep up with the ever-evolving web world. With thousands of articles 

and over 140 webinar events in the Wealthy Web Writer Multimedia 

Library, you’ll find answers to any questions you have. Members also have 

a Forum, and a Job Board with opportunities in all specialties. Receive the 

free Wealthy Web Writer e-letter by signing up here. 

http://www.awaionline.com/b2b/video-scripts/p/
http://www.awaionline.com/b2b/video-scripts/p/
http://www.awaionline.com/b2b/video-scripts/p/
http://www.awaionline.com/signup/web-writing/
http://www.awaionline.com/signup/web-writing/


I hope one — or more — of the opportunities I’ve outlined will help you 

start or expand your career.  

I consider myself lucky … I’m inspired every day by the Wealthy Web 

Writer and AWAI members who are reinventing their lives, and achieving 

their dreams of financial security, independence, and the freedom to live 

and work where they choose. 

It’s exhilarating to know that even in today’s economic climate, I help 

provide a solution for people who want to escape the 9-to-5 cubicle 

lifestyle, and become in-demand professionals, running their own business 

— and their own life — on their own terms. 

It’s your turn. What are you waiting for? 

To your success, 

 

 

Rebecca Matter 
Founder, Wealthy Web Writer 
Co-Managing Partner, AWAI 
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countless products, both online and off, and has spoken and written on 

topics ranging from getting and working with clients to successful web 

marketing strategies.  

Rebecca recognizes the tremendous opportunities available to people who 

know how to write and market effectively on the Web. She’s dedicated 

herself to keeping AWAI members ahead of the curve … and in demand … 

by creating cutting-edge programs on the most marketable web skills 

today. Rebecca is also the Founder of Wealthy Web Writer, which gives 

readers the tools, tips, and techniques they need to write effective web 

copy. Contact Rebecca at askrebecca@awaionline.com. 
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Rebecca Matter is a Co-Managing Partner and 

Director of Online Marketing for American Writers & 

Artists Inc. (AWAI), the world’s leading trainer of 

direct-response copywriters and graphic designers. 

A marketer with over a decade of experience in 

publishing and direct-marketing, Rebecca has 

spearheaded successful million-dollar campaigns for 

http://www.awaionline.com/signup/web-writing/
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