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Spankin' New" 
Ed Gandia 

B2B copywriter and business-building coach for freelancers 

V
ir

tu
a

l W
o

rk
sh

o
p

 



 Co-author of the bestselling book The Wealthy Freelancer 

 Also an author, speaker, and coach who teaches freelancers how to earn 
more in less time, doing work they love, for better clients 

 Current and past copywriting clients include Autodesk,  
CDC Software, Kaiser Permanente, Constructware,  
ToolWatch, Aldata System, and more than a dozen  
other enterprise software companies 

 Founder of International Freelancers Academy and host  
of the popular podcast, High-Income Business Writing 
[www.b2blauncher.com] 

 Advice and insights have been featured on CNN Radio, CBS Radio News, Inc. 
magazine, The Huffington Post, The Christian Science Monitor, AirTran's Go 
magazine and The Writer, among others 

4 Weeks to B2B PRO 
Speaker 

Ed Gandia, Freelance B2B Copywriter 

http://www.b2blauncher.com/


Nothing else matters if 
you can’t get clients! 





50% of new 
businesses fail within 

5 years. 





9 out of 10 new 
freelance copywriters 

don’t have a viable 
plan 



What can you do about 
it? 

That’s what I’m here to 
show you! 





Wake up! 



Focus 



Commitment 



Belief 



An Obsession with 
Baby Steps! 



Prospecting is Your 
Full-Time Job 



Smart Positioning 



Web Copy That 
Clearly Reflects Your 

Positioning 



Build a Super-Simple 
Website 



Readiness Gut Check! 



Tap Your Network 



Cold Prospecting 



Let’s Get Started! 





Positioning: 
The perception your prospect 

has about you and your 
services when they come in 
contact with your marketing 
materials, your website ... or 

you!  



Two Critical Elements: 
1. Whom you best serve    

(what target audience) 
2. What makes you different 

in the eyes of that target 
audience. 



It does NOT need to 
be an industry!! 



You Must Also Define: 
• What you do 
• Why your difference matters 

to this target audience 



Finally, your positioning 
should include one or 

more credibility elements 



Sprinkle 
credibility 
elements here 



Whom You Can Best 
Serve 











How important is the type 
of writing you do?  



What's their financial 
capability to pay 

according to the value 
they see in your work? 



Are this market’s typical 
offerings: 

• New or different? 
• Expensive?  
• Complex? 







What Makes You 
Different to This 

Audience? 



What would the value in a writer be? 
• No handholding required 
• Quick turnaround 
• Error-free work 
• Excellent storytelling skills 
• Can craft a compelling argument 
• Professional 
• Trustworthy 
• Can hit the ground running 
• Understand the industry, our business, 

our customers... 



What makes YOU different? What makes 
you a better choice than most of your 
competitors? 

 
• Personal and professional background 
• Career accomplishments 
• Experience 
• Education 
• Skills 
• Specialized knowledge  
• Certifications 
• Achievements, accomplishments, awards 
• Track record 
• Client roster 
• Aptitudes 
• Likes and dislikes 
• Hobbies 



Why Do Your 
Differences Matter? 



Match each differentiator 
with one of the client 
“needs” you identified 

earlier... 
8 years in commercial 
insurance... 

...Means I “get” the business 
and all the nuances. I can hit 
the ground running with no 
handholding. 



Keep asking yourself... 
 

So what? 
Why would that 

differentiator matter 
to a potential client? 



WHAT Do You Do? 



Look at factors such as: 
• Type of assignments  
• Copy vs. content (or both) 
• Short vs. long 
• Other assignment attributes 



Your "What" doesn't 
need to be super-
specific (I write case 
studies).  
It can be more general    
(I write B2B copy and 
marketing content). 



Don’t over-think 
your “What”! 

It’s probably NOT going 
to be what sets you apart. 



Sprinkle 
credibility 
elements here 



Turn Your Findings 
Into Raw Copy  





A value statement is a 
simple paragraph (or a 
series of bullet points) 
that communicate your 

positioning 



It describes: 
• What you do 
• For whom 
• Why you're different  
• Why that difference matters 



Option A: 
Paragraph Form 



Example: 
“I work with software companies 

to write white papers, articles and 
case studies that help accelerate 

their sales cycles. Unlike most 
business writers, I am an 11-year 

software sales veteran, so I 
understand the complex, strategic 

selling process and the critical 
role marketing plays in this 

process.” 



Option B: 
Bulleted List 

Works best when you're still 
sorting through ideas and 
trying to make sense of 

what you uncovered in the 
positioning exercise. 



Example: 
• I write white papers, case studies and 

bylined articles. 
 

• I work for enterprise software companies 
in the data management, WMS and A/E/C 
space. 
 

• I have an 11-year corporate sales 
background. 
 

• I have sold and marketed software and IT 
services for 14 years. 



 
• I can build an airtight case for your solution 

using facts, reason and emotional triggers. 
 

• I understand the complex, strategic selling 
process and the critical role marketing plays 
in this process. 
 

• No handholding required. I'm the 
consummate professional. I get done, and I 
get it done on time. Always! 
 

• You can't afford to work with people who 
won't come through. You already have 
enough on your plate. You're not a babysitter.  



Build a Super-Simple 
Website 





Your Website’s Objectives: 
 

• Attract first two rounds of clients  
• Use it as an effective prospect 
filter 

• Have it do some of the early-
stage "selling" for you 



Your website has to be: 
• Clean 
• Simple 
• Organized 
• Communicate your positioning 
clearly and immediately 

• Show you're credible enough to 
warrant an inquiry 



Do NOT (yet)... 
• Add a blog 
• Collect names 
• Offer a report  
• Give visitors a ton of content 
• Worry about SEO 
• Worry about creating the best-
looking site possible 



Starter Website 



Technology Platform 



Wordpress  
(using StudioPress themes and 

the Genesis framework) 



Strikingly.com 



Squarespace.com 



What we’ve 
covered 



Here’s what’s 
next... 



Work with what 
you’ve got! 
And let each 

incremental “win” fuel 
your next action. 



Readiness “Gut 
Check” 



The Pro Bono Approach: 
• Tap your network 
• Find a small biz group in 
LinkedIn 

• Find a local networking group 
• Shoot for 2-3 pro bono projects 
• Condition #1 = sample 
• Condition #2 = testimonial 
• Condition #3 = go live in < 60 
days 



Start with Your Network 
(Your First-Round List) 



Scan Your Address Book: 
• Current & previous employers 
• Ditto for your spouse/partner 
• People you’ve worked with 
• Friends, neighbors... 
• Church, kids’ friends, other 
groups 

• Connectors and/or good referral 
sources 



Nearly $200k in income 
over a 7-year period! 



Send each relevant 
contact a 

Launch Email 



Hi Joe. 
 
It's been a while since we connected. Hope you, Amanda and 
the kids are doing well. Last time we met for lunch, your 
oldest son was about to leave for college. I hope that went 
well and than he’s adjusting nicely to college life at Georgia.  
 
I’m writing because I've recently launched a commercial 
writing business, and I was curious if someone in your 
professional network could potentially benefit from my 
services. 
 
Content marketing has gone mainstream. Yet companies are 
stretched thin and can't handle most of their content writing in 
house.  
 
I can fill that need in an affordable way — whether it's 
website content or sales collateral, articles, reports, white 
papers or virtually any type of marketing content.  



My ideal prospect is a business that sells something new, 
expensive or complex. Those are the factors that typically 
require lots of marketing and sales content.   
 
Here's a link to my website, where I have additional 
information: 
www.XYZ.com. 
 
If you think of someone who meets these criteria, would you 
be willing to make a short email introduction? I assure you 
that I will treat anyone you send my way with the utmost 
respect and courtesy.  
 
Thanks in advance, Joe. And don’t hesitate to call me if you 
have any questions. Either way, let’s catch up soon. I’d love 
to buy you lunch if you’re available sometime over the next 
couple of weeks. 
 
Tim Burns 



SUBJECT LINE: Jody Beasley at CGI 
 
Hi Dennis, 
 
I’m calling because I’ve recently launched a commercial 
writing business. Specifically, I’m leveraging my corporate 
training experience to help companies in that industry write 
better marketing and sales materials.  
 
I’ve been working on putting together a very targeted list of 
prospects -- companies I really believe I can help. One of 
these companies is CGI. And while doing a search in 
LinkedIn, I saw that you were connected to Jody Beasley 
over there.  
 



Wanted to see if you could introduce me to Jody so we could 
determine if my services would be of value to CGI.  
 
I’ve found that many companies in that industry have more 
marketing materials to write than they have time or resources 
to create them. And I can help fill that need in an affordable 
way. 
 
Thanks for any help you could provide. 
 
Regards, 
 
Tim Burns 



To recap... 
 

1. Go through your address book and 
identify your most relevant contacts. 
 

2. Send these contacts a personalized 
“launch email.”  
 

3. Consider asking for referrals rather than 
direct business. 



 

4. If you're going the pro bono route, make 
sure your launch email scripts reflect 
that. 

 
4. Your job is to land that first client, 

regardless of how much you charge 
them (or the quality of that client).  

 



About 30% of the time, your 
first client will come from 

your launch list effort 
(directly or indirectly) 



REMEMBER: 
Your #1 job right now is to 
get that first and second 
client (or the next level of 
client from where you are 

today) 
That’s it!!  



Need Help? 
Want some help getting 

your business off the 
ground ... 

... and landing your first two 
rounds of clients? 



I’ve been working with new 
and aspiring B2B 
copywriters over the past 3 
years. 



They were good writers... 
But they were stuck! 





If you’re tired of spinning 
your wheels, I may be able 
to help. 





I’ll work with you to get your 
B2B copywriting business 
off the ground quickly and 
safely. 



We’ll work together to land 
your first set of clients over 
the next 4 months. 



I’ll show you how to stair-
step your way to long-term 
success as a freelance B2B 
copywriter. 



We’ll dive much deeper into 
this material (and more!) 
And I’ll work with you to 
make sure you implement 
effectively. 



You’ll get step-by-step 
training and guidance. 
This is a very methodical 
approach to getting results. 



My current B2B Biz 
Launcher coaching clients 
are paying $4,500 



I’ve dropped the registration 
fee for B2B Biz Launcher 
2.0 to just $2,497. 



But for this first round, you 
can register for 4 
installments of $549... 
 

Or save $200 by making 
one payment of $1,997. 



FREE Bonus for COS 
Members 

(real value of $297) 



Learn more at: 
b2blauncher.com/AWAI 





Spots are limited.  
And registration will close 
next week (unless we sell 
out before then) 



Learn more at: 
b2blauncher.com/AWAI 



Questions? 
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