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Find the Right

Clients
T Define your ideal customer –

Narrow down the field of potential cli-
ents by defining your ideal customer.
You may already have some ideas of the
type of customer you want to serve. May-
be one of the following appeals most to
you?

Small owner/operator-run businesses
Agencies looking for subcontractors
Large corporations
Non-profits
Local (or not!)

T Define your ideal project – Think
back to the projects you’ve had the most
fun working on. Maybe it was the sub-
ject, or the technology, the length of
time, or the other people you worked
with. Now think about the projects
you’ve dreaded, where you couldn’t send
that last invoice fast enough.

What were the differences between
those types of projects?

Find projects and work you enjoy and
use it as a basis to go after clients offer-
ing those sorts of projects.

Source: “Finding the Right Client
Match” by Carrie Dils, March 12, 2014;
www.carriedils.com/find-right-clients/
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Don’t Undervalue Yourself 

One of the things that seems to surprise freelance editors who haven’t worked in
house is how little the rate you charge matters to the editor placing the work (not uni-
versally, but in many segments of the wildly variable publishing industry). It’s far more
important that they believe you will do a good job, and in particular that you will active-
ly relieve the editor of responsibility. That is, after all, why they’re outsourcing the
work.

Work is usually outsourced for financial reasons. But the person who actually com-
missions the freelancer has other priorities. As long as the project budget overall re-
mains viable, they’re looking for a supplier who will make their life easier.

And this is where offering low rates can work against you. If you don’t charge
much, the in-house editor is likely to think that you’re either fairly new or not very good
(or both).

Source: “What Are You Worth?” by John Pettigrew, DigitalBookWorld.com, March
21, 2014; http://bit.ly/1tn9cx6 

Contract Tip 

What’s the worst thing a freelancer can do with regards to protecting/not protecting
their work?

Freelancers will often sign “work for hire” or “all right” contracts. But you should
never sign an “indemnification clause.” That’s a clause that makes the writer responsi-
ble for paying any legal costs related to the story. As a freelancer, don’t assume that
you’re protected against a libel suit because you won’t libel anyone. Someone can still
file a frivolous lawsuit against you and cost you thousands in legal fees and endless
agony.

Source: Randy Dotinga, freelance writer and vice president of the American Society
of Journalists and Authors, quoted in “Protecting Yourself As a Freelance Writer” by
Polina Opelbaum, ProfNetConnect, March 19, 2014; http://prn.to/1tn1oLC

GPO Offers Free E-books 

The U.S. Government Printing Office (GPO) will expand its e-book program to
allow free public access to titles in the GPO’s Catalog of U.S. Government Publications
(CGP), a finding tool for federal historical and current publications. About 100 e-books
are now available for download, with new additions each month.

Through the Federal Depository Library Program (FDLP), the GPO distributes cer-
tain government documents freely to 1,200 U.S. libraries. The GPO’s expanded e-book
program meets the growing needs of the FDLP.

The CGP provides the option to find nearby Federal depository libraries that have
specific publications as part of the FDLP and also offers direct links to publications that
are online. Topics include the military, agriculture, science, health, and national securi-
ty. Search the e-book catalog at http://fdlp.gov/377-projects-active/1886-ebooks-gpo

Source: U.S. Government Printing Office; www.gpo.gov
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Abbreviations Used
B/W. . . . . . . . . . . . . . . . . . . . . . . . . . .  black & white
POA. . . . . . . . . . . . . . . . . . . . . . .  pays on acceptance
POP . . . . . . . . . . . . . . . . . . . . . . . pays on publication
Q . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . query
MS. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  manuscript
MSS. . . . . . . . . . . . . . . . . . . . . . . . . . . . .  manuscripts
SASE .. . . . . . . . . . . self-addressed stamped envelope
 

Copy & Ad Deadlines
Copy for any issue must be received by the 1  ofs t

the preceding month (e.g., Nov. 1 for December issue).
Unclassified ad rate is 50 cents per word per insertion.
Discounts for multiple insertions.  Contact FWR, PO
Box A, North Stratford NH 03590, for current adver-
tising rate sheet including unclassified, display and
inserts.

Affiliate Offers
Writers-Editors Network may be an affiliate of

some of the links in this newsletter. T hat means we
may receive a commission if you purchase something
after clicking on our link. I only recommend products
I have tested and like or people I totally trust. You nev-
er pay more, and sometimes I'm able to negotiate spe-
cial discounts and bonuses. However, you should al-
ways do your own research and due diligence.

On Storytelling
“I started pitching this story and found

no one was interested. I spent months
sending out emails. The thing that stayed
with me most is that I went to an editor at
a magazine who basically told me verba-
tim, ‘If you can repitch this and tell me, in
the Hollywood version of this story, who
would Julia Roberts play, then I would
consider it.’ That was definitely the low
moment of my journalistic career. I real-
ized people need a character to care about.
And without that, you’re just not going to
get very far in a longform piece. You have
to have actual human beings people can
invest in. People don’t really care about
issues so much as they care about the sto-
ries and the characters that bring those is-
sues to life.” – Sarah Stillman

Source: “19 Writing Tips From Writ-
ers and Editors for The New Yorker: Se-
crets on reporting and storytelling from
some of the best in the business.” by
Grace Bello, Buzzfeed, March 12, 2014;
http://bzfd.it/1mmYJgQ

Teach Online Courses 

On the hunt for your next gig? Try teaching.

To run a successful freelance business today, you likely have concluded that you
need multiple revenue streams. To this end, keep in mind that you’ve mastered skills
other people probably want to learn, too. You’ve probably accumulated a vast reservoir
of knowledge that would benefit others. Good news: You can develop course material
during dry spells, and have a flexible enough schedule to monitor feedback and ques-
tions.

The average instructor on Udemy, for example, makes $7,000 a year, making it a
huge side gig opportunity. And you can teach skills you know (writing, editing, pho-
tography, publishing) or how-tos based on the knowledge you’ve gleaned through your
writing research and personal experience (e.g., gardening, parenting, fishing).  Go to
www.udemy.com/courses/ and look under Categories to see the range of possibilities.
An overview of Udemy:

Application: No, accepts anyone

Course content: No content restrictions

Minimum content: 30 minutes, 60% of which must be video content

Ownership: You retain 100% ownership over course material

Fees: Udemy takes 0% of the cost of the class if you refer the student; 50% of the
cost of the class if the referral comes from elsewhere.

Average cost for students: Seems to be about $20 per 1.5–2.5 hours of content. A
31-hour class can be as high as $500.

Ease of use: I (Van Thoen) tried to set up a course myself, and it was dead easy.
The hardest part is not putting it on Udemy, but actually putting the material (videos,
etc.) together!

Other perks: Udemy Studio, an instructor community, provides support and advice
from successful instructors.

Any cautions? There’s a lot of content on Udemy! Standing out and marketing
your class will be half of your work.

But Udemy is not the only “teaching online” game in town. In her online article,
Van Thoen gives an overview, including pros and cons, for four other options: Skill-
share, Coursera, your own website or email, and CreativeLIVE. 

It’s an article worth reading and an income stream worth exploring. (Be sure to
read the Comments on Van Thoen’s post, as they mention other online course venues.)

Source: “5 Best Sites for Teaching Courses Online” by Lindsay Van Thoen,
FreelancersUnion.org, March 6, 2014; http://bit.ly/1lkEbEk 

Book Marketing Tip 

Build a network – Modern marketing is not about broadcasting to anyone and ev-
eryone. It’s about building emotional connections with the right people. Create deep,
loyal relationships with readers by genuinely caring about them. Be real, be vulner-
able.

With those deep relationships in place, your web will start to build itself. It’s Met-
calfe’s Law (http://bit.ly/1tn3PxU): readers will tell others about your book if they like
it, and the value of your network will explode.

Building your network also means connecting with other authors and anyone who
can help you market. Make a list of people you’d like to connect with. It might feel
fake to approach someone and say, “Hey, I think it’s important we build our relation-
ship.” It’s not. Being intentional about building a relationship doesn’t make it fake.
So get out there and network.

Source: “7 Things I Learned from the World’s Best Marketers” by Tiana Warner,
JaneFriedman.com, March 24, 2014; http://bit.ly/1tn4i3f 
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 Market Updates I 
All You (FWR, 08/12), whiich had

been available on newsstands only at
Walmart, is now distributed through su-
permarkets, drug stores, and bookstores
across the country.

Tony Gervino has been named editor-
in-chief of Billboard; tony.gervino@bill
board.com; (212) 493-4100; www.bill
board.com

David Mildenberg has joined Busi-
ness North Carolina as editor; www.
businessnc.com.

Krista Scarlett is the new editor of
Celebrate Gettysburg magazine, which
features “in-depth articles, stunning pho-
tography and recurring departments all
highlighting the good life in the area”;
www.celebrategettysburg.com

Chicago Magazine has named Ter-
rance Noland executive editor. The mag-
azine is published monthly by Tribune
Inc., with a circulation of 152,600; (312)
222-8999; tnoland@chicagomag.com;
www.chicagomag.com

Country Living (FWR, 11/13) has
completed its move to Birmingham, Ala.
The New York City address still appears
on the website; WritersMarket.com still
shows the NYC address plus the former
editor. So watch the website or look for it
on newsstands.

Benton Ives has taken over as editor-
in-chief of CQ Weekly, which provides
private industry, non-profits, the media,
government and the academic communi-
ty with information on Congress and the
political process; http://corporate.cqroll
call.com/

Elizabeth McIntyre is the new editor
of Crain’s Cleveland Business; (216)
522-1383; clevedit@crain.com; www.cra
inscleveland.com

Malcom Jones has been promoted to
book editor at The Daily Beast.

Jeremy Kaplan has been named edi-
tor-in-chief at Digital Trends; www.dig
italtrends.com

Duluth-Superior Magazine closed
its doors on March 19. Its publisher,
Marti Buscaglia, relocated to Anchorage,
Alaska, two years ago and was concur-
rently running the magazine and serving
as vice president of advertising for the
Anchorage Daily News. Buscaglia could
no longer manage to work at both publi-
cations, especially considering that Du-

luth, Minn., was thousands of miles a-
way.

Kyle Ryan will join EW.com as the
editor on April 14, 2014; http://twitter.
com/Kyle_Ryan; www.ew.com/ew

Sara Sciuto has joined Foreword Lit-
erary as an agent, specializing in child-
ren’s books. She was previously an agent
with Full Circle Literary. (Source: Pub-
lishersLunch.com)

Washington Post Media has re-
launched FW: Fashion Washington as
a monthly magazine, expanding coverage
to include lifestyle and travel subjects.
Editors are Janet Kelly and Nancy Mc
Keon, but an editorial email link on the
website goes to julie.gunderson@washpo
st.com. Distribution is to 100,000 upscale
addresses; http://fashionwashington.com/

The Hibu community magazines di-
vision has closed and employees have
been let go. Formerly called Yellowbook,
Hibu published more then 600 hyperlocal
magazines in 20 states. The 32-page
magazines were free and mailed to 5,000
of the highest income homes in each
community. Journalists at the main offi-
ces in King of Prussia, Pa., are scheduled
to work until mid-May on the final two
issues.

Holiday, the classic travel magazine
that shut down 37 years ago, is getting a
second chance at life by Franck Durand,
who is resurrecting it in Paris. In a tri-
bute to the original, the newest issue is
numbered 373, picking up where Holiday
left off in 1977. 

Scott Bland has been promoted to ed-
itor-in-chief of Hotline, which features
daily news briefing on American politics
and is available only to National Journal
members; (202) 739-8400; sbland@nati
onaljournal.com; www.nationaljournal.
com

Fran Ostendorf has been named edi-
tor of The Jewish Voice, which serves
the Jewish population of New England;
(401) 421-4111; editor@jewishalliance
ri.org; www.jvhri.org

Knoxville Magazine (FWR, 11/13)
has launched as a bimonthly. Publishing
offices are in Chapel Hill, NC (Shannon
Media Inc.); editorial office is at 525 Un-
ion Avenue, Knoxville TN 37902; (865)
200-4319; gay@theknoxvillemagazine.
com; http://theknoxvillemagazine.com/.
Editor: Gay Lyons.

Peter Van Allen has been named edi-
tor of Mainebiz; (207) 761-8379; pvanal
len@mainebiz.biz; www.mainebiz.biz.
Mainebiz serves businesspeople in
Maine.

The Minnesota Christian Examiner
is being relaunched as a faith-based life-
style magazine called Refreshed. The
magazine will retain Scott Noble as edi-
tor; scottnoble@christianexaminer.com

Will Hernandez is the new editor of
the digital publication Mobile Payments
Today, which covers the mobile money
sector, offering industry news and com-
mentary on mobile banking, mobile com-
merce, mobile POS and related subjects;
http://twitter .com/MobilePayToday;
www.mobilepaymentstoday.com

Jake Silverstein has been named the
new editor of The New York Times
Magazine (FWR 12/13).

Oxygen (FWR, 10/13), www.oxygen
mag.com, a fitness magazine for women,
is expanding its content under the new
owner to include the functional-fitness
trend. Functional fitness refers to train-
ing your body as one integrated unit for
real-life situations. Editor-in-chief is now
Diane Hart.

Joyce Chang has been named editor-
in-chief of Self magazine, effective May
1. She had been executive editor of Cos-
mopolitan. Contact: (212) 286-2860;
joyce_chang@condenast.com; www.self.
com

Southern Living editor-in-chief
Lindsay Bierman is leaving for a top post
in academia at the University of North
Carolina, starting in July. Sid Evans will
take over as EIC. Evans had been group
editor of Southern Living parent compa-
ny, Time Inc., and will now head South-
ern Living as well as continuing to have
editorial oversight of Cooking Light,
Coastal Living, Sunset and This Old
House magazines.

Mark Bechtel is now managing editor
of Sports Illustrated Kids; moving from
senior editor for Sports Illustrated;
http://twitter.com/SI_markbechtel; www.
sikids.com

Thomas Weber has been named exec-
utive editor at Time (FWR, 11/13); (212)
522-1212; thomas_weber@timemagazin
e.com; www.time.com
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New Markets I 
(New magazine info is published as it

comes in, almost daily, on the Writers-Edit
ors.com “Latest Markets” page in the Mem-
bers section. Check it out regularly for a
head start in contacting editors. A few non-
paying markets may be listed below (a) as an
alert not to waste your time, (b) as an alert
should the target audience be useful in pro-
moting your books, or (c) where a valid liter-
ary journal may be a worthy showcase to edi-
tors for your fiction and poetry.)

American CurrentSee, Washington
Times, http://americancurrentsee.com/.
Publisher: Dr. Ben Carson. Executive
Editor: Armstrong Williams. Weekly
digital magazine, first issue March 30,
2014. Target audience: Conservative
black Americans.

BBC Antiques Roadshow Maga-
zine, Kelsey Publishing Group, Cudham
Tithe Barn, Berry’s Hill, Cudham, Kent,
TN16 3AG; +44-(0)1959-543727; sue.he
rdman@kelsey.co.uk; www.bbcantiques
roadshowmagazine.com. Editor: Sue
Herdman. Monthly magazine, first issue
April 2014. Nonfiction: Behind the
scenes of the TV show, advice on an-
tiques and collecting; tours of remarkable
houses, filled with collectibles; focus fea-
tures on great makers past and present,
treasure hunting, and interviews.

Birch Magazine, Keenpixel, 48 Elm
Street, Potsdam NY 13676; (315) 262-
7336 (address and phone not on website;
source is URL registration); editor@bir
chmagazine.com; www.BirchMagazine.
com. Editor-in-Chief: Ryan Meashaw.
Regional online magazine, first issue
September 2014. Focus is on northern
New York’s local arts, lifestyle, food,
music, poetry, and culture. Will include
video interviews.

Bluff City Bark, Memphis, Tenn.,
bluffcitybark@gmail.com; www.bluffcity
bark.com. Founder/Publisher: Katey Mc
Cabe. Bimonthly digital pet magazine,
first issue April/May 2014, can be read
online. Target audience: Memphis pet
owners. Nonfiction: Training, pet-friend-
ly events, rescue stories, seasonal infor-
mation.

Bottom Line, a new monthly mem-
ber magazine, has been launched by
AMSP/NAPL/NAQP, the new industry
association created this year through the
merger of the Association of Marketing
Service Providers, National Association
for Printing Leadership, and National
Association of Quick Printers. The pre-
mier issue was mailed to 7,000 industry

professionals in early April. Editorial
will include updates on legislative and
regulatory issues affecting mailing and
distribution of the printed product, best
business management practices, data and
privacy, and marketing strategies. The
inaugural April issue includes articles on
personalized mail, selling variable-data
printing, and providing one-to-one mar-
keting services. Contact is Dean
D’Ambros, (800) 642-6275 ext. 6314,
ddambrosi@napl.org

Borrowing a spin-off tactic from Eu-
ropean magazines, the editors of Marie
Claire launched its first pop-up maga-
zine in March. Called Branché, which
loosely translates to “plugged in” in
French, 30,000 copies of the magazine
were distributed (free) by Hearst employ-
ees in well-trafficked areas of New York
over a three-day period. The 40-page
magazine was comprised of 20 ad pages
and 20 edit pages, and is an insider’s
guide to New York style, culture and
food and nighttime hot spots. An early-
fall edition is planned for the brand
extension; www.branchemagazine.blog.
com

Complete Senior, 31642 Coast Hwy
#102, Laguna Beach CA 92651; submis-
sion form on website; http://complete
senior.com/. Editor-in-Chief: Richard
Pérez-Feria. New digital magazine for
ages 50 and up. Nonfiction: Health, mon-
ey, family, celebrities, unexpected travel
destinations, food, drink, beauty, fashion,
sports, entertainment.

Crossings, Unitarian Universalist
Church at Washington Crossing, 268
Washington Crossing-Pennington Road,
Titusville NJ 08560; (609) 737-0515;
crossings@uucwc.org; www.uucwc.org
Editor: Michael D. Dalzell. Quarterly
magazine, first issue March 16, 2014,
digital edition at www.uucwc.org/wp-con
tent/uploads/Crossings_Spring2014.pdf.
Purpose is to inspire the congregation to
action. Nonfiction: Community issues be-
ing addressed by the congregation; vol-
unteering.

Edible Baja Arizona, Coyote Talk-
ing LLC, 307 S Convent Ave., Tucson
AZ 85701; megan@ediblebajaarizona.c
om; www.ediblebajaarizona.com. Pub-
lisher/Editor: Douglas Biggers. Manag-
ing Editor: Megan Kimble. Bimonthly
print and digital magazine, first issue
summer 2013. Focus is on local food-
ways. Submission guidelines on website.

Pays upon publication; ranges from $100
for a small feature to $600 for feature sto-
ries Nonfiction: Food producers, farms
and ranches, restaurants and dining out,
drinks and alcohol, Hispanic food and
culture, Native American food and cul-
ture, food policy and politics, the econo-
mics of local gardening and home food
production, food-focused travel across the
Baja Arizona region, health and nutrition,
profiles of food-system innovators, food-
focused book reviews.

Empresaria, New York Women’s
Chamber of Commerce, 1524 Amsterdam
Ave., New York NY 10031; (212) 491-
9640; gabreu@aol.com; www.empresaria
usa.com (may not yet be live). Publisher:
Quenia Abreu. Quarterly magazine, pub-
lished in Spanish with key articles trans-
lated into English, circ. 10,000. Target
audience: Latina entrepreneurs. Nonfic-
tion: In-depth articles with advice on en-
trepreneurial issues, business manage-
ment, money management, interviews,
profiles of successful women.

Fantasy Scroll Magazine, no address
on website, New York City; queries@fan
tasyscrollmag.com; www.fantasyscrollma
g.com. Editor-in-Chief: Iulian Ionescu.
Quarterly electronic short fiction maga-
zine, demo issue December 2013, first
regular issue early 2014; funded via Kick-
starter. Target audience: Readers who
love fantasy, science fiction, horror, and
paranormal stories. Submissions guide-
lines on website. Pays one cent per word.
Accepts reprints. Length: to 5000 words.
Buys one-time, non-exclusive electronic
rights.

TVA Publications in Quebec launched
a new semi-monthly women’s magazine,
Femmes etc…, in April. Editor is Sylvie
Bourgeault. The French language digest-
sized publication is 64 pages; circ. is
60,000. Target audience: Quebec mothers
with a family income of $50,000 and up.
Nonfiction: Lifestyle content, including
health, recipes, fashion and family life.

518Life, Capital Newspapers, Box
15000, News Plaza, Albany NY 12212;
(518) 454-5694; jreynolds@timesunion.
com; www.timesunion.com/518life/. Pub-
lisher: George Hearst. Executive Editor:
Janet Reynolds. Monthly regional lifestyle
magazine, first issue April 2014, can be
read online, 96 pages. Focus is on the
Capital Region. Nonfiction: Home, health
care, what it means to live in the Capital
Region.
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New Markets II 

Hot Tech Today, Chandler, Ariz.;
httwriters@hottechtoday.com; www.hot
techtoday.com. Co-founders: David Kel-
ley and Erica Williams. Monthly digital
tech magazine with a “sexy” spin (e.g.,
cover models). Seeks writers: www.hot
techtoday.com/writers/. Looking for arti-
cles and columns. Pays base rate of $150
for 60-days exclusive use; non-exclusive
use following the 60 days. Nonfiction:
Gaming, social media, devices and gad-
gets

Mollie Makes U.S. Edition, Future
US Inc., 4000 Shoreline Court, Suite
400, South San Francisco CA 94080;
molliemakes@molliemakesusa.com;
www.molliemakesusa.com. Editor-in-
Chief: Katherine Stevenson. Monthly
print and digital craft magazine, first is-
sue May 2014. Target audience: Hand-
made and DIY crafters. Nonfiction: In-
side the homes of the world’s most crea-
tive crafters, tours of the craft capitals of
the world; profiles of bloggers, crafters
and designers; comprehensive tutorials
on knitting, crocheting, felting, as well
as a wide range of DIY projects.

myContracting Magazine, Women
Impacting Public Policy, 1156 15th
Street NW, Suite 1100, Washington DC
20005; (415) 434-4314, fax (415) 434-
4331; ewilhelm@wipp.org; www.wipp.
org. Managing Editor: Erika Wilhelm.
Issue available to read on website. Focus
is on providing women business owners
valuable insights on the federal contract-
ing industry to help businesses grow.

Naturally Danny Seo, Harris Publi-
cations, 11at Broadway, New York NY
10010; (212) 807-7100, fax (212) 924-
2352. Publisher: Helene Fantozzi. Edi-
tor-in-Chief: Danny Seo. First issue set to
hit newsstands in mid-July. Two issues
in 2014; quarterly in 2015; bimonthly in
2016; circ. 300,000. Focus will be on
how to live an environmentally sound
lifestyle; but it will not be preachy. It wil
be more about how style and sustainabili-
ty can live together. Nonfiction: Food,
travel, beauty, crafts.

North Carolina Field and Family,
published for the North Carolina Farm
Bureau Federation by Journal Communi-
cations Inc., 725 Cool Springs Blvd.,
Suite 400, Franklin TN 37067; (800)
333-8842 ext. 217; jyancey@jnlcom.
com; www.ncfieldfamily.org. Managing
Editor: Jessy Yancey. Quarterly maga-
zine, first issue (Spring 2014) can be

read in digital format on website. Focus
is on rural lifestyle content related to
North Carolina for readers who want to
discover places to see, things to do and
where to eat in the state, as well as to
learn more about farmers, artisans and
other unique folks throughout North
Carolina. It also provides tasty recipes
using state-specific ingredients, attrac-
tions and historical sites within the state,
tips and fun facts about agriculture.

North of Boston Business, c/o The
Eagle-Tribune, 100 Turnpike St., North
Andover MA 01845; (978-946-2000, fax
(978) 687-6045; kandreas@eagletribune.
com; www.eagletribune.com. Publisher:
Karen Andreas. Quarterly business mag-
azine, first issue April 2014. Target audi-
ence: Members of the Chambers of Com-
merce and business leaders across Bos-
ton. Nonfiction: Business profiles, advice
columns, trend and technology stories,
useful information for people who do
business in the North of Boston area.

Old Port, Maine Media Collective,
75 Market St, Portland, ME 04101; (207)
772-3373 ext 102; sgrisanti@themaine
mag.com; www.themainemag.com. Pub-
lisher: Kevin Thomas. Editor-in-Chief:
Susan Grisanti. Spin-off from Maine the
Magazine, first issue June 2014. Focus
will be on Portland and what’s available
to visitors as well as residents.

PRiME, Women in Their Prime
LLC, 1999 Bryan St Ste 900 Dallas, TX
75201-3136; info@primewomen.com;
www.primewomen.com.  Editorial Direc-
tor: Dorthy Miller Shore. Online lifestyle
magazine, first issue June 2014. Target
audience: Discerning women in their
prime (over age 50). Nonfiction: Luxury
lifestyles, fashion, travel, fitness, beauty,
business, real estate, philanthropy, art
and design.

Robb Report Health & Wellness,
CurtCo Robb Media LLC, 29160 Heath-
ercliff Road, Suite #200, Malibu CA
90265; (310) 589-7700, fax (310) 589-
7701; editorial@robbreport.com; http://
robbreport.com/health-and-wellness.
Editor: Janice O’Leary. Quarterly maga-
zine, first issue Spring 2014, circ.
86,925; will be distributed alongside
Robb Report via polybag. Focus will be
on offering a distinctly high-end perspec-
tive on the latest medical advances in
prevention, treatment, longevity and
technology, as well as speak to break-
throughs in fitness, nutrition, philanthro-

py and travel for its affluent readers. Will
also feature the finest wellness programs
at the most respected spas, fitness camps
and resorts.

Rock Point Press, 7 Avenida Vista
Grande, Suite B7-403, Santa Fe NM
87508; rockpointpressbooks@gmail.com;
www.rockpointpress.com. Co-owners:
Joanna Hill and Marcy Heller. Will re-
lease its launch list in fall 2014. Will
publish creative nonfiction and histori-
cally-based children’s books in the areas
of Southwest history, spirituality, mem-
oirs, and cookbooks.

Rolling Stone has named Beville Dar-
den Dunkerley managing editor for its
forthcoming online publication, Rolling
Stone Country, a stand-alone website set
to launch in July 2014. Darden Dunker-
ley has served as senior editor overseeing
country music coverage for the maga-
zine, and was recently assigned oversight
of Rolling Stone’s new bureau in Nash-
ville, Tenn. She is also credited with
founding TheBoot.com; http://twitter.co
m/BevilleDarden;  www.rollingstone.co
m/country

sage, Alive Publishing Group Inc.,
100-12751 Vulcan Way, Richmond, BC
V6V 3C8, Canada; (800) 663-6580, fax
(800) 663-6597; editorial@alive.com;
www.alive.com (although may have its
own website closer to launch). Published
in partnership with Loblaw Companies.
Natural health magazine, first issue Sep-
tember 2014, will be available free of
charge to customers in more than 800
Loblaw locations across Canada; circu-
lation 140,000. Nine issues per year.
Nonfiction: Up-to-date healthy, natural,
and sustainable information. Each issue
will feature original natural health, life-
style, and food ideas to inspire readers to
make active buying decisions within the
natural health category.

Scale Modeling Quarterly, Hobby-
Scale Press, PO Box 5046, Charlottes-
ville VA 22905; (434) 218-1229; smq_ed
itor@hobbyscalepress.com; http://hobby
scalepress.com/. Editor: Matthew Cot-
trell. Launch issue May 1, 2014 (digital
edition), first print issue October 1.
Target audience: Scale model builders.
Submission guidelines on website. Non-
fiction: Detailed tips, tricks and advice;
shows, events and places of interest.
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Contest Info 

P 2014 Lorian Hemingway Short
Story Competition. Awards: $1,500,
$500, $500. No theme or genre restric-
tions. Maximum length 3,500 words;
copyright remains property of the author.
Entry fee: $15 through May 1; $20 after
May 1 until May 15. Deadline: May 15,
2014. Info: www.shortstorycompetition.
com

P The Word Hut 13th Short Story
Writing Competition. Up to 1000 words
on any theme or in any genre. Previously
blogged stories may be entered. Entries
to be sent by email only. Awards: £70,
£35, £15. Winning story also published
on website. Entry fee: £4 per entry via
PayPal. Deadline: May 18, 2014. Info:
www.thewordhut.com

P Fiction Desk Ghost Story Competi-
tion – Stories should be between 2000 &
5000 words in length. Awards: First
prize is £500, plus five finalist prizes of
£100 each, with winners being published
in an upcoming Fiction Desk anthology.
Entry fee: £7. Deadline: May 30, 2014.
Info: www.thefictiondesk.com/submissi
ons/ghost-story-competition.php

P Salamander 2014 Fiction Prize - 30
double-spaced pages maximum. All en-
tries considered for publication. Award:
$1,500 and publication. Entry fee: $15
(includes one-year subscription). Dead-
line: June 15, 2014. Info: http://salaman
dermag.org/contests/

P The London Magazine’s World-
wide Poetry Competition 2014. Poems
can be of any theme up to 40 lines and
entries can be sent by post or email.
Awards: £200 plus publication in TLM
magazine, £150 plus publication on web-
site, £100 plus publication on website.
Entry fee: £5 per poem. Deadline: June
30, 2014. Info: http://thelondonmagazin
e.org/tlm-competition/the-london-maga
zines-poetry- competition-2014/

P The New Guard Volume IV Con-
tests – Machigonne Fiction Contest: any
genre. Submit up to 5,000 words, any-
thing from flash to the long story. Novel
excerpts are welcome if the excerpt func-
tions as a stand-alone story. Knightville
Poetry Contest; any form. Three poems
per entry. Up to 150 lines per poem.
Awards: $1,000 for each category and
publication. Entry fee: $15. Deadline:
July 14, 2014. Info: www.newguardre
view.com

P Vallum Contemporary Poetry is ac-
cepting original and previously unpub-
lished poetry submissions for the Vallum
Award for Poetry 2014. Awards: $750,
$250. Entry Fee: $25 (includes a 1 year
subscription). Deadline: July 15, 2014.
Info: http://vallummag.com/contestrules.
html

P Dream Quest One Poetry & Writ-
ing Contest – Write a poem, 30 lines or
fewer on any subject and/or Write a short
story, 5 pages maximum length on any
theme. Awards: Poetry Contest: $250,
$125, $50; Writing Contest: $500, $250,
$100. Entry fees: $5 per poem, $10 per
story. Postmark deadline: July 31,
2014. Info: www.dreamquestone.com

Note: Contests are posted regularly
on www.writers-editors.com – usually
the day I receive the information. Those
with deadlines way into the next year are
posted on the website, then reprinted
here two months prior to their deadlines.
Go to www.writers-editors.com/Writers/
Contests/contests.htm. Frequently, con-
test information arrives too late to be in-
cluded in this newsletter, but with time
left to enter. These are posted only on
www.Writers-Editors.com, so if you like
to enter contests, it’s a good idea to
check out the Contests Web page at least
once a week – or sign up on the Contests
page to receive email notifications when
new contests are posted.

Market Updates II
Vehicular Communications, quar-

terly peer-reviewed journal published by
Elsevier. Focus is on the growing area of
communications between vehicles and
roadside communication infrastructure.
The first issue is now available for free
on ScienceDirect: www.journals.elsevier.
com/vehicular-communications/ Not a
market for freelancers, but may offer
ghostwriting or editing jobs for profes-
sionals in the field who need to be pub-
lished. Editor-in-Chief: Mohammed
Atiquzzaman, Professor of Computer
Science at The University of Oklahoma;
contact info is at www.journals.elsevier.
com/vehicular-communications/editori
al-board 

Joe Zee is joining the new Yahoo
Fashion digital magazine as editor-in-
chief.

Olde Lessons
Four years ago, Freelance Writer’s

Report gave readers information that’s as
useful now as it was then.  It’s worth re-
peating.

• Perhaps more so than journalists
tethered to one employer, freelancers may
be at greater risk of wading into ethically
murky situations. They often cover a vari-
ety of subjects for a wide range of clients
– somewhere along the way, wires may
get crossed, and unexpected conflicts
could surface just as a byproduct of all the
sources, employers and interests being
juggled. Periodically thumbing through
ethics codes may not be a bad idea for a
freelancer, just to get a sense of potential
pitfalls. The Project for Ethics in Journal-
ism offers this compendium of codes
from various news organizations: www.jo
urnalism.org/resources/ethics-codes/

• Shift your thinking from going into
your inbox with the intention of working
your email to going in to sort it. Use three
categories: emails requiring action (with
flags to remind you when to act), emails
to hold as reference files, and emails to
delete.

• Best-selling author and journalist
T.R. Reid says, “I try to find a topic (for
my next book) that looks complicated but
can be penetrated with some work, and
then I try to explain it in an engaging,
understanding way. I try to find some-
thing that people say, ‘Oh, god, I’ll never
figure that out’; and I sit down and try to
explain it to people.  Whenever I start a
new book, I buy a new file cabinet (deep,
2-drawer) to hold my research informa-
tion.”

• Authors retain all rights not specifi-
cally transferred to a publisher, and a
contract should make that clear. The is-
sue here is not whether a contract is good
or bad. That’s a decision for the author,
and what is acceptable for one writer
might not be for another. It is important
for authors to be able to make informed
decisions about contracts, however, and if
essential terms are missing or vague it is
incumbent on authors to ask for clarifica-
tion. Writers should question publishers
about contract terms that are unclear, and
should not sign a contract with blanks
that will be filled in after signing.
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Create a Kindle Book – No Excuses 

Don’t have a book in the Kindle mar-
ketplace yet? It can’t be because of costs
– Amazon’s Kindle Direct Publishing
(KDP) is quick and free. Maybe you’ve
been thinking of a book for Kindle, but
have been intimidated by the thought of
fitting a “book” in among all your other
projects. Here are a few ideas that should
make the task much less daunting than it
might seem at first sight.

1. It doesn’t have to be “book-
length” – Here’s the first and probably
most encouraging part: your Kindle book
does not have to be what we considered
in years past as book-length. Not even
close.

In fact, your Kindle book can have
only a few pages. Just find the sweet spot
between delivering on the promise you
make in the title and description, length,
and price. If the book (or booklet) is very
short, you may opt for charging 99 cents,
the lowest permissible price currently on
Kindle. You probably won’t get rich
from the royalties (35 percent), but at 99
cents your book could be a terrific im-
pulse buy and get you lots of leads.

For example, if you provide book ed-
iting services, you could publish a short
Kindle book on how to save money on
editing services (with basic writing sug-
gestions), or how to choose the right
book editor, or fiction writing tips – in-
cluding links to your own website, blog,
LinkedIn profile, Facebook page, or e-
mail address.

Another example: Do you speak to
groups about the subject of your print
book – on travel, history, gardening,
cooking, whatever – in order to promote
your print book? Publish that talk as a
Kindle book and include links to your
book’s ordering pages.

2. Kindle pages are smaller than
regular pages – Not only does your
Kindle book not have to contain very
many pages, but the pages themselves
don’t hold as much text as your regular
page. Simply reformat your pages to
Kindle’s A5 format, and you’ll discover
that your 2000-word essay has become a
lot longer!

3. You may well have ready-made
content – Have you been writing articles
in a particular subject area for magazines
and websites – and do you still own
electronic rights? If so, you’ve got ready-
made content sitting on your hard drive.

Simply gather up a few of your articles,
arrange them into a logical sequence, fill
in any gaps, write an introduction and a
conclusion, add a table of contents, a
resource section, and a brief bio. And
bingo: Instant Kindle book.

You can also do the same thing with
blog posts. And once you have published
your first Kindle book, you can grab a
few more posts, and assemble your sec-
ond book in short order.

When you get to the pricing part,
here’s an excellent article by Chris Mc
Mullen , author of A Detailed Guide to
Self-Publishing with Amazon and Other
Online Booksellers: http://bit.ly/1mm
Xkaa

Writers Wanted
Note: 192 requests for freelance writers or ed-

itors or material were posted on our Network Bulle-
tin Board during March. Best strategy is to check
that page on www.writers-editors.com several times
a week: http://tinyurl.com/73qjj  If you don’t recall
your password, contact password@writers-editors.
com. Two of those postings are  listed here; be
forewarned – they may already be filled.

< Archangel Ink is looking for help
on a per-project basis in the following
areas:

1. Editing and proofreading

2. Book description/sales copy writ-
ing

3. Kindle formatting

4. Createspace formatting

5. Marketing and Promotion

6. Audiobook narration

7. Audiobook editing and mastering

8. Audiobook final listener

See more at http://archangelink.com/
help-wanted/

< Blue Mountain Press, the book div-
ision of Blue Mountain Arts, is accepting
gift book manuscripts in the following
categories: personal growth, teens/
tweens, family, relationships, motiva-
tional, and inspirational but not relig-
ious. Please note: We are not accepting
works of fiction, narrative nonfiction, bi-
ographies/memoirs, rhyming poetry,
children’s books, or chapbooks. Pay-
ment: Royalty-based Agreement
www.writerfind.com/freelance_jobs/job
7257.htm 

New Markets III
Vérité Magazine, Detroit, Mich.,

contact form on website, www.veritemag.
com. Publisher/Editor-in-Chief: Kelly
Holden Allen. Quarterly online women’s
magazine; plans are to go monthly even-
tually. Nonfiction: Fashion, home deco-
rating, entertaining.

Working Parents Magazine, no ad-
dress on website, (410) 258-4336; jeffrey
@workingparentsmagazine.com; http://w
orkingparentsmagazine.com/. Publisher:
Jeffrey Clark. Monthly digital magazine,
first issue October 2013. The inaugural
issue is free on Apple’s iPad Newsstand.
Focus is on helping parents balance
work, family and life. Media Kit and edi-
torial calendar on website. Nonfiction:
Navigating your career – at home or in
the office, how to schedule & find bal-
ance, creating support networks, family
financial well being, insights for keeping
everyone safe and healthy, how and
where to take the best family vacations,
guidance to raise well-rounded kids, ca-
reer development, time management, re-
lationships, food and nutrition, family fi-
nance, book reviews, interviews with par-
enting experts, health and consumer
awareness.

Workshop Info
• Highlights Foundation Workshops,

Honesdale, Penna.: Life in the Spotlight:
Author Opportunities After Publication,
May 11 – May 16, 2014 (Peter Jacobi).
Writing About Nature Retreat, May 12  –
May 17, 2014. Writing from the Heart,
May 18  – May 25, 2014. Super Child-
ren’s Book Boot Camp, June 5  – June 8,
2014. Writing Jewish-Themed Child-
ren’s Books, June 8 – June 11, 2014.
PB&J: Picture Books and All That Jazz,
June 12  – June 15, 2014. Chautauqua
East 2014, June 15 – June 21 and June
15 – June 21, 2014. Everything You Ever
Wanted to Know About Writing, July 6 –
July 9, 2014. Read more at www.high
lightsfoundation.org/upcoming-worksh
ops/

• Writer’s Digest Retreat by the Sea,
The Inn at Scituate Harbor, Scituate,
Mass.; June 5–8, 2014. Lectures, group
discussions, free time for writing. Cost:
$1,999. Info: www.eiseverywhere.com/
ehome/83932

(For the very latest Conference, Seminar
and Class Info, visit http://tinyurl.com/4jnap)
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Book Pricing Tip
You should have a clear idea of what

you would like your book to do. Two
main goals will determine how much you
should charge, according to Miral Sattar,
CEO and founder of BiblioCrunch, a
company that helps self-published au-
thors market and promote their books.

“You have to ask yourself, ‘Am I
looking to get more readers or more
sales?’” says Sattar.

While you might say you want both,
when it comes to pricing strategy, it’s
best to focus on one and let the other
follow. Either approach can be successful,
so you must ask yourself some tough
questions; among them, can I sell 10
times more books at 99 cents than at
$9.99?

For less established authors, a lower
price will help draw in readers who might
be willing to take a chance on a 99 cent
book, as opposed to a higher priced title.
Authors with an established fan base can
likely charge more for their work.

If you’re seeking a bit more money for
your work, you should start by looking at
the price of other books in the same gen-
re. While romance e-books tend to do best
in the 99 cents to $2.99 range, authors
writing nonfiction or literary fiction can
charge more.

Source: “DIY: How to Price a Self-
Published E-Book” by Alex Palmer,
PublishersWeekly.com, March 10, 2014;
http://bit.ly/1ivOjZH

LinkedIn Tip
If you want to stand out among a sea

of other similar professionals on Linked-
In, try this:

Identify what you offer and what
makes you stellar. Example: “Personally
generated over three million in client rev-
enue helping clients reach their market-
ing goals in the past 18 months.”

Ask yourself if someone perusing your
profile is able to quickly identify what
you offer. Do a search on LinkedIn using
keywords to see how you stack up against
your competition. Feel free to tweak your
headline to see if there’s a spike in the
number of hits your profile gets.

Source: “Three Ways to Create a
Memorable LinkedIn Headline” by Vicki
Salemi, MediaJobsDaily, March 11,
2014; http://bit.ly/1eT0Ppg

Creativity Tips 

P Your brain does better creative work when you’re tired – Unlike solving an
analytic problem, creative insights come from letting our minds wander along tangents
and into seemingly unrelated areas. Though many of us identify as morning larks or
night owls, peaking in our problem-solving skills and focus at particular times of the
day, creative thinking actually works better at non-optimal times. So, if you’re a morn-
ing lark, your brain will be better at finding creative insights at night, when you’re
tired.

The reason behind this is that a tired brain struggles to filter out distractions and
focus on one thing. It’s also more likely to wander off on tangents. While that seems
like a bad thing when you’re working, creative thinking actually benefits from distrac-
tions and random thoughts. Research has shown that we’re better at “thinking outside
the box” at our non-optimal times.

P Ambient noise levels are best for creativity – I actually thought silence might
turn out to be the best sound for creative thinking, but it turns out that ambient noise
levels are just right. Unlike loud music or silence, ambient noise levels have proven to
be perfect for improving creative thinking.

Silence, in fact, actually helps us to sharpen our focus, so it’s useful for intense
problem-solving or detail-oriented tasks. Creative thinking, on the other hand, requires
the kind of ambient buzz of sound that you might find in a café to promote broader
thinking and new ideas.

P Blue and green can improve your performance on creative tasks – Color me
surprised. Apparently a brief glimpse of green can improve your creative performance!
Another study actually shows that seeing red or blue can have different effects on our
cognitive performance: red helps us with detail-oriented tasks where we need to focus,
whereas blue enhances creative performance.

This doesn’t necessarily mean you’ll want to paint your office blue or green, but it’s
a helpful tip to keep in mind when you’re working on a creative project or switching
between different types of work.

Source: “Sleep Your Way to Creativity And 9 More Surefire Methods For More
Ideas” by Belle Beth Cooper, Buffer Blog, March 20th, 2014; http://bit.ly/1tmZyuf

Sparkling Words 
Make your writing more vibrant and energetic by choosing the right words:

v Replace bland words with sensory or emotional words. Instead of bad, use rough,
stale, or stinky.

v Limit yourself to a maximum of one adjective before a noun. Don’t talk about a
warm, sunny, humid day. Instead, choose the word that describes the day most accur-
ately, for instance: a sticky day.

v Strike a balance. Too many emotional words make your content melodramatic.
An overdose of sensory words sends readers onto a roller-coaster with lights flashing
and loud music playing. Your job as a writer is to paint a picture with as few words as
possible.

Source: “How to Turn Bland Text into Sparkling Online Content,” www.copyblog
ger.com/sparkling-content/, March 25, 2014.
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