
7 Mistakes That Keep Great 
Copywriters Stuck Prospecting 

How to build a compounding copywriting 
business without hustling harder.


By Richard Winser




Page 2

Mistake #1: Waiting Until You Need Clients 

The feast-or-famine cycle usually doesn't start when work dries up. It 
starts months earlier.


You land a project. Your calendar fills. And marketing quietly disappears. 
That seems like the sensible move, right? Client work comes first. The 
writing has deadlines. Marketing can wait until things calm down.


Then the project ends.


At first, that empty space on your calendar feels deserved. A few days off 
sounds nice. Then one prospect postpones a launch. Another stops 
replying. A former client says they'll probably need help next quarter.

Suddenly you're looking for clients again.


Most copywriters assume this means they need to prospect harder. 
Usually, they just started too late.


Every business has a delay between today's marketing and tomorrow's 
clients. Someone has to discover you, read your work, decide they trust 
you, realize they need help, secure a budget, and finally reach out. That 
process takes weeks or months. It almost never happens the same day 
you panic about needing another project.


When you wait until your pipeline is empty, you've already lost time.

That's when perfectly reasonable business decisions start becoming 
emotional ones. You follow up because you need an answer. You consider 
projects you would have ignored a month ago. Negotiating your rates feels 
riskier because turning work down no longer feels like an option.


The pressure doesn't make you a worse copywriter. It makes you more 
likely to make short-term business decisions.


The strongest marketing usually happens while you're already busy. That's 
when you can publish useful ideas without worrying whether they generate 
a client this week. You stay visible, strengthen relationships, and keep 
building trust while your income doesn't depend on immediate results.
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Those small actions rarely feel urgent. Months later, they become the 
reason the next project arrives before the current one ends.


How to avoid this mistake 

• Keep publishing while you're busy, not after your calendar opens up.


• Block out a small amount of time every week for business 
development, even during client projects.


• Judge your marketing by its consistency, not by whether it produces 
a client this month.


Richard Winser ©  2026



Page 4

Mistake #2: Treating Prospecting and Copywriting as 
Separate Jobs 

Most freelance copywriters think they're doing two different jobs. One is 
writing for clients. The other is finding them.


That works fine until deadlines pile up. When client work gets busy, 
marketing goes first. There's always another revision, another call to prep, 
another deadline. Prospecting becomes something you'll get to after this 
project wraps.


Then the project finishes. Marketing starts again. A few weeks later, 
another client arrives, and marketing stops. The cycle repeats.


The problem is assuming that writing for clients and attracting them are 
separate activities. They're not.


Every project teaches you something worth sharing. You figure out why a 
headline wasn't working. You find a stronger way to position an offer. You 
spot the sentence that finally made a sales page click. Those lessons 
don't stop being useful just because someone paid for them.


Turn one into a teardown. Write a short article about the principle. Share 
the before and after. Talk through the reasoning without giving away 
confidential details of course.


Now the work you already did starts introducing you to future clients. 
That's a different business model. Instead of alternating between writing 
and prospecting, your writing quietly becomes part of your prospecting. 


One client project creates value twice: it helps the client today, then helps 
the next one find you.


Over time, that changes the economics. You stop searching for topics to 
publish and start mining your own work. Every completed project leaves 
behind more than an invoice. It leaves behind examples, observations, 
lessons, and proof that keeps working long after the assignment is done.
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How to avoid this mistake 

• Capture one useful lesson from every client project.


• Explain your reasoning instead of just showing finished work.


• Ask yourself, "How could this project help the next client find me?"
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Mistake #3: Keeping Your Best Thinking Private 

Most copywriters were told to build a portfolio. A few case studies. Maybe 
a folder of samples they send when a prospect asks.


Those things matter. But they usually show up near the end of the buying 
process. A business owner has to discover you before they ever ask for 
your portfolio. That's where many copywriters get stuck.


They assume their best work is the finished project they delivered to a 
client. Often, it isn't. The valuable part is how they arrived there. Why the 
original headline failed. Why the offer had to change. Why one email 
outperformed another. Why removing three paragraphs made the page 
stronger. Those decisions are what clients are really paying for.


The trouble is that almost nobody sees them. They stay buried inside 
client projects, private documents, and Zoom calls.


Meanwhile, some other copywriter publishes a short teardown explaining 
why a landing page loses readers in the first thirty seconds. Someone else 
rewrites a weak headline on LinkedIn. Another shares a simple pricing 
lesson from a difficult project.


None of those pieces prove they're the best copywriter. They demonstrate 
something more important: how they think. That's what people remember.

Clients don't hire a copywriter because they admire polished deliverables. 
They hire someone because they believe that person will recognize 
opportunities they can't see themselves. Public thinking creates that belief 
long before a sales call ever happens.


The goal isn't to give away your client work. It's to make your judgment 
visible. Every explanation, teardown, rewrite, or observation becomes 
another chance for someone to experience what it would be like to work 
with you. Over time, those moments accumulate. A founder remembers an 
article you wrote six months ago. A marketing manager forwards one of 
your teardowns to a colleague. A prospect arrives already trusting your 
judgment because they've been learning from it for weeks.


That's hard to achieve with a portfolio alone.
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How to avoid this mistake 

• Share your reasoning more often than your results.


• Teach the decisions behind good copy, not just the finished copy.


• Make your judgment visible before prospects ever need to hire you.
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Mistake #4: Choosing Marketing That Disappears 

Not all marketing lasts the same amount of time. Some of it expires the 
moment you stop doing it.


A cold email gets sent. A networking event ends. A direct message sinks 
to the bottom of an inbox. If those activities produce a client, they were 
worth it. But once they're done, they're done. Tomorrow you have to do 
them again.


Many copywriters create content the same way. They publish a quick 
opinion on LinkedIn. It gets a few comments, maybe a handful of likes, 
and then disappears under tomorrow's posts. A week later, it's as though 
it never existed.


That's activity. Assets behave differently.


A thoughtful teardown. A guide that answers a question clients ask over 
and over. An article explaining why a common copywriting technique fails. 
Those pieces don't stop working because you closed your laptop. They 
get found through search, shared by other people, linked from newsletters, 
recommended in conversations, or discovered months after you wrote 
them. Every new reader becomes someone who can learn how you think 
without requiring another hour of your time.


That's the difference. Activity produces attention once. Assets produce it 
repeatedly.


This doesn't mean you should never write short posts or send cold emails. 
It means they shouldn't be the whole strategy. If every piece of marketing 
disappears after twenty-four hours, you're forced to rebuild your visibility 
every morning. A business becomes much more stable when some of 
today's work is still producing results next month.


Before creating something, ask a simple question: Will this still be useful 
six months from now?


If the answer is yes, you're probably building an asset instead of filling a 
content calendar.
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How to avoid this mistake  

• Spend more time creating resources people will save than posts 
people will scroll past.


• Solve recurring problems instead of just reacting to today's 
conversation.


• Measure content by how long it remains useful, not how much 
attention it receives this week.
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Mistake #5: Always Starting From Zero 

Imagine you had to find your next client under one condition: you couldn't 
contact anyone who already knew your name. No former clients. No past 
prospects. No referrals. No newsletter subscribers. No one who'd ever 
replied to an email from you.


You'd be starting from scratch.


That's exactly how many copywriters market their business. Every time 
work slows down, they go looking for strangers. They research companies, 
search LinkedIn, write cold emails, and introduce themselves to people 
who have never heard of them. Meanwhile, dozens of people who already 
know their work sit forgotten in old inboxes and archived conversations.


Those relationships are worth more than they appear. A prospect who 
wasn't ready six months ago may have a budget today. A founder who 
ignored your email might suddenly have an urgent launch. A marketing 
manager may have changed companies and now needs exactly what you 
provide. Those relationship didn't disappear.


That's why good businesses don't rely on memory. They rely on systems.

The system doesn't have to be complicated. A spreadsheet is enough. 
Keep track of former clients, promising conversations, referrals, newsletter 
subscribers who reply, and prospects who said "not yet." Set a simple 
reminder to reconnect when it makes sense.


You're not trying to pressure people into buying. You're making it easy for 
the right conversation to happen when the timing finally lines up. Every 
relationship you've already earned reduces the amount of cold 
prospecting you'll need in the future. That's how businesses stop resetting 
to zero.


How to avoid this mistake 

• Keep a simple list of everyone who already knows your work.


• Follow up with useful ideas, not "just checking in" emails.
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• Treat relationships as long-term assets instead of one-time 
opportunities.
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Mistake #6: Using Good Ideas Only Once 

Most copywriters don't have an idea problem. They have a reuse problem.

A useful email gets sent once and done. A teardown gets a few 
comments, then disappears into the archive. A prospect asks a thoughtful 
question, you spend twenty minutes writing a detailed reply, and then 
nobody else ever benefits from it.


The next week, you sit down wondering what to create. You're surrounded 
by ideas you've already proven are valuable. You're just looking at them as 
finished instead of reusable.


A single insight can become far more than one piece of content. An email 
becomes an article. An article becomes a LinkedIn post. Several articles 
become a lead magnet. A client question becomes a video. A teardown 
becomes part of a future course.


Businesses that publish consistently aren't always “creating” more than 
everyone else. Often, they're extracting more value from the ideas they've 
already developed. Every time you reuse a strong idea, you make it easier 
for a different audience to discover it. Someone who never reads long 
articles might watch a short video. Someone who ignores social media 
may subscribe to your newsletter. Another person may find the same 
concept months later through search.


The work keeps expanding instead of ending. That's the mindset to 
develop. Don't ask, "What's my next idea?" Ask, "How many useful things 
can I build from this one?"


How to avoid this mistake  

• Before creating something new, review what you've already written.


• Look for ideas worth expanding instead of constantly replacing.


• Treat every useful insight as the beginning of a library, not the end of 
a project. 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Mistake #7: Measuring the Wrong Scoreboard 

Most copywriters judge their marketing by one question: Did I get a 
client?


It's understandable. It's also one of the slowest ways to measure progress. 


Clients are the final result of dozens of things happening first. 


Someone discovers your work. They read an article. They subscribe to 
your newsletter. They remember a useful insight. They recommend you to 
a colleague. Months later, they finally have a project and reach out. By the 
time they become a client, the real work happened long ago.


That's why marketing often feels discouraging. You publish something 
useful. Nothing happens. You send a newsletter. Nothing happens. You 
reconnect with a former prospect. Still nothing. It's easy to conclude the 
effort wasn't worthwhile.


What you can't see is that you're building the conditions that make future 
clients more likely. Every article increases the chances someone discovers 
you. Every useful email gives people another reason to remember your 
name. Every conversation makes the next one easier. Those aren't clients. 
They're the things that produce clients.


Businesses become much more stable when they stop judging themselves 
by outcomes they can't completely control and start measuring the work 
that creates those outcomes. Ask a different set of questions: Did I publish 
something that will still be useful next month? Did I strengthen a 
relationship? Did I add another asset to my library? Did I make my 
expertise easier to discover?


Those are the activities that compound. Clients eventually follow.
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How to avoid this mistake 


• Measure the assets you're building, not just the revenue they 
produce at the moment.


• Track consistency before results.


• Judge today's work by whether it increases the odds of tomorrow's 
opportunities.
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Conclusion: Seven Mistakes. Seven Leverage Points. 

At first glance, this guide looks like a list of seven common mistakes. It’s 
more than that. Each chapter describes a place where value and 
opportunity leak out of a freelance business.


You wait until you need clients before marketing yourself. You separate 
client work from business development. You keep your best thinking 
hidden. You create work that disappears instead of work that lasts. You 
forget the relationships you’ve already built. You use good ideas once and 
then leave them behind. You judge success by clients instead of the things 
that eventually produce clients.


Those seem like separate problems. They’re really the same problem 
viewed from different angles. Each one forces you to start over. Every time 
your marketing stops, your visibility fades. Every time a project ends, your 
pipeline empties. Every time you need clients, you begin rebuilding instead 
of compounding.


Now look at those same chapters another way. Flip each mistake into a 
leverage point. 


Start marketing before you need clients, and time begins working for 
you instead of against you. 


Turn client work into public teaching, and every project begins attracting 
the next one. 


Share your reasoning, and prospects arrive already trusting your 
judgment. 


Create assets instead of disposable content, and today’s effort 
continues producing value months from now. 


Stay in touch with people who already know your work, and 
relationships become easier to grow instead of harder to replace. 


Develop each good idea in multiple formats, and your library expands 
without requiring entirely new thinking every week. 
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Measure the activities that create opportunities, and progress becomes 
visible long before the next client arrives.


None of these changes is dramatic by itself. That’s the point. You don’t 
need a completely different business. You need a business where each 
piece of work continues helping the next piece of work. An article leads 
someone to your newsletter. A newsletter reminds a former prospect that 
you’re still around. A teardown gets shared with a founder. A client project 
becomes tomorrow’s case study. One useful idea appears in five different 
places. Over time, those small connections become difficult to separate 
because they’re all supporting each other. That’s what leverage looks like.


Eventually, something changes. A project ends, but you don’t have to deal 
with an immediate scramble to replace it. Someone discovers an article 
you wrote months ago. A former prospect reaches out because the timing 
is finally right. A client refers a colleague who has been reading your 
newsletter. 


Opportunities begin arriving from work you finished long ago. That doesn’t 
eliminate uncertainty. Freelance businesses will always have some 
uncertainty. But it does replace constant urgency with momentum.


Build enough leverage, and every article, every email, every conversation, 
and every client project leaves your business a little stronger than it was 
before. That’s a much better business to own.


To Your Success, 


Richard Winser 
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