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FEATURED FREELANCER
Kate Densmore is a documentary photographer known 

for her emotive black and white images. Her work focuses 

on family connections and the journey of motherhood, as 

well as the ordinary, every day moments that make life so  

extraordinary. She is also the editor and driving force behind 

One Twenty-Five Magazine, a publication that is passionately 

committed to serving the photographic community through 

quality content that cuts through the noise and connects 

with those behind the lens.

www.katedensmore.com
www.onetwenty-five.com
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Q&A WITH KATE DENSMORE

WHAT DO YOU LOVE MOST ABOUT 
BEING A FREELANCER?
I love the freedom and sense of control I have. It 

can be scary sometimes to know that if I fail, there 

isn't a back up or safety net, but there is also such 

a motivating sense of ownership, too. I'm more 

likely to push myself to try something different, 

and I'm able to pick projects that I am passion-

ate about. And I can set my own schedule which 

allows me to be more present for my family. I'm 

showing my young daughters that you don't have 

to pick between a career and family.

WHAT IS A BUSINESS PRACTICE 
YOU FEEL IS IMPERATIVE TO  
YOUR SUCCESS?
Standing by my word. If I say I will do something, 

I'll do it, and I'll do it with as much professionalism 

and thoroughness as I can. It's important to me 

that people feel like they can count on me. I want 

people to want to work with me over and over 

again, to develop a relationship and know that 

they can count on me to deliver what I promise. 

That extends to everything I do. Every client in-

teraction, every piece of marketing or branding, 

it's all built on being honest and making promises 

that I can keep. 
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WHICH MARKETING ACTIVITIES 
CONSISTENTLY HELP YOU ATTRACT 
NEW CLIENTS?
The majority of my business is run online, and so 

being a visible, helpful presence on social media 

and other online platforms is the single biggest 

thing that has brought me consistent work. It 

gives potential clients a sense of who I am and 

how I can help them, and it makes me more ac-

cessible as a result. It ties it really well with word 

of mouth referrals, which is almost completely 

how my clients find me. 

WHAT IS THE BEST PIECE OF  
BUSINESS ADVICE YOU'VE  
RECEIVED THIS PAST YEAR? 
To find an audience with an itch that needs scratch-

ing, and then do everything I can to serve that 

audience faithfully. I am anything but patient, but 

knowing exactly what my audience needs, and 

how I can provide them with a service or product 

that meets their needs is empowering. It helps 

me set appropriate goals for myself, it helps me 

figure out what my next project should be, and it 

helps me know which clients I can best serve.
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IF YOU COULD START YOUR  
BUSINESS OVER AGAIN WHAT IS 
ONE THING YOU WOULD DO  
DIFFERENTLY?
I'd want a clearer understanding of my own 

strengths and weaknesses, and how I can lever-

age both in a way that works for me. For a long 

time I tried to just do what every one else was 

doing, and it didn't work for me. It was only once 

I started following my gut rather than the trend of 

the day that I started seeing actual success. When 

you have a business that is built on you, rather 

than a company, you have to be able to offer ser-

vices and policies that you can get behind. For me, 

that meant doing things a little differently, and 

doing things that fit my personality. I still catch 

myself watching others to see what they do, and 

then wanting to emulate them, but I've learned to 

watch and then adapt rather than copy. 

HOW HAS THE BUSINESS ACTION 
PLANNER CHALLENGED YOU TO 
GROW YOUR BUSINESS? 
I love that it gives me a clear-cut plan, and tasks 

to go with it. There are so many sites out there 

that say I have to be doing this or that to be suc-

cessful, but then rarely do they back it up with 

telling me how to connect the dots to get there. 

The Business Action Planner is like a living docu-

ment, that I can refer back to over and over again 

to set a course for myself. I can see it growing 

with me, since I can update it as I go.
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Q&A WITH  
ILISE BENUN
IN YOUR WORK AS A BUSINESS 
COACH TO CREATIVE PROFESSION-
ALS, WHAT DO YOU SEE AS THE 
BIGGEST BARRIER TO THEIR  
LONG-TERM SUCCESS?
Lack of focus combined with passivity: it’s a  

lethal combination. Creatives love variety, hate  

being pigeonholed, and don’t want to alien-

ate even one single prospect. Plus, they don't  

really like self-promotion, so they’re at the mercy 

of whoever finds them, in which case you can’t 

afford to alienate anyone. It’s a tricky situation 

to put yourself in but the majority of creatives I 

come across have done just that!

WHAT APPROACH DO YOU EN-
COURAGE YOUR CLIENTS TO TAKE 
WHEN THEY ARE TRYING TO 
ACHIEVE AN IMPORTANT BUSINESS 
GOAL?
Again, it’s about focus and simplicity. Creatives 

are easily overwhelmed so I help break big mar-

keting tasks down into small manageable steps 

that will get them to their goal – which is usually 

better clients with bigger budgets.

IF YOU THINK YOU CAN BE EVERYTHING 
TO EVERYONE, YOU’RE WRONG. THE 
MORE FOCUSED YOU ARE ON WHO YOU 
ARE BEST SUITED TO SERVE, THE CLEARER 
YOUR MESSAGE CAN BE TO THEM. 
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MANAGING MONEY, OR THE LACK-
THEREOF, IS A BIG BUSINESS  
ISSUE FOR MOST FREELANCERS, 
HOW CAN A CREATIVE HAVE A 
HEALTHIER RELATIONSHIP WITH 
THEIR FINANCES?
A healthy relationship with money starts with a 

full and regular awareness of your situation. When 

cash flow is tight, that’s when people seem the 

least likely to look closely at the numbers. With 

that fogginess, you can’t take the required ac-

tion, much less know what action to take. I advise 

my clients to keep their monthly financial goal in 

front of them at all times (literally) and track week 

to week against it to make sure they’re on track. 

It’s simple but takes self-discipline. 

PRICING ONE’S CREATIVE WORK 
CAN BE A REAL MIND-GAME, WHAT 
STRATEGY DO YOU ENCOURAGE 
FREELANCERS TO TAKE WHEN 
AIMING TO CHARGE COMPETITIVE 
AND SUSTAINING FEES?
Pricing is not a solo act; it’s a negotiation, a duo. 

You start by knowing what you must charge. But 

to come to a price for a specific client’s project, 

you need to have a conversation with them to 

find out if it’s a good fit, first. From there, you can 

come to an agreement together. Without those 

conversations, most creatives are wasting time 

on proposals they’ll never win and guessing at 

numbers, as if they’re playing the lottery.

WHAT BUSINESS PRACTICES  
STAND OUT TO YOU AS IMPERA-
TIVE TO THE GROWTH OF A  
VIABLE FREELANCER CAREER?
Marketing must become a habit. You can’t do it 

only when you need work. In order to take control 

of your business (and your life), you have to be 

the one choosing which projects to take. To be in 

that position, you must be generating a pipeline 

of prospects on a regular basis, more than you 

can actually handle. That’s how you get to decide 

which ones to say no to. Otherwise, it’s an endless 

cycle of feast or famine.  

IF YOU COULD SELL A MAGIC  
"MARKETING PILL” TO FREELANC-
ERS WHAT TYPES OF ACTIONS 
(SIDE EFFECTS) WOULD YOU HOPE 
TO SEE IN THEIR PROMOTIONAL  
EFFORTS?
I come back around to focus. If you think you can 

be everything to everyone, you’re wrong. The 

more focused you are on who you are best suited 

to serve, the clearer your message can be to them. 

That’s what I’m trying to explain and help people 

overcome in my new Pick a Niche Kit. In it, I show 

lots of examples of real live creatives who have 

found their niche and are thriving. Then I take you 

step by step through the process of picking nich-

es for yourself. And I’m offering one of the work-

sheets as a free download: Is Your Market Viable? 

http://bit.ly/ViableMarket
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KILLING THE CAT 
“I have a very good and happy life, and I think 

a lot of it is due to the fact that I was pur-

suing dreams that a lot of my friends and 

family called childish, unrealistic— sometimes 

plain stupid. IV even believed some of them, 

but I kept at it. Some of the things worked 

out, some didn't. I know for sure that if I 

weren't a persistent, easygoing fool I would 

Sharing the creative and curious 
work of people who are *killing it! 

be a much less happy fool than I am right 

now. So my series is meant to show that 

children's dreams are magical; they are often 

unrealistic, but they are beautiful nonethe-

less, and discarding a dream just because it 

is unrealistic is... boring.” Check out more at 

andreyapopov.com.

http://www.andreyapopov.com
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COOL TOOLS
Photographers will want to check this 

out. If you’ve ever tried to juggle paper 

releases for a commercial shoot, you 

know exactly why you need Easy  

Release (free, with a few paid features). 

Its clean and intuitive design enables simple and rapid  

creation of a variety of model releases that you can  

customise, sign and share, all from within the app.  

You can also create and save your own releases. One 

 particularly valuable feature is the saving of model,  

property, witness and shoot data, as well as the easy  

access to phone contacts. Hat-tip to Application Gap  

for developing this fantastic application for both  

Android and iOS. 

BOOKY BOOK
This gritty workbook is a design staple. 

It’s 100% meaty guidance and advice for 

every designer, whether student or sea-

soned pro. Eric Karjaluoto starts by ex-

plaining what design is and is not, moves 

on to debunking common industry myths 

(“design is a job, not a way of life”) then 

dives right into the unpopular but vital business of using 

systems to create order in your design practice. Luckily for 

us, Eric writes the way he designs, producing a book that 

is sensible, relentlessly functional and thoroughly enjoyable. 

Learn more at thedesignmethod.com.

BOOTCAMP

Talent isn’t enough. To be a suc-

cessful freelance photographer, you 

need a business model that grows 

as you grow. In order to make a liv-

ing doing what you love, you need 

a Business Action Plan! This hands-

on boot camp is for photographers 

looking to start, or grow, their free-

lance career. 

A Business Action Plan helps you 

establish unique value in the mar-

ketplace, identify your pain points, 

dig deeper into the core com-

ponents of your business, clarify 

growth opportunities, and hammer 

out marketing strategies—all with-

out the use of lame-ass business 

terminology or pixie dust.

Register for this two-day workshop 

before Nov. 11 and save 20%; pay 

just USD $350.

SIGN UP HERE

Resources that remove the chaos 
and mystery of creative work.

Good reads from  
Corwin's bookshelf. 

VANCOUVER 
NOVEMBER 21-21

http://www.thedesignmethod.com/
http://www.businessactionplanner.com/product/bap-bootcamp-photo-yvr-0926/
http://www.amazon.ca/IdeaSelling-Successfully-Creative-Clients-Decision/dp/1600616690
http://blog.maptia.com/manifesto/


LIVE YOUR DREAM

AN ECOURSE PRESENTED BY CORWIN HEIBERT

EARN A LIVING WITH YOUR CREATIVITY

HOWWEMAKESTUFF.COM

http://howwemakestuff.com/ecourse/run-and-manage-your-creative-business-get-paid-doing-what-you-love/


OTHER THINGS
Random things that only matter if you 
want them to matter. 

GET PAID! Want to make a few bucks 

spreading the word about the Business 

Action Planner? Sign-up to become an 

affiliate and you’ll make 50% commis-

sion for each successful sale.

FREE IS FUN! We’re very proud of 

what we’ve started here. I would be 

honored if you would point your friends 

to MEMO2 FREELANCERS by sharing 

this subscription URL with those in 

your social networks: 

http://eepurl.com/3WpWX

*SERIOUSLY? You followed the asterix? 

Okay, okay: no cats were harmed in the 

creation of this publication.

MR. CREATIVE  
BUSINESS GUY
 

I’m Corwin Hiebert. I'm a Business Manager and consultant 

to creative entrepreneurs. If you have a question or com-

ment about the Business Action Planner, would like to invite 

me to speak at your event, want to learn more about my 

company Taendem Agency Inc., or just need to 'talk about 

the business stuff’ then simply hit reply.

Follow Corwin on Twitter, Facebook, Google+ or Instagram.

http://www.businessactionplanner.com/#section-affiliate-area
http://www.businessactionplanner.com/#section-affiliate-area
http://eepurl.com/3WpWX
http://www.businessactionplanner.com
http://www.taendem.com
mailto:mailto:%20corwin%40businessactionplanner.com?subject=
https://twitter.com/corwinhiebert
https://www.facebook.com/corwinhiebert
https://plus.google.com/+CorwinHiebert/posts
http://instagram.com/corwinhiebert/

