
CHAPTER TE  

Tell Us A 
Story

T his is it, our last chapter together. As excited as I am to be 
"turning right on Hereford, left on Boylston" close to the end 

of this book, I must admit I'm feeling "some kind of way" about our 
time together coming to a close. But before we cross that vnish line, 
we haLe a little more work to do. !et's vnish strongC

"Tell us a story" became the tagline of Belmont Pity qress almost 
as #uickly as I solidived the name of my company. UTellSsA:tory 
encompasses eLerything I set out to accomplish when trying to proLide 
a solution to others that I needed many years ago. The short of it is2 In 
0193, I wrote my vrst book, and eLen though it was more than 81 years 
in the making, the 9z months it took to get it out of my head and onto 
paper seemed longer. I struggled to form cohesiLe and clear sentences, 
let alone paragraphs. I would haLe giLen anything to haLe someone 
read my mind and organiRe the chapters of my book. :ince then, I'Le 
come to vnd that we all haLe a story to tell, and thus, Belmont Pity 
qress was born.
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Gith a focus on personal and business anthologies, our mission 
statement became, "jather people from all backgrounds as friends or 
colleagues and unite them in a common bond. :hare eLeryone's -our•
ney as a cathartic story or promise of professional guidance. qromote 
each indiLidual by being their biggest cheerleader." The four tenets of 
Belmont Pity qress became2

Y Dstablish credibility2 qublishing a book is the ultimate credibility 
tool for positioning yourself as a go•to expert in your industry or for 
connecting with others on a profound leLel. !eLeraging your book en•
ables you to secure speaking engagements to promote your business, 
grow your client base, or share your -ourney to build an audience or 
inspire others.

Y Brand Mour Dxpertise2 Griting a book substantially benevts busi•
ness professionals looking to establish or enhance their brand. It is 
a powerful tool in a comprehensiLe strategy that inLolLes creating a 
uni#ue identity, image, and experience associated with their products 
or serLices. A book extends a business person's reach beyond their 
immediate network, allowing them to diFerentiate themselLes in a 
crowded market. 

Y :implify Mour !ife2 A book encapsulates an author's expertise, 
perspectiLe, and professional -ourney all in one place. Ssing your book 
to centraliRe your knowledge and experiences makes networking more 
impactful, personal branding more cohesiLe, and marketing eForts 
more e7cient. Mour book is a more substantial and impactful means 
of creating a lasting impression.

Y jain ;ore Business2  A book can serLe as a lead generation 
tool. By proLiding Laluable content, authors can attract readers who 
are potential clients interested in their professional serLices. Authors 
often receiLe inLitations to speak at conferences, workshops, and 
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seminars. These opportunities further assist in client prospecting by 
putting them in front of audiences eager to learn from their insights. 

As a point of reference, when someone publishes a book about their 
personal experiences, they often vnd themselLes stepping into a sales 
role when marketing their book% here's why. ;any indiLiduals write 
books to share wisdom, stories, and experiences that can outliLe the 
author and inKuence future generations. ;ost are driLen by a deep 
desire to connect with others on a profound leLel. HoweLer, to reach 
and touch the liLes of as many people as possible, authors must adopt 
strategies similar to those used by professional "experts" who write 
within specivc velds to achieLe similar goals in business. This means 
actiLely seeking opportunities to engage with audiences, leLeraging 
moments to inspire, and proLiding guidance or hope, -ust as business 
professionals do. In essence, when aiming to highlight your book, you 
must embrace being your adLocate and salesperson.

In our opinion, writing a book is no longer an option for pro•
fessionals looking to establish themselLes as the go•to expert in their 
veld% it is a necessity to gain market adLantage. A book is not -ust a 
publication% it's a multifaceted branding tool that establishes author•
ity, showcases the depth of knowledge, expands reach, creates a last•
ing impact, facilitates connections, enhances the professional image, 
serLes as a platform for diLerse content, and diFerentiates the author 
from the competition. Authors can eleLate their professional standing 
by eFectiLely branding their expertise through a book, opening new 
opportunities, and building a lasting legacy in their niche. 

Creating Authors

The desire to write a book is a common dream shared by many. These 
desires are often fueled by deep•seated passions. A commonly cited 
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statistic …credited to a 6ew Mork Times article from a few years backQ 
is that z9? of adult Americans want to write a book. :ome common 
motiLations for writing a book include2

Y	PreatiLe Dxpression2 ;any people harbor a strong desire to ex•
press themselLes creatiLely. Griting a book oFers an expansiLe canLas 
to paint one's thoughts, imaginations, and insights in words.

Y	:hare *nowledge or Dxperiences2 (or some, the motiLation 
comes from a desire to share specialiRed knowledge, wisdom, and life 
or business experiences that could benevt, inspire, or entertain others.

Y	AchieLe Eecognition or !egacy2 The aspiration to be recogniRed 
as an author, benevting from the attention a book aFords them, or 
leaLing a tangible legacy through one's words can be powerful moti•
Lators.

Y	qersonal and qrofessional (ulvllment2 Griting a book is often 
seen as a bucket list goal, a personal challenge, or a powerful tool 
for professionals to establish authority, share expertise, and ultimately 
driLe business growth.

Based on our obserLations at BPq, approximately 9•0? of those 
adult Americans who want to write a book go on to write their book. 
The -ourney from conceiLing an idea to publishing a book is fraught 
with self•imposed and external challenges that can preLent aspiring 
authors from turning their dreams into reality. These "challenges" 
often mask fears and self•doubt, leading to almost 3z? of aspiring 
authors pulling back on their dreams. At Belmont Pity qress, we 
understand these challenges and oFer constructiLe responses to help 
inspire potential authors to take the leap and share their knowledge or 
stories with the world.
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Common Reasons for Not Writing a Book and The 
Responses and Solutions Working With Belmont 
City Press Provides:

Imposter Syndrome or Not Being "Ready": 

Ge coLered 'Imposter :yndrome' in Phapter (our. HoweLer, many 
potential authors feel they aren't "expert" enough in their veld to 
write a book or fear they don't haLe enough uni#ue insights to oFer. 
!ook, "ready is a lie." The underlying issues of not feeling "ready" often 
inLolLe self•doubt, perceiLed lack of expertise, or simply the daunting 
nature of the book•writing process. 

Response:

 (or personal books, we like to paraphrase jlennon Ooyle% when 
writing a book, talk about your scars, not your wounds. If you don't 
feel ready to write a book about your entire experience, try writing 
about the lessons you haLe learned up until now. Sntil your wounds 
haLe scarred oLer, they may be too raw, leaLing you feeling exposed 
to others. HoweLer, your experiences until now could be someone 
else's surLiLal guide. As time progresses and you heal, you will haLe a 
follow•up noLel ready to go. qrofessionally2 It's crucial to remember 
that expertise is relatiLe, and what may seem "basic" to you could be 
groundbreaking for someone else. Griting about your uni#ue per•
spectiLe and experiences allows you to start from where you are, using 
what you know and can do. Take, for instance, our client, a new 
Agent in Eeal Dstate. Nnly haLing three years in the industry made 
her cautious to write a book and appear to be an "expert," possibly 
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setting herself up to be "exposed." :o, with our help and her deep 
roots in her community, we worked with her to interLiew other small 
businesses in her area2 bakers, Kower shops, tailors, dry cleaners, hair 
salons, and others. Her interLiews became her book, and she used her 
book as a hand•out at "Npen Houses" and other industry eLents. :he 
promotes herself as the local "Agent who is friends with eLeryone in 
town" buyers can rely on for referrals once she vnds them a home in 
their new town. BrilliantC

Fear No One Will Read It: 

There's a common fear that, after all the eFort, the book will not 
attract readers or make an impact.

Response: 

jood news, at Belmont Pity qress, our ob-ectiLe is to help you write a 
book specivcally as a marketing tool. (or personal story authors, your 
book is a key to opening doors to opportunities to tell your story, such 
as conferences, seminars, guest blogs, and podcasts. The same is true 
for professionals% although there are many marketing and networking 
strategies to help your book vnd its audience, you do not need to worry 
about selling copies. 6o one is getting rich from royalties, not eLen 
the big guns in publishing. The purpose of your book is Lery clear2 
to help you haLe more "eyes on you" and to gain more business. Mour 
book becomes the best and most signivcant business card you can 
haLe. It is a tool to attract more clients by centraliRing your expertise 
in an easy•to•access format. Imagine the next time you get together 
with clients, hoping to close the deal. Mour prospectiLe client asks you 
a #uestion, and you respond’" I wrote an entire chapter on that in my 
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book2" Mou hand them a copy of your book and say "turn to page 9), 
Helen." BrilliantC 

If you are considering writing a book and cu•
rious about how to use it in your marketing, look 
no further. Nur Book ;arketing @uiR …Book
;arketing@uiR.comQ is here to identify the top 
marketing strategies for your book that match 
your business, ongoing marketing actiLities, and 
personality. Are you a :cribeZ 6oLelistZ qublicistZ !et's vnd outC 

Lack of Time: 

;any people feel they are too busy with their daily responsibilities to 
write a book.

Response: 

(irst, writing a book is a marathon, not a sprint. :econd, with B
elmontPityqressSniLersity.com, we'Le deLeloped an entirely online 
program that 4literally4 walks you through writing a book. Mou answer 
pointed and open•ended #uestions for 01 minutes daily for 09 days, 
and then we take it from there. Nur writers and copy editors cultiLate 
a narratiLe of your story and expertise. Ge either -oin your chapter 
with like•minded indiLiduals in an anthology or publish a stand•alone 
book. Pongratulations, you're a published authorC BrilliantC 
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Fear of Criticism or Failure: 

qotential authors often worry about negatiLe feedback or the book's 
failure.

Response: 

At some point, eLery successful author and entrepreneur has faced 
re-ection and criticism. Priticism can be a Laluable tool for growth and 
improLement. At BPq, we specialiRe in anthologies. Ge often haLe 
clients who gather fellow industry professionals to collaborate on a 
book with them, each person proLiding a chapter highlighting their 
specialiRed niche. Nn the other hand, inLiting others to contribute 
to your book in a small way produces a group of respected industry 
experts who are eager for the publication of your book. (or example, 
the !oan N7cer who asks a high•producing Eeal Dstate Agent to write 
the forward of their book or the Gellness Poach who asks a popular 
Oietician to contribute to a chapter and list the "Top 91 Things DLery•
one 6eeds to *now About (ood (or !iLing Gell." Bringing together 
some "raLing fans" before you publish is an excellent way to cast aside 
fears of criticism or failure. BrilliantC

Not Knowing Where to Start: 

The book writing process can seem oLerwhelming, especially for 
vrst•time authors who need help vguring out how or where to begin.
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Response: 

At Belmont Pity qress, we recogniRe there are many ways to complete 
your book2 hire a ghostwriter, use a pre•fabricated book …q!EQ, writ•
ing retreats or boot camps, collaboratiLe writing groups, or you could 
go through our 09•Oay•to•Author program. All haLe pros and cons, 
and we haLe opinions on each. … I know, you5re surprisedCQ To discoLer 
if writing your book with Belmont Pity qress is right for you, reach 
out to us and schedule a call, send an email …publisher—belmontcityp
ress.comQ, or plan a Joom. Ge can't promise we will always haLe spots 
aLailable, as we only work with a few authors at a time. Oepending 
upon the time of year, we may only haLe time slots aLailable for a #uick 
consultation to see if becoming a published author is right for your 
business. But that changes often as authors make their way through 
our guided program. In any case, reach out for no reason other than 
we would loLe to hear your story. BrilliantC

6ow, let's address some more of those "challenges" aspiring authors 
face when deciding to write a book. Below are some "challenges" and 
suggested book "styles" to alleLiate them.

Self-Imposed Challenges To Writing a Book and The 
Styles Of Books To Overcome These Challenges

Procrastination

Style/Approach: Blog-to-Book Project: This approach starts with 
a series of blog posts focused on a specivc theme or topic. NLer time, 
these posts are expanded, revned, and interconnected to form the basis 
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of a book. It's a gradual process that allows authors to build their 
manuscript piece by piece, making the task of writing a book less 
intimidating and more manageable.

How It Helps: :tarting with a series of blog posts on a particular 
sub-ect can feel less daunting than writing a book. This approach 
breaks down the book•writing process into smaller, more manageable 
pieces, encouraging consistent writing habits and gradually accumu•
lating content that can be compiled into a book.

Self-Doubt

Style/Approach: Personal Journey or Memoir: Griting a personal 
-ourney or memoir entails crafting a narratiLe around one's life expe•
riences, challenges, insights, and growth. It's a deeply personal form 
of writing that draws on the author's own stories, making issues of 
expertise less daunting since the primary source material is the author's 
life itself.

How It Helps2 Griting about one's own experiences, challenges, 
and triumphs can be empowering. It leLerages the author's uni#ue 
perspectiLe and expertise, reducing the fear of not being "expert" 
enough. qersonal narratiLes inherently Lalue the author's Loice, help•
ing to mitigate self•doubt.

Perfectionism

Style/Approach: First Draft Series or Serialized Fiction: This 
method inLolLes publishing a story in segments or chapters oLer time, 
often on a public platform. The focus is on moLing the narratiLe for•
ward and engaging readers continuously rather than perfecting eLery 
detail before sharing. This serial format can help authors oLercome 
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perfectionism by prioritiRing continuous writing and direct reader 
engagement.

How It Helps2 Pommitting to publishing a series of vrst drafts or 
serialiRed vction …e.g., on a platform like GattpadQ can help oLercome 
perfectionism. The focus shifts to progressing the story and engaging 
readers, rather than perfecting eLery detail. (eedback from readers can 
also guide reLisions, making the task less solitary and perfection•dri•
Len.

Lack of Discipline

Style/Approach: Writing Challenge or Event Participation …e.
g., 6a6oGri;oQ2 qarticipating in a writing challenge like 6ational 
6oLel Griting ;onth …6a6oGri;oQ inLolLes committing to writing 
a certain amount of words within a specivc timeframe, often with 
the goal of completing a noLel draft. These eLents proLide structure, 
deadlines, and a supportiLe community, fostering a sense of account•
ability and motiLation.

How It Helps2 qarticipating in a writing challenge like 6ational 
6oLel Griting ;onth …6a6oGri;oQ proLides structure, deadlines, 
and a community of writers working towards a common goal. This 
external accountability can boost discipline and productiLity.
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External Challenges To Writing a Book and The 
Styles Of Books To Overcome These Challenges

Time Constraints

Style/Approach: Anthology or Collection of Short Stories/Es-
says: This approach entails writing shorter, standalone pieces”such 
as short stories, essays, or poems”that can be completed in shorter 
periods of time. These pieces are then compiled into a cohesiLe col•
lection or anthology. It's ideal for writers with limited time, allowing 
for progress in smaller, manageable increments.

How It Helps: Griting shorter, standalone pieces re#uires less 
continuous time commitment than a full•length noLel or non•vction 
book. This format allows authors to write in bursts as their schedule 
permits, eLentually compiling these pieces into a cohesiLe anthology.

Lack of Support

Style/Approach: Collaborative Writing Project2 A collaboratiLe 
writing pro-ect inLolLes two or more authors co•creating a work, 
whether it's a noLel, a collection of essays, or another form of written 
work. This method distributes the workload and proLides a built•in 
support system of fellow writers, helping to keep motiLation high and 
oFering diLerse perspectiLes on the pro-ect.

How It Helps: Pollaborating with one or more writers can pro•
Lide a support system, sharing the workload and oFering motiLation. 
PollaboratiLe pro-ects can take many forms, from co•authored books 
to compilations where each author contributes to a chapter.
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Market Pressures

Style/Approach: Niche How-To Guides or eBooks: (ocusing on 
a specivc niche, authors can create detailed guides or eBooks that 
address particular topics, problems, or interests. These works leLerage 
the author's expertise and are often self•published, targeting a specivc 
audience seeking that knowledge. This approach reduces the pressure 
of broad market appeal, focusing instead on serLing a well•devned 
reader base.

How It Helps2 (ocusing on niche topics in which the author has 
expertise can reduce the pressure of broad market appeal. These works 
can be self•published, especially in eBook format, directly targeting 
specivc audiences without the need for mainstream commercial suc•
cess.

Information Overload

Style/Approach: Curated Guide or Expert Compilation2 Instead 
of creating entirely new content, authors curate and compile existing 
information, presenting it in an accessible and insightful way. This 
could inLolLe summariRing research, proLiding analysis on a series of 
studies, grouping blog posts, or compiling expert opinions on a topic. 
The author acts as a knowledgeable guide, helping readers naLigate 
complex sub-ects.

How It Helps: Instead of attempting to coLer a topic compre•
hensiLely, authors can curate information, distilling complex sub-ects 
into accessible guides. This approach leLerages existing knowledge and 
positions the author as an expert curator, reducing the oLerwhelm of 
creating entirely new content.
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Commercial Viability

Style/Approach: Business How-To or Thought Leadership 
Book2 As mentioned aboLe, when discussing the "fear no one will read 
your book," most books are written as tools in a marketing strategy. 
A "thought leadership" book is designed to showcase the author's 
expertise and innoLatiLe ideas in a specivc veld or industry. It aims to 
position the author as a leading expert or Lisionary, oFering uni#ue 
insights, forward•thinking concepts, and actionable solutions to chal•
lenges within their domain. These books are often used to inKuence 
industry trends, spark discussions, and establish the author's credibili•
ty and authority on the sub-ect matter, not to earn royalties from sales.

How It Helps2 Griting a book as a marketing tool for a business 
or expertise doesn't re#uire any eFort in the "selling" of the book. 
The primary goal isn't direct sales from the book but instead using 
the book to enhance credibility, attract clients, or as a giLeaway to 
build professional relationships. This book could also oFer Laluable 
insights, case studies, or how•to guides releLant to their industry. This 
approach sidesteps the pressure of commercial success, as the book's 
Lalue comes from its utility in supporting the author's business or 
career goals.

Emerging Professional

Style/Approach: Interview-Based Book2 :imilar to Imposter :yn•
drome or "not feeling ready" …aboLeQ, create a book centered around 
interLiews with experts or practitioners in your veld of interest. This 
format can range from a collection of interLiews to a more narratiLe 
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style that weaLes together insights from Larious contributors around 
specivc themes.

How It Helps2 This approach positions the author as a curator of 
knowledge rather than the sole expert, which can be less daunting. It 
leLerages the expertise of others, proLiding Laluable content for readers 
while allowing the author to coLertly learn alongside the reader.

Additional Styles of Books

The How-To Guide2 These books proLide practical adLice on achieL•
ing specivc outcomes or mastering skills. A salesperson might write a 
book like "The Art of Plosing Oeals2 A :tep•by•:tep juide to Be•
coming a :ales Phampion," oFering readers actionable strategies for 
improLing their sales techni#ues.

The Industry Insight Book2 This style inLolLes sharing in•depth 
knowledge about a particular industry. An example could be "Tech 
:ales Oecoded2 Insider :trategies for :elling :aa: qroducts," aimed 
at sales professionals in the technology sector, oFering insights into 
industry trends, customer behaLior, and eFectiLe selling strategies for 
:aa: products.

The Personal Journey: Here, the author shares their experiences, 
challenges, and successes in their career. A book like "(rom Pold Palls 
to Plosed Oeals2 ;y &ourney to :ales :uccess" can inspire, educate, and 
oFer relatable experiences for salespeople at all stages of their careers.

The Thought Leadership Book: These books position the au•
thor as a thought leader by introducing innoLatiLe ideas or perspec•
tiLes on selling, business growth, or customer relations. An exam•
ple could be "The (uture of :elling2 How Dmotional Intelligence Is 
Transforming :ales," which explores the eLolLing landscape of sales 



EDO HI!TN69V1

and the increasing importance of D@ in building customer relation•
ships.

The Research-Based Book: Authors present vndings from orig•
inal research or compile existing studies to oFer insights into eFectiLe 
sales strategies. A book like ":elling :mart2 Oata•OriLen :trategies 
to ;aximiRe :ales qerformance" would appeal to sales professionals 
looking for eLidence•based approaches to improLe their results.

The Motivational Book: Aimed at boosting morale and inspiring 
action, motiLational  books often include success stories, motiLational 
principles, and mindset shifts. ":ell Mour Gay to the Top2 ;otiLation 
and ;indsets for :ales :uccess" could be an example, oFering encour•
agement and practical tips for oLercoming common sales challenges.

The Niche-Speci•c Manual: These books target Lery specivc seg•
ments of sales, oFering detailed guidance on selling within particular 
niches. (or instance, "!uxury Eeal Dstate :elling :ecrets2 How to 
Oominate High•Dnd ;arkets" would proLide specialiRed adLice for 
real estate agents focused on the luxury market.

The Problem-Solving Book: This type of book focuses on iden•
tifying common problems or pain points in a specivc area of sales or 
business and oFering clear, practical solutions. An example could be 
"NLercoming Nb-ections2 The :alesperson's juide to Handling Pus•
tomer Hesitations," which would proLide strategies for sales profes•
sionals to naLigate and oLercome ob-ections during the sales process, 
improLing their conLersion rates.

The Anthology of Success Stories2 Pompiled from Larious con•
tributors, this style features a collection of success stories from dif•
ferent authors, proLiding a diLerse range of perspectiLes and insights 
into achieLing sales excellence. A book like ":ales /ictories2 Eeal :to•
ries from the (ront !ines of :ales" could inspire readers with tales 
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of triumph from salespeople in Larious industries, highlighting the 
Lersatility and adaptability re#uired in successful selling.

The Workbook or Interactive Guide2 Oesigned to be a hands•on 
tool, these books include exercises, worksheets, and actionable steps 
for readers to apply the concepts discussed in real•time. "The :ales 
;astery Gorkbook2 Dxercises for Eevning Mour :ales :trategy" could 
oFer readers a structured way to deLelop their sales skills, from crafting 
pitches to managing client relationships, with interactiLe content to 
engage and challenge them.

Dach style opens up new aLenues for sales professionals and busi•
ness authors to share their expertise, connect with their audience, and 
reinforce their status as experts in their veld. Ghether through solL•
ing specivc problems, sharing success stories, or proLiding interactiLe 
learning experiences, these book styles cater to a wide range of reader 
preferences and learning styles. This giLes potential authors options 
when looking for the "style" of book that suits them best and enhances 
the reach and impact of their professional insights.

COLORING BOOKS

Adult coloring books are a thing …no, really, I cannot emphasiRe this 
enough. They are haLing more than a VmomentW right now. It is akin 
to a VmoLementWQ. (rom nostalgic pleasure to cathartic comfort, adult 
coloring books are on the bestseller list of almost eLery bookseller, 
including AmaRon, Barnes X 6oble, and eLen Galmart. Ghat initially 
started as a relatiLely small niche hobby, has exploded into a world•
wide phenomenon, with eight of the top “1 bestsellers in 019“ under 
"Adult 6onvction" going to adult coloring books. (or most retailers, 
the popularity of adult coloring books has spurred sales in related 
art supplies. A 6ielsen report reLealed that sales of colored pencils 
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increased 0W.8 percent in 0101, a big uptick compared to the preLious 
three years when the growth rate ranged from 9.8 to ).0 percent.

A tiny segment of our company …known as the "fun" departmentQ 
is dedicated to producing coloring books. This department is typically 
used for social media inKuencers and fundraisers but has some Lalue 
in the business world. A personaliRed coloring book, tailored to a 
business's brand and message, oFers a uni#ue and creatiLe marketing 
tool. :uch a coloring book can be especially eFectiLe for salespeople 
or business owners looking to increase sales, enhance exposure, and 
improLe client retention in seLeral innoLatiLe ways2

U Promotional Giveaways: qersonaliRed coloring books can be 
excellent promotional items at trade shows, conferences, or local com•
munity eLents. They not only stand out from the usual business cards 
and Kyers but also engage potential clients in a fun, memorable actiLity 
that's directly linked to the business's brand. This interaction can 
make the business more memorable, encouraging potential clients to 
reach out when they need the serLices or products oFered. Branded 
coloring books oFer a tangible giLeaway option for business profes•
sionals who may not Liew themselLes as experts and seek a substan•
tial yet less knowledge•intensiLe alternatiLe to text•based books. This 
choice allows them to proLide something of Lalue without the need 
for extensiLe experience.

U Direct Mail Campaigns2 Including a personaliRed coloring book 
in direct mail campaigns adds a tangible, interactiLe element to the 
business's marketing eForts. Eecipients are more likely to engage with 
and remember physical items, especially those that oFer a uni#ue Lalue 
like relaxation and creatiLity. This strategy can help keep the business 
top of mind among its target audience, potentially leading to increased 
in#uiries and sales.
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U Customer Loyalty Rewards: NFering personaliRed coloring 
books as a loyalty reward or a thank•you gift for continued busi•
ness can enhance customer retention. It shows appreciation in a 
uni#ue and personal way, fostering a positiLe emotional connection 
with the brand. This approach encourages repeat business and can 
prompt customers to share their experiences with others, generating 
word•of•mouth referrals.

U Social Media Engagement2 This is where BPq shinesC Nne of 
our most successful campaigns with a coloring book is a self•described 
"jlobally :tunning" :ocial ;edia :tar who has now amassed more 
than V million followers across platforms. Ghen deLeloping a branded 
coloring book for our :ocial ;edia clients, we also assist with the 
book launch and encourage purchases of the books to coincide with " 
color with me nights" conducted by the :ocial ;edia author. These 
interactiLe online meet•ups allow the author to increase sales and 
the followers to spend time coloring with the author Lia TikTok or 
(acebook "liLe" eLents. By encouraging clients to share their colored 
pages on social media with a specivc hashtag, the author can interact 
with followers and increase exposure and engagement. (or businesses, 
it's an opportunity to showcase their creatiLity while also spreading 
the word about the business to a wider audience. In some cases we 
haLe had the :ocial ;edia inKuencer reach out to their followers for 
submissions to the coloring book, which as you can imagine increased 
the reach and commercial appeal of the book. These strategies can 
all be amplived by running contests or oFering priRes for the best 
post•publication coloring submission, further increasing participa•
tion and Lisibility.

U Educational Tool2 (or businesses related to sectors like health, 
vnance, or enLironmental serLices, a personaliRed coloring book can 
serLe as an educational tool geared towards adults and children. By in•
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corporating industry•related themes and information into the color•
ing book design, businesses can educate their audience in an engaging 
way. (or example, a dental practice might create a coloring book that 
teaches children about dental hygiene through fun illustrations. This 
approach not only positions the business as a helpful resource but also 
builds trust and credibility with its audience.

StiliRing a personaliRed coloring book as part of a marketing strat•
egy allows a business to connect with its audience on a personal and 
creatiLe leLel. This innoLatiLe approach can enhance brand recogni•
tion, foster a deeper customer relationship, and ultimately increase 
sales and client retention.

The Pull/Push Balance in Business

The "qullYqush" balance in business refers to a strategic approach that 
combines attracting or drawing in clients by pulling them into your 
world, actiLely promoting products or serLices to them, and pushing 
them to succeed in their own liLes and thriLe with your products 
and serLices. The key is centraliRing your expertise and revning your 
marketing to reach your target audience. Griting a book is an un•
paralleled strategy to anchor your authority, share success stories and 
testimonials, and highlight what separates you from the competition. 
Gith your book, you not only pull potential clients into your sphere 
by oFering them a deep diLe into your knowledge and uni#ue insights 
but also set the stage for pushing them toward success through your 
specialiRed products and serLices. The VqullYqushW balance is crucial 
across Larious industries, as it helps businesses engage their target 
audience eFectiLely while encouraging them to take action and achieLe 
success.
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Here are seLeral examples illustrating this concept in diFerent con•
texts2

U Life Coaching2 A life coach must attract or VpullW clients by 
showcasing their expertise, success stories, and the potential benevts of 
coaching through content marketing, speaking engagements, and so•
cial media engagement. Nnce clients are on board, the coach VpushesW 
them to excel by setting goals, proLiding accountability, and oFering 
the tools and motiLation needed to achieLe personal and professional 
growth.

U Book Publishing2 qublishers need to attract or VpullW authors 
by demonstrating their success in marketing books, proLiding edi•
torial expertise, and oFering a supportiLe publishing process. This 
pull strategy ensures authors feel convdent in the publisher's abili•
ty to enhance their work. Nnce an author is part of the publishing 
house, the publisher then VpushesW the author to meet deadlines, 
polish their manuscript, and participate in marketing actiLities, all of 
which are aimed at making the book”and by extension, the author's 
brand”more successful.

U Fitness Centers and Personal Trainers: jyms and person•
al trainers VpullW in members or clients by oFering state•of•the•art 
facilities, diLerse workout classes, or personaliRed training programs 
that cater to Larious vtness goals. They might also use free trials or 
workshops as a pull strategy. Nnce indiLiduals are engaged, the VpushW 
strategy inLolLes motiLating them to push their limits, adhere to 
their vtness plans, and possibly upsell additional serLices or premium 
memberships.

U Real Estate Brokerages2 Eeal estate agents VpullW potential 
clients by showcasing their market knowledge, customer testimonials, 
and high•#uality property listings through Larious marketing chan•
nels. They might also oFer free Laluation serLices or informatiLe sem•
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inars on buying and selling property to attract sellers and buyers. After 
establishing a relationship, agents VpushW clients to achieLe their goals 
by educating them with tailored property suggestions, negotiation 
assistance on deals, and oFering comprehensiLe support throughout 
the buying or selling process, encouraging them on how to best close 
deals.

In eLery scenario described, employing a pull strategy inLolLes 
crafting an enticing oFer that naturally attracts indiLiduals, com•
pelling them to interact with your business or serLice. Griting a book 
serLes as an eFectiLe method to pull potential clients into your sphere 
of inKuence, consolidating your authority by disseminating your in•
sights and fostering relationships through meaningful connections. 
(urthermore, by integrating calls•to•action and proLiding educational 
adLice, you're able to push your clients towards achieLing success by 
leLeraging the products and serLices you oFer.

Signature Talks

qart of VTelling Mour :toryW inLolLes well, telling your story. Nne of the 
greatest passions I haLe for helping people to showcase their business 
is assisting with drafting their :ignature Talk. HaLing a :ignature Talk 
is a powerful tool in promoting a business, oFering a strategic way to 
communicate your message, expertise, and Lalues to your target audi•
ence. This crafted presentation serLes not -ust as a promotional piece 
but as a cornerstone of your brand's narratiLe, helping to distinguish 
you in a crowded marketplace.
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Stephanies Story

;y friend :tephanie is a talented professional photographer. A short 
time ago, :tephanie attended my jame Phangers Ponference and 
part of the conference was talking about crafting a :ignature Talk. To 
illustrate how to craft a :ignature Talk I decided to use :tephanie as 
an example during the conference. I chose her mostly because of how 
my idea for her :ignature Talk and her need for a powerful narratiLe 
that went beyond the lens, captured the essence of her work, and also 
resonated with her clients, came together in a tantaliRing speech.

After much thought, I felt that the heart of her talk should reLolLe 
around the theme of "being braLe." Mou see, :tephanie's clients embark 
on a -ourney of trust and Lulnerability from the moment they decide 
to work with her. To stand before a camera, to reLeal one's true self, 
re#uires braLery. It demands courage to trust someone else to see us 
as we are, to capture our essence, and to pose us in ways that we may 
haLe neLer seen ourselLes. :tephanie helps her clients naLigate these 
waters of self•doubt and Lulnerability, transforming what could be a 
nerLe•wracking experience into one of empowerment and self•discoL•
ery.

Mou see, :tephanie's clients, in trusting her, were not -ust stepping 
into a studio% they were stepping into a space where their insecurities 
and fears could be laid bare. This act of braLery wasn't -ust about facing 
the camera, but about confronting their own self•image issues, their 
discomfort, and sometimes their lifelong struggle to accept and loLe 
their appearance. :tephanie's role transcended that of a photographer% 
she became a guide, a convdant, a catalyst for change.

In polishing :tephanie's :ignature Talk, we would keep the essence 
of her work at the core”empowerment through Lulnerability. The 



EDO HI!TN69Vz

climax of her presentation, carefully crafted for maximum impact, 
would be the reLelation that she specialiRes in boudoir photography. 
This reLelation would bring the theme of braLery full circle, highlight•
ing the intimate and transformatiLe nature of her work. It would be 
a moment of collectiLe realiRation for her audience, a moment where 
the importance of being braLe, in front of the camera and in life, truly 
hit home.

In  deLeloping  a  signature  talk  for 
:tephanie, we would not only aim to pro•
mote :tephanie's business but also to in•
spire her audience. Ge wanted to conLey 
that braLery is not the absence of fear, but 
the strength to moLe forward despite it. 

:tephanie's photography is a celebration of this braLery, a testament 
to the beauty of being Lulnerable, and a reminder that sometimes, the 
most empowering thing we can do is trust someone else to see us, truly 
see us, as we are. To book a session, check out her work, or -ust vnd a 
way to spend time with this beautiful human,  you can vnd :tephanie 
at !ust!oLeBoudoir.com

Signature Talks 6tilization Across Various Platforms

Nnce crafted, here are some uses for that kick•ass :ignature Talk2
Y Ponferences and Gorkshops2 These are traditional yet powerful 

Lenues for deliLering your :ignature Talk. They proLide a platform to 
reach an engaged audience actiLely seeking insights and solutions in 
your area of expertise.
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Y Gebinars and Nnline Pourses2 NFering a digital Lersion of your 
:ignature Talk through webinars or as part of an online allows you to 
connect with clients who cannot attend in•person eLents.

Y :ocial ;edia2 :hort segments of your :ignature Talk can be 
adapted for social media platforms, serLing as Laluable content to 
engage with your audience.

Y qodcasts X juest Blogging2 :haring your insights on podcasts or 
through guest blog posts can help you reach a new audience. These 
platforms oFer a way to delLe deeper into sub-ects coLered in your 
:ignature Talk, proLiding additional Lalue to listeners and readers.

Y 6etworking DLents2 A concise Lersion of your :ignature Talk 
can be a compelling introduction in networking settings, helping you 
#uickly communicate your business's Lalue proposition.

Y :ales ;eetings and qitches2 Tailoring your :ignature Talk for 
one•on•one sales meetings or pitches can help persuade potential 
clients or inLestors of the Lalue of your business.

Prafting a :ignature Talk can be an incredibly fun process, espe•
cially when you diLe into the creatiLe challenge of selecting a topic. 
The real excitement lies in choosing a sub-ect that not only has com•
mercial appeal but also includes an unexpected twist. This element of 
surprise, similar to reLealing :tephanie is a boudoir photographer at 
the end of her talk, adds depth and intrigue to a presentation. A :ig•
nature Talk is not -ust a speech% it's a Lersatile asset that can be adapted 
and utiliRed across Larious platforms to promote your business. By 
establishing your expertise, building trust, and enhancing Lisibility, 
a :ignature Talk helps to attract and engage your target audience, 
driLing growth and success for your business. !et us know if you are 
interested in crafting your signature talk. 
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