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R eal talk: I do not think Imposter Syndrome is a thing. There, I 
said it. I know many people believe in imposter syndrome, and 

similar to Santa Claus (CW: spoiler alert!), it is real, but only if you 
want it to be. 

In business, someone experiencing Imposter Syndrome may think 
they don't deserve their position, even if they have a successful track 
record. They may believe they are less competent than others per-
ceive them to be and assume their colleagues, peers, or clients have 
higher expectations of them than they feel capable of delivering. This 
self-doubt in their skills and achievements can lead to feelings of anx-
iety, inadequacy, and a constant fear of being "found out." Imposter 
syndrome can also signiBcantly impact people in their personal lives, 
leading to low self-esteem, dijculty accepting praise, and relationship 
strain. ?ut I ask you, "Isn't that Eust old-fashioned insecurityD"



RHL OINT40A;

"The greatest mistake you can make in life is to be 
continually fearing you will make one."

-Hlbert Oubbard 

’t its core, Imposter Syndrome is rooted in a skewed perception of 
what others think about usM thatKs why overcoming insecurities is not 
as straightforward as merely "believing in yourself." Through distorted 
thinking and Vawed self-perception, we proEect our lack of conBdence 
onto others, essentially creating a narrative about what we believe 
someone thinks of us. What we're feeling, in many cases, are natur-
al feelings of doubt, nervousness, and possibly being overwhelmed, 
which are not uncommon in the challenging world of business. Sorry, 
you're Eust normal.

7y youngest daughter, 1itty, was homeschooled for most of 
her pre-college education (not C43IL-related, Eust regular home-
schooled, lol). In the equivalent of the Pth grade, part of her home-
school curriculum was to create a business. I know, the apple doesn't 
fall too far from the tree. ’t FY years old, she was tasked with develop-
ing a business plan, writing a mission statement, and learning about 
proBt and loss statements-the works! This was not a "theoretical" 
course either. She made and then S4NL her products at local fairs, 
expos, and shops (I mean, how else would I work in teaching sales, 
marketing skills, R4I's, and ad placements)D 

’fter a few expos, I noticed she struggled a little with "owning" 
her business and her space in the business world. She seemed "timid" 
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whenever someone walked into her booth and asked about her busi-
ness. It occurred to me that, at such a young age, she was accustomed 
to being in the position of learning from adults, not teaching them. 
I sat her down and explained, "2ou are the expert in everything you 
know, and no one knows more about your business than you." Oear-
ing this empowered her to take agency in her business. Slowly, she 
became comfortable talking to people, telling them about her Eourney, 
process, and story. She would go on to write her Brst book, becoming a 
published author at F/, and launching a Y-day mini-camp curriculum 
for young girls to follow in her footsteps, all based on her business. She 
would transform her little business into her platform as 7iss 7assa-
chusetts 2oung 7iss (HC‘S’ z;zF•zz) and 7iss 7assachusetts Sea-
coast “zF and “zz. The sales proceeds were used to fund her speaking to 
groups that empowered other girls using fashion and self-expression 
as her calling card. In college, she is studying to obtain a business and 
marketing degree (after already obtaining her ’L in Theatre and Uine 
’rts) and plans to go out and bring her creative side into the business 
world one day. Oer site is ReadySetUearless.com if you are interested. 
’nd yes, I am a proud mom.

Oow is this important to youD ?elieve me, as I say, "Imposter Syn-
drome" only exists if you let it. 24‘ are the authority and expert 
in your business, experience, and knowledge. Nooking around at the 
"adults" in the room, 1itty believed she didn't belong and didn't have 
enough experience to be an authority. She was comparing her "start" 
to someone else's "middle" (or more) and couldn't see that she had 
as much experience as any other new business. ’s soon as she owned 
her place in her business, she used it to gain a foothold and started 
writing her narrative. With newfound conBdence, 1itty reali”ed that 
her unique Eourney and perspective were valuable assets that set her 
apart. Hmbracing her role as a business owner, she began to inspire 
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others with her story of motivation and determination, proving that 
self-belief is the key to success.

"Failure is always better than regret." 
-‘nknown

?reaking the cycle of "self-sabotaging weaponi”ed proEection" 
(that's the new name I'm giving "Imposter Syndrome"... SSW5, for 
short) involves recogni”ing that SSW5 is a subEective perception rather 
than an obEective reality. That is a bunch of big words to mean... our 
individual opinions, feelings, and interpretations often shape how we 
perceive and understand a situation or reality rather than relying solely 
on factual, concrete, and universally agreed-upon information. Can 
we stop thatD

?y understanding the proEection aspect of SSW5, individuals can 
regain conBdence, overcome self-doubt, and ultimately excel without 
being held back by unfounded fears of being perceived as "imposters" 
by having an ’CCHSS plan.  Oere's howM

• Acknowledge your own self-doubt and understand that it's a 
normal part of human experience.

• Consciously separate your internal doubts from external expecta-
tions, reali”ing that others may not have the same (possibly unrealistic) 
expectations you impose on yourself.

• Challenge your negative self-perceptions and seek evidence of 
your competence and accomplishments.
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• Embrace a growth mindset where you focus on learning and 
continuous improvement.

• Seek support, mentorship, or coaching to address your SSW5 and 
build self-conBdence through a mentor's guidance and vision of you.

• Strive for excellence, not perfection (oddly enough that is the next 
chapter).

7itigating SSW5 involves adopting an ’CCHSS plan. This ap-
proach helps individuals regain conBdence and overcome the self-im-
posed fears of being perceived as "imposters," enabling them to excel 
without being hindered by unfounded fears. NetKs break the cycle.

”Tell It Then Sell It” Education is the key. 

In Chapter 4ne of this book (if you skipped over it, I'd go back if I 
were you and read itM it is that good), we touched on shifting your focus 
in your business from inVuencing your clients to educating them. 
Salespeople typically have the "tell it then sell it" mentalityM that's what 
makes them salespeople. ‘nfortunately, most skip over the "tell" part 
and get directly to the "sell" part. That is what makes them ine—ective 
salespeople. The "tell" is about your clientM the "sell" is about you. 

I built a Y;-year sales career on two things: writing (blogs, articles, 
speeches, books) and talking (classes, seminars, community outreach 
education). The foundation for both of those things was education. I 
recogni”ed early on that to feel conBdent when speaking to clients, I 
needed to know three things:

G 7ore than my clients knew or needed to know.
G 7ore than was necessary for my position in my business.
G 7ore than my competition.

Simply put, I needed to "perfect my craft."



RHL OINT40AA

In the beginning of my career, my "Eob" was to learn. I took advantage 
of any opportunity to educate myself on topics directly and indirectly 
related to my craft, from anyone. I listened to other people in my 
industry and quickly found out who was reliable and who was best 
used as a "what not to do." I also listened to clients to learn common 
concerns and questions, leading to anticipating my clients needs and 
providing guidance before they had a chance to ask. I was becoming 
an "expert," and with that, my conBdence began to soar. I was shifting 
from a 6sell8 to a 6tell8 mentality and developing my business through 
knowledge-based selling.

We can all agree the traditional "hard-sell" sales approach is giving 
way to something more powerful, sustainable, and e—ective: knowl-
edge-based selling (also known as Consultative Selling). The well-ed-
ucated in any industry are becoming valuable assets to clients. Con-
sultative selling is having its moment. 1nowledge-based selling doesn't 
Eust build your conBdenceM it's a cornerstone of business growth, as 
conBdence in your abilities as a coach or resource inspires trust in your 
clients. Creating relationships, understanding needs, and providing 
solutions is the shift we see as business owners, coaches, and salespeo-
ple step into their new role 9as educators.

6Seek first to understand, then to be understood.8 
-Stephen R. Covey
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Master The Socratic Method, Robe Not Required.

The Socratic 7ethod is a form of thoughtful, cooperative, and light 
argumentative-style conversations designed to provoke critical think-
ing, foster self-discovery, and guide people toward forming their own 
conclusions through a series of open-ended questions and discussions. 
It derives its name from the ancient Jreek philosopher Socrates, who 
frequently employed this approach (or so we are led to believe) to 
engage in profound philosophical debates and encourage his followers 
to challenge their beliefs and assumptions. This approach still serves 
as a valuable tool for exploring ideas, encouraging self-awareness, and 
fostering independent thinking. In client prospecting, business own-
ers, coaches, and salespeople can beneBt from employing the Socratic 
7ethod in the following ways: (for ease of reading letKs Eust refer to all 
business owners, salespeople and coaches, as coaches)

G ?uilding Rapport: The Socratic method encourages active lis-
tening and empathy. ?y asking open-ended questions and genuinely 
listening to the client's responses, coaches can establish a stronger 
rapport and build trust with potential clients. This can lead to a more 
open and productive conversation.

G ‘nderstanding Client 0eeds: Through a series of probing ques-
tions, coaches can gain a deeper understanding of the client's goals, 
challenges, and pain points. This helps them tailor their approach and 
o—ers to meet the client's speciBc needs, increasing the likelihood of a 
successful outcome.

G ‘ncovering 7otivations: The Socratic method helps uncover the 
underlying motivations and desires of the client. Coaches can inquire 
about what truly matters to the client and why they seek assistance or 
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a particular product•service. This information can be used to frame 
the coaching or sales pitch e—ectively.

G ’ddressing 4bEections: When obEections or concerns arise, 
coaches can use the Socratic method to delve deeper into the client's 
obEections, understand their perspective, and address their concerns 
more e—ectively. ?y asking questions, they can uncover the root causes 
of obEections and o—er relevant solutions.

G Hncouraging 4wnership: The Socratic method empowers clients 
to own their decisions. Rather than being told what to do, clients are 
encouraged to arrive at conclusions themselves, making them more 
committed to the coaching process or purchase decision.

G Tailoring Solutions: Coaches can use the insights gained through 
Socratic questioning to customi”e their coaching plans or sales pro-
posals. This ensures that the solutions o—ered are aligned with the 
client's unique circumstances and needs.

G Hnhancing Communication Skills: The Socratic method pro-
motes active listening and e—ective questioning techniques. Coaches 
who use this method become better communicators and can adapt 
their approach to di—erent clients and situations.

’ coach using the Socratic method of interviewing clients can 
beneBt from establishing trust and credibility, ”eroing in on speciBc 
coaching strategies and mitigating SSW5 (imposter syndrome) by in-
vesting time to inquire and learn about the client's expectations and 
needs. ?y doing so, the coach gains a deeper understanding of how 
their expertise can be applied e—ectively. This understanding boosts 
the coach's conBdence and enhances the e—ectiveness of the coaching 
relationship.

Example: If a business coach is well-informed about the client's 
speciBc industry, they can discuss industry trends, best practices, and 
challenges during coaching sessions. This demonstrates to the client 
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that the coach understands their unique context, which builds trust. 
Uor instance, a coach who has prior experience in the healthcare in-
dustry can provide more valuable guidance to a healthcare executive.

Example: Suppose a business coach is working with a client who 
wants to improve their team's performance in a tech startup. ?y learn-
ing about the client's company culture, technology stack, and team 
dynamics, the coach can design coaching sessions and exercises that 
directly address the client's challenges. This personali”ed approach is 
more likely to yield positive results.

Example: ’ business coach may initially feel unsure about their 
ability to help a client in a highly speciali”ed Beld like blockchain tech-
nology. Oowever, through extensive research and discussions with the 
client, they can identify areas where their broader business expertise 
can be valuable, such as leadership development, team building, or 
proEect management. ’rmed with this knowledge, the coach can ap-
proach the coaching relationship with conBdence, knowing they can 
make a meaningful impact despite not being a blockchain expert.

?eing educated on a client's needs and expectations through the 
Socratic 7ethod, a coach can establish credibility with clients, brand 
their business and expertise as a resource, simplify their life by man-
aging expectations, and gain more business through knowledge-based 
selling.

The Sales Pitch -Help Me To Help You

Imagine you're a Wellness Coach. Hmploying the Socratic method 
during a sales pitch with a prospective client can be a powerful tool 
to grasp their needs, build a strong connection, and ultimately lead 
them toward a tailor-made wellness program. Through skillful use of 
open-ended questions, a coach can delve into the motivations driving 
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the client's obEectives, uncover valuable insights, and empower the 
client to draw their own conclusions. This approach not only gives the 
client a sense of control but also motivates them to take ownership of 
their decisions. In essence, the Socratic method becomes a bridge that 
guides both coach and client towards successful wellness Eourneys. 

Assessing Client's Goals:
Coach: "What are your main wellness goals or areas you'd like to 

improveD"
Client: "I want to lose weight and have more energy."
Coach: "That's great to know. Can you tell me more about why 

these goals are important to you and how you envision achieving 
themD"

Exploring Current Habits:
Coach: "What does your current daily routine look like in terms of 

nutrition and exerciseD"
Client: "I eat a lot of fast food and hardly exercise."
Coach: "I appreciate your honesty. Oow do you think your current 

habits a—ect your energy levels and overall well-beingD"

Identifying Obstacles:
Client: "I always struggle with sticking to a diet or exercise plan."
Coach: "It's common to face challenges. Can you share more about 

the speciBc obstacles you've encountered in the pastD"

Highlighting BeneWts of Kellness Coaching:
Coach: "Oave you considered working with a wellness coach be-

foreD"
Client: "I haven't, but I'm open to the idea."
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Coach: "Wellness coaching can provide personali”ed guidance and 
support. Oow do you think having a dedicated coach could help you 
overcome your challengesD"

ConWrming Commitment:
Coach: "?ased on our discussion, it seems like you're interested in 

making positive changes. ’re you ready to take the next step toward a 
healthier lifestyleD"

Client: "2es, I am."
Coach: "Jreat! Net's discuss how we can work together to create a 

wellness plan tailored to your needs and preferences."

Setting Realistic Expectations:
Coach: "What do you envision as a realistic timeframe to start 

seeing improvements in your energy levels and weightD"
Client: "I'd like to see some progress in the next three months."
Coach: "That's a reasonable goal. Net's create a plan that helps you 

achieve that."

Establishing a Coaching Agreement:
Coach: "To get started, we'll need to set up regular coaching sessions 

and design a wellness plan together. Oow does that sound to youD"
Client: "I'm on board. Net's do it.
Coach: "Hxcellent! We'll work together to achieve your wellness 

goals and make sustainable changes to improve your overall well-be-
ing."
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Socrates- I wno! Him3

The Socratic 7ethod encourages open communication, deep under-
standing, and client-focused solutions. This approach builds trust, 
uncovers client needs and motivations, and leads to successful busi-
ness relationships and conversions. Hmbracing the Socratic method 
enables coaches to navigate client coaching conBdently, removing any 
hint of SSW5 (Imposter Syndrome) and authentically promoting 
personal and professional growth through mutual education. 

‘nlike Santa, believing in Imposter Syndrome only seems to have a 
downside. ’s far as I know, there are 04 gifts received when believing 
in Imposter Syndrome, Eust stockings Blled with coal. The Socratic 
method is like a magical gift bestowed upon coaches who aim to excel 
in client interactions, much like the enchantment of Christmas when 
Santa Claus delivers presents to eager children around the world. Sust 
as Santa's gifts bring Eoy and wonder to those who receive them, the 
Socratic method equips coaches with the power to provide well-in-
formed and transformative services to their clients through metic-
ulous planning and deep understanding. In this way, the Socratic 
method works its own kind of magic, enabling coaches to bring clarity, 
growth, and success to their clients' lives. So, the next time you meet 
with a client and aren't feeling empowered to do your best, think to 
yourself, in your best 6?uddy the Hlf8 voiceM 6Socrates-I know him!8


