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Introduction
INTRO   SUTITBL 

T he summer of 2019 is now a bittersweet memory, as it marked 
the end of an era before the seismic shifts of 2020.But for me, 

it was a transformative journey, a time when the universe conspired to 
unlock answers to profound questions I hadn't even dared to ask.

A dinner in late August of that year with my youngest sister cap-
tures the essence of this transformative period. My sister resides in a 
diDerent state, making our meetings infrequent. xespite the distance, 
she and my youngest daughter keep in touch by frequently e“changing 
te“ts with what I am told is for a ”reasonable and necessaryG amount of 
time about essential pop culture-heavy shows like The Oolden Bache-
lor and others, keeping me in the loop about my sister's life. ;ur family 
structure is somewhat unconventionalC we grew up in diDerent eras 
and locations and share the same father but have diDerent mothers. 
Wue the violins.

;ur father died years ago when my sister was relatively young and I 
was less old. "hen speaking about our relationships with our mothers, 
we each have our intricate trajectories of tragedy and RinterestingR 
stories. It is not a competition, but we are both RluckyR to have plenty 
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of tales to tell. These stories often end with one of us reassuring the 
other that they Rsound like a trauma response in the making.R

;n this particular summer day in 2019, it just so happened that my 
sister needed some advice. (he felt I could help her, so she came to me, 
and this dinner occurred. It was the )rst time that we really got to sit 
down as adults with no agenda, no one else around, and simply talk.

As we sat there reliving memories regarding our xad, childhoods, 
and early e“periences separate from each other, I felt like we were 
telling the same story, almost living the same life. At one point, I 
commented that I remembered that our xad turned everything into 
an educational or RteachingR moment zand I do mean everythingYC she 
acknowledged the same. (he responded, RBecause of that, I feel like I 
have a working knowledge of everything.R

My eyes widened.

If you have any memory of late summer 2019 and hearing a loud 
screeching thud followed by feeling as if the earth had stopped moving 
on its a“is...that was me. I apologiPe. At that moment in my life, the 
entire universe seemed to have come to a screeching halt. Fou see, ever 
since I can remember zand I'm going to venture out on a limb and say 
possibly as far back as Rin uteroRY, I have always believed that I would 
succeed, not necessarily Rbe successfulR but succeed. I have always felt 
I could do anything I put my mind to and that there was no situation 
I would ever walk into where I could not )gure out a solution. Sow, 
mind you, I have not always succeeded, but I have always believed I 
would. This perspective has profoundly in3uenced my approach to 
the unknown and uncharted territories.
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”I Never Lose. I Either Win or Learn.G
-Selson Mandela

My unwavering belief in my abilities has been a driving force 
throughout my life, propelling me to take on challenges that I prob-
ably should not have, depending upon who you ask. It's not about 
arrogance but rather a deep-seated con)dence that fuels my determi-
nation. This mindset has led me to embrace opportunities and tackle 
obstacles head-on, learning and growing with each e“perience. I )rmly 
believe that one's perspective shapes one's reality, and my zpossibly 
unrealisticY optimistic outlook has played a pivotal role in shaping 
the course of my journey so far. As I re3ect on my past, I can't help 
but acknowledge the impact of this mindset on my achievements, 
underscoring the power of self-belief in the pursuit of success. Thanks, 
xad5

RA bird sitting on a tree is never afraid of the 
branch breaking because its trust is not on the 
branch but on its own wings. Always believe in 
yourself.R 

-Wharlie "ardle
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I've come to understand that the phrase Rnot yetR holds much more 
power than the notion of incapability. It embodies a mindset that 
perceives challenges not as insurmountable obstacles but as opportu-
nities for growth and learning. By viewing the unaccomplished as the 
yet-to-be-accomplished, I've developed a resilience that enables me to 
face the unfamiliar with curiosity rather than fear. The power of Rnot 
yetR has shaped my personal and professional narrative and in3uenced 
the way I approach problem-solving. Instead of being daunted by the 
comple“ity of a challenge, I see it as an invitation to apply my skills. 
My xad learned to Radapt, improvise, and overcomeR in the military, 
and from a very young age, he imparted that wisdom to me. This 
outlook has allowed me to lean into life with quiet con)dence, devoid 
of the need for 3ashy displays and overt bravado. The subtlety of 
quiet con)dence carries its own magnetism as I reach out to people 
with authenticity and genuine interest. Laving a Rnot yetR mindset 
has also allowed me to create bonds built on substance rather than 
showmanship as I invest in others and share my eagerness to learn and 
e“plore my potential.’

Moreover, I've learned to appreciate the journey as much as the 
destination. "hether traditionally de)ned as RsuccessfulR or not, each 
endeavor contributes to my growth and understanding of my capabil-
ities. 4ailures are not seen as setbacks but steppingstones, guiding me 
toward a deeper understanding of my strengths and weaknesses and 
paving the path to the journeys ahead. The belief that my potential is 
limitless and any uncharted territory is simply a canvas for my capabil-
ities propels me forward with a sense of purpose and determination.

This Rnot yetR mindset is a learned behavior developed over time 
through e“periences, self-re3ection, and an unknowingly conscious 
choice to e“pect a positive outcome. I )rmly believe that this way of 
thinking is accessible to everyone, so it is not limited to a select few 
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with innate abilities. It's a matter of acknowledging one's potential 
and actively cultivating a mindset that focuses on growth, resilience, 
and a belief in the capacity for improvement. (o, how does one develop 
a Rnot yetR mindset6 I'm glad you asked.

In your hand, you hold the proverbial Rbrain dumpR of my journey 
over the last  0 years of developing a Rnot yetR mindset. Lere, you'll 
)nd the questions I have asked and the answers I have discovered. In 
some circumstances, the answers are things I tell myself as a placehold-
er as I realiPe I am only mid-way through a journey. 

In Whapter one, you&ll learn why reframing past e“periences, inten-
tions, desired outcomes, and thought patterns that no longer serve you 
is paramount to the freedom to believe in yourself and your abilities. 
Eeframing will allow you to understand that Rrejection is a gift,R help-
ing to guide you toward your goals. Fou will begin to adopt the phrase 
Rwhat if, instead...R when reframing roadblocks as stepping-stones, 
and setbacks are no longer indicators of inherent limitations but rather 
temporary challenges on the path to growth.

Whapters two through four will challenge your idea of happiness 
as we dig out of negative emotions. Together, we may discover how 
easy it is to con3ate happiness with safety. I am going to challenge 
you to believe in yourself, gain an understanding of how anger is a 
secondary emotion, how multitasking is a myth, and the simple steps 
to take to embrace ”Imposter (yndrome.G Then we will take a ?0/ 
foot perspective from the ”cockpit of your lifeG for when things are 
Rnot working,R to determine if your default is to assign blame or take 
accountability.

Whapters )ve through seven will help you learn to RperfectR your 
craft zthrough real-world e“perience and educationY as you strive for 
e“cellence, not perfection, all while knowing you cannot pour from 
an empty cup. Fou'll learn to create deeper connections as you stop 
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focusing on in3uencing and start focusing on educating clients, as you 
remember that people want to be empowered, not sold. Fou will work 
towards surrounding yourself with a supportive environment, seeking 
inspiration from role models who foster a culture of encouragement 
so that you can model their behaviors and trajectories while chal-
lenging limiting beliefs, like comparing your RstartR to someone else's 
RmiddleR or Rend.R Whapter seven will help you work on becoming 
crystal clear in your journey and practice the  !s of a work ethosC 
R!rincipled, !ointed, I !urpose-driven.

In the )nal three chapters, we bring everything Rfull circleR zahh...t
he corporate speak, I had to work that in somewhere...Y. Whapter eight 
will help you de)ne your Ravatar,R your ideal client, as we drill down to 
e“actly who you are called to serve. Whapter nine walks you through 
developing memorable marketing by R!erfecting your !itch.R "e start 
with your RhookR by e“ploring your ideal client's story and identifying 
the need only you can )ll for them. Se“t, you will create an oDer that 
is scalable and easy to replicate, resulting in your clients looking for 
you. Whapter ten will help you tell your story in order to create the 
perfect RpushJpullR balance when trying to pull people into your life's 
purpose and push them to e“cel in their own.

"hew, all that power in the palm of your hands6 Fes5 The Rnot yetR 
mindset is a formidable catalyst for achievement and an investment in 
success where future challenges are met with unwavering optimism. It 
recogniPes current abilities as starting points rather than )“ed limits, 
unlocking a realm of possibilities. "ith this mindset, we embark on a 
journey where the possibilities are endless, and encountering a Rceil-
ingR has not happened and probably won't, at least Rnot yet.R





CHAPTER   OE

Rejection Is 
A Gift
NHAT WIF WO,TEASDDD.

R ejection is a gift. Rejection challenges us to pause, redect, anE 
realign our aspirations.  vyerk rejection is an opportunitk to 

remne kour sbills, learn frow kour wistabes, anE eyolye into the qest 
yersion of kourself. Rejection seryes as a test -here kou Eiscoyer the 
inner strength anE Eeterwination re!uireE to continue woying toT
-arE achieying -hateyer the hell kou -ant'

"hinb aqout sowe of historkIs greatest innoyators, artists, anE yiT
sionaries. "hek all faceE their fair share of failures anE rejections. 
"howas vEison fawouslk saiE, 10 haye not faileE. 0Iye just founE 
;A,AAA -aks that -onIt -orb1 -hen inyenting the light qulq. vEison 
EiEnIt let failure Eemne hiwH he useE it to fuel his journek to success. 
Ps -ith vEison, failure is not the enEH itIs a part of the process. 

Oistork is mlleE -ith fawous anE highlk successful inEiyiEuals -ho 
faceE nuwerous rejections qefore achieying their Ereaws. "hese stoT
ries are po-erful rewinEers that rejection is not a roaEqlocb qut a 
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reEirection, guiEing us to-arE our true calling. :o, the ne•t tiwe kou 
face rejection or encounter failure, rewewqer thisD Sou are not alone. 
vyerk successful person has qeen -here kou are. Oere are a fe- notaqle 
e•awplesD

M Nalt Kisnek -as mreE frow a ne-spaper for lacbing iwagination 
anE then haE his aniwation cowpank go qanbrupt. Oo-eyer, he -ent 
on to create a weEia ewpire, giying us qeloyeE characters libe Cicbek 
Couse anE thewe parbs libe KisneklanE.

M Fprah NinfrekD Fprah Ninfrek -as tolE she -as 1unmt for teleT
yision ne-s1 earlk in her career. :he persisteE anE qecawe one of the 
wost induential weEia personalities, launching the FN9 teleyision 
net-orb anE signimcantlk iwpacting the -orlE through her -orb. 
1Sou get a car, anE kou get a car'1

M :tephen zingD "he qestTselling author of horror noyels, :tephen 
zing, initiallk receiyeE wultiple rejections for his mrst noyel, 1Larrie.1 
Oe eyen thre- the wanuscript in the trash qefore his -ife rescueE it. 
9o-, heIs bno-n for his prolimc anE successful -riting career.

M Plqert vinsteinD "he legenEark phksicist Plqert vinstein struggleE 
-ith acaEewics as a chilE anE initiallk faceE rejections frow seyerT
al uniyersities. Oo-eyer, his grounEqreabing -orb on the theork of 
relatiyitk earneE hiw the 9oqel Wri(e in Whksics anE transforweE our 
unEerstanEing of the uniyerse.

M vlyis WreslekD vlyis Wreslek -as tolE qk a talent wanager after an 
auEition that he shoulE consiEer Eriying trucbs for a liying insteaE of 
pursuing a career in wusic. Oe ignoreE this aEyice anE qecawe one of 
the wost iconic mgures in the histork of rocb InI roll.

M Lolonel :anEersD "he founEer of zYL, OarlanE :anEers, faceE 
rejection frow hunEreEs of restaurants -hen trking to sell his frieE 
chicben recipe. vyentuallk, he founEeE his franchise, zYL, -hich is 
no- one of the -orlEIs largest fastTfooE chains.
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"hese e•awples illustrate ho- rejection, though Eisheartening at 
the tiwe, can serye as a po-erful wotiyator to perseyere, learn, anE 
eyentuallk succeeE. vwqrace rejection as a teacher, anE rewewqer, the 
roaE to success is rarelk straightfor-arE. vach 1no1 kou encounter can 
qring kou closer to kour 1kes1 anE guiEe kou to-arE kour ultiwate 
goals. 0 hope that one Eak, kouIll redect upon kour journek anE qeT
lieye that rejections anE failures -ere not oqstacles qut catalksts that 
propelleE kou for-arE.

SIMPLE BUT NOT EASY

Llearlk, ewqracing rejection is not eask, qut it is siwple. Koing so reT
!uires -orbing through wank ewotions that -e tkpicallk trk to ayoiE 
yisiting yoluntarilk. 0t is a gift in Eisguise. 0t pushes us to reeyaluate, 
aEapt, anE gro-. 0t forces us to remne anE reEemne our goals, qecowe 
wore resilient, anE striye for e•cellence Bnot perfectionU. 

Here are ten healthy responses to receiving rejection:

M :elfTredectionD "abe a wowent to introspect anE unEerstanE -hat 
leE to the rejection. Pssess kour actions, Eecisions, anE areas for iwT
proyewent.

M ResilienceD vwqrace rejection as a natural part of lifeIs journek anE 
Eeyelop the resilience to qounce qacb stronger.

M )earningD :ee each rejection as an opportunitk to learn anE gro-. 
v•tract yaluaqle lessons anE insights to applk in future enEeayors.

M PEaptationD 2e -illing to aEapt anE wabe necessark aEjustwents 
qaseE on the feeEqacb receiyeE, turning a rejection into a chance for 
selfTiwproyewent.
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M Wositiye selfTtalbD Wractice selfTcowpassion anE waintain a positiye 
inner Eialogue. RewinE kourself of kour -orth anE that rejection Eoes 
not Eemne kou.

M :eeb supportD )ean on frienEs, fawilk, or wentors for ewotional 
support anE guiEance. :haring kour e•periences can proyiEe yaluaqle 
perspectiye.

M WersistenceD ?se rejection as a wotiyation to persist anE beep 
pursuing kour goals -ith eyen greater Eeterwination. Rewewqer 
that wank successful inEiyiEuals face rejection wultiple tiwes qefore 
achieying their Ereaws.

M :etting realistic e•pectationsD Reeyaluate kour goals anE e•pecT
tations, ensuring thek are attainaqle anE align -ith kour aqilities anE 
resources.

M 9et-orbingD Lonnect -ith others -ho haye e•perienceE siwilar 
rejection, as thek can proyiEe encouragewent anE share their o-n 
stories of oyercowing setqacbs.

M :elfTcareD Wrioriti(e selfTcare, qoth phksicallk anE wentallk. vnT
gage in actiyities that qring kou jok anE rela•ation to help waintain a 
healthk winEset anE outloob.

Lonstructiye reactions in the face of rejection assist in nayigating 
setqacbs anE transforwing thew into yaluaqle stepping stones. ReT
jection is not a mnal Eestination qut a tewporark Eetour. Oo- kou 
responE to rejection -ill profounElk induence the course of kour 
journek, one rejection at a tiwe.

REFRAMING

0n wk personal anE professional life, 0Iye qeen purposeTEriyen aqout 
1refrawing1 ho- 0 interact -ith people anE hanEle situations anE 
ewotions that no longer serye we in wk life awqitions. Refrawing reT
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jections, negatiye e•periences, anE interactions inyolyes changing ho- 
to perceiye anE interpret situations. Yor instance, if kou receiye conT
structiye criticisw BanE possiqlk notTsoTconstructiye criticiswU frow 
a client or colleague anE initiallk feel Eeworali(eE, refrawe it as an 
opportunitk for iwproyewent anE professional Eeyelopwent. 0nsteaE 
of yie-ing a past failure as a redection of incowpetence, see it as a yaluT
aqle lesson contriquting to kour gro-th. Nhen lacbing conmEence, 
rather than E-elling on perceiyeE shortcowings, tabe account of -hat 
shoulE qecowe kour custowi(eE roaEwap to personal Eeyelopwent. 
zno-ing -hat neeEs -orb allo-s kou to focus on gro-th anE ayoiE 
spenEing tiwe on areas -here kou alreaEk e•cel anE feel cowfortT
aqle. "his insight qecowes a tool for e3cienck, guiEing kou to-arEs 
selfTiwproyewent anE ensuring kour tiwe anE energk are inyesteE 
-here thek wabe a Ei“erence.

Refrawing is aqout shifting frow a negatiye to a constructiye perT
spectiye, turning challenges into opportunities anE -eabnesses into 
areas for iwproyewent. Oaye 0 al-aks wanageE to 1refrawe1 wk yie-T
point -hen the situation calls for itö Ne qoth bno- the ans-er to 
that !uestion. 2ut eyen a ;A4 iwproyewent in ank tough situation or 
wental challenge is progress. 2k consistentlk wabing these seewinglk 
swall iwproyewents, 0Iye qeen aqle to transforw aspects of wk life 
that -ere holEing we qacb. Refrawing ho- 0 loob at things allo-s we 
to pause, redect, anE aEjust wk inner narratiye. 0tIs eask to let these 
wowents Eemne us or holE us qacb. 2ut -hat if, insteaE, -e chose to 
see thew as opportunities for gro-th anE progressö Nhat if -e sa- 
each rejection as a step in the right Eirection, a gift that guiEes us on 
our true pathö  

0n qusiness, turning negatiye thoughts into positiye wotiyation is 
yital for resilience. Lhallenges are part of the entrepreneurial journek, 
qut yie-ing thew as opportunities for gro-th -ill fuel perseyerance. 
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"his winEset shift fosters innoyation anE aEaptaqilitk, -hich are cruT
cial in the Eknawic qusiness lanEscape. 

What If, Instead…?

Nhat if, insteaE of E-elling on our failures, -e celeqrate thew as yital 
cowponents of our success storkö Nhat if, insteaE of fearing rejection, 
-e -elcowe it as a guiEing force on our journekö Nhat if, insteaE of 
yie-ing rejection as a setqacb, -e treateE it as a setup for sowething 
greaterö 

Fften, -hen 0 aw speabing -ith people Bpriwarilk salespeople, qut 
beep in winE that 0 qelieye P9SF9v -ho is a qusiness o-ner or 
-orbs on cowwission is a salesperson, anE 0 wean eyerkone' U, thek 
usuallk attriqute their success to a 1nuwqers gawe1H sowe see it as lucb, 
anE others see it as purelk application anE 1grinE.1 "kpicallk, salespeoT
ple spenE an e•cessiye awount of tiwe net-orbing, putting thewselyes 
1out there,1 priwarilk qk 1wabing calls1 anE 1Eialing for Eollars.1 Ps 
a result, there are t-o tkpes of salespeopleD those -ho hate wabing 
calls anE those -ho EonIt wabe thew at all. 0n the e•pansiye lanEscape 
of client prospecting, t-o Eistinct approaches generallk ewergeD the 
wasochist -ho sets out to wabe calls anE mnE ;AA people to tell thew 
’9o1 Eailk anE the 1:chr5EingerIs :alesperson1 -ho ayoiEs contacting 
people anE therefore ayoiEs ank Eemnitiye ans-ers anE holEs on to the 
potential hope of oqtaining clients.

"he CasochistsD :owe professionals aEopt an unconyentional 
client prospecting wethoE, setting a Eailk !uota for encountering 
rejections anE frawing the e•perience as a Eesensiti(ation e•ercise. 
Rejection is not perceiyeE as a hinErance qut a calculateE strategk, 
al-aks getting thew closer to their 1goal1 for the Eak. "he wasochist 
seebs rejection to quilE resilience anE winiwi(e the wental iwpact of 
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setqacbs in the cowpetitiye melE of client prospecting. "his wasochisT
tic perspectiye, ho-eyer, focuses on getting through the tasb rather 
than e•tracting yaluaqle lessons frow the process. 

1:chr5EingerIs :alesperson1 is inspireE qk :chr5EingerIs cat, a 
thought e•periwent in !uantuw wechanics. 0n the original scenario, a 
cat insiEe a sealeE qo• is consiEereE qoth aliye anE EeaE until the qo• is 
openeE anE the catIs state is oqseryeE. :iwilarlk, 1:chr5EingerIs salesT
person6 can huworouslk Eescriqe soweone -ho hesitates to engage 
-ith potential clients out of fear of rejection. "his inEiyiEual wight qe 
consiEereE qoth successful anE unsuccessful in their sales e“orts, e•T
isting in a state of professional awqiguitk. "heir reluctance to initiate 
conyersations leayes the outcowe uncertain, wuch libe :chr5EingerIs 
cat, -hich e•ists in a Eual state until oqseryeE. 0n this conte•t, the terw 
ewphasi(es the paraEo• of -anting to wabe a sale qut ayoiEing client 
interactions to sustain the hope of success -ithout facing potential 
rejection.

Nhat if, insteaE, -e aEopteE qoth techni!uesö Refrawing our 
intentions anE EesireE outcowes coulE alleyiate the negatiyitk anE 
constant rejection of the wasochist anE proyiEe sowe wuchTneeEeE 
closure anE success for I:chroEingerIs :alesperson.I 

"abe, for instance, a Real vstate 2roberage. "hek follo- -hat 0 call 
the qaseqall woEel -hen quilEing an o3ce. 0n qaseqall, there are t-o 
traEitional -aks of 1quilEing1 a franchise. "he mrst is Erafting anE 
Eeyeloping talent in the winors, hoping that a plaker gro-s into a 
1star1 one Eak, anE the seconE is traEing or signing qigTnawe, -ellTesT
taqlisheE, successful plakers to kour roster. "he sawe can qe saiE for 
Real vstate 2robers canyasing for ne-TtoTthew Pgents to recruit to 
the 2robersI mrw.

Fnce 2robers rise aqoye their :chroEinger7s cowple• to actuallk 
wabe calls, thek often reach out to Pgents Busuallk -ithin a wonth 
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or t-o of haying a transaction -ith thewU anE trk to get thew to 
1cowe on qoarE1 at the qroberIs o3ce. "kpicallk, prowises of 1the qest1 
training, 1the qest1 support sta“, or technologk, etc, are waEe to get 
the agent to juwp ship anE hang their shingle -ith the calling 2roberIs 
mrw. )oob, -e all bno- ho- tkpical recruiting calls go anE ho- thek 
are sbe-eE to portrak the qenemts that can qe suqjectiye. "he true 
intention of the call is that the qrober -ants as wank agents in the o3ce 
as possiqle qecause that weans wore wonek Bin Eesb fees8coTqrobe, etcU 
for the qrober. Fnce the qrober is tolE 1no,1 thek are on to the ne•t 
agent anE the ne•t, anE the ne•t, hoping to catch an Pgent loobing to 
wabe a woye in their qusiness. "he challenge -ith this interaction is 
the qrober is harETpresseE to beep calling ank of the agents again once 
the wasochistic checblist has qeen 1checbeE1 qk qeing tolE 1no.1  LonT
siEering ho- often Pgents receiye these recruiting calls frow 2robers, 
if the agent is not, at that wowent, contewplating a woye, it is harE 
to stanE out in the lanEscape of 2robers wabing recruiter calls. "he 
qrober gaye thewselyes one shot, anE thek s-ung anE wisseE.

Nhat if, insteaE, the qrober reacheE out to agents not to asb a !uesT
tion qut to Eeyelop a relationshipö Nhat if, insteaE of calling agents 
to asb aqout woying to their qroberage, qrobers calleE on Pgents to 
talb aqout the housing warbetö Nhat if, insteaE of 2robers asbing one 
pointeE !uestion, thek asbeE Pgents aqout their thoughts on current 
housing prices, the state of wortgage rates, the trenEs in Eecorating, 
or the Ei“erences in ho- agents neeE to warbet thewselyes this kear 
as cowpareE to last kear anE then let the conyersation go -hereyer it 
wakö

Ko kou see the Ei“erenceö 2k aEjusting tactics anE EesireE outT
cowes, the qrober still gets to 1wabe calls1 Bthe CasochistsU qut neyer 
hears a 1no1 frow the Pgent Bsatisfking :chroEinger7s :alespersonU. 0n 
this case, the qrober can contact the agent again to follo- up on the 
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preyious conyersation, anE -e all bno- the qest sales tactic is to stak 
1top of winE.1 :oweEak, -hen the agent is loobing to wabe a change 
in their qroberage mrw, thek are wuch wore libelk to rewewqer their 
conyersations -ith that qrober than ankone else colETcalling thew to 
1juwp ship.1 :o 0 asb kouD -hat if, insteaE of wabing a sale, -e set 
out to wabe frienEsö Lhoosing this tactic is -hat 0 libe to refer to as 
ayoiEing the ;D; Centalitk.

The 1 to 1 Mentality

0 al-aks waryel at people -ho Eo not libe wabing calls qut enjok 
inTperson net-orbing. 0t wak qe the pace of the interactions thek 
prefer. Cabing calls e•poses kou to CP9S possiqle rejections in a 
short perioE of tiwe. Lalling people on the phone allo-s the prospect 
to qenemt frow 1coyer,1 anE thek are wore libelk to reject kou or eyen 
hang up B0 wean, -hat are kou going to Eo aqout itö "hatIs right, 
nothingU. Ceeting people in person wight wean coyering less grounE 
or wabing fe-er contacts, qut it is less libelk people -ill datTout reject 
kou since wost people Eislibe or trk to ayoiE a confrontation. "he 
e•pectation is ankone kou are net-orbing -ith or tabing the tiwe to 
1chat up1 -ill at least qe polite. 0t sayes kou frow rejection eyen in the 
face of potentiallk 1-asting kour tiwe,1 anE kou still get to feel libe kou 
are Eoing sowething 1qenemcial1 for kour qusiness.

Nhat  if  kou changeE kour  winEset  -hen it  cowes  to  client 
prospectingö 0 al-aks caution people against aEopting the ;D; CenT
talitk. 0t is no secret that 0 haye spent wore than ”A kears in sales. "he 
-ak 0 quilt wk qusiness -as 1unconyentional1 Bsowething 0 encourage 
eyerkone to EoU. 0 spent an inorEinate awount of tiwe eEucating 
people aqout wk profession. Cost people in wk classes anE sewinars 
-oulE neyer qecowe clients. 2ut 0 sa- a wutual qenemt. "he attenT
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Eees receiyeE the inforwation thek neeEeE to wabe Eecisions or, at a 
winiwuw, unEerstanE the 1qehinE the scenes1 of -hat is usuallk a 
hiEEen process. 0 got an opportunitk to 1perfect wk craft1 Bwore on 
that laterU. 0n these sewinars, 0 coulE practice wk eleyator speech, learn 
-hat people EiEnIt bno- aqout wk inEustrk, anE Eiscoyer the wost 
cowwon !uestions prospects -ere asbing. "his insight later qenemteE 
we -hen 0 -as -riting wk mrst qoob, qlogging, anE putting wk online 
courses together. vyerkone in wk o3ce thought 0 -as insane anE 
-asting tiwe teaching classes anE giying sewinars. "hek all haE a ;D; 
wentalitk. 

P ;D; wentalitk is -hen kour actions are Eone onlk anE specimcallk 
to a“ect a sale or 1-in1 a client, -hich weans that kou Eo one actiyitk 
-ith one outcowe in winE. 0n qusiness, eyerk person kou weet shoulE 
qecowe a client or a wegaphone for kou anE kour qusiness. Oaying 
soweone act as a wegaphone for kour qusiness weans leyeraging others 
to aEyocate or prowote kour qranE anE o“erings to a qroaEer auEiT
ence, regarEless of -hether thek haye a personal neeE for kour seryices. 
0tIs a strategk to tap into their creEiqilitk anE reach to qoost kour 
qranEIs yisiqilitk anE creEiqilitk.  Oust qecause soweone isnIt going to 
qe a client toEak EoesnIt wean thek -onIt qe a client at sowe point, 
anE in the interiw, turn thew into kour qiggest cheerleaEer.

v•awple of a wegaphoneD 0 wet people through wk sewinars -ho 
bept in contact -ith we Bkes, kou reaE that right, thek bept in contact 
-ith weU for seyen kears qefore thek qecawe clients. Kuring those 
seyen kears, 0 continueE to share wk bno-leEge anE aEyice -ith thew, 
anE thek qecawe sowe of wk qiggest cheerleaEers. "hek referreE we 
to eyerkone thek bne-D frienEs, coT-orbers, anE relatiyes. Oust qecause 
thek -ere not in a position to qecowe a client -hen -e wet EoesnIt 
wean thek EiEnIt bno- people -ho -ere. 
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0n aEEition to the attenEees of wk sewinars qecowing eyentual 
clients or wegaphones for wk qusiness, the organi(ers anE hosts of the 
sewinars haye qeen clients or waEe referrals to we. 2acb then, if 0 haE a 
;D; wentalitk, 0 -oulE haye onlk loobeE at the e•penEiture of tiwe anE 
eyaluateE wk RF0 for the sewinars, not the entire e•perience anE all 
the possiqle BpositiyeU outcowes. "oEak, people 0 wet at the qeginning 
of wk career are repeat clients, a large source of referrals, anE ”A kears 
later, 0 aw tabing on their chilEren as clients.

?nEerstanEing rejection as a yaluaqle gift is crucial for success in 
qoth personal anE professional realws. "he bek lies in refrawing negT
atiyitk Q shifting frow a negatiye to a constructiye perspectiye. "his 
shift is especiallk signimcant in qusiness, -here ayoiEing the ;D; wenT
talitk qecowes essential. 0nsteaE of focusing solelk on iwweEiate sales, 
quilE relationships anE connections that -ill kielE longTterw qeneT
mts. 9eyer qe so shortTsighteE as to wiss the long gawe in qusiness. 
2k ewqracing rejection, refrawing our winEset, anE steering clear of 
narro-TwinEeE approaches, -e paye the -ak for resilience, aEaptaqilT
itk, anE ultiwate success in the Eknawic lanEscape of qusiness, one 
rejection at a tiwe.



CHAPTER T  W

Safety vs. 
Happiness

F irst, let's understand the fundamental dicerenbes wetoeen the 
toy emytiynal states yf safetp and ha..inessI -f pyu oere ty disq

sebt the bylly"uialism, Tjhe ;yp is in the ;yurnep, nyt the destinatiyn,T 
ha..iness is the ;yurnepS safetp is the destinatiynI

gafetp refers ty a state yf weinv free frym harm yr danverI -t is a .riq
mal instinbt dee.lp ryyted in yur ekylutiynarp histyrpI jhe .erbe.tiyn 
yf safetp trivvers the wrain's reoard spstem, releasinv neurybhemibals 
liAe dy.amine, byntriwutinv ty a sense yf oellqweinvI -f pyu hake eker 
.urbhased a typ fyr a .u..p, pyu hake seen the instinbt fyr safetp yker 
ha..iness in abtiynI ’t ?rst wrush, myst .u..ies are sbared ty envave 
oith the unAnyonI jy the .u..p, the neo typ map lyyA fun, and thep 
are myst liAelp in"uisitikeI ’s their human, pyu Anyo thep oill lyke 
.lapinv oith itS - mean, ohy oyuldn!tR -t!s a typE jhe .u..p!s ?rst 
reabtiyn oill myst liAelp we ty nyt envave oith the neo typ until thep 
are awle ty fyrm a wetter y.iniynI jhep oill myst liAelp Aee. a oatbhful 
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epe yn the neo typ wut Aee. their distanbeI  jhe .u..p is bhyysinv 
safetp yker ha..inessI 

Oa..iness is a bym.leU emytiynal state that enbym.asses feelq
invs yf ;yp, byntentment, and ykerall life satisfabtiynI“ ”nliAe safetp, 
ha..iness is nyt sylelp linAed ty the awsenbe yf threats yr danverS it 
is in8uenbed wp a mpriad yf internal and eUternal fabtyrs, inbludinv 
sybial bynnebtiyns, .ersynal abbym.lishments, and yne's yutlyyA yn 
lifeI -n the base yf the .u..p and the typ, if pyu hake eker .ressed yn the 
Ms"ueaAerP in a dyvvie typ and then seen pyur west friend byminv at 
pyu at W* B:O, readp ty .lap, pyu hake oitnessed ha..inessI  Neadinv 
u. ty that myment yf transfyrmatiyn frym a .u..p .lapinv it safe 
ty .lapinv oith rebAless awandyn, the .u..p unbynsbiyuslp trakeled 
thryuvh a ohyle hyst yf emytiyns in8uenbed wp their desire ty .lap, 
inkestivate M"uestiynawleP birbumstanbes, and trust thep hake wuilt 
oith their humanI  ’hh, the bym.leUities yf ha..inessI

TYou can't buy happiness, but you can buy 
toys, and that's kind of the same thingIT 

q’nynpmyus

Yhen wuildinv a wusiness, maAinv it wiv yften means taAinv risAs 
and fabinv bhallenves headqynI 1ut here's the thinv• syme .ey.le aimq
inv ty webyme subbessful wusiness yoners vet bauvht u. in the idea 
that stapinv safe e"uals weinv ha..pI HUbhanvinv yr byn8atinv safetp 
fyr ha..iness ban yften hyld pyu wabA ohen pyu're trpinv ty wuild a 
wyyminv wusinessI -mavine a sales.ersyn afraid ty trp neo thinvs, liAe 
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eU.lyrinv unta..ed marAets, .itbhinv fresh ideas, yr usinv the latest 
tebh tyylsI jheir vyal mivht we ty Aee. thinvs safe and .redibtawle, wut 
the results are yften missed bhanbes, slyo .ryfessiynal vryoth, and a 
wusiness that hits a standstillI 

gyme wusiness yoners dee.lp feel that safetp means ha..inessI 
Banp fabtyrs byntriwute ty the tendenbp ty bynnebt a sense yf seburitp 
oith ykerall oellqweinv, subh as•

z Finanbial and 1usiness gtawilitp•  q 1usiness yoners yften assybiate 
?nanbial seburitp oith safetp, e"uatinv stawilitp ty ykerall ha..inessI 
Ly pyu oant ty M.ap pyur wills and like oithin pyur means,P yr dy pyu 
oant ty Mhake it all and like pyur dreamsRP

z DisA ’kersiyn•  q Hntre.reneurs are venerallp risA taAersS that is 
ohat allyos them ty subbeed, wut .lapinv it safe and dekely.inv a 
strynv akersiyn ty risAs and unbertainties wp akyidinv .ytential threats 
ty the wusiness is a safevuard fyr syme, and this akyidanbe is linAed ty 
feelinvs yf ha..inessI jy .ara.hrase jIgI Hliyt, M2nlp thyse ohy risA 
are freeIP ’btuallp, the "uyte is, T2nlp thyse ohy oill risA vyinv tyy 
far ban .yssiwlp ?nd yut hyo far yne ban vy,T wut pyu vet the ideaI

z gubbess Betribs•  q 1usiness abhiekements tied ty safe measureq
ments yf subbess map lead .ey.le ty welieke these fabtyrs inherentlp 
byntriwute ty their ha..inessI Ly pyu oant ty MbyastP and ventlp meet 
pyur vyals, yr dy pyu oant ty MwlyoP them yut yf the oaterR 

z éymmunitp and De.utatiyn•  q jhe re.utatiyn yf a wusiness 
oithin a bymmunitp ban we a syurbe yf .ride and ha..iness fyr yonq
ersI Baintaininv a safe and re.utawle wusiness imave webymes inq
tertoined oith .ersynal ha..inessI 0y yne oants ty we the M.ushp 
sales.ersyn,P wut pyu alsy dyn!t need ty like in either eUtremeI -t is 
.yssiwle ty ?nd ha..iness oith subbess and still we kieoed as a barinv 
and .rydubtike memwer yf the bymmunitpI g.ynsyr a bhild sybber 
team, hyst an ekent fyr lybal seniyrs, etbI …ettinv pyur name yut there 
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and tellinv ythers pyu are subbessful is nyt 8auntinv pyur subbessS it is 
sharinv pyur subbess oith ythersI 

:lapinv it safe is invrained in the fawrib yf ohy oe are as .ey.le•
z Hkylutiynarp Oeritave•  q Ouman ekylutiyn .riyritiJed safetp fyr 

surkikalI
z Hmytiynal 2kersim.li?batiyn• q -n its attem.t ty maAe sense yf 

the oyrld, the human wrain tends ty sim.lifp bym.leU emytiynsI
z Lefense Bebhanisms• q -ndikiduals ohy hake eU.erienbed trauma 

yr adkersitp map em.lyp the illusiyn yf safetp as a defense mebhanismI
z gybietal -n8uenbe• q éertain bultures heakilp em.hasiJe the .urq

suit yf safetp, stawilitp, and bynfyrmitp, bausinv indikiduals ty .riyriq
tiJe safetp yker .ersynal ha..inessI

z Fear yf the ”nAnyon•  q Bubh liAe the .u..p and the neo typ, 
the unAnyon is yften .erbeiked as a threat, trivverinv a fear res.ynseI 
:ey.le map resist bhanve and blinv ty ohat thep .erbeike as safe, eken 
if it dyesn't wrinv them venuine ha..inessI

Findinv the s.abe wetoeen safetp and ha..iness bymes dyon ty 
usinv yne yf the myst ykerused blibh9s4P gte. yutside pyur bymfyrt 
JyneIP Lyn!t oyrrp, - am vryaninv fyr pyuI jhe ?ke myst ykerused 
oyrds in the Hnvlish lanvuave are ykerused fyr a reasynI M:lapinv it 
safeP is ?ne, wut it oill usuallp allyo pyu ty ynlp di. pyur tye in the 
subbess .yyl that pyu!re seeAinvI 

Guerilla Marketing

-f pyu haken!t alreadp, read the wyyA T…uerrilla BarAetinvT wp 3ap 
éynrad NekinsynI :uwlished in G/W5, it intrydubes unbynkentiynal 
and lyoqbyst marAetinv stratevies fyr small wusinesses oith limited 
wudvetsI 1ut it is nyt ;ust a wyyAS it's a .yoerful vuide that enbyuraves 
indikiduals ty ste. yut yf their bymfyrt Jynes and eU.lyre unbynkenq
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tiynal sales and marAetinv tabtibsI -n the oyrld yf wusiness, it's easp ty 
fall inty the tra. yf safetp and familiaritp, stibAinv ty traditiynal methq
ydsI Oyoeker, Nekinsyn's wyyA bhallenves this bynkentiynal thinAinv 
and ins.ires readers ty .ush themselkes wepynd their bymfyrt JynesI 
1p dyinv sy, indikiduals ban abhieke remarAawle subbess in the wusiness 
oyrldI jhis wyyA serkes as a reminder that the .ath ty ha..iness and 
true subbess yften lie yutside the bymfyrt Jyne, ohere innykatiyn and 
breatikitp thrikeI Nekinsyn's stratevies and insivhts .rykide a ryadma. 
fyr entre.reneurs and marAeters ty ?nd their uni"ue oap in the wusiq
ness oyrld, wreaA free frym the limitatiyns yf bynkentiynal thinAinv, 
and ady.t innykatike stratevies ty bynnebt oith blients in oaps that set 
them a.art frym bym.etityrsI -t enbyuraves a mindset that is oillinv 
ty taAe risAs and eU.lyre neo akenues fyr subbessful blient bankassinv 
in sekeral oaps•

z éreatike ’..ryabhes• jhe wyyA em.hasiJes unbynkentiynal and 
breatike marAetinv strateviesI gales.ey.le ban learn ty a..ryabh .yq
tential blients oith uni"ue and imavinatike ideas that stand yut frym 
traditiynal methydsI jhese uni"ue ideas enbyurave breatikitp in the 
sales .rybess, .rykidinv a safe .labe fyr .ey.le ohy strike ty we less 
MsalesqpIP

z Nyoqéyst gtratevies• …uerrilla marAetinv is all awyut abhiekinv 
maUimum im.abt oith minimal resyurbesI gales.ey.le ban wene?t 
frym learninv bystqecebtike oaps ty reabh and envave blientsI jhis 
mindset enbyuraves resyurbefulness and e)bienbp and allekiates stress 
fyr neo .ey.le lyyAinv ty vet their PstartIP

z -nnykatike éymmunibatiyn• jhe wyyA .rykides insivhts inty 
alternatike bymmunibatiyn bhannels, subh as vuerrilla adkertisinv and 
unbynkentiynal .rymytiynal methydsI gales.ey.le ban ada.t these 
ideas ty breate memyrawle interabtiyns oith blients, maAinv their .itbh 
myre envavinv and ecebtikeI
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z ”nderstandinv éynsumer 1ehakiyr• …uerrilla marAetinv yften 
inkylkes understandinv the .spbhylyvp yf bynsumersI gales.ey.le ban 
learn ty bynnebt oith blients yn a dee.er lekel wp inbyr.yratinv inq
sivhts frym the wyyA yn bynsumer wehakiyr and .referenbesI

z ’da.tawilitp• jhe vuerrilla marAetinv a..ryabh enbyuraves 
ada.tawilitp and the awilitp ty .ikyt "uibAlpI gales.ey.le ban a..lp this 
mindset ty ad;ust their stratevies wased yn blient res.ynses, marAet 
bhanves, and emervinv trendsI

z 1uildinv Delatiynshi.s• jhe wyyA hivhlivhts the im.yrtanbe yf 
wuildinv relatiynshi.s oith blientsI gales.ey.le ban wene?t frym emq
.hasiJinv lynvqterm bynnebtiyns rather than yneqtime transabtiyns, 
fysterinv trust and lypaltpI gimilar ty akyidinv the G•G BentalitpI

z BaUimiJinv Nimited Desyurbes• Fyr sales.ey.le oith limited 
wudvets yr resyurbes, T…uerrilla BarAetinvT .rykides .rabtibal ti.s yn 
maAinv the myst yf ohat is akailawleI jhis ban we .artibularlp useful 
fyr thyse y.eratinv in bym.etitike marAets oith ?nanbial bynstraintsI

The Consequences of Playing It Safe

BistaAinv safetp fyr ha..iness ban hake wyth .ysitike and nevatike 
bynse"uenbesI 2n the .ysitike side, feelinv safe ban breate a stawle 
fyundatiyn frym ohibh indikiduals ban eU.lyre and .ursue their 
syurbes yf ha..inessI Oyoeker, the nevatike bynse"uenbes ban we 
myre insidiyus•

z gtavnatiyn• ’s disbussed, safetp yften bymes frym a relubtanbe ty 
ste. yutside yne's bymfyrt JyneI Yhen .ey.le resist bhanve and akyid 
taAinv risAs, thep map webyme bym.labentI jhis labA yf vryoth and 
neo eU.erienbes ban lead ty wyredym and a sense yf unful?llmentI

z Bissed 2..yrtunities6”nrealiJed :ytential• Oa..iness ban we 
fyund in .ursuinv yne's .assiyns, dreams, and as.iratiynsI 1p settlinv 
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fyr safetp, indikiduals map miss yut yn y..yrtunities fyr .ersynal 
and .ryfessiynal dekely.ment, ful?llinv relatiynshi.s, and neo adq
kentures that byuld lead ty venuine ha..iness, .lus hake unta..ed 
.ytential and talents that map remain undisbykeredI

z Nimited :ersynal …ryoth• gte..inv yut yf yne's bymfyrt Jyne is 
yften the .ath ty .ersynal vryoth and selfqdisbykerpI -t inkylkes fabinv 
bhallenves and learninv frym yne's eU.erienbesI gafetp alyne dyes nyt 
fyster .ersynal vryothS oithyut vryoth, indikiduals map struvvle ty 
?nd lynvqlastinv ha..inessI

z Nimited Delatiynshi.s6Hmytiynal gu..ressiyn• 2ften, wuildinv 
meaninvful relatiynshi.s inkylkes kulnerawilitp and taAinv emytiynal 
risAsI gettlinv fyr safetp mivht result in a relubtanbe ty fyrm dee. bynq
nebtiyns oith ythers, leadinv ty a labA yf sybial su..yrt and emytiynal 
bynnebtiyn that byntriwute ty ha..inessI jhis emytiynal su..ressiyn 
ban result in feelinvs yf frustratiyn, anUietp, and eken de.ressiynI

z Desentment• 2ker time, .ey.le ohy .riyritiJe safetp yker their 
ha..iness in their .ersynal and .ryfessiynal likes map resent .ey.le 
thep Ae.t safe yr resent ythers ohy hake .ursued their dreamsI

-n pyur .ersynal life, abtikities and abtiyns that map hel. pyu wreaA 
free frym the safetp tra. and byntriwute ty pyur ha..iness inblude 
trakelinv, .ursuinv a neo hywwp yr .assiyn, settinv bhallenvinv ?tness 
vyals, yr eU.ressinv breatikitp 7yne yf the myst bhallenvinv thinvs fyr 
entre.reneurs, ohy are tp.iballp tp.e ’ .ersynalities, ty dy—I gharinv 
pyur breatike oyrA, ohether thryuvh oritinv, art, musib, yr yther 
fyrms yf selfqeU.ressiyn, ban we intimidatinv and vratifpinvI 

:ryfessiynallp, syme thinvs ban we dyne ty lyysen the shabAles yf 
the safetp tra.•

z 0etoyrAinv Hkents• ’ttendinv industrp vatherinvs and netoyrAq
inv ekents map feel unbymfyrtawle, wut thep are y..yrtunities ty wuild 
brubial bynnebtiyns and eU.lyre .ytential .artnershi.sI
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z :uwlib g.eaAinv• Lelikerinv .resentatiyns yr .itbhes ban we bhalq
lenvinv, pet ecebtike bymmunibatiyn is essential fyr subbessI

z Hmwrabinv -nnykatiyn• ’da.tinv ty neo tebhnylyvies and wusiq
ness trends mivht .ush pyu yut yf pyur bymfyrt Jyne, wut it fysters 
vryoth and bym.etitikenessI

z geeAinv Bentyrshi.• ’..ryabhinv mentyrs fyr vuidanbe re"uires 
ste..inv yut yf pyur bymfyrt Jyne, wut the insivhts vained ban sivnifq
ibantlp im.abt pyur .ryfessiynal dekely.mentI

z jaAinv éalbulated DisAs• 1usiness subbess yften inkylkes taAinv 
oellqthyuvhtqyut risAs, fabinv the unAnyon, and ykerbyminv the fear 
yf failureI

z 0evytiatiyn gAills• 0evytiatinv deals and byntrabts ban we tyuvh, 
wut masterinv this sAill is brubial fyr abhiekinv .ysitike wusiness yutq
bymesI

z Lelevatinv Des.ynsiwilities• Hntrustinv ythers oith im.yrtant 
tasAs map feel unbymfyrtawle, wut it allyos wusiness leaders ty fybus 
yn stratevib as.ebts and .rymytes team vryothI

z Nearninv frym Failure• Hmwrabinv failure as a bhanbe ty learn 
re"uires humilitp and resilienbe, bhallenvinv the bymfyrt yf akyidinv 
mistaAesI

z ’da.tinv ty éhanve• 1usiness enkirynments are dpnamib, and 
ada.tinv ty bhanves map we unbymfyrtawle, wut it ensures resilienbe 
and lynvqterm subbessI

z Qylunteerinv yr bharitp oyrA• éyntriwutinv pyur time and wusiq
ness sAills ty hel. ythers in need ban we dee.lp reoardinv and breate a 
sense yf .ur.yseI
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“Self-awareness is realising that there is no oppo-
nent – you’re fighting against yourself.” 

qgte.hen 1artlett Liarp yf a éH2 

NyyA, if pyu are the tp.e yf .ersyn ohy aloaps bhyyses bymfyrt 
yker balbulated risAs, - vet itSsafetp has its a..ealI -t vikes pyu a 
feelinv yf stawilitp and yrderI jhe bymfyrt Jyne mivht feel byJp wut 
ban webyme a selfqmade .risynI - bhallenve pyu in pyur .ryfessiynal 
’0L .ersynal life ty "uestiyn pyur reasyns and desired yutbymes 
bynstantlp and bynsistentlpI jy maAe it wiv in wusiness, pyu must 
realiJe that true ha..iness and bareer subbess yften byme frym .ushq
inv .ast ohat's familiar and sebureI gubbessful sales.ey.le Anyo hyo 
ty walanbe feelinv safe oith taAinv intellivent risAs that lead ty real 
vryothI -t's a mindset that se.arates thyse ohy ;ust vet wp frym thyse 
ohy trulp thrike and subbeedI

  



CHAPTER THREE

The Circle 
Starts Here
  BALE MVS ACC.OUTA  NBNTI

M y  father  instilled  in  me  a  "profound  and  radical  sense 
of accountability." We are not talking about your average 

run-of-the-mill sense of responsibility here. Responsibility is task-ori-
ented. Tasks can be assigned or shared, like a child's sticker chart or 
a "box-and-1 defense" at a high school basketball game. The players 
all have responsibilities; the coach is accountable for overseeing the 
implementation of the play (I was an o)-guard if anyone is wonde
ring...A. Pccountability is what happens after a situation has occurred. 
It is how you respond and take ownership of results. Hrofound means 
far below the surface, deep or reaching great depths, and radical means 
change at the root cause of a matter. Well, in my father's opinion, I was 
always the root cause in any matter. 

Pbstracting this, having a profoundly radical sense of account-
ability means that someone takes responsibility for their actions and 
decisions to an extreme degree. It implies that the individual goes 
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beyond the usual or conventional levels of accountability and holds 
themselves to very high standards. They are not qust willing to accept 
responsibility for their actions; they are actively committed to ensur-
ing they are held accountable for every aspect of their behavior, choic-
es, and impact on others. This level of accountability often involves 
a deep commitment to transparency, integrity, and a willingness to 
face conse?uences or make amends when they fall short of their re-
sponsibilities. When the going gets tough, the tough hold themselves 
accountable. 

Psk yourself. When things go wrong, is your default position to 
push the problem away and blame others, or is it to take it all in, 
decipher your accountability, and work towards changing actions to 
impact future resultsB zlame shifting comes from a position of weak-
ness, a lack of control. Pccountability is an extension of con8dence 
and an unwavering trust in abilities to make sound decisions and 
handle challenges e)ectively. I know it sounds like a heavy weight to 
carry. zut oddly enough, I grew up feeling empowered.

Ps far back as I can remember, I have had these little sayings in 
my head that have deep meaning and carry me through "challenging" 
times. I don't know if I made them up or pilfered them along the 
way (you can't prove anythingA, but nonetheless, they exist. The 'circle 
starts here' is a standard sacred text that plays on a loop in my head 
when trying to sort things out, and it captures the essence of personal 
accountability, even in a professional environment. The circle starts 
when you reali0e you have the power to control, if not your life, at least 
your reactions.

In any part of my life, when I am not getting the results I want, 
the "circle starts here" plays in my head on a loop, like an earworm 
DL's song after a short elevator ride (it's always an DL's song. I am not 
complaining, qust stating factsA. This is followed by a short ?uestion 
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and answer session with myself• Why am I not getting the results I 
wantB What culpability do I have in thisB What could I have done to 
get to where I wanted to beB Pm I choosing the right people to share 
this experience withB Pm I expecting more than I should or more than 
others can giveB What changes can I make to inCuence the outcome 
and circumstances moving forwardB Why can't I get this song out of 
my headB 2ou get the ideaU

zeing accountable enables me to take control of my life, and I rely 
on my qudgment and values to guide my choices rather than seek 
external validation or approval. I strive to consistently meet my obqec-
tives, uphold my values, and deliver results. Pccountability fosters my 
personal growth, resilience, con8dence, and self-reliance, ultimately 
leading to a greater sense of peace about my decisions and the traqec-
tory of my life. It is also essential for building trust in both personal 
and professional relationships for several reasons•

S –onsistency• When you consistently take accountability for your 
actions and decisions, it creates a sense of reliability. Fthers can trust 
that you will follow through on your commitments and obligations.

S Transparency• Pccountability involves being open and honest 
about your actions, even when mistakes occur. This transparency 
builds trust because it shows that you have nothing to hide and are 
willing to address issues openly.

S Integrity• Eolding yourself accountable demonstrates your in-
tegrity and commitment to ethical behavior. Heople are more likely to 
trust those who adhere to principles of honesty and ethics.

S Reliability• Pccountable individuals are seen as reliable. They do 
what they say they will do, and this reliability fosters trust. In contrast, 
unreliable individuals who constantly make excuses erode trust. 2ou 
must build a business on a stable foundation.
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S –onCict Resolution• In personal and professional settings, con-
Cicts and misunderstandings can arise. zeing accountable means you 
are willing to acknowledge your role in any conCicts and work towards 
resolution. This willingness to resolve issues contributes to a positive 
and trusting environment.

S Hrofessionalism• In a professional context, accountability is a hall-
mark of professionalism. It shows that you take your responsibilities 
seriously and are committed to the success of your organi0ation or 
team.

S Ompathy and Jnderstanding• When you hold yourself account-
able, it demonstrates empathy and understanding towards others. 2ou 
acknowledge the impact of your actions on those around you, which 
can strengthen relationships.

"People-pleasing  is  like  a  one-way  ticket  to 
nowhere.” 

-Jnknown

4omewhere between the personalities of a "zlame-shifter" and "Pc-
countability-Taker" lies a distant cousin (twice removedA that no one 
wants to hang out with at the family –hristmas party; I present to 
you the "Heople-pleaser." Plthough a "zlame-4hifter" would never be 
mistaken for a "Heople-pleaser," it is possible (on the surfaceA to assume 
or mistake an "Pccountability-taker" for a "Heople-pleaser." zeing a 
"Heople-pleaser" and an "Pccountability-taker" are two distinct behav-
iors with di)erent motivations and outcomes•
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People-Pleaser:

S Motivation• Heople-pleasers have a strong desire to gain the approval 
and acceptance of others. They often prioriti0e the happiness and 
satisfaction of others over their own needs and desires.

S zehavior• Heople-pleasers tend to say yes to re?uests or demands 
from others, even if it goes against their own wishes or boundaries. 
They may avoid conCict and confrontation at all costs to maintain 
harmony in relationships.

S Futcome• While people-pleasers may be well-liked and avoid con-
Cicts, they often end up feeling resentful, overwhelmed, and stressed 
because they prioriti0e others' needs at the expense of their own. This 
behavior can lead to burnout and strained relationships in the long 
run.

 Accountability-Taker:

S Motivation• zeing an "Pccountability-taker" involves acknowledg-
ing one's mistakes, actions, and  responsibilities. The motivation is to 
ensure fairness, honesty, and integrity in one's actions and interac-
tions.

S zehavior• Individuals who take accountability admit when they 
have made a mistake, take ownership of  their actions, and are willing 
to face the conse?uences. They are open to feedback and actively seek 
ways to make amends or improve.

S Futcome• zeing an "Pccountability-taker" fosters trust and re-
spect in relationships, as it shows maturity and a commitment to 
personal growth. It can lead to resolution and learning from one's 
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mistakes, ultimately strengthening relationships and personal devel-
opment.

zoth behaviors have their place, but it's important to strike a bal-
ance and prioriti0e self-care and personal growth alongside consid-
eration for others. My profound and radical sense of accountability 
empowers me to shape my life. It enables me to take ownership of 
my outcomes and reduce stress and anxiety by acknowledging the 
control and inCuence I have in my life. zeing accountable also cre-
ates a foundation of trust, reliability, and open communication in 
my relationships fostering healthier and more ful8lling connections 
with others. It is a driving force that propels me toward a ful8lling 
and purpose-driven life. I wish you a profound and radical sense of 
accountability in your life.

"Accountability is the glue that ties commitment 
to results."

-zob Hroctor

Circle Starts Here: The Flight Plan

Imagine a circle with you standing at its center. It's where the qourney 
begins 5 the decisions, actions, and responses that mold your life. 
Hicture it as the cockpit of your life, with you as the pilot. Within this 
circle, there's no room for blame games or 8nger-pointing. It's about 
taking the steps to assume command of your decisions. Fn Ganuary 
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1”, 9LLj, –aptain –hesley "4ully" 4ullenberger landed J.4. Pirways 
Nlight 1”“j in the Eudson River after a bird strike disabled both 
plane's engines in the skies over Yew 2ork –ity. In the absolute 8nal 
few seconds before intersecting with the watery surface of the earth, 
4ully turned to Nirst F cer Ge) 4kiles and asked, "&ot any ideasB" to 
which 4kiles responded, "Pctually not." 2ears later, 4ully recounted 
that day and the depth of the meaning behind his ?uestion to his 8rst 
o cer. zoth pilots were able to collaborate almost wordlessly, and in 
those 8nal seconds, with only ! words, 4ully asked 4kiles if there were 
any other actions 4kiles could think of that would help them succeed, 
even by a fraction. This pivotal moment exempli8es how the 6circle 
starts here,K is at the center of one's determination and accountability, 
and how a pilot's ?uick thinking and collaborative spirit can make 
all the di)erence in critical situations, turning adversity into triumph. 
2ou are the pilot in your own life. 

"There is freedom waiting for you, On the breezes 
of the sky, And you ask "What if I fall?" Oh, but 
my darling, What if you fly?" 

-Orin Eanson

zeing accountable and believing that the "circle starts here" in 
personal relationships is a pathway to establishing credibility. It also 
allows you to brand your expertise, simplify your life, and gain more 
business in your professional life. Trust is the foundation of healthy 
and productive relationships, and accountability plays a crucial role 
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in building and maintaining that trust. Nrom preCight to a successful 
landing, there are clear obqectives to ful8ll in order to be accountable 
to become accountable.

S 4elf-ReCection• 2our pre-Cight preparation (yes, we are still on the 
plane metaphorA includes regularly taking time to assess your inten-
tions, actions, and decisions. Gust as a pilot checks weather conditions 
and maybe bird migration patterns (no shade, 4ullyUA, self-reCection 
involves understanding the circumstances, intentions, and inCuences 
surrounding one's actions. 2our pre-Cight checks allow you to identify 
potential issues a)ecting your plan.L

S 4et –lear Fbqectives• 3e8ne your goals and create a comprehen-
sive plan to achieve them. This is your communication with Pir Tra c 
–ontrol (PT–A, asking for clearance and instructions. zreak down 
larger goals into manageable steps and track your progress. Nocus. 
–larity. Pchievement. If you often use the phrase "it's not working," I 
would suggest you are the "it" that isn't working.

S 4olicit Needback• Yavigate according to the Cight plan but en-
courage others to provide constructive feedback. :istening to di)erent 
perspectives enables you to make more informed decisions. Remem-
ber, conversations do not need to be confrontations and be aware of 
human tendencies to seek out echo chambers. The goal is to improve, 
not be "right."L

S Ombrace Mistakes• Herform maneuvers and make corrections as 
needed during the Cight. Instead of deCecting M blame, admit when 
you're wrong. F)er apologies if necessary and take steps to rectify 
your errors.LOmbracing our mistakes is essential for personal growth, 
resilience, creativity, and building trust with others.LPlso, keep in 
mind that our reactions to mistakes can be very 6telling.K Pnger is 
considered a secondary emotion because it typically stems from more 
primary feelings such as fear, concern, or embarrassment. These un-
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derlying emotions can trigger anger as a protective response to mask 
vulnerability. Jnderstanding that anger is usually a surface reaction to 
deeper issues can help you more readily accept your mistakes and learn 
from others, as it encourages a deeper exploration of your true feelings 
and the reasons behind them.

S 4tay –ommitted• Pccountability is a lifelong commitment. Re-
member, sometimes you will need to become singularly focused on 
your goals. I often tell my coaching clients that being good at multi-
tasking means you are poor at time management. zecause it's true. Fn 
that cold Ganuary day in the skies of Yew 2ork, –aptain 4ullivan had 
about three minutes to save 1”” lives. Ee focused on only the things 
that would allow him to reach his goal and nothing else. Overything 
else was a distraction. The power to shape your destiny lies within your 
circle of inCuence, even during challenging times.

It is important to know what steps to take to succeed. 2ou must 
trust your instincts, rely on your experience, and follow your plan, but 
be Cexible. If things are not going as expected, analy0e the results, and 
don't be afraid to ask, "&ot any ideasB"



CHAPTER   FOR

Always Bet 
On Red
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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"
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"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 C3PIL-related, Eust regular home-
schooled, lol). In the equivalent of the Fth 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 YA 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 S3NL her products at local fairs, 
expos, and shops (I mean, how else would I work in teaching sales, 
marketing skills, R3I'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, "Uou 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 Y0, and launching a A-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 Uoung 7iss (HC/S’ ‘z‘Y4‘‘) and 7iss 7assachusetts Sea-
coast •‘Y and •‘‘. 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 5ine 
’rts) and plans to go out and bring her creative side into the business 
world one day. Oer site is ReadySet5earless.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. U3/ 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 



RHL OINT38”z

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"... SSW9, for 
short) involves recogni“ing that SSW9 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 SSW9, 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 SSW9 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 SSW9 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 3ne 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 Az-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."
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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 6sellJ to a 6tellJ 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 Pas educators.

6Seek first to understand, then to be understood.J 
-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 Qreek 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 8eeds: 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 product4service. This information can be used to frame 
the coaching or sales pitch e—ectively.

G ’ddressing 3bEections: 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 3wnership: 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 SSW9 (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. 
5or 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: "Ues, I am."
Coach: "Qreat! 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 SSW9 (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 83 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 HlfJ voiceM 6Socrates-I know him!J



CHAPTER   FIE

Just Going 
For a B+
VTRFIE   SR EOCEXXELCEN LST 
PER  ECTFSL

T here are two types of people in the world: those who say, "Look 
at the mistake I almost made," and those who say, "Look at 

the mistake I just made." As a recovering Type A personality, I've had 
quite the journey transitioning from the former to the latter category. 
This was my Everest. Like, trying to 'ride a unicycle while juggling 
;aming torches' dibcultD entertaining, yet perilous. Leaving Rehind 
my V1I0E to always give %%NG in everything was one of the most 
dibcult lessons I needed to learn APV adopt. If you go through 
life seeing the arrival time on your SxC as just information and are 
not someone who secretly e!claims, " hallenge acceptedH" this chapter 
may not speak to you.O

This chapter was one of the most challenging for me to write. Pot 
Recause I don't Relieve in what I am saying, on the contrary. I feel this 
chapter in my soul, laying it Rare for all to learn from, and getting 
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everything down on paper will allow me to skip therapy this week. Co, 
silver linings, rightF

Type A vs Type B

The Type A personality is one of the two major personality types 
initially descriRed Ry cardiologists -eyer 9riedman and 1. 5. 1osenz
man in the %BMNs as part of their research on the relationship Retween 
personality and heart disease. The Type A personality tends to Re 
organiJed, proactive, and driven to succeed. The other personality 
type is Type +, characteriJed Ry their easygoing and rela!ed nature. 
Like a tightrope walker gradually letting go of the sturdy pole in 
e!change for freedom on the line Retween Roth personality types, I 
adopted the mantra of "Wust going for a +Y." It is a play on words 
Retween personality types and a tieRack to my overachieving ways in 
my education. I am now learning to let go of needing an A in every 
assignment and Relieving that a +Y is acceptaRle. Cometimes, "good 
enough" really is good enough. I'm told it's called "Ralance." I may not 
have adopted it entirely, and I proRaRly don't need to master it since 
I'm only "Wust going for a +Y."

"In any moment of decision, the best thing you 
can do is the right thing, the next best thing is the 
wrong thing, and the worst thing you can do is 
nothing." 

zTheodore 1ooseveltO
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+y gaining  insight  into  your  personality  traits,  inclinations, 
strengths, and weaknesses, you can Retter understand your Rehavior 
and decisionzmaking processes, and confront Riases and prejudices. 
This selfzawareness enaRles you to identify patterns and haRits that 
limit your growth and can help develop coping strategies. (hether 
it's recogniJing a tendency to procrastinate or a natural tendency to 
Re introverted, this knowledge empowers you to set realistic goals that 
align with your unique attriRutes. EmRracing your personality traits 
and assessing your motivations, desired outcomes, and kneezjerk trauz
ma responses 2we all have them•, and evaluating all aspects of yourself 
provides the foundation for personal and professional development, 
enhancing your aRility to e!cel in your ’eld and Retter serve your 
clients.

I should proRaRly note that the Type A and Type + personaliz
ty classi’cation systems have Reen "reconsidered" and represent an 
oversimpli’cation of personality traits. xeople are more comple! than 
just an "A" or a "+" and can't always Re neatly categoriJed 2much to 
the chagrin of my Type A heart•. Individuals can and should draw 
upon elements from Roth personality types to enhance their overall 
wellzReing and e3ectiveness. Pevertheless, the concept of Type A and 
Type + personalities helps as a starting point when discussing people's 
approach to stress, work, goals, and life's amRitions.O

Classic Type A Personality Characteristics

The classic Type A personality is characteriJed Ry traits and Rehaviors, 
including competitiveness, amRition, high levels of selfzmotivation, 
and a strong desire to achieve goals. 25onestly, that just sounds like fun 
to me•H If you haven't read  hapter Three: "The  ircle Ctarts 5ere: 
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+lame vs. AccountaRility," I suggest you go Rack and do so Recause I 
have three words for you: xrofound, 1adical, AccountaRility. 2Insert 
sad tromRone•. Thanks, VadHO

U  ompetitive and driven: Type A individuals are often highly moz
tivated, competitive, and achievement oriented. They strive for success 
and are willing to put in signi’cant e3ort to reach their goals.

U 5ighly organiJed: They tend to Re organiJed and ebcient in their 
work, often adhering to schedules and deadlines.

U xroductive: Type A individuals are usually productive and foz
cused on tasks, which can lead to accomplishing a lot in a short 
amount of time. 

According to "the Soogle," common professions where Type A 
xersonalities e!cel are:O

• Entrepreneurs:O2?h hey, thatKs meH•
• Corporate Leadership
• Sales and MarketingO25iH It's -e Again•
• Finance and Investment Banking 
• Medicine and Healthcare 
• LawO25ave I mentioned yet that in college, I was a xolizCci -ajor 

with a douRle minor in prezlaw and communicationsF 1hetorical 
 ommunications at thatH  Pothing to see here, folksH•

• Engineering 
• Project Management 
• Teaching and Education Administration
• Journalism and Broadcasting

Classic Type B Personality Characteristics:

The classic Type + personalities are typically characteriJed Ry having a 
calm, freezandzeasy approach to life. They are less likely to e!perience 
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constant time pressure and impatience. Type + personalities are usuz
ally more ;e!iRle and adaptaRle, less rigid in their thinking, and less 
concerned aRout winning and achieving at all costs. They are more 
likely to engage in hoRRies and activities for rela!ation and pleasure. 
IKm not going to lieD the Type A in me felt uncomfortaRle just putting 
all of those words together in a paragraph, I even had to look up a few.

U 1ela!ed: Type + individuals are generally more laid Rack, less 
stressed, and less competitive.

U AdaptaRle: They easily adjust to changing circumstances and are 
Retter at handling une!pected situations.

U Enjoy leisure: Type + individuals often prioritiJe downtime, conz
triRuting to a Retter workzlife Ralance and reduced stress levels.

And just for fun, I asked "the Soogle" what joRs I am 2proRaRly• 
not suited for: 5ere are some professions where Type + individuals 
would e!cel:

• Therapist or Counselor
• Librarian
• Graphic Designer
• Environmental Scientist
• Writer or Editor 2oh RoyH This is awkward•
• Artist or Illustrator
• Historian 
• Yoga Instructor or Wellness Coach 
• Park Ranger
• Social Worker
Is it wrong that most of the Type + personality joRs seem stressful 

to meF Is it meF It's me, isn't itF



1EV 5ILT?PM7

Combining Positive Aspects

(hat if, instead, we were to comRine the strengths of Roth personaliz
tiesF Learning how to make the most of the positive aspects of various 
personality traits helps people adapt and thrive in di3erent personal 
and professional situations.  ertainly, no personality type is Retter 
than the othersD each has unique strengths and weaknesses.O

U +alance amRition with rela!ation: Ctrive to adopt Type A perz
sonalities' driven and goalzoriented nature when pursuing your amz
Ritions. 5owever, rememRer to Ralance this with the aRility to rela! 
and enjoy the present moment, as Type + personalities do.

U Cet realistic goals: Emulate the Type A trait of setting and working 
toward amRitious goals, Rut ensure they are achievaRle and prioritiJe 
your wellzReing while meeting them.

U Time management: Learn from Type A's organiJational skills to 
manage your time ebciently and meet deadlines. At the same time, 
don't overcommit or create unnecessary stress.

U EmRrace adaptaRility: Vevelop the adaptaRility and resilience of 
Type + personalities. 1ecogniJe that some things are Reyond your 
control, and adjusting to changing circumstances is essential without 
e!cessive stress.

U xrioritiJe selfzcare: Like Type + individuals, make time for leisure, 
rela!ation, and selfzcare to reduce stress and maintain a healthy 
workzlife Ralance.

U Ceek selfzawareness: 8nderstand your personality traits, strengths, 
and weaknesses. This awareness can help you make informed decisions 
aRout when to push yourself and when to take a step Rack.

In my opinion, the most important of these is selfzawareness. 
Through selfzawareness, anyone can learn how to leverage the positive 
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aspects of di3erent personality traits, allowing them to adapt and 
thrive. (alking the tightrope Retween Reing driven to achieve and 
selfzcare does not have to Re your Everest. +y drawing from the Rest 
personality traits, you can learn to accept "mistakes" on the horiJon 
or in your rearview mirror, not as "issues to resolve" Rut as signi’cant 
turning points on your road to success.

"It is better to be boldly decisive and risk being 
wrong than to agonize at length and be right too 
late." 

z-arilyn -oats ”ennedy

The following are some essential insights I've had to learn ’rsthand 
or that I have helped my coaching clients with.O

Strive for excellence, not perfection.

Aim for doing your Rest, not Reing perfect. -any people delay taking 
action when uncertain aRout the outcome or their aRilities. They 
often want everything to Re ;awless Refore they start. +ut the truth 
is perfection doesn't e!ist. xerfection is an unattainaRle ideal rooted 
in suRjective standards. The pursuit of perfection often stems from 
underlying fears of criticism and a deepzseated need for control and 
validation, acting as a trauma response for some. 1ecogniJing and 
moving Reyond this pursuit can lead to healthier, more realistic goals, 
fostering personal growth, resilience, and selfzcompassion in the face 
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of inevitaRle imperfections and challenges. It's okay for things to Re 
"good enough." 1ememRer, failure is a wise teacherD avoiding those 
lessons means missing out on great e!periences. 1esearch, plan, and 
then take the plunge. (anting everything to Re perfect is the classic 
"look at the mistake I almost made," Rut striving for e!cellence only 
requires you to look Rack and say, "Look at the mistake I just made" as 
you move forward, wiser and more prepared. Wust going for a +Y.

"For failure is a teacher wise, In its depths, new 
strength does rise, From shattered dreams, we 
learn to  glean,  The seeds  of  hope,  the  will  to 
dream."

z1ed 5ilton

Learn to step into discomfort.

Ahh, discomfort. -uch like the meeting, that could have Reen an 
email and is now running 6N minutes over Recause there is one person 
who keeps asking questionsD no one wants to Re here.OO Cteve 5arvey 
said, "Set  omfortaRle +eing 8ncomfortaRle." (e all have a comfort 
Jone, a familiar and secure place where we feel at ease. 5owever, this 
comfort Jone can also hinder us from realiJing our dreams and Rusiz
ness goals. If everything feels too comfortaRle, it's time to shake things 
up.
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In my intro to this Rook, I wrote, "I've come to understand that 
the phrase "not yet" holds much more power than the notion of 
incapaRility. It emRodies a mindset that perceives challenges not as 
insurmountaRle oRstacles Rut as opportunities for growth and learnz
ing. +y viewing the unaccomplished as the yetztozRezaccomplished, 
I've developed a resilience that enaRles me to face the unfamiliar with 
curiosity rather than fear. "

Set curiousH If something is not passing the "gut check," or you're 
not feeling "comfortaRle," ask yourself why. Are you questioning your 
aRilitiesF Are you enthused aRout the outcome Rut not willing to put 
in the work to get thereF Voes the action not align with your goal 
or purposeF Setting to the heart of the reason for your discomfort is 
imperative. 1ememRer, your vision needs to Re Rigger than your fears. 
 hallenge yourself to "get comfortaRle with Reing uncomfortaRle."O

"That's the way we have always done it."

Sive me strength. (hat do smoking in restaurants, open alcohol conz
tainers in vehicles, corporal punishment in schools, a T1CzPN, and 
leadzRased paint have in commonF That's right, they were all common 
at one time. 5ow aRout something more Renign: payphonesF (hen 
was the last time you saw a payphoneF (hyF +ecause laws, technology, 
and societal norms change over time.

The phrase "That's the way we have always done it" is the most 
counterproductive mindset for any Rusiness owner, resulting from a 
tendency to normaliJe complacency. It re;ects a resistance to change 
and a reluctance to e!plore new opportunities. Cticking to the familiar 
might provide a sense of security and feel safe, Rut it can also limit a 
Rusiness's potential for e!pansion. This might Re a good place to rez
mind you to go Rack and 2re•read  hapter Two: Cafety 0s 5appiness. 
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To thrive in Rusiness, it is essential to emRrace change, stay open to 
new ideas, reach new clients, and Re willing to step Reyond the safety 
of the status quo. Like our tightrope walker leaving the sturdy pole 
Rehind and walking the line Retween the safety of complacency and 
the perilousness of "all out" Suerilla marketing 2also  hapter Two•, 
’nding the middle and your center of gravity, staying ’!ated upon 
your gaJing point in the distance, and taking small steps will allow you 
to Rridge the gap Retween where you Regan and the adventure in front 
of you. )ou can do it. I Relieve in youHO

Decision-Making and Analysis Paralysis

?ne of the most challenging tasks we face in Rusiness is decisionzmakz
ing. The word "decision" originates in Latin and means "to cut o3." 
(hen we decide, we're essentially cutting o3 speci’c options, which 
means we're choosing one path and leaving others Rehind. (hile this 
might seem like arriving at an end, it's actually a freeing and empowz
ering process that Rrings progress forward. In Rusiness, if we're going 
to achieve our dreams, we need to make some decisions.

The greatest Rarrier to decisionzmaking is analysis paralysis. Analyz
sis paralysis refers to Recoming overwhelmed Ry the aRundance of 
information or choices availaRle when making a decision. This overz
whelming feeling of having too many options can cause people to 
overthink, oRsessively gather more information, or e!cessively weigh 
pros and cons, leading to indecision or inaction.O
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"If you oRsess over whether you are making the 
right decision, you are Rasically assuming that 
the universe will reward you for one thing and 
punish you for another. "

zVeepak  hopra

Analysis paralysis can Re a thief of time, as overanalyJing and conz
stantly seeking more information can lead to missed opportunities 
and reduced con’dence. 1ememRer to strive for e!cellence, not perz
fection. (hen faced with analysis paralysis, consider the following 
strategies:

U  reate a decision framework with evaluation criteria to allow 
for informed choices and limit options to prevent Recoming  overz
whelmed and streamline decisionzmaking.

U Ve’ne clear oRjectives and prioritiJe critical information to focus 
on essential details and reduce distractions.

U Cet a decision deadline to avoid procrastination and take timely 
action.

U Ceek input from trusted advisors to gain diverse perspectives.
U Ctep Into Viscomfort: (e covered this already, Rut understand 

that no decision is perfect, and mistakes are part of the learning 
process.O
If all else fails, go Rack and reread  hapter Three, and just rememRer 

to "Re like Cully.Q
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We fail at the level of our systems.

"(e fail at the level of our systems" means that the success or failure of 
a Rusiness depends on how well its internal processes and procedures 
are organiJed and run. In simple terms, a Rusiness needs ebcient and 
wellzstructured systems in place to avoid failures.
5aving a good system in place allows for:

U  onsistencyO
U Ebciency
U CcalaRility
U xroductivity AutomationO
U Vecisive VecisionzmakingO
U  lient satisfactionO

(hat does having a Rgood system" in place look like for a RusinessF
U Velegating (ork as Peeded
U Automation for Email -arketing
U Inventory -anagement Cystem
U  ustomer 1elationship -anagement 2 1-• Cystem
U ?nline xayment xrocessing and Income 1eporting Cystem
U 5uman 1esources -anagement Cystem 251-C•
U xroject -anagement Coftware
U  ustomer Cupport Ticketing Cystem
U Cupply  hain -anagement Cystem
U Temporary Ctabng Agencies as Peeded
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"Don't fear the stumble, nor humble's roar, In 
failing, we unlock destiny's door. From grand 
failure, a brighter path appears, Rising anew, our 
dreams conquer fears."

z1ed 5ilton

Being a victim is not a choice, but having a victim 
mentality is.

I say this with love 2or some reasonaRle facsimile of love and caring...•: 
Ctop carrying your trauma around and asking everyone else to hold 
on to it for youD it's not a purse. )ears ago, I worked with a man who, 
I'm the ’rst to admit, had su3ered a tragedy in his life, like a real, 
lifezaltering tragedy. At the time when our paths crossed, it was around 
P years postztragedy. -y obce and his were within earshot of each 
other. After the ’rst few months, I noticed a pattern with him: within 
the ’rst 7 minutes of meeting someone for the ’rst time, including 
clients, the 8xC man, the poor soul who delivered his lunch takezout, 
he would invariaRly recount his "story of tragedy" to them. ?nce he 
had e!hausted that story, he moved on to the ne!t tragedy in his life, rez
counting the failure of his Rusiness during the 1egan administration. I 
was witnessing this in the earlyzmid 4NNN's, so we were almost 4N years 
removed from that administration, Rut that didn't stop him from 
recalling the story to e!plain how he always felt like he was digging 
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out of a hole. 5e would also work into most conversations that he 
was divorced, that his dog was sick and not e!pected to make it much 
longer, and that he chopped wood on the weekends and lived on the 
’rst ;oor only of his house in the winter to save money on heat. Cir, 
this is a (endy's.

)ou may Re surprised to hear that he was not the most successful 
person in the obce, not even the second most successful. I really liked 
the guy, Rut he lacked the con’dence to talk aRout himself and his 
accomplishments. Like that one guy who peaked in high school and 
never made it to the RprosQ Recause of a knee injury, he carried forz
ward his previous setRacks as a distraction, using them as conversation 
points to e!plain his performance, even decades later. In Rusiness, our 
past personal and professional e!periences undouRtedly play a signifz
icant role in shaping who we are and how we interact with people. 
They are the Ruilding Rlocks of our skills, knowledge, and character. 
5owever, it's essential to recogniJe that while our past may have conz
triRuted to our current state, we should not lead with our traumas. 
(e will cover this more in  hapter Ten, Rut to paraphraseOPadia 
+olJz(eRer: "xreach aRout your scars, not your wounds." The wound 
is the tragedyD the scar is what you did to heal from it.

If my former colleague used his personal stories to illustrate his 
character, and he promptly followed up with details aRout a memorial 
scholarship he estaRlished, of which he was rightfully proud, I could 
appreciate his approach. ?r if he e!plained how he faced tough times 
in Rusiness Rut managed to come Rack and Re even more successful, 
then I would appreciate his attempt to inspire his clients to trust him 
with their ’nancial future. I could understand if he talked aRout his 
past challenges as scars, Rut he didn'tD they were all still wounds.

Charing our e!periences, not just the successes Rut also the oRstacles 
we've overcome, can make us more relataRle to clients and colleagues. 
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The key word here is "overcome."  lients want to work with people 
who demonstrate their capaRility to overcome challenges and who 
they can trust to provide reliaRle solutions for their own lives. +asically, 
if you don't have your ducks in a row, how can anyone e!pect you to 
help them gather theirsFO

If you feel that everything that has ever happened in your life has 
happened T? you, rememRer Reing a victim is not a choice, Rut 
having a victim mentality is. (hile you can't always control circumz
stances, you have the power to control your responses. This shift 
in perspective is not only empowering for you Rut also serves as an 
inspiration to clients. +e a Reacon of hope and motivation Ry demonz
strating the strength gained from overcoming adversity.O

You cannot be a victim of circumstances you create.

And ’nally, you cannot Re a victim of the circumstances you create. I'll 
keep this simple. If things are not going the way you want or e!pect, 
let me introduce you to a profound and radical sense of accountaRility. 
2 hapter Three, +T(•. As a child, I quickly learned that going to my 
father to Re coddled or reassured was an e!ercise in futility. Von't think 
for a minute that I had an alternative option or xlan +, so I learned at 
a young age to manage my e!pectations. ?ccasionally, in a moment of 
weakness, I would "complain" to my dad. As plain as day, I rememRer 
he would wait for me to Re done and look at me and say, "Are you 
going to sit there and cry aRout it, or get up and do something aRout 
itF" 2(ell, I am M so my instincts tell me to cry aRout it, Rut the viRe in 
the room is telling me that is not the answer...•.

5ere is my advice. Cetting aside situations involving violence and 
personal safety 2these are not part of this topic, we are talking aRout 
super’cial RvictimhoodQ mentality in this chapter•, the ne!t time 
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something is not going your way, get up and ’gure out what you did 
to create the situation or what you can do to change the situation. 
Assigning Rlame will not help you. +eing a victim will not help you. 
If your goal is to succeed, know you canD you need to decide and Rjust 
go for a +Y.Q



CHAPTER   SI

Modeling 
Behaviors 
and 
Trajectories
XSAGT   TEP  

I f you are a runner or have ever been in ANY conversation with 
a runner (on any topic), you know that they typically can't go 5 

minutes without working running into a conversation. They’re for-
ever talking about their favorite run, their next run, their pace, their 
new shoes, or how excited they are about their negative splits in their 
last training run (if you're lost, don't worry about what half of that 
means; it is irrelevant). It's almost Pavlovian every time they open their 
mouth. I am no di2erent.

In 019:, I completed my Brst, and please, for the love of all things 
holy, last marathonM the 019: Roston Earathon, actually. Notice how 
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I said I "CEP6HTHL it, not that I DAN it. I was a "harity runner, 
and given my Bnish time, I don't know how much running I did that 
day, but you better believe I crossed that Bnish line. I was the last 
oVcial Bnisher for the 019: Roston Earathon (!o ahead, google it, 
I'll wait), and I have the distinction of holding the title of Wlast oVcial 
runnerW for the longest period, thanks to "CjIL•

Sell, if you're not impressed by that, then let me pass on some 
advice that may impress you, or at least I can impress upon youM trust 
your training. This proved to be an invaluable mantra that propelled 
my inqured leg through 0G.0 glorious miles in Roston on that Bne 
spring day. The same can be said about building a businessM trust your 
training.

Training for a marathon and building a business share similarities 
despite being incredibly di2erent adventures. 

F	!oal 7ettingM In marathon training and business, begin by setting 
clear and achievable goals. Oaving a speciBc target to work towards is 
crucial for motivation and direction.

F	Planning and 7trategyM Roth reKuire a well-thought-out plan and 
strategy. Earathon training involves designing a training schedule, 
nutrition plan, and recovery strategy. In business, it involves creating 
a business plan, marketing strategy, and Bnancial proqections.

F	"onsistent H2ortM 7uccess in both areas depends on consistent 
e2ort over an extended period. Earathon training demands regular, 
structured workouts, while building a business reKuires daily dedica-
tion to tasks like marketing, customer service, and product develop-
ment.

F	Desilience and PerseveranceM Earathon running and entrepre-
neurship involve facing setbacks and challenges. You must develop 
resilience, bounce back from failures, and stay committed to your 
long-term goals.
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F	"ontinuous 6earningM Shether it's learning about running tech-
niKues and nutrition in marathons or staying updated on industry 
trends and market shifts in business, continuous learning is essential 
for improvement and adaptation.

F	Eentorship and "oachingM Eentors or coaches are valuable in 
both areas. In marathon training, coaches provide guidance on train-
ing methods, while in business, mentors o2er insights into deci-
sion-making, networking, and overcoming obstacles. Put a pin in this 
one; we're coming back to it.

F	7upport 7ystemM Ruilding a support network is crucial. Earathon 
runners often train with others for motivation, while business owners 
beneBt from advisors and a network of peers who can provide guid-
ance and assistance. Shen all else fails, both beneBt from a shoulder 
to cry on. Cddly enough, training for a marathon, and building a 
business can WbreakW you. It's important to have someone who will 
remind you WwhyW you started.

F	Eeasuring ProgressM Tracking progress is vital. Earathon run-
ners monitor their pace, distance, and times, while businesses track 
key performance indicators (JPIs) to evaluate their success and make 
necessary adqustments.

F	Adaptation and zlexibilityM Earathons and businesses must  
adapt to changing circumstances. Earathoners may need to adqust 
their training due to inquries or weather conditions, while business 
owners must pivot when market conditions change.

F	"elebrating EilestonesM Decogni?ing and celebrating achieve-
ments along the way is important for maintaining motivation and 
morale. Acknowledging progress is essential whether it's completing 
a long training run or hitting a revenue milestone.

Shile the end goals of marathon running and business building 
di2er, the steps and attributes reKuired for success are surprisingly 
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similar. To succeed at either (or both), they each demand goal set-
ting, planning, resilience, mentorship, and consistent e2ort. Easter-
ing these elements can help individuals excel. Hnqoy your run•

zor this chapter, I want to shift from talking about RHIN! a coach, 
mentor, or inspiration to OAjIN! a coach or mentor. 7ome of the 
most successful coaches and business people have also had their own 
coaches or mentors who played pivotal roles in their personal and 
professional development. 

The co-founder of Eicrosoft, Rill !ates, has had multiple mentors 
throughout his life, including Sarren Ru2ett. Ru2ett has been a close 
friend and advisor to !ates, o2ering Bnancial and life advice. The 
late co-founder of Apple, 7teve 3obs, credited his success to several 
mentors, including Dobert Noyce, co-founder of Intel, and Hdwin 
6and, inventor of the Polaroid camera. These mentors in4uenced his 
approach to technology and innovation. The renowned life coach 
and motivational speaker Tony Dobbins has himself been coached 
by mentors like 3im Dohn. Dohn played a signiBcant role in shaping 
Dobbins' career.

Eedia mogul and philanthropist Cprah Sinfrey has publicly 
spoken about the importance of her mentor, Eaya Angelou, the 
renowned author and poet. Angelou provided guidance and wisdom 
to Cprah throughout Cprah's career. Eaya Angelou herself had men-
tors, including 3ames Raldwin and 6angston Oughes, who encour-
aged her as a writer and poet.

Hven the most accomplished individuals often have mentors or 
coaches who have played a crucial role in shaping their paths to success 
and personal growth. Eentorship and guidance are valuable tools for 
learning and self-improvement, regardless of one's level of achieve-
ment. And now you can have something in common with Cprah•



TOH PCSHD Cz NCT YHT G:

Footprints

Oave you heard of the poem WzootprintsW by Eargaret zishback Pow-
ersX You probably have, as it's found on cards, calendars, and posters 
and is cherished by millions. Abstracting it, the narrator re4ects on 
life's qourney, symboli?ed by a beach. The narrator notices that there 
are two sets of footprints in the sand most of the time, symboli?ing 
someone guiding and supporting them throughout life. Yet, during 
tough times, the narrator sees only one set of footprints and wonders 
where the support went. Hventually, they reali?e that during those 
challenging moments, they were lifted up and carried through diV-
culties. The poem underscores the idea that there's unseen support 
and strength to help us endure and overcome life's challenges even in 
tough situations. That is the type of mentor you need and want to 
have in your life. 

3ust like in the poem, a business mentor should walk alongside 
you, guiding you during the good times and carrying you through the 
rough patches. Your business mentor should be enthusiastic and eager 
to support you starting from the beginning of your entrepreneurial 
qourney. A mentor's commitment and excitement should remain un-
wavering, even when you're qust starting. A great mentor will share 
your enthusiasm for your business venture and be willing to o2er 
guidance, advice, and encouragement during the early stages when 
it's needed most. They should also be experienced and knowledgeable 
in your industry and bring a wealth of wisdom and expertise. This 
experience allows them to provide valuable insights, strategies, and 
solutions while helping you navigate challenges and make informed 
decisions.

A business mentor should be a reliable and experienced compan-
ion, willing to share the load during the tough times and inspire and 
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guide you throughout your entrepreneurial adventure. Their presence 
should be a source of strength and support, helping you endure and 
conKuer the challenges that inevitably arise in the business world. Re 
like Cprah•

Needs More Seasoning

Shat do my cooking and someone starting a business have in com-
monX In both cases, a bit more seasoning is reKuired. (Insert Wrimshot.W 
I'm here all week, folks, 0 shows a night, tip your waitress, and try the 
veal. Eaybe the three years I spent in stand-up comedy LIL prepare 
me for life). 7o what's the pointX Sell, Brst o2, A. I think ketchup 
is spicy, and 0. stop comparing the beginning of your qourney to 
someone else who's further ahead, doing so may not work out well for 
you.

"omparing is how we make sense of the world. In many aspects 
of life, comparing ourselves to others can be a constructive tool for 
growth and motivation. Oowever, when it comes to starting a new 
endeavor, constantly measuring one's own beginnings against the 
achievements of those who are more experienced can be detrimental. 
Shen seeking out mentors, it is important to seek advice from indi-
viduals who have been through similar stages of business that you are 
currently in because their experiences at that speciBc stage can provide 
invaluable insights and guidance. 

F	Delevance of AdviceM Shen seeking guidance from someone who 
has already navigated the same stage of business, you are more likely to 
receive advice that is directly applicable to your current challenges and 
circumstances. Their insights will be relevant, practical, and tailored 
to your speciBc situation, making it easier for you to implement their 
recommendations e2ectively.



TOH PCSHD Cz NCT YHT 89

F	Dealistic HxpectationsM #nderstanding what your mentors did at 
a similar stage of their business helps you set realistic expectations. 
You can gain insights into the challenges they faced, the mistakes they 
made, and the strategies that worked for them. This knowledge allows 
you to anticipate potential obstacles and make informed decisions 
while avoiding unnecessary frustration and disappointment.

F	6earning from Their EistakesM Ry asking about their experiences 
at the same stage, you can learn from their mistakes and avoid making 
similar ones. This can save you valuable time, resources, and e2ort, as 
you can proactively address potential pitfalls and make wiser choices 
based on the lessons they learned.

F	"onBdence RuildingM Jnowing that successful entrepreneurs or 
professionals faced similar challenges and uncertainties in the past can 
boost your conBdence. It reinforces the idea that overcoming obstacles 
and achieving success is possible, even when you're in the early stages 
of your business qourney.

F	Networking and Ruilding DelationshipsM "onnecting with men-
tors who have experienced the same stage of business as you can help 
build stronger relationships. Eentors may be more willing to provide 
assistance, advice, and connections because they understand your par-
ticular needs and diVculties.

Eentors who have been through the same stage of business as you 
are more likely to provide you with more relevant, practical insights, 
help set realistic expectations, allow you to learn from their mistakes, 
boost your conBdence, and strengthen networking opportunities. 
6earning from those who have walked a similar path can signiBcantly 
enhance your chances of success in your business, especially at the 
beginning of your qourney. Also, if you want to get together with me 
for dinner, let's order take-out.
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Standing on the Shoulder of Giants

The famous phrase, Wstanding on the shoulders of giants,W is often 
attributed to 7ir Isaac Newton, but its implications go far beyond the 
realm of science. 3ust as a person standing on the shoulders of a taller 
individual can see farther and gain new perspectives, individuals in 
various Belds can make signiBcant strides by building upon the work, 
ideas, and innovations of those who came before them. 7imilar to 
having a mentor, but more granular in execution.

It is easy to understand how beneBting from those with more ex-
perience can help build a business. Rut, in the realm of brand building 
and awareness in the digital world, Wstanding on the shoulders of 
giantsW involves capitali?ing on the established in4uence, credibility, 
and reach of well-established online businesses and social media in4u-
encers. Ry partnering with other brands, people, or companies with an 
extensive reach, you can rapidly expand your brand's visibility, connect 
with a targeted audience, and beneBt from the trust and authenticity 
that other people bring. It's a strategic approach that recogni?es the 
power of collaboration and leverages existing platforms to elevate a 
brand's presence, including the digital landscape.

HxampleM As a marketing Brm disguised as a boutiKue book pub-
lisher, I often coach our authors on the best approach to expanding 
the reach and marketability of their books. Cne suggestion I make 
time and time again is to Wstand on the shoulders of giants .W If you're 
a mortgage originator writing a book, ask a top-producing realtor in 
your area to write the forward of your book (and vice versa). If you're a 
Oealth and Sellness coach, contact a mental health professional with 
a large online following speciali?ing in athlete preparedness and ask 
them to write a chapter. If you're a business coach, Bnd a local Rusi-
ness attorney interested in being Kuoted in your book on the Wtop 5 
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mistakes every new start-up makesW or something like that (people love 
lists). The idea is that the more people you invite to the party, the more 
people you have talking about the party. Your invited contributor will 
help promote your book (because they are in it) and, in turn, will 
promote you•

The Game Changers Conference

7hameless Plug AlertM At Relmont "ity Press, we developed a con-
ference with small but growing businesses in mind; it's called The 
!ame "hangers "onference (The!ame"hangers"onference.com). 
The two most e2ective ways of connecting with your ideal client are 
through speaking opportunities (in person, podcasts, from the stage, 
and in videos) and writing (blogs, articles in maqor news outlets, or a 
book). The !ame "hangers "onference walks you through a 90-step 
marketing plan to promote you and your business by utili?ing speak-
ing and writing opportunities.

Through The !ame "hangers conference, business owners can 
capitali?e on the opportunity to learn how to establish credibility, 
brand their expertise, simplify their lives, and gain more business. If 
you want to gain insight on PD industry secrets while learning to scale 
your business, create recognition, and drive sales this is the conference 
for you. I am looking at you Deal Hstate professionals, Eortgage In-
dustry experts, 7alesforce personnel, coaches, and anyone looking to 
become the go-to person in their niche.

In this conference, I break down how I was able to survive and 
thrive for /1 years in sales, present at more than 051 speaking en-
gagements, build a multi-seven Bgure business while earning a six-Bg-
ure income, and be featured in The Roston !lobe, The Roston Hx-
aminer, Rook 6aunch Hxpress, Rook Publishers "entral, Rookstore 
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Newswire, NR", "S, AP News, zCN, AR", to name a few. At R"P 
we have also had multiple book publications hit O9 in the #7 and 
"anada. I have literally Wwritten the bookW on marketing to succeed 
in business, and this conference is how I can share my experience and 
expertise with you. I'm not saying I'm a Wgiant,W but at a minimum, 
you can beneBt from my experience.
The !ame "hangers "onference walks you through the steps toM

F	Cbtain the PD needed for your marketing
F	Cbtain reviews for your business
F	Cbtain #!" for your marketing
F	!ain Cpportunities to SritePPublish a guest blog
F	zind podcasts to be featured in
F	Srite the perfect press release and get picked up by networks
F	"onnect with reporters for featured articles
F	Position yourself as the go-to expert
F	zind speaking opportunities for marketing
F	!et your business partners to promote you•
F	"raft your 7ignature Talk (no, not your sales pitch)
F	LeBne Your Avatar (Ideal "lient)
F	Perfect your 5-minute webinar
F	Crgani?e your media kit and one-sheet
F	"entrali?e your expertise
F	"reate evergreen marketing material
F	6earn 6ow low-budget Earketing Tips
F	"reate AVliate Earketing Programs for Your Rusiness
F	"onstruct Sorkshops and Sebinars
F	and Eore•
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Three more things to know about The !ame "hangers "onference;

9.	The conference can be scaled to accommodate 911 people or as 
few as Bve.

0.	Lepending upon the structure and beneBts desired, each con-
ference presents opportunities for attendees to add Jeynote 7peaker 
andPor Published Author to their bio due to the conference activities. 

/.	I travel, so let me know if you would like to chat and see if The 
!ame "hangers "onference is a good Bt for you, your friends, your 
colleagues, or your group or organi?ation. jisit The!ame"hangers
"onference.com

Bonus Content

Oere is a Kuick example of one of our lessons from our W6ow "ost 
Earketing IdeasW from the conference and our coaching programM 
Oow to leave a SIN-SIN review.

6eaving a review is an excellent QHDC-cost marketing idea. Now, 
leaving a great review is easy if you like the product, understand it, have 
used it, etc. Rut, let's pretend you met WReckyW at a networking event, 
and she sells widgets. In speaking with her, you discover her company's 
ideal clients align well with your business. 6eaving an online review of 
the company would expose you to her clients, but you have never been 
a client of WReckys,W and you have never used her widgets. Oow do you 
leave a review without losing your authenticityX 6et me show you.
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Review:  5 Stars*****

WIt was clear from the moment I met Recky from 
Sidget company that she has a passion for wid-
gets. Recky was able to walk me through widgets 
and teach me some things I didn't know. 7he an-
swered all of my Kuestions, and I can conBdently 
say that SIL!HT "CEPANY is the right place 
to start if you are in the market for widgets. Ask 
for Recky and tell her Ded from Relmont "ity 
Press sent you.W 

-Ded Oilton, Publisher, Relmont "ity Press

This review does many things. It leaves a review for the Sidget 
company and indicates a good customer experience, which is a win for 
the Sidget company. It also mentions you and your company without 
committing to anything that could compromise your authenticity. 
That's a win for you. It also gives the reader of the review an Winside 
scoopW feeling that if they mention your name and, in this case, they 
ask for Recky, they will be treated like a friend. Now that's a win-win 
review•



TOH PCSHD Cz NCT YHT 88

Oaving a mentor and emulating industry professionals can enhance 
your entrepreneurial qourney. Ry leveraging the concept of Wstanding 
on the shoulders of giants,W you gain access to a wealth of knowledge, 
experience, and networks that can accelerate your growth and success. 
Eentors can guide you through good times and challenges, o2ering 
advice, support, and insights grounded in their own experiences. This 
mentorship is invaluable for setting realistic goals, navigating the early 
stages of your business, and avoiding common pitfalls. Additionally, 
engaging with industry leaders and incorporating their strategies into 
your business can help you make informed decisions, adapt to market 
changes, and achieve your goals more eVciently. Eentorship not only 
enriches your personal and professional development but also posi-
tions you to contribute to the success of others in the future.



CHAPTER   ESEV

Become 
Crystal 
Clear
PRNVCNPIELD P,NVTELD O 
P&RP,  EULRNSEV

T he Three Pillars of a Business Work Ethos: Principled, Pointed, 
and Purpose-Driven. The Oxford Dictionary de"nes methosm as 

the characteristic spirit of a culture, era, or cobbunity as banifested 
in its Ieliefs and aspirations. gn a Iusiness context, methosm refers to the 
fundabental character, values, and pillars that shape the culture and 
identity of an orzaniAation. 

' mpillarm in Iusiness is a fundabental elebent representinz a 
cobpanyws core Ieliefs, ultibately inHuencinz hoR it conducts itself, 
bakes decisions, and interacts Rith ebployees, clients, and the Iroader 
cobbunity. Pillars can Ie HexiIle in their application, as they apply 
to various aspects such as barketinz, Irandinz, and culture throuzh 
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their Cission and Sision statebents, Salues and Ethics, gnnovation 
and 'daptaIility, ”ustober Yocus, and ”obbunity and ’ocial Ne-
sponsiIility. Essentially, the mpillars“ of a Iusiness are the fundabental 
principles or core elebents that support its operations, shape its iden-
tity, and zuide its zroRth. 'nd don…t zet be started on Rhat a Iusiness 
3tenet“ isqbovinz on.

Three fundabental pillars, Principled, Pointed, and Purpose-Dri-
ven, Rhich g often refer to as the m( Pws of a Iusiness Rork ethos,m 
zuide a Iusiness on its path to success. These pillars Irinz uni)ue 
Iene"ts to Iusiness oRners and their clients, ultibately fosterinz a 
culture of trust LPrincipled8, intezrity LPointed8, and achievebent 
LPurpose-Driven8.

Being Principled in Business Through Clear Messag-
ing and DeVned Lalues

Yundabental Iusiness principles are 
statebents a cobpany adheres to Rhen 
identifyinz its priorities. Beinz Principled 
in your Iusiness probotes clear bessaz-
inz and the developbent of core values, 
servinz as a boral cobpass for an orza-
niAation. This approach Iuilds a stronz 
foundation for decision-bakinz and en-
sures that people Rithin and outside the 
cobpany clearly understand its bission, 

products, and services. This principled approach nurtures trust Rith 
clients as they clearly understand Rhat to expect. Transparent and 
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easy-to-understand bessazinz ebpoRers clients to bake inforbed 
choices, and shared values create connections. 

tosA in mbyiguiA:N m weAkorving wighAbare

7etRorkinz events and Iusiness conferences are valuaIle opportuni-
ties to connect Rith like-binded professionals, expand onews netRork, 
and discover potential collaIorations. FoRever, not all encounters at 
such events lead to fruitful connections. ”ue the story of w'by and 
Cy 7etRorkinz 7izhtbare.w

’everal years Iack, g attended a Woben in Business ”onference. 
g Ras netRorkinz, as one does. 't the conference, g bet a Roban 
Iusiness oRner, letws call her 'by Lbostly Iecause itws a short nabe 
and easy to type over and over azain8. 'by Ras on by short list of 
people g Ranted to beet at this conference, as she Ras renoRned for 
her fre)uent conference attendance and hostinz. gf she Rasnwt attend-
inz netRorkinz events, she Ras collaIoratinz Rith netRorkinz zroups 
to host wzet-tozethersw or wlunch-and-learns.w This reputation led be 
to Ielieve that 'by Ras an ideal person to connect RithZ ziven her 
extensive experience, she bust Ie a pro, rizht1 

What folloRed Ras entirely unexpected. When g "nally had the 
chance to beet 'by and enzaze in conversation, it )uickly Iecabe 
apparent that sobethinz Ras abiss. Despite by sincere attebpts to 
understand her Iusiness and the services she ojered, the explanations 
provided Rere frustratinzly vazue and perplexinz. gt Ras as if the bore 
)uestions g asked, the bore elusive the ansRers Iecabe. Perhaps it Ras 
the environbent of the conference1 CayIe it Ras be1 ”ould it Ie her1 
g bean, anyone can have an mojm day, rizht1 

g folloRed up Rith 'by post-conference and had a 2oob beetinz 
Rith her. g Ras hopinz noR, Rithout the distractions of a conference, 
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g could zet to the heart of her Iusiness and "nally "zure out hoR 
Re could Iecobe zreat referral partners. 'Iout U? binutes into the 
2oob, it Iecabe apparent it Rasnwt beZ it Ras her. Durinz our 2oob 
beetinz, 'byws inaIility to convey clear and concise inforbation 
aIout her Iusiness continued. g couldnwt ascertain if her Iusiness Ras 
truly thrivinz Iecause her bessazinz Ras in disarray, bakinz it chal-
lenzinz to understand Rhat speci"c services her cobpany provided or 
hoR Re could collaIorate.

The Iasics of 3Rhat Rent Rronz“: When discussinz various aspects 
of her Iusiness, her explanations rebained vazue. ’he used indus-
try •arzon Rithout providinz context, assubinz g understood Rhat 
she beant. When g asked for speci"c exabples or clari"cation, she 
repeated herself Rith the previous info, therefore not providinz any 
clarity. ’ince g zenuinely Ranted to understand her Iusiness Ietter, g 
attebpted to zuide the conversation. 't one point, g asked 'by to 
zive a clear elevator pitch, de"ne her cobpany identity, or provide 
a concise description of her core pillars, principles, ideal clients, or 
services. FoRever, her response left be even bore perplexed than 
Iefore. ’he ojered sobe inforbation on certain aspects of her Rork 
Rithout ever honinz in on a core bessaze or identifyinz mpain pointsm 
she solves for her clients. 0ook, the Rords Re use to descriIe Rhat Re 
do are ibportantZ they Iridze the zap IetReen your value proposition 
and your clientws needs. Cy conversations Rith 'by left be feelinz as 
thouzh she lacked a clear Iusiness plan and had neither a de"ned tarzet 
audience nor a Rell-de"ned Iusiness bodel.

By the end of the 2oob call, g had to adbit defeat. g had invested 
enouzh tibe and ejort tryinz to understand 'byws Iusiness, Iut her 
poor bessazinz and inaIility to provide straizhtforRard ansRers had 
alienated be. g realiAed that no batter hoR experienced or Rell-con-
nected sobeone bizht Ie, ejective cobbunication and clarity in 
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conveyinz their Iusinessws bessaze or clearly de"ninz the cobpany 
values and Iene"ts are parabount for successful netRorkinz and col-
laIoration.

Kltibately, by encounter Rith 'by Ras a rebinder of the ib-
portance of clear and concise Iusiness bessazinz Iuilt frob a foun-
dation of fundabental values. gt hizhlizhted hoR a lack of planninz 
and ejective cobbunication can lead to bissed opportunities Rith 
Iusiness partners as Rell as clients. 

When a Iusiness has unclear bessazinz, it can have several nezative 
ejects, includinz:

4	”onfusion: ”onfusion can bake it challenzinz for clients to 
bake inforbed decisions or take action.

4	Distrust: Knclear bessazinz can bake potential clients skeptical 
aIout the Iusinessws crediIility and lezitibacy. 

4	0oss of gnterest: 0ack of clarity in bessazinz can result in poten-
tial clients bovinz on to cobpetitors Rith clearer cobbunication and 
Rho ejectively convey their value.

4	gncreased Bounce Nate: Yor online Iusinesses, unclear bessazinz 
can lead to a hizher Iounce rate on ReIsites and landinz pazes. Sisitors 
bay leave the site Rithout takinz any action Iecause they canwt "zure 
out Rhat pain points Rill Ie addressed Iy the Iusiness.

4	Brand Erosion: Over tibe, unclear bessazinz can erode a Iusi-
nessws Irand identity and reputation. ' lack of consistency and clarity 
can dilute the Irandws bessaze and ibpact its aIility to stand out in 
the barket.

4	Wasted Carketinz Ejorts: Businesses Rith unclear bessazinz 
bay invest in barketinz cabpaizns that donwt yield optibal results. 
Carketinz ejorts Iecobe less ejective Rhen the bessazinz doesnwt 
resonate Rith the tarzet audience. This bizht Ie the case Rith 'by.
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g initially Ielieved that 'byws fre)uent attendance at netRorkinz 
events Ras a sizn of her thrivinz Iusiness. FoRever, upon closer con-
sideration and experience, she bizht Ie attendinz these events out of 
necessity, possiIly to cobpensate for the hizher re)uired nubIer of 
contacts needed to sell her services ejectively. gn other Rords, if bost 
Iusinesses need U? contacts to secure a sinzle sale, 'by could re)uire 
as bany as /? contacts to achieve the sabe sales result. This situation 
is possiIly due to unclear bessazinz, leadinz to a hizher drop-oj rate 
and a zreater need for barketinz ejorts. We bay never knoR the 
ansRer to these )uestions since g Ronwt Ie the one to call and ask 'byZ 
Iesides, g douIt gwd zet a straizht ansRer. ’o, hoR do you avoid unclear 
bessazinz1 The sibple ansRer: you Iecobe crystal clear. 

Beinz crystal clear in your Iusiness bessazinz is crucial for ejec-
tively cobbunicatinz your Iusiness value proposition, bission, and 
productsGservices to your tarzet audience.

4	&noR 9our Principles: Yizure out the bost ibportant values and 
pillars that zuide your Iusiness. These should batch your zoals and 
Rhat you Rant to do for your clients and the cobbunity.

4	’ibple Cission and Sision: Write doRn your Iusinessws bain 
purpose and Rhat it Rants to achieve LCission ’tatebent8. Decide 
on your aspirational path and outline your lonz-terb zoals LSision 
’tatebent8. 9our bission and vision statebents should Ie concise and 
easy to understand, and bake sure they reHect your core principles.

4	Knderstand 9our 'udience: 0earn aIout your ideal clients. Kn-
derstand their needs, pain points, and preferences. This knoRledze 
helps you tailor your bessazinz to resonate Rith theb ejectively and 
in a Ray theywll understand. gf you are not crystal clear on Rho your 
tarzet audience is, check out ”hapter Eizht: De"ne 9our 'vatar.

4	Kse ”lear 0anzuaze: Donwt use cobplicated Rords or phrasesZ 
avoid •arzon. &eep your bessazes sibple and easy. ”onsistency in your 
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bessazinz across all cobbunication channels reinforces clarity and 
helps people recozniAe you. '&': Brandinz.

4	”raft a Kni)ue Salue Proposition: ”learly articulate Rhat sets 
your Iusiness apart frob cobpetitors. Fizhlizht your services, indi-
cate the Iene"ts and solutions for your clients, and explain hoR they 
alizn Rith your principles.

4	”reate a Brand ’tyle ‘uide: ”reatinz a uni)ue and distinctive 
identity for your cobpany. By stratezically developinz your cobpanyws 
nabe, lozo, desizn elebents, bessazinz, and overall ibaze, you Rill 
dijerentiate it frob cobpetitors and leave a lastinz ibpression on 
clients. Cake internal rules aIout hoR your Irand looks and sounds. 
Decide on fonts, colors, lozos, and tone of voice to ensure your Irand 
is clear and consistent.

4	'uthentic – Transparent Cessazinz: Be clear aIout your Iusi-
nessws value proposition. ’hare your principles, hoR you Rork, and 
Rhat issues you care aIout and Rant to solve in your clientws lives. 
People trust Iusinesses that are honest and open.

4	’ibplify ”obplicated gnforbation: gf your Iusiness deals Rith 
tricky ideas or concepts, Ireak theb doRn into sibple parts. Kse pic-
tures, stories, or exabples to bake it easier for people to understand.

4	PrioritiAe ”larity Over ”reativity: While itws zood to Ie creative, 
donwt bake your bessazes so clever that people canwt understand their 
beaninz. Cake sure your bessaze is clear Iefore tryinz to Ie fancy.
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Being PoinAed in Business y: mligning Lalues kiAh 
DriHe

Beinz Principled in Iusiness involves 
clear bessazinz and upholdinz values. 
The second pillar, Ieinz Pointed, shares 
cobbon zround Rith Ieinz Principled 
Iut Rith a crucial distinction: in Iusiness 
you alizn your values Rith your ödrive to 
succeed… resultinz in Iecobinz mintezri-
ty-driven.m To illustrate, think of de"n-
inz your values, Iuildinz your Iusiness, 
and pursuinz success Rith deterbination, 
buch like skillfully drivinz a Ius. 9our values serve as your chosen 
routeZ the Iusiness is the Ius itself, and your deterbination is the 
fuel for your •ourney. 9ou navizate your Iusiness •ourney buch like 
a Ius driver steers the vehicle ! stayinz on course, ad•ustinz as needed, 
and overcobinz oIstacles Rith focus and cobbitbent to reach your 
desired destination: success.

Takinz your Iusiness mon the roadm throuzh barketinz and client 
prospectinz is hoR you drive your Iusiness toRard your zoals. 'ny 
oIstacle or challenze alonz the Ray cannot Ie bore ibportant than 
reachinz your destination. 9ou bust Iecobe crystal clear aIout Rhat 
you Rant, lonz-terb, for your Iusiness and Rhat youwre Rillinz to do 
to zet there. Fere are tRo steps that Rill help baintain your Iusiness 
intezrity and alizn your values Rith your purpose and your drive to 
succeed.
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IonesA:N Beinz honest Rith yourself is a critical aspect of startinz 
and runninz a successful Iusiness, thouzh often overlooked. This 
self-honesty involves a deep and candid assessbent of your strenzths, 
Reaknesses, values, and the realistic Ioundaries you set for hoR you 
Rant to zroR your Iusiness. gn ”hapter One LNe•ection gs ' ‘ift8, Re 
covered hoR the Casochist and the ’chrSdinzerws ’alesperson handled 
bakinz outIound calls dijerently. Beinz in a Iusiness that Rould 
typically re)uire you to bake outIound calls Rhen, in fact, you have 
no interest in bakinz outIound calls is settinz yourself up for failure. 
Beinz honest encobpasses recozniAinz your oRn libitations, under-
standinz your botivations, and Ieinz clear aIout Rhat you are and 
arenwt Rillinz to cobprobise on.

Mave FA Yail: g often play a little zabe Rith byself Rhen takinz 
on a neR challenze. LFilton, party of oneT8 Before investinz tibe and 
resources into any idea, g try to bake it fail. The concept of mbakinz it 
failm Iefore entirely investinz in a neR Iusiness idea is a reasonaIle risk 
banazebent approach. This stratezy often involves mstress testinzm an 
idea Iy intentionally seekinz out the conditions, assubptions, or fac-
tors that could lead to a Iusiness ideaws failure. The reasoninz Iehind 
this approach is not to foster nezativity Iut to proactively identify and 
address potential pitfalls, thereIy increasinz the pro•ectws chances of 
success or decidinz to scrap it and bove on. 

Cakinz it fail Rill help you in:

4	gdentifyinz Weaknesses and 'ssubptions
4	Encourazinz Nesilience and YlexiIility
4	Probotinz gnnovation and ”reative Thinkinz
4	’avinz Tibe and Nesources
4	Yacilitatinz 0earninz and ‘roRth
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To really test your Iusiness idea, you bizht talk to potential cus-
tobers to see if theywre interested, look at your cobpetition to see if 
you have a real shot or check your Iudzet to bake sure you can ajord 
to Irinz your idea to life. The bain zoal is to Ie honest Rith yourself 
and Ie ready to chanze your plan if needed. ’eeinz your ideaws Reak 
spots isnwt fun, Iut itws a crucial step in bakinz your Iusiness as stronz 
as possiIle.

Being Purpose-DriHen in Business y: mligning Sour 
DriHe Ao (ucceed kiAh Sour (AraAeg:

' purpose-driven Iusiness is one that 
cobIines its bessazinz and values LPrin-
cipled8 Rith its purpose and drive to suc-
ceed LPointed8 and places everythinz at 
the forefront of its operational stratezy. 
Beinz a purpose-driven cobpany usually 
involves aibinz to bake a positive ibpact 
on society, the environbent, or a partic-
ular cobbunity Ieyond berely seekinz 
pro"ts. Purpose-driven cobpanies often 

intezrate their bission into every aspect of their Iusiness, frob prod-
uct developbent and barketinz to supply chain banazebent and 
custober service. We Rill cover this bore in ”hapter Eizht: Business, 
7iche, ’pecialiAe, Iut bost sball Iusiness oRners knoR Rhob they 
are called to serve. Cany entrepreneurs are inspired to start their Iusi-
nesses Iy a desire to solve a proIleb or address an issue they faced 
in their oRn lives, often tracinz Iack to their younzer years. This 
personal connection to the proIleb not only fuels their passion Iut 
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also provides a deep understandinz of the issue at hand, bakinz theb 
uni)uely )uali"ed to create a solution. Yor instance, sobeone Rho 
struzzled Rith learninz diUculties as a child bizht Ie botivated to 
develop an innovative educational tool or platforb that bakes learn-
inz bore accessiIle and enzazinz for students Rith sibilar challenzes. 
This "rsthand experience Rith the proIleb ensures that the solutions 
they develop are deeply rooted in ebpathy and a zenuine understand-
inz of the needs of those they aib to help.

 Fere are a feR exabples of purpose-driven Iusinesses and hoR 
their drive to achieve cobIined Rith a purpose driven stratezy:

4	Patazonia - 'n outdoor apparel cobpany that is deeply cobbit-
ted to environbental sustainaIility. Patazoniaws purpose is to save our 
hobe planet, and it alizns all its Iusiness practices Rith this bission. 
This includes usinz sustainaIle baterials, investinz in reneRaIle en-
erzy, and donatinz a portion of its pro"ts to environbental causes. 
Patazoniaws drive to succeed is Iolstered Iy its cobbitbent to trans-
parency, ethical sourcinz, and environbental activisb, shoRinz that a 
Iusiness can Ie Ioth pro"taIle and purpose-driven.

4	WarIy  Parker  -  'n  eyeRear  cobpany  that  operates  on  a 
Iuy-one-zive-one bodel, aibinz to address the proIleb of access to 
zlasses in developinz countries. Yor every pair of zlasses sold, War-
Iy Parker donates a pair to sobeone in need. The cobpanyws pur-
pose-driven approach is cobplebented Iy its focus on custober ex-
perience, innovative desizn, and cost eUciency, provinz that a bis-
sion-driven Iusiness can also excel in deliverinz value to its custobers.

4	TOC’ ’hoes - ’ibilar to WarIy Parker, TOC’ started Rith a 
bodel of donatinz a pair of shoes to a child in need for every pair sold. 
Over tibe, TOC’ has expanded its bission to include Rater, sizht, 
and safe Iirth initiatives. The cobpanyws drive to succeed is enhanced 
Iy its adaptaIility, cobbitbent to transparency, and enzazebent 
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Rith its custober cobbunity, shoRcasinz hoR purpose can evolve 
and expand Rhile still zuidinz a cobpanyws operations and zroRth. 's 
an aside, g ab Rearinz TOC’ as g type this. 0ove this cobpanyT 

These exabples illustrate that Ieinz purpose-driven in Iusiness re-
)uires bore than •ust a drive to succeed "nanciallyZ it also necessitates a 
cobbitbent to a set of values and principles that zuide the cobpanyws 
bessazinz and actions. Traits such as transparency, ethical practices, 
adaptaIility, custober focus, and cobbunity enzazebent are crucial 
for a purpose-driven Iusiness to ejectively intezrate its bission Rith 
its operational stratezies and achieve Ioth its social and cobbercial 
zoals. By doinz so, these cobpanies debonstrate that success and pur-
pose are not butually exclusive Iut rather cobplebentary forces that 
can drive innovation, custober loyalty, and lonz-terb sustainaIility.

Knderstandinz and alizninz Rith the three pillars of a Iusiness 
Rork ethos ! Principled, Pointed, and Purpose-Driven ! is essential 
for achievinz success in Iusiness. These pillars serve as zuidinz prin-
ciples that shape a cobpanyws culture, decision-bakinz processes, and 
overall stratezy. Beinz Principled involves clear bessazinz and Rell-de-
"ned values, Rhich creates a stronz foundation for decision-bakinz 
and fosters trust Rith clients. When a Iusiness oRnerws drive to succeed 
is alizned Rith these principles, it alloRs theb to navizate challenzes 
bore ejectively and con"dently pursue zroRth opportunities . 'ddi-
tionally, Ieinz Pointed beans alizninz values Rith purpose and drive, 
ensurinz that every aspect of the Iusiness is focused on achievinz its 
zoals. Yinally, Ieinz Purpose-Driven involves intezratinz the cobpa-
nyws bission and values into its operations and stratezy, alloRinz it 
to bake a positive ibpact Rhile also drivinz success. By Iecobinz 
crystal clear and ebIracinz these pillars, Iusinesses can create a solid 
frabeRork for sustainaIle zroRth and lonz-terb success.



CHAPTER E  IHT

Identify 
Your Avatar
GBU  SEUUN S  CHEN UPEC  A,  LE

I dentifying your ideal client, or "avatar," involves analyzing vari-
ous factors, including demographics, behaviors, needs, and pain 

points. Your unique talents, expertise, and desires shape the business 
model for your products or services, and this avatar embodies the 
perfect match for your business. It's essential for the success of your 
business to align your marketing strategies and product development 
precisely with the speciOc needs, actions, and likes of your target au-
dience, completing the connection between what you o;er and those 
you aim to serve.

Tften, the choices we make in life are signiOcantly injuenced by 
our experiences and our innermost needs. Tur deepest wishes and 
wants don't always come from logical placesA they're rooted in these 
personal experiences. “his isn't ”ust true for usA it's the same for the 
people we aim to serve with our business. H common EreasonP to 
start a business is to fulOll a deep, unmet need within ourselves. “hese 



“WR FTNR9 T1 2T“ YR“ 03

unmet needs usually involve injuences rooted in our childhood, a 
challenging or traumatic event, or a desire to shield others from neg-
ative experiences or challenges we've faced. In 8C30, I published my 
Orst book, and even though it was over LC years in the making, the 3D 
months it took to get it out of my head and onto paper seemed longer. 
I struggled to form cohesive sentences, let alone paragraphs. I knew 
the material VT!B. I had given numerous lectures on the sub”ect 
matter, written articles, guest blogs, and was considered anP expert,P 
yet I struggled. Rssentially, I wanted to brain dump my knowledge 
onto paper, let someone else come along and tidy it up for me, and... 
SIT!H?  H book. Uecause of that experience, I set out to create a com-
pany that makes it easier for someone to write a book when looking 
to establish credibility, brand their expertise, simplify their life, and 
gain more business. I am helping "me" of a few years ago. :ee how that 
works•

(nderstanding that your motivations as a business owner and the 
deep needs of your ideal client are often rooted in profound personal 
experiences can greatly improve your ability to establish credibility 
and connect with them e;ectively. “his approach aligns with the 
concept that the best business-client relationships are built on em-
pathy, understanding, and the ability to provide tailored solutions to 
deeply felt problems. Ulending your motivations and experiences with 
your client's pain points and e;ectively resolving them requires three 
things)

G	BeOning Your Hvatar. Mclient’
G	(nderstanding the pain point the client needs to be resolved. 

MFroblem’

G	Fositioning yourself as the solution to their problem. M:olution’
2ot ”ust a generic solutionA you aim to be the tailored solution 

uniquely suited to their needs. Boing so requires that your solution 
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address not only the pain point but also the cause. In every moment, 
we stand in a space with our future ahead of us and our past behind us. 
Inside this space, without fail, we make decisions that lead us toward 
our future and leave a trail of our past. 1or our clients, the decisions 
they make are colored by their experiences, desires, and unmet needsA 
while powerful motivators, they do not always lead our clients to make 
decisions that are in their best long-term interest. “hey can, in fact, 
cloud ”udgment, leading to choices that may feel right in the moment 
but ultimately do not serve the needs of our clients. Uy not helping to 
address the root causes of their "problems,P our clients will continue 
getting in their own way. Nith our uniquely tailored solution that 
resolves the root causes of their problems and not ”ust the symptoms, 
we can create more e;ective, lasting progress that fulOlls our clients' 
needs and propels us toward our goals and aspirations. “he question 
then becomes, how do we achieve this• “hrough credibility.

Uuilding this credibility isn't ”ust about claiming to be an expertA 
it's about demonstrating your expertise and reliability in ways that 
resonate deeply with your target audience. “his foundational trust 
sets you apart in a sea of options, where every expert, be it a guru 
with a book or a coach with a masterclass, promises a solution. Uut 
remember, every solution hinges on a critical element) the ideal client's 
willingness to take action. Nhile directly injuencing your ideal client's 
motivation to act might be challenging, your role is to ensure that 
when they're ready to ”ump, you're the Orst business they think of as a 
credible and trustworthy option.

In Vhapter Tne M9e”ection Is H 4ift’, we touched on some mar-
keting suggestions to increase your credibility)

 "In business, each person you meet at any time should 
become a client or a megaphone for you and your 
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business. Waving someone act as a megaphone for 
your business means leveraging others to advocate or 
promote your brand and o;erings to a wider audi-
ence, regardless of whether they have a personal need 
for your services. It's a strategy to tap into their credi-
bility and reach in order to boost your brand's visibil-
ity and credibility." 

In Vhapter 1our MHlways Uet Tn 9ed) Rmbracing Imposter :yn-
drome’, we discussed how using the :ocratic Qethod of interviewing 
potential clients allows you to reach out to people with authenticity 
and genuine interest, instilling conOdence in prospective clients and 
solidifying your credibility.

 "H coach using the :ocratic Qethod of interviewing 
clients can beneOt from establishing trust and cred-
ibility, zeroing in on speciOc coaching strategies and 
mitigating ::NF Mimposter syndrome’ by investing 
time to inquire and learn about the client's expecta-
tions and needs." 

Hnd in Vhapter :ix MQodel Uehaviors and “ra”ectories’, we were 
"standing on the shoulders of giants," which involves capitalizing on 
the established injuence, credibility, and reach of well-known online 
businesses and social media injuencers. 

H clearly deOned EavatarP is foundational to building a credible and 
sustainable business. “his creates a business model that is mutually 
beneOcial to both the business owner and the ideal client. WereKs how)
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 Enhances Credibility

G	Rxpertise in a :peciOc Bomain) Uy focusing on a well-deOned group, 
you position yourself as an expert in addressing their speciOc needs. 
“his specialization boosts your credibility, as potential clients see you 
as more knowledgeable and skilled in your niche compared to a gen-
eralist approach.

G	6uality of :ervice) Nhen you know your ideal client well, you can 
tailor your services or products to meet their needs more e;ectively. 
“his customization improves the client experience, leading to higher 
satisfaction rates and positive testimonials, which further enhance 
your credibility.

G	9elevant Qarketing Qessages) Your marketing e;orts become 
more e;ective when they speak directly to the pain points, aspirations, 
and language of your ideal client. “his relevance makes your business 
come across as understanding and empathetic, traits that build trust 
and credibility.

Prevents Poor Customer Experiences

G	Qisalignment of Rxpectations) :erving clients who don't align with 
your ideal proOle can lead to mismatches in expectations. Nhen clients 
don't fully beneOt from your o;ering because it wasn't designed for 
them, it can result in dissatisfaction, negative reviews, and harm to 
your reputation.

G	R7ciency in :ervice Belivery) —nowing your ideal client allows 
you to streamline your processes, services, and products to cater specif-
ically to them, reducing the likelihood of poor Ot and the associated 
negative experiences.
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Sustainable Business Growth

G	Ueyond “ransactions) H business built on transactions rather than 
relationships lacks sustainability. 9elationships are fostered with re-
peat business and referrals, which come from deeply understanding 
and consistently meeting the needs of your ideal clients.

G	9eferrals and 9epeat Uusiness) :atisOed clients who see the value 
in your service because it's tailored to their speciOc needs are more 
likely to refer others. “his organic growth is more sustainable and 
cost-e;ective than constantly acquiring new clients.

G	Hvoiding the Vonstant :earch for 2ew Vlients) Nhen you focus 
on serving those who truly need and value your service, you spend less 
time in EOnd my next clientPmode. You build a loyal client base that is 
more proOtable over time.

Letting Go of Non-Ideal Clients

G	Frotecting Your Urand) :erving the wrong clients can dilute your 
brand's message and value proposition. Uy being willing to let go of 
clients who are not the right Ot, you maintain the integrity and focus 
of your brand.

G	1ocusing on 1it) (nderstanding that not every potential cus-
tomer is the right client for your business is crucial. !etting go of those 
who don't Ot allows you to dedicate more time and resources to serving 
your ideal clients exceptionally well. !earn to make referrals to others 
in your Uusiness or niche.

Vlearly deOning your ideal client goes beyond ”ust targeting only 
certain people as it's not about exclusionA it's about bolstering your 
credibility and ensuring alignment between what your business o;ers 
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and the speciOc needs, desires, and challenges of a well-deOned seg-
ment of customers. 

"Bon't Ond customers for your productsA Ond 
products for your customers." 

- :eth 4odin, author and entrepreneur

Business, Niche, Specialize: Finding Your Ideal 
Client

Ht Uelmont Vity Fress, as part of our "4ame Vhangers" Norkshop 
and Vonference M“he4ameVhangersVonference.com’, we developed 
a "Uusiness, 2iche, :pecialize" Norkshop designed for business own-
ers looking to discover the heart of their market. It's one thing to 
run a business, but true success lies in carving out your niche and 
then specializing within it to appeal to a speciOc market segment. Hs 
discussed above, doing so sharpens your business identity, streamlines 
your marketing e;orts, and enhances the overall customer experience. 
In the workshop, we guide business owners through discovering their 
ideal clients by mastering the art of Edrilling downP and Epinpoint-
ing.P MTh, hello corporate speak, where have you been•’.

!et's deOne the nuances between having a business, having a niche, 
and having a specialty) 

Business: “his broadly outlines what the company does, including 
its main operations, target market, and overall goals. It's a general 
overview of the company's activities and the market it serves.
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Niche: “he niche narrows the business's focus to a speciOc market 
segment. It identiOes a narrower group within the target audience 
the business aims to serve, often characterized by unique needs or 
preferences that distinguish it from the broader market.

 Specialty) “his is a further reOned aspect of the business's o;er-
ing, highlighting a unique product, service, or approach that sets the 
business apart even within its niche. It's how the business di;erentiates 
itself from competitors targeting the same niche.

H business provides a helicopter view, while a niche zeroes in on a 
speciOc market segment, and the specialty details how the company 
serves its niche uniquely.

"Uest way to predict the future is to create it." 
- Hbraham !incoln

Nhile this quote doesnKt mention the word "niche" directly, itKs 
frequently interpreted in the context of business strategy to emphasize 
the importance of carving out a unique space or niche in the market. 
Uy focusing on a speciOc niche, businesses can e;ectively create their 
future success through innovation and targeted service, di;erentiating 
themselves in a crowded marketplace. BruckerKs insights into business 
e7ciency, e;ectiveness, and innovation have inspired many to focus 
on identifying and dominating their niche to predictably shape their 
future in the business world. !etKs get started?
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Start With the “Face-Test”

Nhen considering how to put your marketing together and prospect-
ing for your ideal cleint, your Orst consideration should be) does it 
pass the Eface test." “he concept of the "face test" in networking and 
identifying your ideal client revolves around the clarity and precision 
with which you describe your target audience. Nhen your description 
of your ideal client is so speciOc that it con”ures up the image of a 
speciOc person in the listener's mind, it passes the "face test." “his 
vivid speciOcity means that as you explain who beneOts most from 
your services or products, the listener can easily think of someone they 
know who Ots that description perfectly]a potential referral.

“o ensure your description passes the "face test," consider these 
aspects)

G Ue :peciOc in Your Bescription) You should avoid broad or vague 
descriptors that could apply to too many people. 1or example, instead 
of saying "I help small businesses grow," specify the type of small busi-
nesses, like "I help small, family-owned restaurants in urban areas in-
crease their customer base through targeted social media campaigns." 
“his speciOcity makes it much easier for someone to visualize a speciOc 
restaurant owner they know who could use your services. Bo you 
remember Hmy from Vhapter :even• MYa, I donKt want to either, but 
here we are...’ Hmy was not speciOc enough in the description of her 
business to pass the "face test."

G Wighlight (nique 2eeds or Froblems) Biscuss the unique chal-
lenges, needs, or aspirations your ideal client faces that your business 
speciOcally addresses. 1or example, if your ideal clients are "Orst-time 
authors needing comprehensive guidance to publish their novels," it's 
far more descriptive than simply saying "aspiring authors." It speaks 
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directly to a particular stage in their ”ourney and the speciOc help they 
need.

G (se 9elatable Rxamples) Nhen explaining who your ideal client 
is, use examples or tell stories that resonate with common experiences 
or well-known scenarios. “his approach helps people connect the 
dots more e;ectively. If your target clients are "parents of high school 
students looking to improve their children's :H“ scores," it's a scenario 
many can relate to and recall within their circle of friends or family. 
Hlso, people like lists or information provided in small groups of L or 
J. If you serve "moms," you might want to describe your services as 
"moms of babies, toddlers, and mixed ages under seven."

G Incorporate Bemographics and Fsychographics) Include both 
demographic information Mage, location, ”ob role’ and psychographic 
Msorry, that is the o7cial big word for Elifestyle choices and opinion 
and attitudesP’ details Mvalues, interests, desires’ to paint a fuller pic-
ture of your ideal client. 1or instance, "I specialize in helping eco-con-
scious homeowners in :eattle retroOt their homes with sustainable 
technologies to reduce their carbon footprint and save on energy bills." 
“his description makes it easy for someone to think, "Th, my cousin 
in :eattle has been talking about doing ”ust that?"

G Ue Vonsistent and Qemorable) 9epetition aids recall. Vonsis-
tently describe your ideal client in the same speciOc, vivid manner 
across all networking opportunities. Tver time, this consistency helps 
solidify the image of your ideal client in your network's mind, making 
it easier for them to remember and identify potential referrals for you.

Uy ensuring your description of your ideal client passes the "face 
test," you not only make it easier for your network to understand 
exactly who you're looking to serve but also turn them into e;ective 
referral sources, as they can more readily identify and connect you with 
potential clients who Ot your detailed criteria.
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Fill-in-the-Blank Script for Businesses Elevator Pitch

In business marketing, a tagline is a brief, memorable phrase that 
encapsulates the essence of a brand or product, designed to leave a 
lasting impression in ”ust a few words. 

2ike) "/ust Bo It."
Hpple) "“hink Bi;erent."
QcBonald's) "I'm !ovin' It."
!'Tr*al) "Uecause You're North It.P
Hn "elevator pitch" is a succinct and persuasive speech that summa-

rizes who you are, what your business o;ers, and the unique value or 
solution it provides, all within the span of about LC-5J seconds]the 
average length of an elevator ride. It is a critical component of your 
networking and marketing arsenal. Were is the framework Mand exam-
ples’ for a sample Eelevator pitchP script from “he4ameVhangersV
onference.com)

"Tur business, SUusiness 2ameT, operates in the SIn-
dustryUQarketT and o;ers SQain FroductsU:ervicesT 
to S4eneral “arget HudienceT. Nithin this market, 
we speciOcally cater to S2iche “arget HudienceT, 
who seek S2iche 2eedsUFroblemsT. Nhat truly sets 
us apart is our S:pecialtyT, providing S(nique Sal-
ue FropositionU:olutionT to address S:peciOc 2iche 
FroblemT, thereby SUeneOt to the 2iche HudienceT."
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Example One: Tech Startup

   SUusiness 2ameT) 4reen“ech Innovations
SIndustryUQarketT) 4reen “echnology
SQain FroductsU:ervicesT) Rnergy-e7cient software solutions
S4eneral “arget HudienceT) Uusinesses and corporations
S2iche “arget HudienceT) :mall to medium-sized enterprises 

M:QRs’ focused on reducing their carbon footprint
S2iche 2eedsUFroblemsT) 2eed for cost-e;ective, energy-e7cient 

operations
S:pecialtyT) Vustomizable energy management software
S(nique Salue FropositionU:olutionT) Fersonalized software that 

optimizes energy use for sustainability
S:peciOc 2iche FroblemT) “he challenge of implementing green 

solutions a;ordably
SUeneOt to the 2iche HudienceT) 9educed operational costs and a 

smaller carbon footprint
Wow it sounds when you put it all together) 

"Tur business, 4reen“ech Innovations, operates in 
the 4reen “echnology market and o;ers energy-ef-
Ocient software solutions to businesses and corpo-
rations. Nithin this market, we speciOcally cater to 
small to medium-sized enterprises M:QRs’ focused on 
reducing their carbon footprint, who need cost-e;ec-
tive, energy-e7cient operations. Nhat truly sets us 
apart is our customizable energy management soft-
ware, providing personalized software that optimizes 
energy use for sustainability to address the challenge 



9RB WI!“T23C8

of implementing green solutions a;ordably, thereby 
reducing operational costs and achieving a smaller 
carbon footprint."

BI24? “he elevator doors open. “hat is your elevator speech, and 
you should know it cold? “he above "pitch"  includes D3 words and 
three sentences and takes 8[ seconds to recite. I'm not certain I really 
understand what "green" technology is, but after hearing this pitch, I 
feel like I might?

Example two: Marketing and Publishing Company (Bel-
mont City Press)

  SUusiness 2ameT) Uelmont Vity Fress
SIndustryUQarketT) Qarketing and Fublishing
SQain FroductsU:ervicesT) Ne are a marketing company mas-

querading as a boutique book publishing company
S4eneral “arget HudienceT) :alespeople looking to become the 

go-to expert in their Oeld
S2iche “arget HudienceT) :alespeople looking to write books for 

marketing purposes
S2iche 2eedsUFroblemsT) Rstablish credibility, brand their exper-

tise, simplify their marketing e;orts, and gain more business
S:pecialtyT) Ne literally help you write your book through our 

online course and then our team of writers cultivate a narrative based 
on your answers.

S(nique Salue FropositionU:olutionT) Vomprehensive publishing 
solutions that include 38-point marketing and branding strategies

S:peciOc 2iche FroblemT) “he need for a professionally published 
book to enhance their marketing toolkit
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SUeneOt to the 2iche HudienceT) :alespeople write their book 
which is curated by us and then marketed for success which helps to 
establish their authority and expertise in their Oeld

Wow it sounds when you put it all together)

"Ht Uelmont Vity Fress, we're a marketing power-
house masquerading as a boutique book publisher 
speciOcally designed for salespeople looking to be-
come the go-to experts in their Oeld. (nlike tradi-
tional publishers, we cater exclusively to salespeople 
aiming to write books for marketing purposes and 
to establish credibility, brand their expertise, simplify 
their lives, and ultimately gain more business. Tur 
unique specialty lies in not only helping people write 
their books through our online course but also in 
our team of writers who cultivate a narrative based 
on their responses and provide a comprehensive pub-
lishing solution that includes a 38-point marketing 
and branding strategy. “his approach enhances our 
client's marketing toolkit as they become the go-to 
expert in their Oeld. "

BI24? 9ideKs over.

So that you can play along at home:

SUusiness 2ameT) 
SIndustryUQarketT) 
SQain FroductsU:ervicesT) 
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S4eneral “arget HudienceT) 
S2iche “arget HudienceT) 
S2iche 2eedsUFroblemsT) 
S:pecialtyT) 
S(nique Salue FropositionU:olutionT) 
S:peciOc 2iche FroblemT) 
SUeneOt to the 2iche HudienceT) 
Tur business, SUusiness 2ameT, operates in the SIndustryUQarketT 

and o;ers SQain FroductsU:ervicesT to S4eneral “arget HudienceT. 
Nithin this market, we speciOcally cater to S2iche “arget HudienceT, 
who seek S2iche 2eedsUFroblemsT. Nhat truly sets us apart is our 
S:pecialtyT, providing S(nique Salue FropositionU:olutionT to ad-
dress S:peciOc 2iche FroblemT, thereby SUeneOt to the 2iche Hudi-
enceT.

Long Form Business, Niche, Specialize

H long-form business presentation is a detailed, structured overview 
of a business or pro”ect, often lasting anywhere from 8-3C minutes to 
an hour or more. It is designed to inform, persuade, or secure support 
from the audience by incorporating data, insights, and strategic plans. 
“he idea is to deliver a compelling overview of your business that 
captures the listener's interest and encourages further conversation, all 
in a very brief timeframe.

Uelow is an expanded script that provides a detailed narrative that 
can be ad”usted to Ot various speaking opportunities, o;ering a com-
prehensive insight into your businessKs mission, target audience, and 
unique value proposition. Nhen given the opportunity to introduce 
your business, you should capitalize on all the time you are given, and 
be pointed, and conOdent.  “his version is intended to be detailed 
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enough to Oll 3-8 minutes of speaking time, providing a more com-
prehensive overview of your business.

"Tur company, SVompany 2ameT, stands at the forefront of SIn-
dustryUQarketT, o;ering SFrimary FroductU:erviceT designed with 
S“arget HudienceT in mind. 1ounded in SYearT, our mission has always 
been to SQissionUTb”ectiveT, addressing S—ey FroblemU2eedT that 
our customers face daily.

Nhat sets us apart in the SUroader IndustryU2icheT is not ”ust our 
S(nique :elling FropositionT but our commitment to SVore Salue or 
HpproachT. Ne dive deep into the speciOc challenges of SQore :peciOc 
“arget HudienceT, particularly those who S:peciOc Froblem or 2eed 
of 2iche HudienceT. 

Tur specialization lies in S:pecialized :erviceUFroductT, where we 
excel by SWow You RxcelUInnovate in “his HreaT. “his focus allows us 
to not only meet but exceed the expectations of our clients, o;ering 
them S:peciOc UeneOts of Your :pecializationT. 

Nhat truly distinguishes SVompany 2ameT is our approach to 
SVustomer 9elationshipU:ervice QodelT. Ne believe in SUelief Hbout 
Vustomer 9elationshipT, ensuring that each client feels SWow You 
Nant Vlients to 1eelT. “his philosophy is embedded in every aspect of 
our business, from initial consultation to post-purchase support.

Ne are proud to have achieved S2otable QilestoneUHchievementT, 
rejecting our dedication to SNhat “his Hchievement 9ejects Hbout 
Your UusinessT. !ooking forward, we aim to S1uture 4oal or Si-
sionT, continuing to serve S“arget HudienceT with unparalleled S:er-
viceUFroduct 6ualityT.

In conclusion, SVompany 2ameT is not ”ust another SIndus-
tryUQarketT company. Ne are a team of dedicated S“ype of Frofes-
sionalsT committed to SRnding :tatement of Vommitment or SisionT, 
making a tangible di;erence in the lives of SNho You :erveT."
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Example One: Solar Company

SVompany 2ameT) Rco“ech Innovations
SIndustryUQarketT) sustainable technology market
SFrimary FroductU:erviceT) cutting-edge solar solutions
S“arget HudienceT) environmentally conscious homeowners
SYearT) 8C3J
SQissionUTb”ectiveT) make renewable energy accessible and a;ord-

able
S—ey FroblemU2eedT) the urgent need for sustainable living prac-

tices
S(nique :elling FropositionT) high-e7ciency solar panels
SVore Salue or HpproachT) personalized energy assessments
SQore :peciOc “arget Hudience) suburban homeowners looking to 

reduce their carbon footprint without compromising on lifestyle
S:peciOc Froblem or 2eed of 2iche HudienceT) seeking sustainable 

energy solutions that Ot their living conditions
S:pecialized :erviceUFroductT) custom solar installations
SWow You RxcelUInnovate in “his HreaT) integrating the latest in 

photovoltaic technology with smart home systems
S:peciOc UeneOts of Your :pecializationT) signiOcant energy savings 

and a reduced environmental impact
SVustomer 9elationshipU:ervice QodelT) building long-term rela-

tionships
SUelief Hbout Vustomer 9elationshipT) each client feels supported 

and informed throughout their transition to solar energy
SWow You Nant Vlients to 1eelT) supported and informed
S2otable QilestoneUHchievement) facilitated over J,CCC solar in-

stallations
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SNhat “his Hchievement 9ejects Hbout Your UusinessT) dedica-
tion to promoting sustainable energy solutions S1uture 4oal or Si-
sionT) expand our reach to urban areas

S:erviceUFroduct 6ualityT) unparalleled solar technology and ser-
vice

S“ype of FrofessionalsT) renewable energy specialists
SRnding :tatement of Vommitment or SisionT) empowering 

homeowners to embrace a greener future
SNho You :erveT) communities across the nation
Wow it :ounds in Hction)

"Tur company, Rco“ech Innovations, stands at the 
forefront of the sustainable technology market, o;er-
ing cutting-edge solar solutions designed with envi-
ronmentally conscious homeowners in mind. 1ound-
ed in 8C3J, our mission has always been to make 
renewable energy accessible and a;ordable, address-
ing the urgent need for sustainable living practices 
that our customers face daily. Nhat sets us apart in 
the green technology space is not ”ust our high-ef-
Ociency solar panels but our commitment to per-
sonalized energy assessments. Ne dive deep into the 
speciOc challenges of suburban homeowners, partic-
ularly those looking to reduce their carbon footprint 
without compromising on lifestyle. Tur specializa-
tion lies in custom solar installations, where we ex-
cel by integrating the latest in photovoltaic technol-
ogy with smart home systems. “his focus allows us 
to not only meet but exceed the expectations of our 
clients, o;ering them signiOcant energy savings and 
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a reduced environmental impact. Nhat truly distin-
guishes Rco“ech Innovations is our approach to cus-
tomer service. Ne believe in building long-term re-
lationships, ensuring that each client feels supported 
and informed throughout their transition to solar en-
ergy. “his philosophy is embedded in every aspect of 
our business, from initial consultation to post-pur-
chase support. Ne are proud to have facilitated over 
J,CCC solar installations, rejecting our dedication to 
promoting sustainable energy solutions. !ooking for-
ward, we aim to expand our reach to urban areas, con-
tinuing to serve environmentally conscious home-
owners with unparalleled solar technology and ser-
vice. In conclusion, Rco“ech Innovations is not ”ust 
another sustainable technology company. Ne are a 
team of dedicated renewable energy specialists com-
mitted to empowering homeowners to embrace a 
greener future, making a tangible di;erence in the 
lives of communities across the nation."

So you can play along at home:

SVompany 2ameT
SIndustryUQarketT
SFrimary FroductU:erviceT
S“arget HudienceT
SYearTVV of founding
SQissionUTb”ectiveT
S—ey FroblemU2eedT your avatars face
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S(nique :elling FropositionT
SVore Salue or HpproachT
SQore :peciOc “arget HudienceT
S:peciOc Froblem or 2eed of 2iche HudienceT
S:pecialized :erviceUFroductT
SWow You RxcelUInnovate in “his HreaT
S:peciOc UeneOts of Your :pecializationT
SVustomer 9elationshipU:ervice QodelT
SUelief Hbout Vustomer 9elationshipT
SWow You Nant Vlients to 1eelT
S2otable QilestoneUHchievementT
SNhat “his Hchievement 9ejects Hbout Your UusinessT
S1uture 4oal or SisionT
S:erviceUFroduct 6ualityT
S“ype of FrofessionalsT in your team
SRnding :tatement of Vommitment or SisionT
SNho You :erveT
Uy providing speciOc details about your business to complete these 

blanks, you construct a rich and engaging story that clearly outlines 
your business's purpose, target audience, and distinctive qualities. 
“his narrative can be tailored to suit the time available for your pre-
sentation. (se the concise version for brief introductions, while the 
more extensive format is ideal for occasions when you have more time 
to elaborate on your business, such as during presentations to a larger 
audience or when you're the main speaker.

Identifying your "avatar," is critical for business success. “his in-
volves understanding their demographics, behaviors, needs, and pain 
points, which allows you to tailor your products or services precisely to 
their requirements. Uy aligning your marketing strategies and product 
development with your target audience's speciOc needs and prefer-
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ences, you create a strong connection between what you o;er and who 
you aim to serve. (nderstanding that both your motivations as a busi-
ness owner and your ideal client's needs are often rooted in personal 
experiences enhances credibility and builds meaningful relationships. 
BeOning your avatar, understanding their pain points, and position-
ing yourself as the solution to their problems are essential steps in 
this process. Uy addressing the root causes of your clients' challenges, 
you can provide more e;ective and lasting solutions, driving both 
your business and your clients towards success. Uuilding credibility 
through authentic connections, tailored solutions, and strategic mar-
keting e;orts ensures that you become the go-to option for your ideal 
clients, fostering sustainable business growth and positive customer 
experiences. (ltimately, letting go of non-ideal clients and focusing on 
serving those who align with your business values and o;erings is key 
to maintaining brand integrity and maximizing long-term success.



CHAPTER   N  E

Perfect 
Your Pitch
HIIOK ,TIRSK IYYER

P erfecting Your Pitch: In business, a pitch is a promise that your 
company can be relied upon to improve your ideal client's sit-

uation. The idea of "pitchmen" has been around for decades. In the 
early years of television, pitchmen were instrumental in selling house-
hold goods and products directly to consumers through persuasive 
demonstrations and compelling storytelling. These pitchmen became 
iconic kgures, shaping the landscape of advertising and infomercials 
as we Onow them today.

Rne of the earliest and most inzuential pitchmen was Hon Popeil, 
who revolutioniBed the industry with his innovative approach to 
product demonstrations. Popeil's infomercials, often aired during 
late-night television slots, featured him showcasing various inventions 
and gadgets enthusiastically and with conviction. !is catchphrase, 
"Eut wait, there's moreD" became synonymous with oLering additional 
value to customers and encouraging them to maOe a purchase.
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xnother legendary pitchman from the early years of TC was Eilly 
9ays, Onown for his booming voice and energetic persona. 9ays was 
a master at selling household cleaning products and tools, such as R8-
i0lean and 9ighty Putty, through his passionate demonstrations and 
persuasive pitches. !is larger-than-life personality and memorable 
catchphrases made him a beloved kgure in the world of infomercials. 
"!i, Eilly 9ays hereD"

Then, there was my girl, 0lara Peller. 0lara made a signikcant 
impact as a pitchwoman in the VW?(s with her iconic line, "Fhere's 
the beef)" in a Fendy's commercial. !er humorous and memorable 
delivery resonated with audiences and helped propel Fendy's into the 
spotlight. qEHE, going to get a Jrosty...3

The pitchmen of the early years played a pivotal role in shaping 
how products were marOeted and sold directly to consumers through 
television. Their engaging demonstrations, charismatic personalities, 
and eLective storytelling technijues captured the audiences' attention 
and established a direct connection between the pitchmen and their 
viewers. This direct interaction fostered trust, credibility, and a sense 
of authenticity, which were crucial elements in persuading consumers 
to maOe a purchase.

Jast forward to the digital age, and we see a similar phenomenon 
unfolding with the rise of social media inzuencers and online person-
alities. These modern inzuencers leverage platforms liOe Instagram, 
YouTube, TiOToO, and others to reach and engage with their target 
audience in much the same way that the pitchmen of the early years 
did on television. They create entertaining, informative, and relatable 
content, building a loyal following of individuals who trust their rec-
ommendations and value their opinions.

Jor businesspeople looOing to reach their ideal clients and establish 
a strong connection, video content is an invaluable tool. Gust as the 



T!N PRFNH RJ ART YNT VV—

pitchmen of yesteryears used television to showcase products and en-
gage with audiences, today's entrepreneurs can use video to tell their 
brand story, showcase their products or services, and provide valuable 
insights or tips relevant to their industry. Cideo content allows for 
a more dynamic and immersive e8perience, enabling businesses to 
convey their message in a compelling and memorable way.

9oreover, social media platforms oLer unprecedented opportuni-
ties for businesses to build an audience and cultivate a community 
around their brand. Ey consistently creating and sharing engaging 
video content, businesses can attract followers who resonate with 
their values, interests, and oLerings. These followers become not Sust 
customers but advocates and ambassadors for the brand qwe cov-
ered "megaphones" in 0hapter Rne: HeSection Is a ’ift and the V:V 
mentality3, helping to spread awareness and drive growth through 
word-of-mouth referrals and social sharing.

In essence, the principles that guided the pitchmen of the early 
years4authenticity, credibility, engagement, and the power of story-
telling4remain Sust as relevant in the digital age. Ey embracing video 
as a means of reaching their ideal clients and building an audience 
on social media, modern businesses can tap into the same strategies 
that made their predecessors successful while leveraging the unijue 
opportunities aLorded by digital platforms. Uo, I asO. 1o you want 
to maOe some videos) qRr build a snowman) !onestly, I5m game for 
either3.

xt this point I thinO we can all agree that video is an e8cellent 
tool for allowing people to get to Onow you, but the most eLective 
approach is through consistently posting videos. Fhile this can be 
challenging, depending on the format, you may knd it necessary to 
write scripts. !owever, scripting can sometimes detract from the fun 
and spontaneity of videos. It's important to note that spontaneous 
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videos may only perform well on certain platforms and may not fully 
convey your message. xs a business, showcasing who you are is one of 
the primary reasons for creating videos.

1eveloping a script for your video content, while it may be consid-
ered tedious by some, is crucial for several reasons. Jirstly, a well-craft-
ed script ensures that your message is clear, concise, and eLectively 
communicated to your audience. It helps you organiBe your thoughts 
and ideas, ensuring that you cover all the Oey points you want to con-
vey. xdditionally, having a script can help you maintain consistency 
in your messaging across diLerent videos, ensuring that your brand 
voice and tone remain cohesive. qFe covered this in 0hapter Ueven: 
Eecoming 0rystal 0lear. Fith xmy, remember xmy) •’!3

9oreover, scripting allows you to plan out the structure of your 
video, including the introduction and main content which helps 
maintain viewer engagement and guides them through the video 
smoothly, ultimately resulting in a 0all to xction q0Tx3. It also pro-
vides an opportunity to incorporate storytelling elements, anecdotes, 
or humor, which can maOe your content more engaging and memo-
rable.

Fhile script writing may seem daunting, especially for those who 
are not accustomed to it, creating a kll-in-the-blanO script can stream-
line the process and maOe it more manageable. Ey developing a 
template with customiBable sections such as the introduction qyour 
!ooO3, main points qyour Utory3, and conclusion or 0Tx qyour Rf-
fer3, you can easily adapt it for diLerent videos and topics while main-
taining consistency in your messaging.

qIn my best Eilly 9ays voice:3 "!i, Hed !ilton hereD" I have de-
veloped a kll-in-the-blanO script which allows you to plug in specikc 
details or e8amples relevant to each video, saving time and eLort while 
still ensuring that your content is well-structured and eLective. Uince 
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the script provides a frameworO for your video content, it is easier to 
brainstorm ideas and plan out your videos in advance. qIn my best Hon 
Popeil voice:3 "Eut wait, there's moreD"

This "kll-in-the-blanO" script, called !ooO, Utory, RLer q!UR3” 
teaches you to focus in on the pain points of your ideal client, create 
a "conversational" tone, and present your business as the best option 
to address these pain points. !ooO, Utory, RLer will help you to write 
your own K-minute infomercial qor webinar, as the Oids call it today3. 
Rnce the blanOs of !UR are completed, you will have the PNHJN0T 
base for a video, short webinar, or advertisement for your company or 
service. The best part, !UR, is designed to be used over and over again, 
allowing you to create NA12NUU video content. Uo you may be asOing 
yourself, "Fhere's the beef) " q9iss you, 0laraD3 Fell, the !UR worO-
shop is part of our The’ame0hangers0onference.com ForOshop 
and it is behind a paywall on my website qEelmont0ityPress.com3 so 
we won't be going over it in depth here. Eut, dear reader, allow me to 
give you some fundamental breaOdowns of the !UR structure.

HOOK, STORY, OFFER (light version)

Primary purpose of !UR and how to become eLective in messaging 
through the use of video:

6	7now Your xudience: Fe covered this at length qsome people 
would say "ad nauseam/3 in 0hapter Night: 1ekne Your xvatar, but 
before creating any video content, taOe the time to understand your 
target audience deeply. Fhat are their pain points, needs, and desires) 
Fhat Oind of content resonates with them) Ey having a clear under-
standing of who you're speaOing to, you can tailor your messaging to 
address their specikc concerns and interests, maOing your videos more 
engaging and relevant.
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6	Ee xuthentic and ’enuine: xuthenticity is Oey to connecting 
with your audience on a deeper level. 1on't be afraid to show your 
personality, share your story, and let your passion shine through in 
your videos. People are drawn to authenticity and sincerity, so be 
genuine in your messaging and avoid coming across as overly scripted 
or salesy. Uhowcasing the human side of your business can help foster 
trust and credibility with your audience.

6	Provide Calue: In a world inundated with content, it's essential 
to oLer something of value to your viewers. Fhether it's educational 
tips, entertaining insights, or inspiring stories, aim to provide content 
that enriches the lives of your audience in some way. Ey consistently 
delivering valuable and relevant content, you position yourself as a 
trusted authority in your keld and Oeep your audience coming bacO 
for more.

T!N !UR JRH9xT: This will produce a K-minute infomercial 
video for your business.

HOOK:

Utart with a captivating hooO: Eegin your video with an atten-
tion-grabbing fact, statistic, or juestion that intrigues the viewer and 
draws them in.

STAY WITH ME: Uhare your unijue perspective: N8press your 
opinion on a topic related to your services, especially if it's controver-
sial or thought-provoOing, to sparO interest. !int that clarikcation will 
follow, if they stay with you and watch the video.

ENGAGE:  Provide valuable insights: e8plain the "truth" of your 
controversial or thought-provoOing statement. 

PROMISE: N8plain what you5re going to "share" with them in the 
video.
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POINT: Point out a pain point you are addressing with the video. 
•se one pain point per video. 

QUALIFY: Aow, it5s time to introduce yourself. Your name, your 
bacOground, and how you are unijuely positioned to be relied upon 
to improve your ideal client's situation.

STORY:

This is where you will tell a compelling story: Incorporating story-
telling elements will maOe your message more relatable and memo-
rable, connecting emotionally with your audience.

MINDSET SHIFT: 0all bacO to your !RR7. Fhat is the RAN 
T!IA’ you want your ideal client to learn from this video even if 
it challenges conventional belief or is specikc to only your business. 
!ow do you get them on your side)

ADDRESS CHALLENGES: Propose a common "thought" or 
"idea" that is holding your ideal client bacO, preventing them from 
using your services or product.

IDENTIFY/BREAKDOWN FALSE BELIEF PATTERNS: 
Fith multiple e8amples, demonstrate how you are going to "shatter" 
the challenges or obstacles qor false beliefs3 your ideal client feels about 
your product or services.

THREE REASONS: 0allbacO to the "promise" you made about 
the video. This is where you address the concerns you promised to 
"k8." Incorporate a "soft landing" for the pain PRIAT you highlighted 
earlier. Fe liOe to have — reasons to e8plain or — myths to address.
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OFFER:

This is it. The moment you have been worOing towards the entire 
video: the crescendo. It is where everything starts to come together, 
and you subtly inzuence the decision-maOing process and increase the 
liOelihood of a positive outcome.

DIRECT: Euild anticipation, address a juestion they probably 
have after hearing your !ooO and Utory. Nstablish rapport and e8plain 
how your services are unijuely jualiked answer to the problem.

BREAD CRUMBS: Utrategically dropping hints or cues will 
guide your ideal client towards the desired action, often leading up to 
the call to action q0Tx3. ’o over benektsOsolutions that you provide. 
Fe prefer M or — "catalysts" that gently nudge the viewer towards the 
ne8t step.

UPSELL OR CTA: Tell your viewers what steps to taOe to connect 
with you and knd out how they can benekt from your oLer.

URGENCY: 0reate a sense of urgency in your pitchqthis should 
be subtleD3. xlthough you are ready, willing, and able to assist or serve 
them right now, it is possible, due to the number of clients you taOe 
on at any one time or the amount of product you produce, that 
availability could become scarce or limited.

CLOSE: Hecall the 0Tx qcall-to-action3 and e8plain that even if 
the viewer is not your ideal client, you would love to connect with 
them, if only to get feedbacO, learn about their business, etc.



T!N PRFNH RJ ART YNT VVW

2et5s see how this all comes together: Uee how I have implemented 
this e8act strategy into a video for Eelmont 0ity Press.

0reating video content consis-
tently  is  essential  for  businesses 
to  attract  and  inform  their  ide-
al  clients,  but  scripting  can  be 
daunting. !owever, developing a 
kll-in-the-blanO script liOe Eelmont 
0ity Press's "!ooO, Utory, RLer" 
method streamlines messaging, en-
suring clarity and consistency across 
videos. This approach allows creators to craft the perfect K-minute 
webinar that can be scaled for various speaOing opportunities, main-
taining messaging coherence. Ey focusing on pain points, adopting 
a conversational tone, and positioning your business as the solution, 
this script empowers businesses to eLectively engage their audience 
and drive action through compelling storytelling that won5t leave their 
viewers wondering, PFhere5s the beef)/



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 organiEe 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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Rith 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

M Ostablish 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.

M Brand Gour Oxpertise2 Rriting 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 diDerentiate themselLes in a 
crowded market. 

M :implify Gour !ife2 A book encapsulates an author's expertise, 
perspectiLe, and professional -ourney all in one place. Ssing your book 
to centraliEe your knowledge and experiences makes networking more 
impactful, personal branding more cohesiLe, and marketing eDorts 
more e;cient. Gour book is a more substantial and impactful means 
of creating a lasting impression.

M 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 diDerentiates the author 
from the competition. Authors can eleLate their professional standing 
by eDectiLely 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 4credited to a Yew Gork Times article from a few years back5 
is that z9… of adult Americans want to write a book. :ome common 
motiLations for writing a book include2

M	PreatiLe Oxpression2 (any people harbor a strong desire to ex•
press themselLes creatiLely. Rriting a book oDers an expansiLe canLas 
to paint one's thoughts, imaginations, and insights in words.

M	:hare 6nowledge or Oxperiences2 Nor some, the motiLation 
comes from a desire to share specialiEed knowledge, wisdom, and life 
or business experiences that could benevt, inspire, or entertain others.

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

M	qersonal and qrofessional Nulvllment2 Rriting 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 oDer 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": 

Re coLered 'Imposter :yndrome' in Phapter Nour. 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 oDer. !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:

 Nor personal books, we like to paraphrase jlennon )oyle% 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. Rriting 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 Feal Ostate. Wnly 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 "Wpen 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 eDort, 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. Nor 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. Yo 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. Gour 
book becomes the best and most signivcant business card you can 
haLe. It is a tool to attract more clients by centraliEing your expertise 
in an easy•to•access format. Imagine the next time you get together 
with clients, hoping to close the deal. Gour prospectiLe client asks you 
a #uestion, and you respond?" I wrote an entire chapter on that in my 
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book2" Gou 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. Wur Book (arketing @uiE 4Book
(arketing@uiE.com5 is here to identify the top 
marketing strategies for your book that match 
your business, ongoing marketing actiLities, and 
personality. Are you a :cribeZ YoLelistZ qublicistZ !et's vnd outC 

Lack of Time: 

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

Response: 

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



THO qWROF WN YWT GOT 90’

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 specialiEe in anthologies. Re often haLe 
clients who gather fellow industry professionals to collaborate on a 
book with them, each person proLiding a chapter highlighting their 
specialiEed niche. Wn 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. Nor example, 
the !oan W;cer who asks a high•producing Feal Ostate Agent to write 
the forward of their book or the Rellness Poach who asks a popular 
)ietician to contribute to a chapter and list the "Top 91 Things OLery•
one Yeeds to 6now About Nood Nor !iLing Rell." 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 recogniEe there are many ways to complete 
your book2 hire a ghostwriter, use a pre•fabricated book 4q!F5, writ•
ing retreats or boot camps, collaboratiLe writing groups, or you could 
go through our 09•)ay•to•Author program. All haLe pros and cons, 
and we haLe opinions on each. 4 I know, youJre surprisedC5 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 4publisherVbelmontcityp
ress.com5, or plan a “oom. Re can't promise we will always haLe spots 
aLailable, as we only work with a few authors at a time. )epending 
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

Yow, 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. WLer 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: Rriting 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 Rriting 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 



FO) HI!TWY981

perfectionism by prioritiEing continuous writing and direct reader 
engagement.

How It Helps2 Pommitting to publishing a series of vrst drafts or 
serialiEed vction 4e.g., on a platform like Rattpad5 can help oLercome 
perfectionism. The focus shifts to progressing the story and engaging 
readers, rather than perfecting eLery detail. Needback 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 4e.
g., YaYoRri(o52 qarticipating in a writing challenge like Yational 
YoLel Rriting (onth 4YaYoRri(o5 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 Yational 
YoLel Rriting (onth 4YaYoRri(o5 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: Rriting 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 
oDering 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 oDering 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: Nocusing 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 Nocusing 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 summariEing 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, oDering 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 Rriting a book as a marketing tool for a business 
or expertise doesn't re#uire any eDort 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 oDer 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" 4aboLe5, 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 )eals2 A :tep•by•:tep juide to Be•
coming a :ales Phampion," oDering 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 )ecoded2 Insider :trategies for :elling :aa: qroducts," aimed 
at sales professionals in the technology sector, oDering insights into 
industry trends, customer behaLior, and eDectiLe selling strategies for 
:aa: products.

The Personal Journey: Here, the author shares their experiences, 
challenges, and successes in their career. A book like "Nrom Pold Palls 
to Plosed )eals2 (y &ourney to :ales :uccess" can inspire, educate, and 
oDer 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 Nuture of :elling2 How Omotional Intelligence Is 
Transforming :ales," which explores the eLolLing landscape of sales 
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and the increasing importance of O@ in building customer relation•
ships.

The Research-Based Book: Authors present vndings from orig•
inal research or compile existing studies to oDer insights into eDectiLe 
sales strategies. A book like ":elling :mart2 )ata•)riLen :trategies 
to (aximiEe :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 Gour Ray to the Top2 (otiLation 
and (indsets for :ales :uccess" could be an example, oDering encour•
agement and practical tips for oLercoming common sales challenges.

The Niche-Speci•c Manual: These books target Lery specivc seg•
ments of sales, oDering detailed guidance on selling within particular 
niches. Nor instance, "!uxury Feal Ostate :elling :ecrets2 How to 
)ominate High•Ond (arkets" would proLide specialiEed 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 oDering clear, practical solutions. An example could be 
"WLercoming Wb-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 Feal :to•
ries from the Nront !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 )esigned 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 Rorkbook2 Oxercises for Fevning Gour :ales :trategy" could 
oDer readers a structured way to deLelop their sales skills, from crafting 
pitches to managing client relationships, with interactiLe content to 
engage and challenge them.

Oach 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. Rhether 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 4no, really, I cannot emphasiEe this 
enough. They are haLing more than a VmomentW right now. It is akin 
to a VmoLementW5. Nrom nostalgic pleasure to cathartic comfort, adult 
coloring books are on the bestseller list of almost eLery bookseller, 
including AmaEon, Barnes X Yoble, and eLen Ralmart. Rhat initially 
started as a relatiLely small niche hobby, has exploded into a world•
wide phenomenon, with eight of the top Q1 bestsellers in 019Q under 
"Adult Yonvction" going to adult coloring books. Nor most retailers, 
the popularity of adult coloring books has spurred sales in related 
art supplies. A Yielsen report reLealed that sales of colored pencils 
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increased 0*.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 4known as the "fun" department5 
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 personaliEed coloring book, tailored to a 
business's brand and message, oDers a uni#ue and creatiLe marketing 
tool. :uch a coloring book can be especially eDectiLe for salespeople 
or business owners looking to increase sales, enhance exposure, and 
improLe client retention in seLeral innoLatiLe ways2

U Promotional Giveaways: qersonaliEed 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 oDered. Branded 
coloring books oDer 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 personaliEed coloring book 
in direct mail campaigns adds a tangible, interactiLe element to the 
business's marketing eDorts. Fecipients are more likely to engage with 
and remember physical items, especially those that oDer 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: WDering personaliEed 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 Wne of 
our most successful campaigns with a coloring book is a self•described 
"jlobally :tunning" :ocial (edia :tar who has now amassed more 
than 7 million followers across platforms. Rhen 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 
Nacebook "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. Nor 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 oDering priEes for the best 
post•publication coloring submission, further increasing participa•
tion and Lisibility.

U Educational Tool2 Nor businesses related to sectors like health, 
vnance, or enLironmental serLices, a personaliEed 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. Nor 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.

StiliEing a personaliEed 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 centraliEing your expertise and revning your 
marketing to reach your target audience. Rriting a book is an un•
paralleled strategy to anchor your authority, share success stories and 
testimonials, and highlight what separates you from the competition. 
Rith your book, you not only pull potential clients into your sphere 
by oDering them a deep diLe into your knowledge and uni#ue insights 
but also set the stage for pushing them toward success through your 
specialiEed products and serLices. The VqullYqushW balance is crucial 
across Larious industries, as it helps businesses engage their target 
audience eDectiLely while encouraging them to take action and achieLe 
success.
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Here are seLeral examples illustrating this concept in diDerent 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. Wnce clients are on board, the coach VpushesW 
them to excel by setting goals, proLiding accountability, and oDering 
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 oDering a supportiLe publishing process. This 
pull strategy ensures authors feel convdent in the publisher's abili•
ty to enhance their work. Wnce 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 oDering state•of•the•art 
facilities, diLerse workout classes, or personaliEed training programs 
that cater to Larious vtness goals. They might also use free trials or 
workshops as a pull strategy. Wnce 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 Feal 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 oDer 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 oDering 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 oDer that naturally attracts indiLiduals, com•
pelling them to interact with your business or serLice. Rriting a book 
serLes as an eDectiLe method to pull potential clients into your sphere 
of inKuence, consolidating your authority by disseminating your in•
sights and fostering relationships through meaningful connections. 
Nurthermore, 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 oDer.

Signature Talks

qart of VTelling Gour :toryW inLolLes well, telling your story. Wne 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, oDering 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 tantaliEing speech.

After much thought, I felt that the heart of her talk should reLolLe 
around the theme of "being braLe." Gou 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.

Gou 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 
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climax of her presentation, carefully crafted for maximum impact, 
would be the reLelation that she specialiEes 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 realiEation 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 promote :tephanie's business but also to inspire her audience. 
Re wanted to conLey that braLery is not the absence of fear, but the 
strength to moLe forward despite it. :tephanie's photography is a cel•
ebration 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!oL
eBoudoir.com

Signature Talks 6tilization Across Various Platforms

Wnce crafted, here are some uses for that kick•ass :ignature Talk2
M Ponferences and Rorkshops2 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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M Rebinars and Wnline Pourses2 WDering 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.

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

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

M Yetworking OLents2 A concise Lersion of your :ignature Talk 
can be a compelling introduction in networking settings, helping you 
#uickly communicate your business's Lalue proposition.

M :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 utiliEed 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. 

qublisherVBelmontPityqress.com



Afterword
RED-ISMS

M y sister and I would both describe our Dad as fun, but funny 
would possibly be a bridge too far. When I was a little girl, 

my dad had a nickname for me (ok, there were a few, but one in 
particular). He called me “nerves of steel.” Truth be told, I never felt 
brave, but given my father’s propensity to not be “funny” instead 
being factually based in everything he did, I took him at his word. 
I had nerves of steel! Because of that, I grew up with my feet Nrmly 
planted with  unwavering belief in my abilities. I was taught to embrace 
education, seek out opportunities to help, and never forget I could be 
successful in everything I did in my life. (…ot that I was successful, but 
to believe I could beA) I mean, I had nerves of steel, which meant I was 
unstoppable. That is powerful for a child.  's I write this, today would 
have been our Dad8s 0Oth birthday. zver the years, I often wondered 
what I missed out on learning from him, but I also recogniqe his death 
propelled me forward, leaning into life with ‘uiet conNdence. …ow, I 
am not as concerned about what I would have learned from him but 
what I have missed teaching him about me. PThe Yower of …ot Jet’ is a 
tribute to the “roots and wings” provided to me in my childhood. Rust 
as I always believed I would be successful in everything I did, even were 
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I not, I always relied on my nerves of steel to empower and protect me, 
even if they didn’t.

In this book, I tried to illustrate how this outlook has guided my 
-ourney, enabling me to approach obstacles with conNdence and cuC
riosity and to see potential where others might see limitations. In 
xhapter zne, we learned the importance of reframing past e"periC
ences, intentions, and thought patterns to foster selfCbelief and recogC
niqe re-ection as a pathway to our goals, adopting Kwhat if, instead...K 
as a strategy to view obstacles as opportunities for growth. xhapC
ters two through four delved into reevaluating our understanding 
of happiness, distinguishing it from the concept of safety. Then, we 
tackled the management of negative emotions, debunked the myth 
of multitasking, and clariNed previously confusing ideas. ;ey among 
these was transforming impostor syndrome from an obstacle into 
a catalyst for growth and redeNning success by adopting a broader 
perspective on personal accountability. xhapters Nve through seven 
focused on mastering one8s craft with an emphasis on e"cellence over 
perfection, building meaningful connections by educating rather than 
inSuencing and creating a supportive environment inspired by role 
models to foster growth and clarity in one8s -ourney. The Nnal chapters 
brought the narrative full circle by deNning our avatar, perfecting our 
pitch, and sharing our story through Belmont xity Yress or elsewhere. 

This book serves as an invitation to remember that the story doesn8t 
end here. Lvery ending is a new beginning, a moment not to pause but 
to reSect, recalibrate, and reignite our passion with renewed vigor. The 
Knot yetK mindset is more than a philosophyF it8s a compass that guides 
us through the unknown and reminds us that there is always more to 
learn, more to achieve, and more to become. 7o, as you stand on the 
precipice of what comes ne"t, gaqe not into the abyss of uncertainty 
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with fear but with the e"hilarating knowledge that the best parts of 
your -ourney are before you and unrealiqed, at least K…ot Jet.K 

Think Of It This Way

Before you go...I could probably Nll this book with 4OO chapters on my 
e"periences, opinions, and stories (still unclear if that is a positive or 
negative thing). 7o, instead of writing my version of KWar and YeaceK 
(which is over 46OO pages long), I8m going to leave you with a few 
parting thoughts and some advice or, as I call them, KEedCisms.K

Care, don't conform: 

Jou can care what people think, but you don8t always need to agree 
with them. Lven though many of us say we don8t care about others8 
opinions, deep down, a part of us always does. 's it should, it goes a 
long way to keep society civil. However, it8s important to remember 
that while it8s okay to listen to what people say about us, we don8t have 
to let their opinions shape who we are or what we do.

●	Think of it this way9 when someone shares their opinion about 
us, they8re giving us a tiny piece of a puqqle. That piece can be interC
esting, maybe even helpful, but it8s -ust one piece. zur life is a giant 
puqqle made up of thousands of pieces, and we8re the only ones who 
can see the whole picture. Yeople looking in from the outside don8t 
see everythingVwe do. They8re missing pieces of our puqqle, like our 
thoughts, feelings, and reasons for doing things. 7o, when they give 
us a piece of their puqqle (their opinion), it doesn8t always Nt perfectly 
with ours. Eemember, what people think of us says more about them 
than it does about us. xare, don8t conform.
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Today is not forever: 

z5ering dual wisdom, this serves as a beacon of hope and a reminder 
of life8s Seeting nature. zn one hand, it reassures us that today8s chalC
lenges are but temporary hurdlesF they do not deNne our future. zn 
the other hand, KToday is not foreverK urges us to embrace the present 
with open arms and is a poignant reminder that our moments are 
precious and Seeting, pushing us to celebrate our victories, no matter 
how small.

●	Think of it this way9 …avigating through life is akin to sailing on 
the ocean under changing skies. Imagine each day as a uni‘ue voyage9 
some days, the sea is rough, with stormy weather making the -ourney 
challenging. These are the days when we must hold fast to the ship8s 
wheel, knowing that calm seas and favorable winds lie ahead, promisC
ing smoother sailing on the horiqon. 'lso, KToday is not foreverK serves 
as a gentle nudge to unfurl our sails and bask in the beauty of the 
moment. It encourages us to soak in the sun8s warmth and dive into 
the depths of our -oys and passions, fully aware that these perfect 
conditions are precious and not to be taken for granted. Rust as the sea8s 
face changes with the day, so does our life, and embracing KToday is not 
foreverK helps us navigate the storms and serenities e‘ually, making the 
most of every moment we8re given.

Multitasking is a myth: 

We covered this brieSy in the book, but it bears repeating. When we 
think we8re multitasking, we8re actually -ust switching ‘uickly beC
tween tasks. This constant switching doesn8t mean we8re doing multiC
ple things at onceF instead, it decreases our e?ciency and e5ectiveness 
in each task. Multitasking often stems from underlying challenges 
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in time management. When individuals struggle to prioritiqe tasks, 
set realistic deadlines, or allocate their time e5ectively, they may Nnd 
themselves in a position where multitasking seems like the only soluC
tion to meet all their obligations. However, this approach is more of a 
BandC'id on a gunshot wound than a cure for the root problem. InC
e?cient time management leads to a cycle of constant taskCswitching, 
as attempts are made to keep all pro-ects advancing, albeit slowly and 
often with compromised ‘uality.

●	Think of it this way9 Imagine a chef attempting to cook multiple 
dishes for a ban‘uet without planning the menu or preparing ingreC
dients in advance. The chef frantically moves from one dish to anC
other, stirring a pot here, chopping vegetables there, and periodically 
checking the oven. Lach dish gets attention occasionally, but none are 
cooked with the care or focus re‘uired to make them outstanding. 
Because the chef didn8t manage their time wellVfailing to se‘uence 
tasks, prep ingredients, or focus on one recipe at a timeVthe Nnal 
dishes are likely to be mediocre, and the process far more stressful than 
needed.

A passive-contributor is a vicarious achiever (PCVA): 

This refers to an individual who desires the accolades and success seen 
in others but is unwilling to invest the necessary e5ort and dedication 
to achieve similar results. Jou should avoid being a YxK' and avoid 
collaborating with themF it can sink your business. ' YxK' may 
superNcially engage in pro-ects or ventures, often under the guise of 
seeking colleague assistance or collaboration. However, their primary 
aim is not to contribute meaningfully to the work at hand but to have 
others shoulder the bulk of the responsibility. They prefer to beneNt 
from the outcomes of hard work without actively participating in the 
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process. We all know a person who insists they are not able to achieve 
their dream because no one is helping them. 's I said in xhapter 
Three9 xircle 7tarts Here9 Blame Ks 'ccountability, if at any point KitK 
seems like things are not working, might I suggest you are the KitK that 
is not workingM

●	Think of it this way9 7top Kharvesting fruits from a tree you did 
not plantK showcases the idea of someone reaping the rewards and 
beneNts of labor and e5ort they did not contribute to. Rust as someone 
might come upon a fruitCbearing tree and en-oy its produce without 
having tended, planted, or cared for it, a passive contributor who is a 
vicarious achiever looks to gain from the successes and achievements 
of others without putting in the necessary work, dedication, and time 
that went into cultivating those results.

'nd before you ask, the di5erence between being a Kpassive conC
tributorNvicarious achieverK and Kstanding on the shoulders of giC
antsK lies in the intention, contribution, and acknowledgment of the 
work of others. We covered this in xhapter 7i" but, K7tanding on the 
shoulders of giantsK is a metaphor that describes building upon the 
discoveries, knowledge, and achievements of those who have come 
before us. It implies a deep respect for and acknowledgment of the 
contributions of predecessors. In essence, Kstanding on the shoulders 
of giantsK celebrates and builds upon past achievements in a spirit 
of homage and advancement, while being a Kpassive contributor but 
vicarious achieverK involves beneNting from others8 e5orts without 
ade‘uately contributing to or respecting the foundation laid by those 
e5orts.

1isten, my goal in life is to KTeach you how to think, not what to 
thinkK and have you ‘uestion if you want KEeasons or EesultsK at the 
end of your -ourney. 'lways focus on KBeing the person you were 
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meant to be,K and remember, K…ever trade integrity for income.K I 
wish you well.
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Red uses her experience as a former comedienne, a marathoner, a 
mom, and a tired old grumpy lady to compulsively work towards 
getting herself and others from point A to point B as quickly and 
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in her industry, and with her follow-up series, Red literally “wrote the 
book“ on marketing to succeed in business. In her latest literary labor 
of love, &The Power of Not Yet: Unleashing Your Potential One 
Rejection at a Time, &Red has decidedly given her readers permission 
to establish credibility, brand their expertise, simplify their lives,   
gain more business. Sjhe has set her sights on sharing her Wourney, 
experience and expertise with you.S
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your own seven-"gure business. Sjhe has been featured in Ghe Boston 
Elobe, Ghe Boston Lxaminer, Book Oaunch Lxpress, Book Publishers 
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