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TEACHING OUR SHADOWS GRACE 

!

There is a common phrase in the self-help world that says, “What you can!t be with, 

runs you.”  Also sometimes expressed as, “What you resist persists.”  In other 

words, if you are afraid of being rude – if you can!t even handle the idea that you 

might be rude sometime – then the fear of rudeness will be making all of your 

decisions for you.  Put in slightly more concrete terms, if you are terrified of spiders, 

then your whole life will be spent avoiding places that you think might contain 

spiders.  But if you have the ability to just be with spiders (even if you don!t like 

them) then you can go anywhere. 

 

NOTE: This worksheet can call up some deep feelings, so I urge you to be take 

good psychic care of yourself as you work.  Also, you!ll notice that it calls you to 

quote your “Imaginary” lover and parents – because the version that lives in our 

minds is infinitely more powerful that the real person, and it is your ideas, shadows 

and nightmares that we!re concerned with here, not what actual people might or 

might not say or do. 

1) Write down one sentence that your Imaginary Lover could say to you that would 

really hurt your feelings:_______________________________________________ 

2) Write down one sentence that your Imaginary Mother could say to you that 

would really hurt your feelings:__________________________________________ 

3) Write down one sentence that your Imaginary Father could say to you that would 

really hurt your feelings:_______________________________________________ 

Now, continued on the next page, re-write the sentence from line 1, but this time 

you!ll add the magic word “sometimes.”   
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So, for example, if the hurtful sentence your Imaginary Lover said was “You are 

bad in bed,” then you would write, “I am bad in bed sometimes.” 

__________________________________________________________________ 

Now read that sentence aloud a few times, slowly.   

Let it circulate through your body.  Try to just be with it.  Is it true?  Can you 

see/feel that it is the truth that sometimes you are that way?  Can you find a 

specific example of when it has been true?   Can you peacefully accept that?   

Repeat this process with each sentence, attempting only to feel some grace 

around each one.  If the sentence on line 2 is, “You are a big disappointment,” then 

you would write out and say aloud, “I am a big disappointment sometimes.”  Is it 

true?  Have you ever been a big disappointment to yourself?  To others?  And, 

sometimes you have not been a big disappointment, right?   

Having the ability to gracefully sit with a self-concept that frightens you allows you 

to develop the ability to (psychically, creatively, spiritually, interpersonally…) go 

anywhere. 

NOTES:  This exercise is derived from the amazing, life-giving work of Byron Katie, 

and I heartily urge you to check her out at www.TheWork.com  
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MY HEROES 

 
 

HERO FROM: 

 

NAME 

 

QUALITY 

 

Your Own Field:   

Literature, or Writer:   

Business:   

Fashion:   

TV Character:   

Film Character:   

Cartoon Character:   

Music:   

Politics:   

Cooking, or Food-Related:   

Ancient History   

Modern History:   

Myth:   

Sports:   
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NOTES: 
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GET IT OUT THERE 

This is a very dense, action-packed worksheet designed to let your genius-y, 

creative self inform your marketing, networking and promotional efforts.  I go 

through it pretty quickly on the recording, so I thought I!d break it down a bit more 

here. 

Let!s get one thing straight: nobody likes schmoozing.  Even people who are good 

at it don!t like it and think it sounds icky.  So let!s first eliminate the following words 

from our vocabulary: schmoozing, networking, pitching, selling, promoting, 

elevator-speechifying, cold calling and any other word or phrase that makes you 

feel bad about helping your work find it!s right audience. 

 

Because make no mistake, you do need to help your work find it!s right audience.  

You deserve it, your work deserves it and most of all, the world needs it.  

 

OK – now, let!s have some fun brainstorming. 

 

1) What am I marketing right now?  What is my “product”? 

__________________________________________________________________ 

This is the most important question, and it!s amazing how difficult it can be to 

answer.  Mostly because we all have a bunch of things going on and we hate to 

feel like we!re narrowing our options.  After all, if we have the ability to write and act 

and teach and quilt and sing opera, why would we just want to promote one thing? 

 

Because you cannot chase two bunnies.  That!s why. 
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So for right now, I want you to get as specific as you can about which of your many 

products and skills you want to focus on right now.  You can always come back 

and do this worksheet again and again for each different project, or for different 

facets of your project. 

 

2) Who is my Target Market?  Whom do I want to reach?  

__________________________________________________________________ 

Imagine your end user.  Imagine the person or people who could make the biggest 

difference for you.  And again – pick one.  You might be thinking, “Well, I need to 

meet agents and I!d like to get featured in that magazine and then there!s the 

actual ticket-buying public...”  And you can see how quickly a person can feel 

overwhelmed and exhausted.  So for now, just pick one person, group or audience 

segment.   

 

3) What are their demographics (age, education, income, mobility, etc.) and 

psychographics (interests, activities, opinions)? 

__________________________________________________________________ 

Sometimes this is where people realize that they need to do some research to find 

out more about literary agents or composers or contemporary ballet fans.  

Excellent!  You can go ahead and do that now, or just put down what you do know 

and keep going. 

 

And if you are able to make a little pencil-portrait of your Target Market!s lifestyle, 

that may spark some ideas about how to reach them.  Maybe you realize that your 

Target Market are thirty-something women and that most of them have kids.  That 
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might inspire you to sponsor a school event, or to ask if you can put brochures in 

the pediatrician!s office.   

 

(Remember – we!re just brainstorming here.  Don!t rule anything out because it 

seems too wacky, or because it frightens you in its boldness.  You can go back and 

refine and commit to your ideas later on.) 

 

We don!t want to ask chronically over-scheduled people (moms, doctors, casting 

directors, etc) to read something long and complicated and we don!t want to ask 

quiet, thoughtful people (classics majors, some retirees, poets, etc) to respond to a 

big red ticking “buy now!” count-down clock on our web page. 

 

The more you know about your Target Market, the more easily you can help them 

recognize for themselves how much they need what you have to offer. 

 

4) What is my Call To Action?  What do I want them to do? 

__________________________________________________________________ 

Do you want them to join your mailing list?  Do you want them to invest?  To buy a 

ticket?  To tell a friend?  To sample?  To keep you on file?  To introduce you to 

their boss?  To just become aware of your existence?    

 

Being specific in your request makes life so much easier for your Target Market 

and for you.  And NOT having a specific Call To Action is a recipe for awkward 

confusion.  As one of my clients (an excellent fine art photographer) said, “No 

wonder I hate meeting gallery owners!  I never thought about what I wanted them 

to DO!!!”  Exactly. 
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Also, you generally only want to ask them to do ONE thing.  When people are 

presented with too many options they often feel confused and do nothing.  So while 

it may feel restrictive, it!s actually much more productive (and profitable) to narrow 

down your Call To Action. 

 

5) What pain are they in?  What nightmares do they have?  What problems 

do they have? 

__________________________________________________________________ 

This will be easy for you because you are so naturally empathetic: put yourself in 

their shoes.  What are they worried about?  What troubles them?  Imagine their day 

and the pressures they face.  This question alone will give you some wonderful 

insights into how you might approach your Target Market. 

 

6) How do I help solve or ease their problem? 

__________________________________________________________________ 

Now we!re really having fun – as you imagine your Target Market and the pain they 

are in, how can you help them?  Perhaps your paintings offer them an escape.  Or 

perhaps your lithographs help them feel as though they are on the cutting edge of 

culture.  You can help them emotionally, practically, socially, romantically, 

physically, financially... there!s no limit to the ways you might be of service to them. 

 

Your art is of service to them. 
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That feels better than “selling,” huh?  You are not pushing anyone to do anything – 

you can!t.  Nobody ever sold anybody anything.  People do (and buy) whatever it is 

they are going to do (and buy) exactly when they are ready to do it.   

 

All you can do is try to be the one they think of when they!re ready. 

 

You do that by giving out a clear, authentic and consistent message about who you 

are and what you do.  You try to make that message fun, or at least not offensive.  

(Unless, of course, “offensive” is an important part of what you do – don!t laugh – 

lots of people make lots of money promoting that which is offensive.  And don!t be 

too quick to judge - “offensive” is also often hilarious, boundary-pushing and 

thrilling.) 

 

So now let!s take a look at how we might communicate that clear, authentic and 

consistent message. 

7) How could I appeal through the SENSES in order to convey/reinforce my 

message?   

Sight: ____________________________________________________________ 

Sound: ___________________________________________________________ 

Touch: ___________________________________________________________ 

Taste: ____________________________________________________________ 

Smell: ____________________________________________________________ 

6th Sense = Intuition: ___________________________________________ 

 

Logic does not make our decisions for us.  Our heart (gut, belly, instinct, emotion) 

makes our decisions for us and then our logic finds reasons to justify that decision.  
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(This is not just my opinion – check out any and all of the most recent brain science 

on what motivates people and how people make decisions.  It!s fascinating stuff.) 

 

So you can!t convince people to do anything based on what!s logically the best 

decision.  You must speak to their heart, their belly and their intuition. 

 

First, hold an image of your product (or your business or whatever) in your mind.  

Then let your imagination run wild.  What would your product be if it were a smell?  

What sound evokes your product?  If your product were a texture, how would it 

feel?  A smell?   

 

For the 6th Sense = Intuition, you can just go ahead and make an intuitive leap, or 

maybe you!d prefer to think of a way you could appeal to your Target Market!s 

intuition.   For example, when I!m writing emails marketing a workshop, I!ll often 

throw in something like, “Are you getting a niggling feeling that this might be right 

for you?  Then go ahead and sign up...”   

 

Reminding people that they can trust their own good judgment is a very honorable 

way to offer up one!s work. 

 

 

7) Features vs. Benefits 

FEATURES (skill set, knowledge capital, 

etc.) 

BENEFITS (how does this help them?) 
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This goes back to the logic/heart issue as well as the “how do I ease their pain” 

issue.  As the creators, we are often very interested in the Features of a product 

(it!s made with lavender essence from France) and forget to focus on the Benefits 

to our Target Market (it smells yummy and relaxing).   

 

Creating the list of Features should be pretty easy for you but then, once you write 

down some of the things that you think make your work exciting, put yourself in 

your Target Market!s shoes.  How does each Feature benefit them?   

 

FEATURE = BENEFIT 

it only takes 15 minutes = it!s quick and easy 

it!s made with the lost-wax process = it!s artisanal and unique 

it!s crafted from driftwood = it!s eco-friendly and natural 

 

Even your own Features can be translated into Benefits, which can come in handy 

during job interviews and meet-and-greets.  For example, the fact that you went to 

an Ivy-League School might mean that you offer the Benefit of academic credibility, 

or that you!re a quick learner, or that you mingle well with the prosperous.  The fact 

that you like to go camping might translate to a Benefit of being adventuresome, 

resourceful and have a high tolerance for discomfort. 
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8) What is my budget?  How much money am I willing/able to spend and in 

what time frame?  __________________________________________________ 

Pretty self-explanatory, but often ignored.  Be realistic with yourself about how 

much you can and will allot to this particular marketing effort.  Any budget 

(including zero) can be worked with, but if your project is important enough to be 

ready for the marketplace, then it probably deserves to have some money spent on 

it. 

9) What is my time allowance?  How much time am I willing/able to spend 

and over what time frame?___________________________________________ 

Again – be real with yourself and adjust your expectations accordingly.   

 

You can see how saying something like: “I am going to spend $200 over the next 

three weeks to contact six yoga studio owners and see if they!d like to sell my 

wildly expensive handmade greeting cards created from the photographs I took in 

India in their lobby or gift shop.  I can use that budget to create a sample case that 

is lined with pink silk, that smells faintly of Nag Champa and maybe I can print six 

copies of that one gorgeous photo of the monk as a "thanks for meeting with me! 

gift.” 

Is very, very different from, “I should really get my greeting cards out there more.” 

 

10) Other considerations?  (Financial or time constraints, prevailing 

conditions, etc.)  ___________________________________________________ 
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It may be that the timing isn!t quite right, or that the current political climate is 

unfavorable.  Use this space to note any other elements that might affect your 

ability to Get It Out There. 

11) Action Steps for This Week: 

1) __________________________________________________________ 

2) __________________________________________________________ 

3) __________________________________________________________ 

Notice that there are THREE Action Steps.  Not thirty and not three hundred.  Set 

yourself up to succeed by managing your expectations of yourself. 

 

Use this worksheet as a jumping-off point whenever you need to communicate 

about your work.  And if you find any of this particularly interesting I urge you to 

read up on small-business ownership and marketing and how it works.  There are a 

lot of great books, blogs and articles out there that can help you prosper, and it!s 

well worth educating yourself.  
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Date: _________________ 

 

GET IT OUT THERE 

Work swiftly.  Allow your creative brain to have fun filling this out, OK? 

1) What am I marketing right now?  What is my “product”? 

__________________________________________________________________ 

2) Who is my Target Market?  Whom do I want to reach?  

__________________________________________________________________ 

3) What are their demographics (age, education, income, mobility, etc.) and 

psychographics (interests, activities, opinions)? 

__________________________________________________________________ 

4) What is my Call To Action?  What do I want them to do? 

__________________________________________________________________ 

5) What pain are they in?  What nightmares do they have?  What problems do they 

have? 

__________________________________________________________________ 

6) How do I help solve or ease their problem? 

__________________________________________________________________ 

7) How could I appeal through the SENSES in order to convey/reinforce my 

message?   

Sight: _______________________________________________________ 

Sound: ______________________________________________________ 

Touch: ______________________________________________________ 

Taste: _______________________________________________________ 

Smell: _______________________________________________________ 

6th Sense = Intuition: ___________________________________________ 
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7) Features vs. Benefits 

FEATURES (skill set, knowledge capital, 

unique qualities, etc.) 

BENEFITS (how does this help them?) 

  

  

  

  

 

8) What is my budget?  How much money am I willing/able to spend and in what 

time frame?  _____________________________________________________ 

9) What is my time allowance?  How much time am I willing/able to spend and over 

what time frame?____________________________________________________ 

10) Other considerations?  (Financial or time constraints, prevailing conditions, 

etc.)  _____________________________________________________________ 

11) Action Steps for This Week: 

1) __________________________________________________________ 

2) __________________________________________________________ 

3) __________________________________________________________ 

NOTES: 
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DO I USE IT?  DO I LOVE IT? 

I don!t spend too much time in workshops talking about how to actually organize 

your stuff anymore.  (Turns out I!m way more interested in your internal clutter than 

your external clutter.)  But I thought you might enjoy this article on fighting off the 

“But I Might Need It Sometime!” demon and other gremlins that keep you from 

having the clear creative space you deserve. 

 

 

Here!s the simple way to sift through your belongings:  ask yourself, “Do I use it?  

Do I love it?”  That!s it. 

 

If you love it, then keep it.  End of story.   

 

It is OK to keep things that you love.  You don!t need to explain it or defend why 

you love it.  But it does need to be True Love.  That is – it must make your heart 

swell.  It must make you feel good.  Feelings of nostalgia, guilt, sadness, 

sentimentality, shame, fear, anxiety, or depression are not the same as the feeling 

of love.  Be honest.  Be remorseless.  This clutter has already cost you plenty in 

space, time and unease.  You deserve to have things around you that you love.  

And you deserve to let go of the things you don!t love – to make room for more 

love, of course! 

 

Now, answering the question, “Do I use it?” is generally pretty easy.  The stuff you 

use, keep!   The tricky part comes when the answer is “No, I don!t use it, but…”  

The words that come after that “but” are the thoughts that stand between you and a 

clear, organized space. 

 

“But I might need it sometime.” 
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“But if it were fixed I would use it.” 

“But if I fit into it I would wear it.” 

“But it!s so nice.” 

“But it was so expensive.” 

“But it was such a great deal.” 

“But my mother gave it to me.” 

“But I could sell it on the Internet.” 

“But it reminds me of that special time.” 

“But it!s a family treasure – I want to keep it for my children and my children!s 

children.” 

 

The “buts” are endless.  I encourage you to enlist a high-quality friend to help you 

be honest with yourself as you sift through your things. 

 

If you prefer to do this work alone, let me provide a few challenges to your “buts.”   

 

“But I might need it sometime.”   

If you haven!t needed it up to now, the chances that you!ll need it in the future are 

pretty slim.  And if you do need it in the future, I bet you!ll be able to find an even 

better one easily and inexpensively.  Have a little faith, OK? 

 

“But if it were fixed I would use it.”   

But you haven!t fixed it yet, and you!ve lived without it working for how long?  

Seriously, hanging on to broken things is bad karma.  If you really, really, really 

want to fix it, then take it out to your car and put it in the front seat right now.  The 

next place you go is the repair shop.  Or the frame shop or the tailor or whomever.  

If it!s worth hanging on to, then it!s worth being treated with respect. 

 

“But if I fit into it I would wear it.”   
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There is a Big Myth in the world that hanging on to clothes that are too small for 

you is a good incentive to lose weight.  Guess what – it!s not.  It doesn!t work.  If it 

worked, you would fit into those clothes.  What is not a big myth is that having a 

closet full of clothes that fit and feel great will elevate your self-esteem and help 

you achieve the body you want.  Let the small (or big) sizes go – someone else 

needs it while it!s still in style.  And when you do reach your ideal weight, you will 

be able to find fabulous, current fashions that delight you.  I promise. 

 

“But it!s so nice!”   

Yes.  It!s very nice.  Let!s all take a moment to admire how nice of a thing it is.  But 

it doesn!t work with your life.  So let it go to a place where it will be loved and used 

and appreciated.  Think of this way:  what if I told you that I had a wonderful friend 

who was in need of that exact nice thing?  You!d probably hand it right over if you 

knew there was someone else who needed it.   

 

I am amazed by how often this tactic works: a client is filled with the desire to keep 

something that they never use, and I say, “Well, you know, I have a friend who 

could really use that exact thing.”  And immediately the client says, “Oh!  Well, in 

that case, go ahead and give it to her.”  I don!t know if it!s natural generosity, or if 

people feel better knowing that their stuff is going to a “good home,” but even just 

imagining that there is some wonderful, deserving person out there waiting to find 

your item at the thrift store and use it and love it makes it easier to let things go.  

(Once the item is handed over, I do "fess up about my fictional “friend” in order to 

help the client realize how changing their internal story about what would happen to 

their item once they released it helped change their need to hang on to stuff.)   

 

So create that deserving friend in your mind.  Or maybe you know an actual 

someone that you would like to give it to (today!) or perhaps, as an act of faith, you 
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could just donate it to your local charity thrift store and trust that the perfect person 

will find it.   

 

“But it was so expensive!”   

My father-in-law has a great expression to describe things that are expensive that 

don!t work out:  tuition.  Tuition is the money you pay to find out that something isn!t 

right for you.  It costs a bit, but it!s a valuable lesson to learn that, say, having an 

elliptical trainer in your spare bedroom does not inspire you to work out more often.  

Or that owning your own scuba equipment does not actually permit you to take 

more scuba vacations and it would be a lot more efficient to rent.  Or that lemon 

yellow is a terrible color on you.  So take the lesson that the tuition teaches and 

remember:  You can afford to let it go.  If you can afford to not use it all this time, 

you can afford to let it go. 

 

“But it was such a great deal!”   

Not if you!re not using it, it wasn!t.  Congratulate yourself for being such a good 

bargain hunter, though – it!s good to know that you can find deals when you need 

to.   

 

“But my mother gave it to me.”   

And I!m sure she loves you and I!m sure you love her and I!m sure there are a lot of 

complex and emotional feelings between the two of you regardless of whether or 

not one or both of you is still alive.  The love between parent and child – or 

between friends or co-workers or sponsors or schoolmates or siblings or whoever 

gave you that thing you!re not using – is not in question.   

 

In fact, take a moment to think about your relationship with the person who gave 

you this thing you don!t use.  It!s probably a pretty complicated relationship.  And 

that!s OK.  You can have a complicated relationship with a person and still get rid 
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of the thing they gave you.  The thing is not their love.  The thing is not your love 

for them.  It!s just a thing.  A thing that you do not love nor do you use.   

 

Also, everybody gives a dud gift every once in a while.  You might have plenty of 

wonderful things that were given to you by that very same person.  In which case 

you can certainly afford to get rid of the dud.  Or maybe the person who gave that 

dud to you has died or passed out of your life.   

 

The fact that you will not receive another gift from that person is not a reason to 

hang on to a gift that doesn!t work for you.  If you need to grieve, then grieve.  But 

don!t hang on to some stuff just because you miss someone.   

 

Your present life needs the space, and I can!t imagine that anyone who would give 

you a gift would begrudge you that space.  Go ahead and see if you can picture the 

person in your mind, and the person is telling you with a smile, “It!s OK – I just 

wanted you to know that I care about you, and that!s why I got you that item.  I 

know you care about me, too, so it!s OK to let it go.”   

 

Sounds a little silly, maybe, but it!s important that you feel you have permission to 

be in charge of your own life, and that you have permission to be in charge of the 

things that take up space in your life. 

 

“But I could sell it.”    

You know, selling stuff in a yard sale, on the Internet or through the classifieds is a 

remarkably time-consuming process.  And, not to sound like a broken record, but if 

you really wanted to sell your stuff, you probably would have done it already.   It!s 

perfectly natural to want to realize some profit on things you have that have value – 

or if not realize profit, at least not take a total loss.  But let!s analyze here for a 

moment – how much money would you really get?  Forty dollars?  A hundred 
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dollars?  A thousand dollars?  And how much time and hassle is it to sell it 

privately?  If you consider that your time is worth, say, ten dollars an hour, how 

much profit will there be?  If the amount of money is significant and the time and 

hassle is not too much of an issue, then go ahead and post your listing (today!)   

 

Or perhaps you can think of another way; give it to a friend to sell for you (sharing 

the profits, of course) or use an auction house or consignment shop, or try one of 

those we-sell-it-for-you-on-eBay places.  The commissions will mean that you 

realize somewhat less money, but any money is more than the zero money the 

item is worth when it is just cluttering up your space. 

 

“But it reminds me of that special time.”   

Your memories are so precious and so unique – they are just for you and they exist 

just in your mind.  They are a wonderful part of your make up.  No one can ever 

take your memories away from you.  Even if you get rid of the souvenir, you will still 

have the memory.   

 

Just as you can love a person and not love the thing that person gave you, you can 

love your memories of a time or an event and not love the memento itself.   

 

If you can!t quite bring yourself to get rid of it entirely, is it possible to just save part 

of it?  Maybe just the ribbon from the bouquet?  Or just the scorecard from the 

ballgame and not the whole program?  Or maybe you can take a photo of the item 

and put it with your special pictures so it will be there when you!re reminiscing.   

 

Honor your past, but do not allow it to inhibit your present. 

 

“But it!s a family treasure – I want to keep it for my children and my 

children!s children.”   
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If you are fortunate enough to have valuable family items that warrant preservation, 

then make sure you are honoring that responsibility by keeping those items clean 

and safe from dust, bugs and the elements.  Treat those items with respect, and 

invest in the proper storage for them.  Acid-free tissue paper is not cheap, but if 

you truly want to preserve your grandmother!s quilt it is a necessity.  Research how 

to properly “bank” your items and find a safe, unobtrusive place to keep them.   

 

If you find yourself unwilling to do the above, and you also find yourself not loving 

nor using these family “treasures,” I invite you to consider the possibility that maybe 

the biggest gift you could give your children!s children is a life lived unencumbered 

by excess. 

 

You have the right to lead the life that is appropriate to you right now.  And while it 

is tempting to want to hang on to items that indicate a slightly different life (a life in 

which we give frequent dinner parties, wear a size six, still have an office job, still 

have toddlers, play tennis every week, hand-knit Christmas gifts and have plenty of 

time for all that scrapbooking) we must commit fully to the life we have now. 

 

This life is good.   

 

 


