Collection: Irreplaceable in the AI Era™
"Because leadership begins with you"

This is not just another ebook.

It’s a practical guide for leaders who—amid the relentless
advance of technology and artificial intelligence—seek to
ensure that their leadership, decisions, and results remain
relevant and sustainable.

It was conceived and written from a place of deep
conviction—combining strategic clarity with the genuine love for positive impact, the
personal power that comes from lived experience, and the essence of leading with integrity.
Every concept, framework, and tool included here has been chosen with a single purpose:
to deliver real value that can tangibly transform the way you lead and generate results.

Experience shows that most failed transformations don’t fall short because of technical
limitations, but because of invisible factors that silently erode performance: internal
resistance, cultural misalignment, loss of strategic focus, or lack of team commitment.
These rarely appear in the metrics—yet they determine the success or failure of any
initiative.
In this guide, you’ll find actionable tools and frameworks to help you:

e Identify and anticipate risks that can slow or derail your strategy.

e Protect and strengthen your leadership capacity in high-disruption environments.

e Use technology—including Al—as a multiplier of results, not as a replacement.

e Stay competitive without compromising your team’s cohesion or your
organization’s future.

This resource is available in PDF format for quick reference. If you prefer the editable
version, you’ll find a link to the download center at the end, where you can get it in Word
format and adapt it to your needs. A new ebook will be added to the collection every
week—until all 25 are complete. Simply visit the download center to see what’s new each
week.

If these words have reached you, it’s likely not by chance. You are in the right position, at
the right time, and in the right circumstances for this information to make a real difference.
And as you put it into practice, you may discover it could also spark transformation in
others.

Because in today’s era, real value lies not just in the technology you use—but in your
ability to lead with vision, precision, and purpose.
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2. Central Theme — Increasing Market Presence with
Advanced Digital Strategies

2.1. From Visibility to Presence
Being seen is not the same as being present.

e Visibility is the number of impressions, followers or visits you get.
e Presence is the space you occupy in your customers’ minds and decisions.

To increase presence, you need to:

Be relevant to the right people.

Communicate a clear, consistent value proposition.
Show up in the key moments of the customer journey.
Build trust over time.

This guide will help you design an integrated digital strategy that supports that kind of
presence.

2.2. Who This Guide Is For
This material is especially useful for:
e Marketing directors, heads of growth and digital leaders.
e Entrepreneurs and business owners scaling their presence beyond local markets.
e Product and customer experience leaders who understand that market presence is a

cross-functional responsibility.

No advanced technical background is required. What you need is the willingness to analyze
data, experiment and learn quickly.

3. Initial Sections

3.1. Why Market Presence Matters Now
Increasing market presence is not only about growth; it is also about resilience.
e Companies with strong presence can launch new offers more easily.

e They are less vulnerable to price wars.
e They attract partnerships and talent.
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In a noisy digital environment, customers often choose the brand that:

1. Appears consistently in their information streams.
2. Communicates clearly and authentically.
3. Demonstrates understanding of their context.

If you do not design your presence intentionally, competitors and random algorithms will
do it for you.

3.2. Purpose of This Guide — Five Objectives
This guide pursues five practical objectives:

Clarify how advanced digital marketing strategies translate into concrete actions.
Provide tools to design data-driven segmentation and personalized campaigns.
Offer examples that reflect real decisions and trade-offs.

Equip you with templates to coordinate teams and track results.

Inspire a culture of experimentation, where learning is continuous.

Nk W=

3.3. How to Use This Guide
You can use this ebook in several ways:

Strategic reading — Leadership teams can read it together and define priorities.
Workshops — Each subtopic can be used as a training or design sprint.

Playbook — Templates and checklists can be integrated into your daily operations.
Diagnostic tool — The self-assessment and KPIs can be added to your existing
dashboards.

Recommended path:

Read the overview of all five subtopics.

Choose the area with the highest potential impact for your business.
Run the exercise and fill in the templates for that subtopic.

Review results after 30—-60-90 days, then expand to the next area.

il e
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4. Subtopic 1 — Advanced Digital Marketing Strategies

4.1. Definition

Advanced digital marketing strategies go beyond isolated campaigns and “trial-and-error”
tactics. They:

e Integrate multiple channels (search, social, email, paid media, content,
partnerships).

e Combine quantitative data with qualitative insights.

Use automation and Al to optimize, not to replace judgment.

e Align marketing initiatives with business objectives and customer journeys.

The goal is to build a coherent system where every action contributes to measurable
outcomes.

4.2. Practical Framework — The S.C.A.L.E. Model
Use the S.C.A.L.E. model to design advanced strategies:

1. Segment
o Understand who you are targeting and how they differ (needs, behavior,
value, risk).
2. Connect
o Define the channels and content formats that best reach each segment.
3. Activate
o Design campaigns that move people from awareness to action with clear
calls-to-action.

4. Learn
0 Measure performance, run experiments and capture insights.
5. Expand

o Scale what works, retire what does not and explore new opportunities.

4.3. Applied Example (caso hipotético)

A mid-size B2B services company runs occasional campaigns on social media and search.
Results are inconsistent: some months they receive many leads, other months almost none.
Leadership is unsure which investments actually work.

Using the S.C.A.L.E. model:

e Segment — The marketing team defines three key segments: high-growth startups,
established mid-market companies and large enterprises.

e Connect — For each segment, they choose primary channels: LinkedIn and webinars
for enterprises, communities and content partnerships for startups, etc.
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e Activate — They design specific offers (guides, assessments, consultations) aligned
to each segment’s pain points.

e Learn — They implement tracking, run A/B tests and review campaign results every
two weeks.

e Expand — They increase investment in the combinations that generate qualified
opportunities and reduce or redesign underperforming tactics.

Over time, the company moves from fragmented actions to a repeatable strategy.
4.4. Exercise — Designing Your S.C.A.L.E. Strategy

Objective
Create a first version of an advanced digital marketing strategy for a specific product or line
of business.

Roles

Sponsor — Marketing director or business owner.

Strategy lead — Person coordinating the process.

Channel specialists — People responsible for search, social, email, content, etc.
Data analyst — Supports with measurement and insights.

Inputs

e Historical campaign performance data.
e Current customer segments and personas.
e Business objectives (revenue, leads, retention, brand metrics).

Time
e 1-2 working days, divided into short sessions.
Step-by-step

1. Segment — Identify 3—5 priority segments. Describe their goals, challenges and
decision processes.

2. Connect — Select primary channels and content types per segment.

3. Activate — For each segment, define at least one anchor campaign with a clear value
offer and CTA.

4. Learn — Define key metrics and the review rhythm (weekly, bi-weekly or monthly).

5. Expand — Decide criteria for scaling campaigns (for example, cost per opportunity,
conversion rate, engagement quality).
Deliverables

e A one-page S.C.A.L.E. strategy summary.
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e Initial campaign road-map for 90 days.
4.5. Template — Digital Strategy Opportunity Map

Impact Effort

Initiative (example) Priority Responsible Next milestone Date

a-5 (@a-5
Launch segmented Creative
LinkedIn campaigns for 5 3 High  Digital lead concepts 15/09
B2B CEOs approved

4.6. Checklist — Advanced Digital Strategy

o« | Customer segments are clearly defined and documented.

o« Channels and content formats are chosen intentionally for each segment.
o« I Campaigns have explicit objectives, KPIs and budgets.

o« I Tracking is set up across channels and touchpoints.

e ' Thereisa defined rhythm for reviewing performance and learning.

o | Decisions to scale, stop or adapt campaigns are based on data and insight.

4.7. Suggested KPIs — Strategy

Share of marketing budget allocated to integrated campaigns vs. isolated actions.
Number of priority segments with dedicated strategies.

Cost per qualified lead or opportunity by segment.

Conversion rate from marketing-generated leads to sales-accepted leads.

Return on ad spend (ROAS) per major channel.

JavierSimpleMan™
Collection: Irreplaceable in the Al Era™ — "Because leadership begins with you"



5. Subtopic 2 — Data for Precise Segmentation

5.1. Definition

Precise segmentation means grouping customers and prospects based on meaningful
differences that influence how they respond to your marketing. Data for segmentation can
include:

Demographics (industry, company size, location).

Firmographics (revenue, number of employees, growth stage).

Behavior (website activity, content consumption, product usage).
Psychographics (values, motivations, risk tolerance), when ethically and legally
collected.

The objective is to use data to allocate resources where they create more value.
5.2. Practical Framework — The D.A.T.A. Segmentation Cycle
Apply the D.A.T.A. cycle:

1. Discover
o Identify what data you already have and what you need.

2. Assemble
o Integrate data from different sources (CRM, analytics, surveys, social
platforms).
3. Tag

o Create categories and labels that reflect segments and behaviors.
4. Activate
o Use segments in campaigns, personalization and reporting.

5.3. Applied Example (caso hipotético)

A retail company collects basic customer data: name, email and city. They send the same
newsletter to everyone. Open rates are low and sales attributed to email are unclear.

Using the D.A.T.A. cycle:

e Discover — They realize they also have purchase history and product categories;
they decide to enrich profiles with engagement metrics.

e Assemble — They connect e-commerce data, email platform and analytics tools.

e Tag — They create segments: frequent buyers, high-value customers, dormant
customers and new subscribers, plus interests by category.

e Activate — They design distinct flows: reactivation campaigns for dormant
customers, VIP previews for high-value clients, welcome series for new subscribers.
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Within months, open rates and conversion significantly improve because messages
resonate better.

5.4. Exercise — Building Your Segmentation Blueprint

Objective
Define segmentation criteria and data requirements for one priority market.

Roles

Sponsor — Marketing or commercial director.

Data / analytics lead.

CRM specialist.

Sales representative or account manager — Provides field insights.

Inputs

e CRM exports and analytics reports.
e [Existing segment definitions (if any).
e Feedback from sales and customer service.

Time
e 4-6 hours.
Step-by-step

1. Define the strategic question: “For which types of customers do we most need
precise segmentation?”

2. List all data points currently available for those customers.

3. Decide which combination of criteria will define segments (for example, industry +
size + engagement level).

4. Design 3—7 segments that are actionable (you can treat them differently).

5. Identify missing data and ways to collect it ethically (forms, surveys, enrichment).

6. Agree on how segments will be used in campaigns and dashboards.

Deliverables

e Segmentation blueprint with definitions and data fields.
e Plan to clean, enrich and maintain data quality.
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5.5. Template — Segmentation Readiness Radar

Area / Data source Perceived level Actual level

(example) (1-5) (-5 CaP Action
CRM data Implement mandatory fields
4 2 2 :
completeness and data audits

5.6. Checklist — Data and Segmentation

e ' Wehave agreed segmentation criteria aligned with business objectives.
e | Datasources are identified, integrated and documented.

e ' Data quality (completeness, accuracy, freshness) is monitored.

o« I Segments are used consistently across channels and reports.

o« I There is a clear process for adding or adjusting segments.

o« I Data collection respects regulations and customer trust.

5.7. Suggested KPIs — Segmentation

e Percentage of contacts with complete key fields.

Number of campaigns using segment-specific messaging.

e Conversion rate differences between segments (awareness to lead, lead to
customer).

e Reduction of “generic” campaigns sent to the entire database.

e Incremental revenue or engagement associated with segmented campaigns
(hypothetical estimate if data is still limited).

JavierSimpleMan™
Collection: Irreplaceable in the Al Era™ — "Because leadership begins with you"



6. Subtopic 3 — Personalized Campaigns

6.1. Definition

Personalized campaigns adapt content, timing, channel and offers to the characteristics and
behavior of each segment or individual, within ethical limits. Personalization can range
from:

e Simple (name in email, product category preferences).
e Intermediate (dynamic content blocks by segment).
e Advanced (behavior-based triggers, recommendations, multi-step journeys).

The objective is to make every interaction feel relevant.
6.2. Practical Framework — The P.E.R.S.O.N.A. Ladder
Use the P.E.R.S.O.N.A. ladder to plan personalization:

Profile — Understand who the audience is.

Events — Track key behaviors (downloads, visits, interactions).
Rules — Define rules that trigger messages or offer variations.
Stories — Craft narratives that speak to motivations and contexts.
Orchestration — Coordinate across channels and time.

Nurture — Build relationships, not just one-off actions.

Analyze — Measure impact and refine.

Nk W=

6.3. Applied Example (caso hipotético)

A software company sends the same product update email to all customers. Many ignore it,
and some churn because they never adopted important features.

Using the P.E.R.S.O.N.A. ladder:

e Profile — Customers are grouped by industry, company size and role (technical vs.
business).

e Events — They track which features are used and which training resources are
accessed.

e Rules — If a customer has not used a key feature within 30 days, a guided activation

sequence is triggered.

Stories — Messages include scenarios and benefits tailored to each industry.

Orchestration — Email, in-app messages and webinars are coordinated.

Nurture — Ongoing value content is provided, not only upsell offers.

Analyze — They measure adoption, satisfaction and churn by segment.

As a result, feature adoption and renewal rates increase, strengthening market presence
through loyal advocates.
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6.4. Exercise — Designing a Personalized Campaign Journey

Objective
Design one end-to-end personalized campaign for a priority segment.

Roles

Sponsor — Product or marketing owner.
Campaign manager.

Content strategist.

Marketing operations / automation specialist.

Inputs

e Segmentation blueprint (from Subtopic 2).
e (Customer journey maps.
e Existing creative assets.

Time
e 12 weeks from design to launch.
Step-by-step

1. Select a target segment and define a specific objective (for example, demo requests,
trial activation, cross-sell).

Map the journey from first contact to desired action, including touchpoints.

Identify personalization opportunities at each step (message, offer, channel, timing).
Configure rules and triggers in your automation tools.

Launch a pilot with limited volume to test assumptions.

Monitor results, adjust content and expand.

ISANRANE e

Deliverables

e Journey diagram with personalization rules.
e (Campaign configuration and content plan.
e Post-launch report with learnings.

6.5. Template — Personalization Readiness Checklist

Item (example) Scale (1-5) Observations
We have clear objectives for personalization.
We know which data fields are required per campaign.
Our tools can support dynamic content and triggers.
Governance is in place to avoid intrusive practices.

JavierSimpleMan™
Collection: Irreplaceable in the Al Era™ — "Because leadership begins with you"



Item (example) Scale (1-5) Observations
We measure the incremental impact of personalization.

6.6. Checklist — Personalized Campaigns

o« I Personalization is linked to customer value, not only to novelty.
e | Rulesand triggers are documented and understandable.

o« | Content reflects customer language, context and pain points.

o« | Frequency is controlled to avoid fatigue.

o« | Experiments (A/B tests) are regularly run and analyzed.

o« | Ethical and legal limits are explicitly respected.

6.7. Suggested KPIs — Personalization

Uplift in open and click-through rates for personalized vs. generic campaigns.
Conversion rates per personalized journey step.

Time-to-conversion for personalized flows vs. control groups.

Customer satisfaction or NPS after personalized experiences (where applicable).
Revenue or retention attributed to personalized campaigns.
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7. Subtopic 4 — Positioning in Search Engines and Social
Networks

7.1. Definition

Positioning in search engines and social networks means appearing prominently and
consistently when your target audience searches, scrolls, asks questions or consumes
content relevant to your domain.

It combines:

Organic search optimization (SEO).

Paid search and social advertising (SEM, social ads).
Content strategy (articles, videos, posts, guides).
Community engagement and reputation management.

7.2. Practical Framework — The R.A.N.K. Approach
Use the R.A.N.K. approach:

1. Research
o Understand keywords, topics and conversations your audience cares about.
2. Architect
o Structure your web and content assets around those topics.
3. Nurture
o Publish and distribute content consistently; engage in ongoing dialogue.
4. Kick-start
o Use paid campaigns and partnerships to accelerate visibility where needed.

7.3. Applied Example (caso hipotético)

A professional services firm has an informative website, but they receive very little organic
traffic. Most leads arrive through referrals, limiting growth.

By applying R.A.N.K.:

e Research — They analyze search trends and discover that potential clients look for
practical guides and checklists related to compliance and risk.

e Architect — They restructure their website into thematic hubs, each addressing a
key topic, and optimize metadata.

e Nurture — Consultants contribute articles, case-based posts and short videos on
social media.

o Kick-start — Targeted search and social campaigns promote the most valuable
content to decision-makers.
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Within months, organic traffic increases and the firm becomes a reference point in relevant
online conversations.

7.4. Exercise — Building Your R.A.N.K. Blueprint

Objective
Define a search and social positioning plan for a specific market.

Roles

Sponsor — Marketing or communications director.
SEO / SEM specialist.

Content lead.

Community or social media manager.

Inputs

e Current rankings and analytics.
e List of competitors and aspirational benchmarks.
e Editorial calendar and content inventory.

Time
e 2-3 weeks to design, then ongoing execution.
Step-by-step

1. Research priority topics and keywords, considering both search volume and
strategic relevance.

2. Map existing content to those topics and identify gaps.

3. Decide which content formats will be used for each topic (articles, guides, videos,
webinars).

4. Define organic SEO actions (technical, on-page, off-page).

5. Design initial paid search and social campaigns to support core content.

6. Establish a publishing and engagement cadence.

Deliverables
e Topic and keyword map.

e Content and campaign calendar for 90 days.
e SEO and social action list.
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7.5. Template — Search and Social Positioning Matrix

Topic / Search intent

Keyword (informational / Main. asse? (page, Organic Pa.id /
(example) transactional) guide, video) actions promotion plan
Digital risk ' Downloadable .Optlmlze. page, Pyomote on
assessment Informational checklist + article internal links, LinkedIn to risk
checklist” schema managers

7.6. Checklist — Search and Social Positioning

o« | Priority topics and keywords are documented and updated.

e | The website structure reflects topic clusters, not only product lists.

e | Contentis optimized for humans and algorithms (clarity, speed, relevance).
e | Social media presence is consistent with brand voice and value.

o | Paid campaigns support strategic topics, not only occasional promotions.

o« I Reputation is monitored and managed across platforms.

7.7. Suggested KPIs — Positioning

Organic search traffic to priority pages.

Rankings for selected keywords.

Engagement rate and reach on key social networks.

Click-through rate and cost per click for paid campaigns.

Volume and quality of leads originating from search and social channels.
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8. Subtopic 5 — Expansion into New Niches

8.1. Definition

Expanding into new niches means discovering and serving specific segments where your
value proposition can be highly relevant, even if the market size is smaller.

Niches may be defined by:

Industry or sub-industry.

Use cases or applications.

Geography or language.

Organizational maturity or technology stack.

The objective is to create strong presence in well-chosen micro-markets, generating
profitable growth and learning.

8.2. Practical Framework — The N.I.C.H.E. Expansion Map

Apply the N.I.C.H.E. map:

1. Need
o Identify unmet or poorly served needs.
2. Insight

o Understand the context, language and constraints of the niche.
3. Capability

o Evaluate whether your organization can truly serve that niche.
4. Hypothesis

o Formulate a focused proposition and testable assumptions.
5. Experiment

o Launch small, controlled experiments before large investments.

8.3. Applied Example (caso hipotético)

A SaaS company that serves a wide range of businesses notices a handful of clients in the
non-profit sector using the product in a very specific way. Historically, they have not
treated this sector as a priority.

Using the N.I.C.H.E. map:

e Need — They discover that non-profits struggle with donor management and
reporting.

e Insight — Interviews show that they value transparency, affordability and support in
grant reporting.

e Capability — The existing product already covers 70% of their needs; minor
adaptations and specialized onboarding could close the gap.
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e Hypothesis — “If we create a tailored package and content for non-profits, we can
become a preferred solution in this segment.”

e Experiment — They launch a pilot offer, targeted campaigns and dedicated webinars
for a small set of non-profits.

The pilot confirms strong traction, leading to a new, focused line of business.
8.4. Exercise — Designing Your Niche Expansion Pilot

Objective
Identify and design an experiment for at least one potential niche.

Roles

Sponsor — Growth or strategy leader.
Market researcher.

Product lead.

Sales / partnerships representative.

Inputs
e Existing customer data (sector, use cases).
e Market research and trend analyses.
e Feedback from front-line teams.
Time
e 3-6 weeks from exploration to first pilot.

Step-by-step

1. Review your customer base and identify clusters with distinctive needs or
behaviors.

2. Shortlist 2-3 potential niches based on size, accessibility and strategic fit.

3. For each niche, outline needs, competitors and potential value proposition.

4. Select one niche to pilot.

5. Design a minimal viable offer: pricing, messaging, channel tactics.

6. Launch and monitor results closely; capture qualitative feedback.
Deliverables

e Niche expansion canvas for the chosen segment.
e Pilot offer description and campaign plan.
e Evaluation report and decision on scaling.
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8.5. Template — Niche Impact Map

Niche / project Impact on brand Emotional /  Support strategy

(example) and revenue reputational (research, Responsible
risk partners, etc.)
Non-profit High — strong Medium — must Partner with Growth lead +
digital reporting differentiation, ¢ missi known foundation; duct
solution recurring fees Fespect MISSION — yedicated cSM PTOCMC

8.6. Checklist — Expansion into Niches

e | Potential niches are identified using real data, not only intuition.
e | Thereis clarity on needs, language and constraints of the niche.
o« I Capabilities and gaps are honestly evaluated.

e | Small experiments are conducted before scaling investments.

o« Learning from each niche is documented and shared.

o« I Ethical, regulatory and reputational aspects are considered.

8.7. Suggested KPIs — Niche Expansion

Number of active niche pilots and their performance.

Revenue and margin generated by niche segments.

Time from hypothesis to pilot launch.

Percentage of pilots that evolve into stable offerings.

Brand awareness or share of voice within target niches (where measurable).

JavierSimpleMan™
Collection: Irreplaceable in the Al Era™ — "Because leadership begins with you"



9. Global Templates and Tools

9.1. Impact x Effort Prioritization Rubric
Use this rubric to prioritize marketing initiatives.

Impact Effort

Initiative (example) Priority Responsible Next milestone Date

a5 @a-5
Implement . First segment
segmentation-based 5 3 High Marke.t e journey 30/09
. operations
email flows configured
9.2. RACI Matrix for Market Presence Program
Activity (example) R A C I Deliverable Date
Define overall Proeram Sales director, Executive Strategy
market presence & CMO Product, . document 15/10
lead . committee
strategy Finance approved
9.3. Market Presence KPI Board
KPI .. .
Definition Target Baseline Frequency Owner Data source
(example)
Composite of Brand
Market awarcness, Marketing tracking +
presence consideration and 80/100 60/100 Quarterly g tracking
. lead digital
index share-of-search .
.y analytics
indicators
9.4. Human—Cultural Risk Map (Marketing Context)
. Probability Impact e
Risk (example) (H/M/L)  (H/M/L) Mitigation Owner Status
M1sallgnment b@tween Involve operations CMO + In
marketing promise and H H and customer
. . . COO  progress
delivery success in planning
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9.5. 30—-60-90 Day Plan for Market Presence

Objective

Horizon Actions Responsible Indicators  Deliverable
(example)
Build shared Run diagnostics, Diagnostic
. . Market
understanding of  analyze data, = Marketing  completed;

30 days . . . presence
current market share insights  director key issues baseline report
presence with leadership identified p
Launch pilots in Tmp lqment Pilots running; .

. exercises from . . =’ Pilot charters

60 days segmentation and . Growth team initial metrics

.. Subtopics 2 and . and dashboards
personalization 3 monitored
Strengthen Apply Improved 90-day review
90 davs positioning and  frameworks Cross-functio KPIs; niche  and updated
Y explore at least one from Subtopics nal squad pilot defined strategic
new niche 4 and 5 and launched roadmap

JavierSimpleMan™
Collection: Irreplaceable in the Al Era™ — "Because leadership begins with you"



10. Summary and Next Steps

10.1. Integrated View

Increasing presence in the market requires a systemic approach:

Nk WD =

Advanced digital strategies give direction and coherence.

Precise segmentation makes sure efforts focus on the right audiences.
Personalized campaigns translate knowledge into relevant experiences.

Strong positioning in search and social ensures you are visible where it matters.
Niche expansion unlocks new sources of growth and learning.

These elements reinforce one another. Data from segmentation feeds personalization;
content created for positioning supports campaigns; insights from niches reveal new

opportunities or threats.

10.2. Next Steps Checklist

Next step (example) Responsible
Complete self-assessment ~ Marketing
from Section 11 leadership
Design a S.C.A.L.E. strategy
for one core product line Strategy lead
Implement segmentation
blueprint and adjust CRM Data / CRM

lead
fields
Launch one personalized Campaign
campaign journey manager

Prepare a 90-day content and
positioning plan for one
market

Content lead

Deadline Status

15/09

30/09

31/10

15/11

30/11

Observations
Use results to prioritize
two subtopics for pilots.
Coordinate with sales and

Planned product teams.

Planned

Begin with 3-5 key

Planned
segments.

Monitor closely and

Planned .
document learnings.

Combine organic and

Planned paid tactics.
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11. Self-Assessment — Market Presence Maturity
Score each statement from 1 to 5:

1 = Strongly disagree

2 = Disagree

3 = Neither agree nor disagree
4 = Agree

5 = Strongly agree

We have a clear, documented digital marketing strategy connected to business goals.

Our customer segments are well defined and understood across teams.

Data needed for segmentation is available, reliable and updated.

We design campaigns specifically for different segments or personas.

Personalization is used in a purposeful and measurable way.

Our website and content are structured around priority topics and keywords.

We appear consistently in relevant search results and social conversations.

Marketing, sales and product teams collaborate on key campaigns.

We regularly test and optimize our campaigns based on data.

10. We have identified at least one potential niche for expansion.

11. Experiments in new niches are planned or in progress.

12. Our dashboards provide a coherent view of market presence across channels.

13. We have processes to manage human-cultural risks (for example, misaligned
promises).

14. Teams have the skills and tools needed to execute advanced digital tactics.

15. We have a 90-day roadmap to improve market presence.

WX h LD —

11.1. Scoring Method

1. Add all scores to obtain a total between 15 and 75.
2. Divide the total by 15 to get an average score between 1.0 and 5.0.

11.2. Interpretation and Recommendations

e 1.0 - 2.5: Initial stage
o Efforts are reactive and fragmented.
o Recommendation: focus on clarifying strategy (Subtopic 1) and defining
basic segments (Subtopic 2). Start with one or two quick-win campaigns.
e 2.6 —3.8: Developing stage
o Some capabilities exist, but they are not fully integrated.
o Recommendation: strengthen data quality and personalization, connect
content and campaigns across channels, and start exploring one new niche.
3.9 — 5.0: Strategic stage
o Market presence is becoming a true competitive advantage.
o Recommendation: scale experimentation, deepen niche strategies and invest
in continuous upskilling of teams.
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12. Glossary — 15 Key Terms for Market Presence

l.

2.

10.

11.

12.

13.

14.

15.

Market Presence

Perceived visibility and relevance of a brand within its target markets.
Segmentation

Process of dividing customers into groups with shared characteristics that influence
their behavior.

Persona

Semi-fictional representation of a segment, capturing goals, challenges and context.
Customer Journey

Sequence of stages and interactions through which a customer moves from
awareness to loyalty.

Lead

Contact who has shown interest and provided enough information to be considered
a potential customer.

Conversion

Desired action taken by a user (for example, filling a form, requesting a demo,
completing a purchase).

Attribution

Method used to assign credit for conversions to different marketing touchpoints.
Marketing Automation

Use of software to design, execute and measure multi-step campaigns with rules and
triggers.

SEO (Search Engine Optimization)

Practices aimed at improving visibility of web pages in organic search results.
SEM (Search Engine Marketing)

Paid advertising in search engines to appear for specific keywords or audiences.
Retargeting / Remarketing

Practice of showing ads to people who previously interacted with your brand.
Lookalike Audience

Group of users that share characteristics with an existing segment, used for
expansion.

Content Hub

Cluster of related content pieces that position a brand as a reference on a specific
topic.

Account-Based Marketing (ABM)

Strategy focused on specific high-value accounts, with personalized campaigns and
coordination with sales.

Niche Market

Specific, well-defined segment with unique needs that can be served by a focused
value proposition.
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Final Note of Gratitude

Thank you for dedicating time and focus to this material. Each concept and tool here was
designed to provide clarity and strategic vision.

The fact that you are here—investing in yourself and your organization—is proof of
leadership commitment.

Remember: true impact comes not only from learning but from applying and sharing it.
May this guide support wiser decisions, deeper conversations, and more meaningful
transformations.

Reference to the HBT PORTAL™

The place where each week you will find:

. Practical ebooks.
« {3 Podcast summaries on Spotify.
« ¥, Videos on YouTube.

All designed to connect innovation with the human.

% HBT PORTAL™
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https://sites.google.com/view/javiersimpleman/bp4_recursos_en
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