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 of the Ebook

Theme: Engaging with Social Causes and Corporate Responsibility
This guide focuses on five key dimensions:

Projects aligned with the company.
Associated foundations.

Social impact programs.

Strategic alliances.

Measurement of social impact.

M

Each dimension is explored from your perspective as a spiritual leader, coach or therapist
who wants to enter or deepen collaboration with organizations.

3. Initial Sections

3.1 Why engaging with social causes is strategic
When you connect your work with social causes and CSR:

e You amplify your impact from individuals to systems.
e You help organizations transform their culture, not only their image.
® You access sustainable funding and visibility while staying aligned with your

purpose.

You are no longer “an external supplier of workshops”. You become a strategic ally in the
company’s contribution to society.

3.2 Purpose of this guide — Five objectives
This ebook has five concrete objectives:

1. Clarify how to align social projects with a company’s identity, strategy and values.
Provide maps and tools to identify and collaborate with associated foundations.

3. Guide you in designing social impact programs that connect your methods with
organizational resources.

4. Show you how to build strategic alliances that integrate multiple actors
(companies, NGOs, communities, public sector).

5. Help you measure and communicate impact in a language that both leaders and
communities understand.
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3.3 How to navigate this ebook

e If you are starting, read everything in order; each chapter builds on the previous
one.

e Ifyou already collaborate with companies, go directly to the chapters where you
feel weaker (alliances, measurement, etc.).

e Use the exercises as workshop agendas with your team or partners.
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4. Subtopic 1 — Projects Aligned with the Company

4.1 Definition
Aligned projects are social initiatives where:

e The cause resonates with your own purpose and the company’s purpose.

e The format fits the company’s strengths (technology, logistics, people, knowledge).

e The benefits are mutual: communities receive real support; the organization grows
in culture, brand and innovation.

When alignment is missing, projects feel forced, short-lived or purely cosmetic. When
alignment is strong, they are sustainable, inspiring and easier to fund.

4.2 Practical framework — The ALIGN Model
Use the ALIGN model to frame conversations with potential corporate partners:

e A — Aspiration. What is the deep aspiration of the company and of your work?

e L - Link to strategy. How does the project support key business and people
priorities?

e [ - Integration with operations. How can regular business activities reinforce the
project?

e G - Governance. Who decides, who executes, who supports?

e N — Nurturing culture. How will the project feed the internal culture and vice
versa?

Aspiration
Ask leaders:

e “What kind of legacy do you want this organization to leave in the community?”
e “Which social issues genuinely move you?”

Share your own aspiration, using real stories rather than abstract concepts.
Link to strategy

Connect the project to:

Talent retention and attraction.

Market positioning.

Innovation and learning.
Risk management and reputation.
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Integration with operations

Examples:
e Using company facilities to host community programs.
e [Leveraging internal digital platforms to deliver educational content.
e Involving employees as mentors or volunteers.

Governance

Clarify:

Sponsor (executive).

Project owner (operational leader).

Support areas (HR, Communications, Finance).
Decision rights and approval flows.

Nurturing culture

Design rituals, storytelling spaces and recognition mechanisms so the project does not live
“outside” the company’s culture.

4.3 Hypothetical case
Hypothetical case

A group of therapists wants to work with a logistics company that operates in regions with
high social vulnerability. The therapists propose a project to strengthen emotional resilience
among adolescents in those communities.

Using the ALIGN model:

e Aspiration: the company wants to be recognized as a generator of opportunities in
the territories where it operates. The therapists seek to prevent mental health crises
in youth.

e Link to strategy: the company needs a stronger employer brand and more stable
relationships with local communities to reduce operational conflicts.

e Integration: volunteers from the company participate as “career role models” in
group sessions. Some warehouses are used as safe spaces for workshops after
working hours.

e Governance: HR sponsors, the CSR manager coordinates, therapists design content
and facilitate sessions.

e Nurturing culture: stories from participants are shared (with consent) in town halls
and internal channels, connecting employees with the project.

The project becomes part of the company’s identity rather than a one-time donation.

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



4.4 Exercise — Alignment Workshop with a Corporate Partner

Objective
Co-create the first version of an aligned project with a potential or existing company.

Suggested duration
2-3 hours.

Roles

e Lead coach/therapist (facilitator).

e Corporate sponsor (executive or HR/CSR leader).

e 3-6 key stakeholders (operations, communications, employees with interest in the
cause).

e Company purpose statement and strategic priorities.
e Your own portfolio of social causes and methodologies.

1. Share aspirations (30 minutes)
o Everyone answers: “What social issue moves me personally and why?”
2. Map strategic links (40 minutes)
o Identify where social causes intersect with business strategy (markets,
people, operations).
3. Brainstorm project ideas (30 minutes)
o Generate 3—5 possible initiatives; select one with the highest mutual energy.
4. Sketch ALIGN dimensions (40—-60 minutes)
o Fill a simple canvas covering aspiration, link, integration, governance and
culture.
5. Define next steps (10-20 minutes)
o Name a small design team and schedule a follow-up session.

Deliverable
“Aligned Project Concept Note — Version 1.
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4.5 Template — Project—Company Alignment Matrix

Company Employee

Projectidea  strategic resonance Community — Overall fit  Comments /

priority (1-5) benefit (1-5) (1-5) next step
Emotional  Strengthen 5- . .
Resilience  employer Employees Z d—dzgseecsﬂy Zh_ Erf;; " {d)eetZiellscg
Circles for ~ brand and feel proud and g ’
youth in community  many are mental health candlqate for p'ropo.sal and
logistics relations in key willing to risks and lack  flagship . p 119‘[ in two
corridors. regions. volunteer. of support. partnership.  regions.

4.6 Checklist — Are We Really Aligned?

[] The cause is genuinely meaningful both to you and to company leaders.

[] The project reinforces, rather than distracts from, key strategic priorities.

[] There are clear roles and decision-making structures.

[] Regular business operations can support the project (facilities, expertise, data,
networks).

e [ Employees understand the “why”” and have opportunities to participate.

4.7 Suggested KPIs — Alignment and Integration

Percentage of social projects explicitly linked to at least one strategic objective.
Number of employees participating in aligned initiatives.

Leadership satisfaction with relevance of projects (survey score).

Community perception of the company before and after initiatives (qualitative
and/or survey).
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5. Subtopic 2 — Associated Foundations

5.1 Definition

Associated foundations are organizations with which a company chooses to build stable,
trust-based relationships around shared causes.

As a coach or spiritual leader, you can:

e C(Collaborate with those foundations as a specialist provider.

e Help companies select foundations that match their values.

e (Co-design initiatives where your methods and the foundation’s expertise reinforce
each other.

5.2 Practical framework — The FOUND Method
Use the FOUND method to explore and design relationships with foundations:

F — Fit with cause and values.

O - Organizational complementarity.
U — Use of resources.

N — Network effects.

D — Due diligence and trust.

Fit with cause and values
Look for foundations that work on causes connected to:

e Inner development (mental health, education, peace-building).
e Vulnerable groups you care about (youth, caregivers, communities in transition).

Check whether their communication and practices resonate with your ethical standards.
Organizational complementarity

Ask:

e What can the foundation do that you or the company cannot?
e Where do your methodologies add depth to their interventions?

Use of resources
Design relationships where:

e The company provides stable funding, infrastructure and volunteers.
e The foundation contributes field experience and community networks.
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e You contribute transformational content, facilitation and supervision.
Network effects

Good foundations are often connectors: they bring you closer to schools, communities,
public agencies or other NGOs.

Due diligence and trust
Even if your call is spiritual, you need to verify:

e Governance quality.
e Financial transparency.
e History of impact and reputation.

5.3 Hypothetical case
Hypothetical case

A group of mindfulness facilitators wants to expand their work beyond individual clients. A
large retail company they know supports a foundation that works with women
entrepreneurs in low-income neighborhoods.

Using the FOUND method:

e They confirm fit: both care about empowerment, wellbeing and economic dignity.

e They see organizational complementarity: the foundation knows the
communities; the company offers funding, logistics and mentors; the facilitators
bring emotional tools.

e They design use of resources: a three-cycle program combining business skills,
inner work and peer support circles.

e They leverage network effects: local universities contribute coaching; municipal
offices help with venues.

e They complete due diligence with legal and finance teams to ensure compliance.

The result is a tri-partite partnership where everyone contributes unique strengths.
5.4 Exercise — Mapping Potential Foundation Partners

Objective

Identify and prioritise foundations that could become key allies for your work with
companies.

Duration

60—90 minutes.
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Roles

® You (or your team) as lead facilitator.
e (SR or Sustainability manager from the company (if doing this together).
e Optional: one representative from an existing foundation.

Inputs

e List of foundations already connected to the company.
e Your own network of NGOs, community groups or faith-based organizations.

Steps

1. Brainstorm list (20 minutes)
o Collect names and brief descriptions of potential foundations.
2. Assess fit and complementarity (30 minutes)
o Use simple 1-5 scores for cause alignment and complementarity.
3. Discuss risks and trust (20-30 minutes)
o Identify any red flags or knowledge gaps.
4. Prioritise top 3 (10—15 minutes)
o Decide which ones merit deeper exploratory conversations.

Deliverable
“Foundation Opportunities Matrix”.

5.5 Template — Foundation Alignment Table

Alignment Alignment

. . . Type of
Foundation Main cause / with with your relationship Key next step
focus company  approach envisioned
(1-5) (1-5)
Emotional 4 —The . Strateglg . Arrange
. 5 —Directly partner: joint
w ) ,» wellbeing company ) exploratory
Inner Bridges . . connected to design of . .
. and life skills already works . . meeting with
Foundation . . your inner  wellbeing
. for youth in  with schools CSR manager
(hypothetical). . ork programs .
vulnerable  in those and foundation
. approach.  funded by the .
areas. regions. director.
company.

5.6 Checklist — Healthy Relationships with Associated Foundations

e [ The foundation’s cause and methods resonate with your ethics and the
company’s values.

e [ Roles, expectations and boundaries are clearly documented.

e [ ] Communication is transparent, including on finances and risks.
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e [] Community voices are present in planning and evaluation.
e [ The relationship is reviewed at least annually, with space to renegotiate.

5.7 Suggested KPIs — Associated Foundations

Number of strategic foundations associated with the company.

Percentage of social investment channelled through those foundations.
Joint initiatives implemented per year.

Satisfaction of community stakeholders with the collaboration (surveys or
interviews).
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6. Subtopic 3 — Social Impact Programs

6.1 Definition

A social impact program is a structured set of activities designed to generate explicit
outcomes for a defined population over a given period.

For you, this means going beyond isolated workshops to:

e Design clear journeys for participants.

e Combine inner work with practical skills or resources.

e Align evaluation and reporting with organizational expectations.
6.2 Practical framework — The PROGRAM Canvas
Use the PROGRAM canvas:

e P - Problem. What human and social problem are we addressing?

e R — Results. What outcomes do we seek for participants, communities and the
organization?

e O - Offer. What experiences, tools and spaces do we provide?

e G - Governance. Who leads, supports and funds the program?

e R — Resources. Budget, people, infrastructure, technology.

e A — Activities. Sequence of actions over time.

e M — Measurement. How will we know if the program is working?

Problem and results

Formulate the problem in human terms (“caregivers are exhausted and isolated”) rather
than only in statistics. Define results such as:

e Increased emotional regulation skills.

e Stronger support networks.

e Higher retention or performance indicators for the company.
Offer and activities
Design experiences that combine:

e Group processes (circles, workshops, retreats).

e One-to-one support (coaching, therapy, mentoring).
e Digital or hybrid components where appropriate.
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6.3 Hypothetical case
Hypothetical case

A coaching collective designs a social impact program with a multinational company to
support community leaders in regions where the company operates.

Using the PROGRAM canvas:

e Problem: community leaders face burnout, conflict and scarce resources.

e Results: improved emotional resilience, better collaboration between leaders, and
reduced conflicts affecting company operations.

e Offer: a 9-month journey including retreats, online circles and practical labs on

dialogue and conflict transformation.

Governance: CSR and HR co-sponsor; local NGOs help recruit participants.

Resources: corporate funding, facilitators, local venues and digital platforms.

Activities: monthly modules with clear themes; peer groups between modules.

Measurement: pre- and post- assessments on wellbeing, collaboration and conflict

indicators.

6.4 Exercise — Designing Your First Social Impact Program

Objective
Create a draft design of a social impact program you can propose to a company.

Duration
2-3 hours.

Roles

e You (lead designer).
e One or two colleagues (co-designers).
e Optional: someone from a company or foundation, as a “friendly critic”.

Inputs

e Your expertise and methods.
e Understanding of a specific community or issue.

Steps

1. Clarify the problem and participants (40 minutes)
o Who are they? What pain points do they live? What would transformation
mean for them?
2. Define results at three levels (40 minutes)
o Individual, community and organizational.
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3. OQOutline the journey (40—60 minutes)

o Key modules, duration, formats, rhythm.
4. Sketch governance and resources (20 minutes)

o Sponsors, facilitators, partners, required budget.
5. List initial indicators (20 minutes)

Deliverable
“Social Impact Program — Draft Concept”.

6.5 Template — Program Design Table

Program Target pll'\(/)llz)‘ll:m Key o.u.tcomes Key ou.tcomes Duration
name population addressed (participants) (organization) & format
Increased Fewer gi;?l(gégl
Community emptuonal community program
“Inner Leaders leaders in Burnout, lack resilience, better conflicts with
in the . ... of skills for  conflict affecting
.., regions with . . .o retreats,
Commum'ty high social dialogue, Weak navigation, operations; monthly
(hypothetical). tension collaboration. stronger peer  stronger circles and
’ support reputation as a digital
networks. partner. support.

6.6 Checklist — From Activities to True Programs

[ The program addresses a clearly formulated human and social problem.
[J Outcomes are defined at individual, community and organizational levels.
[ There is a coherent journey, not just isolated sessions.

[J Governance and resources are realistic and documented.

[] Measurement is embedded from the start, not added at the end.

6.7 Suggested KPIs — Social Impact Programs

e Number of participants completing the full journey.

Improvement in wellbeing, skills or behaviours (pre-/post- assessments).

e Organizational indicators affected (retention, absenteeism, conflict incidents, etc.,
when relevant).

e Satisfaction levels among participants and sponsors.
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7. Subtopic 4 — Strategic Alliances

7.1 Definition

Strategic alliances are long-term collaborations between multiple actors (companies,
foundations, NGOs, public sector, academia, communities) around shared causes.

For you, alliances are the key to:

e Scaling your impact beyond what your team alone can sustain.
e Accessing new capabilities, territories and resources.
e Participating in systemic change rather than isolated interventions.

7.2 Practical framework — The BRIDGE Strategy
Use the BRIDGE strategy to design or evaluate alliances:

e B — Big picture. What system are we trying to influence (education, health,
employment, justice)?

e R —Roles. Who brings what capabilities and responsibilities?

e I - Integration. How do initiatives and resources connect, rather than overlap?

e D — Decision-making. How are decisions made, conflicts handled and power
balanced?

e G - Governance & backbone. Which organization or structure coordinates the
alliance?

e E — Evolution. How will the alliance learn and adapt over time?

Big picture

Start by naming the system and the leverage points you want to influence. For example:
e Emotional wellbeing in schools.
e Reintegration of formerly incarcerated people.

e Mental health of caregivers in healthcare systems.

Roles and integration

Clarify who:
e Provides funding.
e Offers on-the-ground implementation.
e Brings expertise in inner work and culture (you).
e Connects with public policy or academia.
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7.3 Hypothetical case
Hypothetical case

In a large city, increasing youth violence concerns communities and organizations. A coach
collective joins forces with a telecommunications company, a youth foundation, local
schools and the municipal government.

Using the BRIDGE strategy:

e They define the big picture: prevent youth violence by building emotional skills
and opportunities.

e They clarify roles: the company funds digital infrastructure and mentorship; the
foundation manages community work; coaches design inner development curricula;
schools provide space and inclusion of the program in schedules; the municipality
supports policy alignment.

e They ensure integration: projects share a common framework and calendar.

They create decision-making structures: a steering committee and working groups.

e A neutral NGO acts as backbone organization, coordinating and managing
information.

e They plan for evolution, with annual learning retreats and external evaluations.

7.4 Exercise — Designing Your Alliance Map

Objective
Identify potential alliance partners for one key cause and sketch a first alliance design.

Duration
90—-120 minutes.

Roles

e You/ your team.
e If possible, one representative from a company and one from a foundation or NGO.

Inputs
e A clearly defined cause or system you want to influence.
Steps
1. Describe the system (30 minutes)
o Actors, current initiatives, gaps, power dynamics.
2. List potential partners (30 minutes)

o Companies, NGOs, public agencies, community groups, universities.
3. Assign roles (20-30 minutes)
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o Who could fund, implement, convene, research, communicate?
4. Outline governance (20-30 minutes)

o Steering committee, working groups, coordination entity.
5. Define first joint step (10-20 minutes)

o A pilot project, a public declaration, a shared learning event.

Deliverable
“Alliance Concept Map”.

7.5 Template — Alliance Partner Mapping

Type Unique Expected Level of col:lltl;lsctt /
Partner (company/NGQO/public/ot contributi benefit <ngageme
her) on nt (1-5) action
Stronger
Funding brand, Schedule
Telecommunicati technolo’gy talent 5- explora}tor
on company Company. platforms engagemen Strategic y meeting
: ' > t, reduced with CSR
(hypothetical). employee c,on Aictin Ay and HR
mentors. communiti directors.
es.

7.6 Checklist — Building Strategic, Not Cosmetic, Alliances

[] The alliance addresses a clearly defined system and leverage points.
[J Roles and contributions of each actor are explicit and complementary.
[1 Governance and decision-making structures are transparent.

L] There is a backbone or coordination mechanism.

(1 Evaluation and learning spaces are planned from the start.

7.7 Suggested KPIs — Alliances

Number of active strategic alliances around key causes.

Diversity of actors involved (sectors, geographies, disciplines).

Joint initiatives implemented and scaled.

System-level indicators (for example, school dropout, community conflict) when
feasible.
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8. Subtopic 5 — Measurement of Social Impact

8.1 Definition

Measuring social impact means documenting how people and systems change as a result
of your initiatives, and communicating this evidence in a clear, honest way.

For you, this is not about reducing human transformation to numbers, but about:

e Protecting the dignity of your work in conversations with finance and strategy.
e Learning what truly works and what needs adjustment.
e Building trust with communities, partners and funders.

8.2 Practical framework — The HEART Metrics
Use HEART as a guiding acronym:

e H - Human outcomes. Changes in wellbeing, skills, relationships, sense of
meaning.

E — Engagement. Participation, consistency and quality of involvement.

A — Access & inclusion. Who can reach the program and who cannot.

R — Resilience of change. Sustainability of outcomes over time.

T — Transformation of systems. Shifts in policies, culture or practices.

Combine HEART with a simple cycle:

Define what you want to measure.

Decide how to collect data (surveys, interviews, observation, administrative data).
Analyse together with partners.

Communicate insights in simple language.

Adjust programs accordingly.

M

8.3 Hypothetical case
Hypothetical case

A coaching-based program supports female entrepreneurs from vulnerable communities
with inner work, business mentoring and small grants.

Applying HEART:

e Human outcomes: participants report higher self-confidence and emotional
regulation.

e Engagement: attendance to sessions, completion of tasks, peer support meetings.

e Access & inclusion: monitoring who participates (age, location, disabilities) and
removing barriers identified.
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e Resilience: follow-up at 6 and 12 months to see if practices and businesses are still
active.

e Transformation of systems: local financial institutions start adapting loan products
based on program learnings.

8.4 Exercise — Designing an Impact Measurement Plan

Objective
Create a basic but robust plan to measure and communicate impact of one program or
alliance.

Duration
90 minutes.

Roles

e Program lead (you or partner).
e Data / monitoring person from company or foundation (if available).
e Representative of participants or community.

Inputs
e Description of the program, including objectives and activities.
Steps

1. Clarify desired HEART dimensions (20-30 minutes)
o Decide which outcomes are most critical now.
2. Select indicators (30 minutes)
o For each dimension, define 1-3 indicators.
3. Define methods and responsibilities (20 minutes)
o Who collects which data, how and when.
4. Plan communication (10-20 minutes)
o Internal and external audiences, formats (reports, videos, circles,
infographics).

Deliverable
“Social Impact Measurement Plan”.
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8.5 Template — Impact Measurement Dashboard

e . HEART Indicato Baselin Frequenc  Data Ma“.l .
Initiative dimensio Target communicatio
r y owner
n n format
Average
increase
“Inner n +2 Pre- and Short report +
. self-repo . Program .
Leaders in points 5.8 post- storytelling
Human rted .
the outcomes. emotiona V™ average program + coordinator video shared
Community ' ) baseline at start. 6-month internally and
program. resilience follow-up. with partners.
(1-10
scale).

8.6 Checklist — Measuring with Integrity

e [ Indicators are connected to real human experiences, not only to marketing
narratives.

[ Participants understand why data is collected and how it will be used.

[1 Quantitative data is complemented with stories and qualitative insights.

L] Reports include both successes and limitations.

[1 Learnings from measurement are used to adjust programs and alliances.

8.7 Suggested KPIs — Impact Measurement

Percentage of programs with an explicit measurement plan.
Timeliness of reporting to partners and communities.

Level of satisfaction of stakeholders with transparency (survey).
Number of program improvements triggered by evidence.
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9. Global Templates and Tools

In addition to the specific tables in each subtopic, these global tools will help you manage
your overall portfolio of social initiatives.

9.1 Impact x Effort Prioritisation Rubric
Use this rubric to decide which initiatives to start, scale, maintain or close.

Impact Next

Initiative (1-5) Effort (1-5) Priority  Responsible milestone Date
“Inner gtzong 4 — Requires CSR Approve
Iéz?gre;zlﬁ tEe multi-le cross-sector Hrlfhre:s:ji(\:/aelle Director + f;?jvrés;%lév 30/09/20XX

Y el coordination. P 8 Y Lead coach. .
program. . regions.
1mmpact.
9.2 RACI Matrix for a CSR Partnership
R A ¢ I Deliverabl
Activity (Responsible (Accountable (Consulted (Informed o Date
) ) ) )
Define
§0c1al Lead coach, . Strategy
impact Finance Executive document
strategy for CSR Chief People Legal > Committee with goals, 31/03/20XX
partnership Manager. Officer. Foun(ia tion key budeet anci
with “Inner Director employees. KPIE
Bridges” ’ ’
Foundation.
9.3 KPI Dashboard — Portfolio View
KPI Definition Target Baseline Frequency Owner Data source
% of employees

eE;n};loeﬁznt i who participate at 45% in People Registration

£age least once per ° 18%. Annual. pie systems, HR
social impact . 2 years. Analytics.

year in CSR or surveys.

initiatives. .
social programs.

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



9.4 Human—Cultural Risk Map

Probability Impact

Risk (H/M/L) (H/M/L) Mitigation strategy
Perception of Co-design with
social communities,
initiatives as  High. High. transparent reporting,
marketing align initiatives with
only. internal culture work.

9.5 30-60-90 Day Plan for You as a New Corporate
Horizon  Objective Actions Responsible
Understand the Mefat with CSR/HR,
, review current You + CSR
30 days company’s CSR. . ..
landscape Initiatives, map contact.
' causes and partners.
Use ALIGN and
Identify 1-2 ~ FOUND You +
60 days aligned project frameworks, company
opportunities. facilitate alignment sponsors.
workshop.
Co-design program, | . .
90 days Launch first agree KPIs, start Joint project

pilot program. team.

implementation.

Owner Status

CSR + In
Communications. progress.

Partner

Indicators  Deliverable
At least 3
meetings held; “CSR Map —
map document Version 1”.
created.

Atleastone  “Aligned
concept note  Project
approved for  Concept
deeper design. Note”.

Pilot running
with first group
of participants.

“Pilot Launch
Report”.
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10. Summary and Next Steps

10.1 What you have learned

In this ebook you have explored how to engage with social causes and corporate
responsibility from your unique perspective as a spiritual leader, coach or therapist:

1. Projects aligned with the company — using the ALIGN model to design initiatives
that serve both community and strategy.

2. Associated foundations — applying the FOUND method to build trustworthy,
complementary partnerships.

3. Social impact programs — structuring your work as programs, not isolated
activities, through the PROGRAM canvas.

4. Strategic alliances — using the BRIDGE strategy to influence systems with multiple
actors.

5. Measurement of social impact — adopting HEART metrics to document and
communicate real transformation.

The common thread is simple but powerful: depth and structure are not enemies. Your
human, spiritual and therapeutic depth can and should coexist with clear frameworks,
governance and evidence.

10.2 Next steps checklist

Proximo paso Responsable Plazo Estado Observaciones

Map at least three companies

where your work and social ~ You / your team. 30 Use the Project-Company

causes may align days. Alignment Matrix.
Identify and prioritise .

otential associated You + CSR 45 Apply the Foundation
If?oun dations contacts. days. Alignment Table.
Design a draft social impact 60 Use the Program Design
program based on your You. davs Table and PROGRAM
strengths. ys- canvas.

Build an Alliance Concept
Map and share with
potential allies.

Explore at least one strategic You + selected 90
alliance for a key cause. partners. days.

Create a simple

HEART-based impact You + data/CSR 90 Use the Impact
measurement plan for your  partner. days. Measurement Dashboard.
first pilot.
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11. Self-Assessment — Readiness to Engage with Social
Causes and CSR

Rate each statement from 1 (strongly disagree) to 5 (strongly agree).

I have clarity about the social causes that are most aligned with my vocation.

I understand how these causes can connect with company strategies and priorities.

I feel capable of facilitating alignment conversations with corporate leaders.

I know which foundations or NGOs could be good allies for my work.

My current or planned initiatives are structured as programs, not isolated activities.

I have at least one concrete proposal or concept note ready to share with a company.

I can explain clearly the value I bring in social impact terms (not only in spiritual or

therapeutic language).

8. Tunderstand the basics of CSR logic and social investment decisions inside
organizations.

9. I feel comfortable participating in or building strategic alliances with multiple
actors.

10. T use or plan to use indicators to measure human and social outcomes of my
programs.

11. I communicate results to partners and communities in a transparent and accessible
way.

12. T have a clear roadmap for the next 90 days to advance my role as a corporate
partner.

13. I have support (team, mentors, peers) to navigate the corporate environment without
losing my essence.

14. I see myself as a long-term ally in the transformation of organizations and society.

15. I feel ready to negotiate fair agreements that honor both my contribution and the

needs of companies and communities.

NNk W=

11.1 Scoring and interpretation

Add your scores (minimum 15, maximum 75).

e 15-35 - Explorer
You are curious but still building understanding and tools. Focus on clarifying
causes, mapping companies and foundations, and designing your first structured
program.

e 36-55 — Emerging Partner
You already collaborate or have concrete opportunities. Use the frameworks and
templates to strengthen alignment, governance and measurement.

e 56-75 — Strategic Ally
You are ready to lead or already leading significant partnerships and alliances. The
next frontier is helping shape sector-wide conversations and mentoring others on
this path.
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Repeat this self-assessment every 6—12 months and reflect on your evolution.
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12. Glossary (15 Terms)

l.

2.

10.

11.

12.

13.

14.

15.

Corporate Social Responsibility (CSR) — Organizational commitment and actions
to manage social and environmental impacts beyond legal obligations.

Social cause — A collective issue or challenge (e.g., mental health, education,
equality) that requires coordinated action from different actors.

Aligned project — Initiative where cause, company strategy and your own vocation
are coherent and mutually reinforcing.

Associated foundation — External organization with which a company maintains a
stable partnership to address social causes.

Social impact program — Structured set of activities designed to generate defined
outcomes for a specific population over time.

Strategic alliance — Long-term collaboration between multiple actors focused on
systemic change.

Governance — Structures, roles and processes through which decisions are made
and responsibilities are distributed.

Backbone organization — Neutral entity that coordinates a multi-actor alliance,
providing facilitation, data and administrative support.

HEART metrics — Framework focusing on Human outcomes, Engagement, Access
& inclusion, Resilience of change and Transformation of systems.

Theory of change — Logical explanation of how activities are expected to generate
specific outcomes and impact.

Stakeholder — Any person or group affected by or interested in an initiative
(participants, employees, communities, partners, regulators).

Impact dashboard — Visual tool summarising key indicators for monitoring and
communicating social impact.

Due diligence — Process of verifying governance, legal compliance and reputation
of potential partners.

Flagship initiative — High-visibility program that symbolises a company’s social
commitment.

Portfolio management — Practice of overseeing a set of initiatives to ensure
balance, alignment and effective use of resources.
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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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