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

Expanding Business Opportunities with Integrity
The central question is:

How can a purpose-driven coach or spiritual leader expand business opportunities globally,
while staying aligned with their values and offering deep transformation to organizations?

We will explore five practical levers:

Global strategic alliances.

Participation in fairs and events.
Exploration of new markets.
Digitalization of commercial processes.
Portfolio diversification.

Nk W=

Each lever includes definitions, frameworks, “caso hipotético” examples, exercises,
templates, checklists and KPIs.

3. Initial Sections

3.1. Why business expansion matters for impact

If your work truly generates transformation, staying small is not always humble; it can
also limit the number of people and organizations you could help.

Expanding business opportunities is not just about revenue. It is about:

e Reaching decision makers who control budgets and influence cultures.

e Building ecosystems where human transformation and business performance
reinforce each other.

e Increasing your capacity to invest in research, team development and social
projects.

Growth, when done with intention, is a multiplier of service.
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3.2. Purpose of this guide

This guide has five concrete objectives:

1.

Clarify the key components of an expansion strategy that respects your values.
Offer tools to evaluate alliances, events, markets, digital channels and portfolio
decisions.

Provide examples that illustrate what works and what tends to fail for
purpose-driven experts.

Facilitate alignment between your inner compass (why you do what you do) and
your commercial strategy (how you reach clients).

Inspire action in the next 30-90 days, not in “some future moment when
everything is perfect”.

3.3. How to work with your team

To translate these ideas into reality:

Invite collaborators who understand both your vision and your operational
constraints.

Define a pilot scope: one alliance, one event, one new market, one digital process,
one portfolio adjustment.

Use the templates to design, execute and review each initiative.

Document your learnings, especially where your values were tested or strengthened.
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4. Core Module — Development of the Topic

Subtopic 1 — Global Strategic Alliances

4.1.1. Definition

A global strategic alliance is a long-term collaboration between two or more independent
organizations that agree to combine capabilities, markets or assets to achieve shared
objectives they could not reach as effectively on their own.

For a coach or spiritual leader entering corporate markets, alliances can include:
e Partnerships with consulting firms, coaching schools or training companies.
e Agreements with technology platforms that distribute your content.

e Joint ventures with local partners in new countries.

The key word is strategic: the alliance must contribute to your purpose, your positioning
and your financial sustainability.

4.1.2. Practical framework
You can structure your alliance strategy around five questions:

1. Why this alliance?
o What shared purpose or business objective makes collaboration meaningful?
o Which strengths do you bring, and what do you expect from the partner?
2. Who is the right partner?
o Complementary capabilities (for example, you bring methodology and
facilitation; they bring corporate access and salesforce).
o Cultural fit: ethics, quality standards, way of treating people.
3. What is the value proposition together?
o What solution will you co-create that is more powerful than what each party
offers alone?
o How will it impact a specific corporate need, such as leadership for Al
transformation or cultural change?
4. How will the alliance operate?
o Roles and responsibilities, decision rights, communication rhythm.
o Legal framework: contracts, intellectual property, revenue sharing.
5. How will you measure success?
o Revenue, number of programs delivered, client satisfaction, referrals,
learning outcomes.
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4.1.3. Caso hipotético

Caso hipotético: A spiritual leadership coach with a strong personal brand in Latin
America wants to reach European corporations but lacks local networks.

e She identifies a mid-size consulting firm in Spain that specializes in digital
transformation but feels weak in the human and emotional dimension.

e They co-create a program that combines technology change with conscious
leadership practices.

e The partner manages corporate sales, logistics and client relationships; she focuses
on design, facilitation and training their consultants in her methodology.

e Revenue is shared based on agreed percentages, and both brands appear together in
materials.

After two years, the alliance becomes a main channel for European business, while she
keeps direct clients in Latin America.

4.1.4. Exercise — Alliance Opportunity Canvas
Objective: Identify and qualify potential global alliances.

e Roles involved: You (founder), a strategic advisor or mentor, and if possible one
person responsible for business development.

e Inputs: List of potential partners, your current offerings, markets you want to reach.

e Suggested time: 2 sessions of 90 minutes.

1. Brainstorm potential alliance types (consultancies, platforms, schools, NGOs,
corporate universities).

2. For each, note what you would bring and what you expect in return.

3. Evaluate fit using criteria such as purpose alignment, complementarity, trust
potential and market access.

4. Prioritize 3-5 alliance opportunities with high potential.

Use the template below to document your analysis and next steps.

e

Deliverable: Alliance Opportunity Canvas for prioritized partners.
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4.1.5. Template — Alliance Opportunity Canvas

Your

Contribution Partner First
Potential  Shared Purpose (Methods Contribution Priority Contact
Partner / Strategic Fit Brand > (Access, Scale, (H/M/L) Action &
9
Network) Assets) Date
Sy . .. . Combine human Leadership Corp'orate. . Schedule
Mid-size digital ! relationships in exploratory
5 transformation methodology, .
transformation . . Europe, . call with
. with tech change retreats design, High .
consultancy in . e salesforce, local managing
) for mid-large  facilitation in
Spain companies Spanish market partner —
p P knowledge 10/09
4.1.6. Checklist & KPIs

Checklist — Global Strategic Alliances

e ' Ihave defined why I want alliances (beyond “more revenue”).

e | Tknow what unique value I bring to an alliance.

e | Ihavea shortlist of partners with clear criteria and priorities.

o« | Roles, responsibilities and revenue sharing are explicit and written.

o« | There is a simple dashboard to review alliance performance.
Suggested KPIs

e Number of active strategic alliances.

e Revenue generated through alliances vs. direct clients.

e Number of countries reached via partners.

e Client satisfaction scores for alliance-delivered programs.

e Renewal or expansion rate of joint projects.
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Subtopic 2 — Participation in Fairs and Events

4.2.1. Definition

Fairs, conferences and business events are spaces where companies, providers and experts
meet to exchange knowledge, present innovations and explore collaboration opportunities.

For a purpose-driven coach, events can become:
e A visibility platform to position your message.
e A relationship accelerator with decision makers.

e A testing lab to observe market needs and reactions.

The risk is attending events reactively, without a clear strategy, returning home with
brochures and fatigue but no tangible business.

4.2.2. Practical framework
Think of your event strategy in three phases:

1. Before the event — Design and preparation
o Clarify your objectives: leads, alliances, speaking opportunities, market
insights.
o Select events where your buyer persona is truly present.
o Prepare key messages, materials and offers suitable for corporate
conversations.
o Schedule meetings in advance when possible.
2. During the event — Presence and connection
o Practice concise positioning: who you are, what problem you solve, with
what results.
o Focus on quality conversations, not quantity of contacts.
o Take notes immediately after each interaction.
o Observe which topics generate curiosity or resistance.
3. After the event — Follow-up and learning
o Contact each relevant person within 48—72 hours.
o Offer something of value (for example, a brief diagnostic call or resource)
rather than a generic sales pitch.
o Update your CRM or contact tracker.
o Reflect on what worked and what should change next time.
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4.2.3. Caso hipotético

Caso hipotético: A coach specializing in conscious leadership participates in a large HR
conference.

e Prior to the event, she identifies 12 target companies and sends personalized
messages proposing short coffee meetings during the conference.

e She prepares a one-page document describing her corporate programs and a short
story about a previous client (keeping confidentiality).

e During the event, instead of visiting every exhibitor, she focuses on pre-scheduled
meetings and a breakout session where she is a panelist.

e After the event, she sends tailored follow-up messages with a simple offer: a
60-minute virtual session for the leadership team to explore their current challenges.

Within three months, two companies move forward with paid pilot programs.

4.2.4. Exercise — Event Strategy Planner
Objective: Plan your participation in one key event with clear outcomes.

e Roles involved: You, plus the person supporting logistics/marketing (if you have
one).

e Inputs: Event agenda, list of speakers, sponsors and participants (if available).

e Suggested time: 2-3 hours.

Steps:

1. Define success in concrete terms: number of qualified leads, alliances explored,
speaking opportunities, etc.

Identify target companies or individuals and plan outreach.

Prepare your materials and key messages.

Design your daily schedule during the event (sessions, networking, rest).

Plan your post-event follow-up process.

Nk we

Deliverable: Completed Event Strategy Planner, including calendar and responsibilities.
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4.2.5. Template — Event Strategy Planner

Event & Target Contacts/ Pre-Event  Follow-Up

Date Objective Organizations Actions Offer Responsible
Send 15 :
Regional HR Genstrate > HR directors of  personalized 6Q-m1nute
qualified Sy S virtual
& leads for mid-size tech invitations for diaenostic Founder +
Leadership firms; heads of ~ coffee; prepare & Marketing
. corporate . session for .
Summit — . learning at large one-page . Assistant
leadership leadership
22/10 banks program
programs . team
overview
4.2.6. Checklist & KPIs

Checklist — Fairs and Events

o | participate only in events where my buyer persona is present.

o« I Each event has specific business and learning objectives.

o 1 prepare my positioning and materials in advance.

o« | Follow-up is structured and timely, not improvised.

o« | I review the return on investment and adjust my event calendar.
Suggested KPIs

e Number of qualified leads generated per event.

e Conversion rate from event contacts to meetings, proposals and clients.

e Revenue associated with events within 6—12 months.

e Cost per qualified lead (including tickets, travel and time).

e Number of speaking or panel opportunities obtained.
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Subtopic 3 — Exploration of New Markets

4.3.1. Definition

Exploring new markets means systematically evaluating countries, industries or segments
where your services could create value, and deciding where and how to enter based on clear
criteria.

For a coach or spiritual leader, “new markets” can be:
e New geographies (for example, moving from national to regional presence).
e New sectors (such as tech, finance, healthcare).
e New levels inside organizations (for example, from individual executives to full

leadership teams).

Exploration is not random,; it is guided curiosity plus structured analysis.

4.3.2. Practical framework

1. Define your core strengths and non-negotiables
o Which types of transformation do you facilitate best (for example,
leadership in uncertainty, cultural change, team coherence)?
o What values and boundaries guide where you will and will not work?
2. Generate a long list of potential markets
o Brainstorm geographies and sectors where the needs you address are visible.
o Consider language, cultural affinity and regulatory environment.
3. Screen using simple criteria
o Size and growth potential.
o Existing relationships or ambassadors.
o Level of fit with your approach (for example, openness to introspection and
human-centered work).
4. Select priority markets for deeper exploration
o Choose 2-3 markets with high potential and manageable risk.
5. Run experiments
o Test with low-risk pilots: webinars, partnerships with local players, small
retreats, online series.
o Learn from feedback and refine your positioning.

4.3.3. Caso hipotético

Caso hipotético: A coach with a strong presence in Latin American family businesses
considers entering the financial sector in another region.
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e She identifies that banks in a specific country are under pressure to transform their
culture to adapt to digital channels and Al.

e She maps local regulations, typical leadership profiles and potential partners.

e She starts with a free, invitation-only online session for HR directors and
transformation leaders, co-hosted with a respected local consultant.

e From the participants’ reactions and questions, she refines her value proposition for
that sector and decides to invest in a full pilot program with one bank.

This careful process reduces risk and increases relevance.

4.3.4. Exercise — Market Screening Matrix
Objective: Prioritize 2—-3 new markets for experimentation.

e Roles involved: You, plus a strategic advisor or business development partner.

e Inputs: List of markets, basic information about each (can be qualitative and based
on experience).

e Suggested time: 2 hours.

1. Define 4-5 screening criteria (for example, demand potential, relationship base,
value fit, entry complexity).

2. Rate each market qualitatively (1-5) for each criterion.

3. Discuss results and adjust scores if needed.

4. Select top markets and define first experiments.

Deliverable: Completed Market Screening Matrix and list of experiments.

4.3.5. Template — Market Screening Matrix

Entry
Market Demand . . Value Complexity .
(Country / . . Relationship . Priority _. .
Potential Fit (1-5, where 5 First Experiment
Sector / Base (1-5) ” (H/M/L)
1-5) 1-5) = very
Segment)
complex)
Co-host webinar on
Mid-size “Leading Al
technqlogy 4 3 5 ) High transff)rmatlor}’wnh
firms in consciousness
Mexico with local tech
association
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Market Demand Value Complexity
(Country/ Potential Relationship Fit (1-5, where 5 Priority First Experiment
Sector / Base (1-5) _ (H/M/L)
(1-5) a1-5) =very
Segment)
complex)
4.3.6. Checklist & KPIs

Checklist — Exploration of New Markets

e | Thave clarified my core strengths and non-negotiables.

o | Tuse explicit criteria to evaluate markets, not only intuition.

e ' Irunsmall experiments before making large investments.

e | Idocument learnings from each experiment.

o | Iknow which markets I will pause, continue or intensify.
Suggested KPIs

e Number of new markets explored per year.

e Number of experiments run and their outcomes.

e Revenue generated from new markets vs. existing ones.

e Time from initial exploration to first paid engagement.

e Conversion rate from experimental offers to ongoing contracts.
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Subtopic 4 — Digitalization of Commercial Processes

4.4.1. Definition

Digitalization of commercial processes means using digital tools and platforms to support
the entire client journey—from first contact to long-term relationship—so that your
business can scale with quality and consistency.

For a coach or spiritual leader, this can include:

An integrated CRM for managing contacts and opportunities.
Online booking and payment systems.

Automated but human-sounding email sequences.

Digital brochures, videos and case descriptions.

Virtual delivery of programs with robust interaction.

The objective is not to become impersonal but to free time and energy for the
conversations where your presence is irreplaceable.

4.4.2. Practical framework

1. Map your current commercial journey
o Awareness — Interest — Conversation — Proposal — Contract — Delivery
— Follow-up — Renewal / Referral.
2. Identify manual bottlenecks and risks
o Lost emails, forgotten follow-ups, inconsistent proposals, weak
documentation.
3. Choose digital tools pragmatically
o Simple CRM or contact trackers.
0 Scheduling apps that sync with calendars.
o Document templates stored in shared drives.
o Collaboration platforms for program delivery.
4. Design standard processes
o Clear steps, responsibilities and timeframes for each stage.
o Templates for proposals, agreements, onboarding emails and feedback
forms.
5. Monitor and refine
o Use dashboards to see pipeline volume, conversion rates and cycle times.
o Adjust processes as your business grows.
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4.4.3. Caso hipotético

Caso hipotético: A coach who has grown through referrals finds herself overwhelmed: she
tracks leads in her memory and in disconnected spreadsheets.

e She decides to implement a simple CRM.

e All contacts from events, alliances and past programs are consolidated and
categorized (type of client, stage, potential).

e Email templates are created for initial outreach, proposal follow-up and
post-program check-ins.

e A virtual assistant helps update the system weekly.

Within months, she has clearer visibility of her pipeline, follows up more consistently and
converts more opportunities without increasing working hours.

4.4.4. Exercise — Commercial Journey Digitalization Map

Objective: Identify where digitalization will have the most impact in your sales and client
management process.

e Roles involved: You, plus whoever supports operations/administration and, if
available, a technology-savvy collaborator.

e Inputs: Overview of current tools, spreadsheets, email flows and forms.

e Suggested time: 2-3 hours.

Steps:
1. Draw your current commercial journey and list all steps.
2. For each step, note the tools you use, manual tasks and common issues.
3. Identify 3—5 high-impact opportunities for digitalization.
4. Define a simple project for each opportunity.

Deliverable: Digitalization roadmap for your commercial processes.
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4.4.5. Template — Commercial Process Digitalization Roadmap

Stage of C e e
. Current . . Digitalization Target
Client Practice / Tools Pain Points Initiative Owner Date
Journey
Follow-up Manual notes in Lost N Impleme.:nt simple Founder +
. ... notebook; email opportunities; CRM with follow-up .
after initial 9 . . . .- Virtual 30/09
. sent “when there inconsistent reminders and email .
meeting e Assistant
is time messages templates
4.4.6. Checklist & KPIs

Checklist — Digitalization of Commercial Processes

e ' Thave mapped my full commercial journey.
o I know which tasks are repetitive and can be supported by tools.
o« Key templates (emails, proposals, contracts) are standardized.
o« | Data about clients and opportunities is stored securely and centrally.
o« | I monitor basic commercial metrics regularly.
Suggested KPIs
e Number of qualified opportunities in the pipeline.
e Conversion rate from first meeting to signed contract.
e Average sales cycle length.
e Percentage of follow-ups completed on time.
e Revenue per client and client retention rate.
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Subtopic 5 — Portfolio Diversification

4.5.1. Definition

Portfolio diversification is the intentional design of different products and services that
address the needs of multiple segments or entry points, while remaining coherent with your
core expertise and brand.

For a coach or spiritual leader, this might include:
e Keynote talks, workshops, and multi-month transformation programs.
e Executive retreats, group programs and digital courses.

e Assessment tools, books, toolkits or licensing of your methodology.

Diversification is not about scattering your energy; it is about designing a ladder of value
for different clients and budgets.

4.5.2. Practical framework

1. Clarify your core transformation
o What shift do you help people and organizations make (for example, from
fear-based leadership to conscious leadership)?
2. Map your current offerings
o List everything you currently sell, with objectives, audience, format,
duration and price.
3. Identify gaps and overlaps
o Are there simple entry offers to test working together?
o Are there deeper programs for long-term transformation?
o Are there products that drain energy but add little value?
4. Design a coherent portfolio
o Low-intensity, low-risk offers (webinars, talks).
o Mid-level offers (short programs, assessments).
o High-intensity offers (full transformation journeys, licensing).
5. Test and iterate
o Pilot new offers with selected clients.
o Collect feedback and adjust.
o Phase out offers that no longer fit your strategy.

4.5.3. Caso hipotético

Caso hipotético: A coach offers mainly individual sessions but wants to work at
organizational level.
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e She designs a portfolio with three levels:
1. Entry: 90-minute inspirational talk for leadership teams.
2. Mid-level: 3-month group program for managers, combining workshops and
coaching circles.
3. Deep: 12-month culture transformation journey, co-designed with HR and
leadership.
e She adds a digital toolkit with practices and reflections that can be licensed to
clients.

Over time, talks open doors, group programs create trust, and a portion of those clients
move into deep transformation journeys.

4.5.4. Exercise — Portfolio Ladder Design
Objective: Design or refine a coherent portfolio that supports expansion.

e Roles involved: You, plus someone who understands finance/operations (if
available).

e Inputs: List of current offers, client feedback, revenue by product.

e Suggested time: 3 hours (can be split into two sessions).

Steps:
1. Place your current offers on a simple ladder: entry, mid, deep.
2. Identify where you are overloaded or under-represented.
3. Brainstorm new offers or adjustments that align with your core transformation.
4. Estimate effort, price and revenue potential.
5. Prioritize 1-2 portfolio experiments for the next quarter.

Deliverable: Updated portfolio map with priorities and timelines.

4.5.5. Template — Portfolio Ladder Map

Level
(Entry / . Transformation Format& Price Priority
Offer Name Mid / Target Client Promise Duration Range (H/M/L)
Deep)
. ) Experience a first, 90-minute
Conscious Executive teams . .
Leadership starting safe space to interactive
. Entry . explore leadership session Medium High
Kick-off transformation . . .
. in times of Al and (online or
Session programs . . )
disruption onsite)
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Level

(Entry / . Transformation Format& Price Priority
Offer Name Mid / Target Client Promise Duration Range (H/M/L)
Deep)

4.5.6. Checklist & KPIs

Checklist — Portfolio Diversification

N . .

° I can explain my core transformation in one clear sentence.

o« | My portfolio has offers at different levels of depth and price.

o« Each offer has a defined target, promise and format.

o 1 regularly review which offers to strengthen, adjust or retire.

o« I My portfolio supports alliances, events, new markets and digital channels.
Suggested KPIs

e Revenue by product line and by level (entry/mid/deep).

e Conversion rate from entry offers to deeper programs.

e Profit margin per product or service.

e Number of markets in which each offer is present.

e C(lient satisfaction by offer type.
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6. Global Templates and Tools

6.1. Impact x Effort Prioritization Rubric

Use this rubric to decide which initiatives (alliances, events, market experiments,
digitalization projects, new offers) to tackle first.

Priority
Impact Effort (High /

Initiative (1-5) (1-5) Medium / Responsible Next Milestone Date
Low)
Launch alliance Sign
pilot with European 5 4 High Founder memorandum of  20/10
consulting partner understanding

6.2. RACI Matrix — Business Expansion Program

- R A C I .
Activity (Responsible) (Accountable) (Consulted) (Informed) Deliverable Date

Define
202X-202Y

business ) ) )
Business Finance, Expansion

expansion Development CEO/Main Legal, Core team roadmap 30/11
roadmap Partner .

. Lead / Founder Marketing approved
(alliances,

markets,
portfolio)

6.3. Expansion KPIs Dashboard

KPI Definition Target Baseline Frequency Owner Data
Source
International fee\feczﬁgafcfrgfrf o Business CRM +
. . 30% 12% Quarterly Development finance
revenue share from clients outside
Lead reports

home country
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6.4. Business Expansion Risk Map

Probability Impact

Risk (H/M/L) (H/M/L)

Mitigation Owner Status

Conduct cultural

due-diligence; start with Under
. . Founder ~ .

small pilots; include review

exit clauses

Entering a new market
with a partner whose Medium High
values are misaligned

6.5. 30—-60-90 Day Plan for Business Expansion

Horizon  Objective Key Actions Responsible Indicators Deliverable
Clarif Run internal
Y workshop using this Workshop .
expansion Expansion
S ebook; complete  Founder + held; R
30 days priorities and . L Priorities
. alliance, event, Core Team decisions
current portfolio Document
status market and documented

portfolio templates
Formalize at least

Launch first .
lots in one alliance; Business Number of
pIK participate in one pilots Pilot Portfolio
60 days alliances, events . Development
strategic event; launched; Report
and . . Lead .
digitalization implement basic CRM in use

CRM
Analyze results;
Review pilots adjust KPIsand  Founder + KPIs updated; Business
90 days and refine investments; Leadership  roadmap Expansion
roadmap communicate Team validated Roadmap 1.0
next-year plan
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7. Summary and Next Steps

7.1. Key messages

e Your work deserves a bigger stage. Expanding business opportunities is a way to
serve more people and organizations with integrity.

e Global strategic alliances allow you to combine your depth with others’ reach and
infrastructure.

e Fairs and events become powerful only when you prepare, connect with intention
and follow up.

e Exploring new markets requires structured curiosity, not blind jumps.

e Digitalizing commercial processes frees your energy for what only you can do:
holding transformational spaces.

e Diversifying your portfolio builds a ladder of value that serves different client
needs and budgets without diluting your message.

Expansion is not a single bet. It is a sequence of experiments, learning cycles and
conscious decisions.

7.2. Next-steps checklist

Use the checklist below to move from reflection to action.

Status (Not

Next Step Responsible Deadline  started / In Observations
progress / Done)
Choose 2 priority Use Alliance
alliances and schedule =~ Founder 15/09  Not started Opportunity Canvas
initial conversations for preparation
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8. Self-Assessment — Expanding Business Opportunities
with Integrity

Rate each statement from 1 to 5:
1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree.

1.

e

7.
8.

9.

10.
11.
12.
13.
14.
15.

I have a clear strategy for using alliances as part of my growth.

I can describe what I uniquely contribute to a strategic partner.

I plan my participation in fairs and events with concrete objectives and follow-up
actions.

At least one recent event has generated qualified leads or alliances.

I use explicit criteria to decide which new markets to explore.

I currently run small, low-risk experiments to test markets before committing major
resources.

I have mapped my full commercial journey from first contact to renewal.

Key parts of my commercial process are supported by digital tools (for example,
CRM, scheduling, templates).

I track basic commercial metrics such as pipeline volume and conversion rates.

My portfolio of services is coherent and aligned with my core transformation.

I offer different levels of depth and price, allowing clients to progress over time.

I periodically review which products or services to strengthen, adjust or discontinue.
There is an explicit roadmap for business expansion in the next 12—24 months.

I regularly review expansion KPIs with my team or advisors.

I feel that my growth plans are aligned with my personal values and life rhythm.

8.1. Calculating and interpreting your score

Step 1

— Calculate

Add the scores of the 15 items.
Divide the total by 15 to obtain an average between 1 and 5.

Optionally, calculate sub-scores:

Step 2

Alliances & events: items 1-4.

Market exploration: items 5—6.
Digitalization & metrics: items 7-9.
Portfolio: items 10—-12.

Governance & alignment: items 13—15.

— Interpret

1.0-2.4 — Opportunistic growth
o Expansion depends mainly on intuition and isolated opportunities.
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o Recommendation: Start by mapping your current situation and designing
one simple pilot in alliances, events or digitalization.
e 2.5-3.7 — Emerging strategy
o Several practices are in place, but they are not yet integrated.
o Recommendation: Use the templates in this ebook to build an explicit
roadmap and align your team or partners.
e 3.8-5.0 — Conscious expansion
o You manage growth as a strategic, values-aligned process.
o Recommendation: Deepen your analytics, refine your alliances and use your
experience to mentor others who are beginning this journey.

Revisit this self-assessment every 6—12 months to track your evolution.
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9. Glossary (15 Terms)

l.

2.

o

10.
11.

12.

13.

14.

15.

Strategic Alliance — Long-term collaboration between organizations that combine
strengths to achieve shared objectives.

Value Proposition — Clear explanation of the problem you solve, for whom, and
how your solution is different and valuable.

Buyer Persona — Semi-fictional profile of the ideal client, based on real
characteristics and needs.

Go-to-Market (GTM) — Plan of how you will reach your target clients and sell
your offerings.

Lead — Potential client who has shown interest in your services.

Qualified Lead — Contact that matches your buyer persona and has a real need,
budget and decision power or influence.

Conversion Rate — Percentage of leads that move from one stage of the
commercial process to the next (for example, from meeting to proposal).

Pipeline — Set of opportunities currently in progress, from first contact to closing.
Market Segment — Subgroup of clients with similar characteristics, needs or
behaviors.

Portfolio — Set of products and services offered by your business.

Scalability — Ability to grow revenue faster than costs by using systems, processes
and leverage.

CRM (Customer Relationship Management) — System or tool used to manage
interactions with clients and prospects.

Return on Investment (ROI) — Relationship between the benefit obtained from an
initiative and the resources invested.

Digital Channel — Online medium through which you communicate, sell or deliver
services (for example, webinars, platforms, social networks).

Licensing — Agreement that grants another party the right to use your methodology,
content or brand under defined conditions.
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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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