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			WHY THEY CALL IT LEADERSHIP
 WHEN THEY REALLY MEAN COMMUNICATION

			In Why They Call It Leadership When They Really Mean Communication, the author presents the attitudes and skills of what she calls “sweet-spot leadership” — the essence of the much-desired authenticity. Among these sweet-spot skills, communication stands out as a powerful tool, capable of multiplying the opportunities throughout one’s professional journey.

			Drawing on her experience as both a journalist and entrepreneur, the author offers us a powerful and energetic vision: leading well is a journey of continuous learning, where we must communicate better with ourselves and with others to move forward safely. More than just showcasing the power of communication in the art of leadership, these pages aim to inspire readers to take the initiative and develop a more entrepreneurial mindset.

			Peppered with personal experiences and the wisdom of leading businesspeople, this book inspires and demonstrates how authentic communication can transform our lives and careers — and how leadership is essentially about communicating effectively.

			Aimed at those who seek to face new challenges, evolve in their careers and enjoy a more fulfilling life, this book is an invitation to lead with authenticity and to communicate better in order to become truly irresistible leaders.

			......

			
				«Noemí Boza’s book has a clear direction. It brings a wealth of inspiration to serve authenticity. It champions meaningful organisations and professional lives that are worthwhile. It is an invitation to grow alongside her through passion, clarity, and communication as tools for leadership.»

				Xavier Marcet, President of Lead to Change
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			To my father,
 a leader of few words.
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			Introduction A bit of impatience and a lot of connection
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					“Life’s dangers are infinite, and among them is safety.”

				

				Goethe

			

			
				Blessed Impatience

				Is impatience a virtue? Does it make us more competitive?

				Anyone would say that impatience is the curse of our times. We live in a culture of immediacy. Information at the click of a button, burgers ordered with a phone tap, WhatsApps that demand instant replies, Amazon packages delivered on Sundays... It’s as if our society can no longer tolerate waiting. And that’s why technology and business keep offering us more competitive solutions for a lifestyle that pushes us to live in a rush.

				Before Google, before we knew what WhatsApp was or who Jeff Bezos was—back when Sundays meant my mother cooking a roast chicken because we couldn’t imagine ordering the trendy burger to our door—I was already deeply impatient.

				Someone once said that impatience is the weakness of the strong, and patience the strength of the weak. I’m no philosopher or psychologist, but what interests me about impatience is that it drives us to action, to pursue our goals.
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						I became an entrepreneur because I was impatient, and I learned to be patient through entrepreneurship.

					

				

				I’m fully aware of the dangers of impatience because I’ve lived them: frustration, anxiety, and stress, among other consequences that certainly bring suffering.

				Still, I want to champion the need to be impatient—just enough to define our goals and push us to achieve them. I’m not talking about the kind of impatience that demands things from others, but the one that comes from within, the one that stirs the soul and sets us in motion.

				Some people might think impatience is never a good thing, but I believe it brings many benefits to our personal lives. And as I write these lines, just days away from turning fifty, I can say that impatience has made me a proactive, solution-oriented person and has allowed me to live amazing experiences. My mother has spent half her life saying to me, “You’re so impatient.” Blessed impatience, mom.

				So, to answer my original question: yes, impatience is a virtue, and yes, it makes us more competitive.

				Impatience is like technology or social media: it needs to be managed. Is social media inherently bad? No—but its risks must be managed. The challenge is to keep impatience in check.

				There are tons of articles and books devoted to mastering its opposite—patience—as the ultimate virtue. I don’t doubt for a second that developing patience is valuable. But this book you’re holding aims to awaken your impatience. Because awakening impatience means activating our opportunities.

				Impatience brings us closer to the concept of urgency—that ability to do more and do it better in less time. As the renowned Harvard leadership professor John Kotter said, the sense of urgency is that inner drive to get things done, and to do them well, now. It’s been studied as an essential skill in organizations and professionals for managing change and optimizing results.

				It’s not about rushing, nor about constantly focusing on what’s urgent. We know how vital it is in both work and life to distinguish between the urgent and the important.

				True urgency is planned and deliberate. It’s about making things happen when and how we want them to and efficiently.

				Someone once said that the five senses that shape our character are responsibility, common sense, humor, a sense of life’s meaning, and urgency. You can reflect on how you’re doing with the first four, but I want to focus on the last one—the sense of urgency—because it’s the one that helps us prioritize, keep promises, and respond quickly. In short, it brings us closer to our goals.

				Even as a fan of impatience, I haven’t forgotten the wisdom of our popular saying: “Patience is the mother of science.” It suggests, rightly, that we need effort and dedication to achieve what we desire. I know this well—over two decades of entrepreneurship arms you with patience and demands a hefty dose of effort and dedication. I understand that every career requires sustained patience to overcome obstacles.

				But I believe that before we develop patience, we need a spark of impatience—to throw ourselves wholeheartedly into our goals. Without action, there’s no need for patience. First comes the eager urges to act, then patience. And in between—between blessed impatience and necessary patience—lies the art of leading yourself well.

			
			
				But what does it mean to lead yourself well?

				Is leadership about achieving our professional goals? Managing our lives effectively? Leading a team, if we have one? Gaining others’ admiration (the admiration of others) and trust? Perhaps it’s all of these at once.

				I had to look back in time to understand the essence of this learning process we call leadership. And as I did, I realized that entrepreneurship is one of the purest forms of leadership there is.

				Whoever leads a company or a team—whether they’re the owner or not—spends the day taking initiative with the people in their organization, working toward a shared goal.

				Someone who starts from scratch spends the day leading their time, tasks, clients, and finances to keep their business afloat. So, entrepreneurship and leadership are one and the same. And, it turns out, entrepreneurship and life itself have a lot in common. In a way, we’re all entrepreneurs.

				There is no greater start-up than our own lives; leading them well is the business we all have in our hands.
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						That sophisticated act of entrepreneurship forces you to lead yourself well

					

				

				When you’re at the helm of your own business—big or small—you develop a set of attitudes. Over the years, I’ve come to see as essential for propelling any professional journey forward. These are the attitudes and skills which I like to call “bonbon leadership.” In a society that rewards appearances and posing, the challenge today is for businesses and people to be like bonbons: as delightful on the inside as we appear on the outside. In these pages, you’ll discover what I believe to be the key virtues and skills to become a bonbon professional.

				Once, the philosopher, essayist, and professor at the University of Barcelona, Josep María Esquirol, told me something that struck a deep chord. I met him at an event I remember vividly, because of the delicate moment we were going through. It was the first in-person event my company organized after the pandemic. You can imagine how much we suffered—those of us whose work involved planning events. Our businesses collapsed. We lost our minds trying to organize all sorts of virtual activities. That event was special because we were craving physical connection again. It was a reunion, a step into what was being called the new normal. The seating was arranged differently—chairs and tables spread further apart for safety. Finally, even if masked, we could gather in person again.

				Talking with Esquirol, whom I interviewed in front of a group of professionals, he said something that truly moved me: “The secret to making life vibrate more is to know how to approach others in such a way that you make them close.” It’s a beautiful phrase that, to me, perfectly sums up what we should all aim to do in our everyday lives: make others feel close. In that post-lockdown period, when physical closeness had been so disrupted and we were relearning how to be near one another without fear, his words had special meaning. Of course, Esquirol wasn’t referring only to physical proximity—there are many ways to draw close to another person. It is an art to know how to do so in a way that makes life truly vibrate.
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					“I dare to ask you: how do you think we can draw closer to others so that life vibrates more?”

				

				Here is the full English translation of the text you provided, preserving the original tone—personal, reflective, and inspiring: I can only think of one way. We humans have a powerful tool at our disposal to achieve this: our communication—that skill that enables us to pursue what we long for and connect with others. I truly believe there are no two more honorable or worthwhile reasons: to achieve our dreams and to connect emotionally with others. In both cases, our communication skills are key.

				Most of the mistakes I’ve made throughout my professional journey have stemmed from poor communication. And likewise, the greatest achievements in my life to date are thanks to effective communication. Communication—with ourselves and with others—guides us, shapes us, and can even change our lives. So, why do they call it leadership when they really mean communication? Communication is the key factor for successful leadership. Sometimes we label leadership with traits and attitudes that aren’t actually decisive. What defines a leader and truly grants someone leadership is their capacity to connect. Connecting goes far beyond just communicating. To truly connect with others, we need to communicate better. Good communication multiplies our chances. Mastering communication makes our talent shine. And our ability to connect with others opens up tremendous opportunities for leadership.

				Why Do They Call It Leadership When They Mean Communication isn’t strictly about leadership, nor is it specifically about communication—it’s about a way of being in the world. I offer you a recipe for leading yourself and leading others, with communication as the essential ingredient—a powerful tool that brings us closer to our dreams.

				Because of my professional work, I’ve had the chance to interview and talk with philosophers, artists, entrepreneurs, politicians, keynote speakers, CEOs of major companies, and leading figures in their fields. This gives me the opportunity to learn and reflect on themes I want to share in these pages, which I hope you’ll find useful.

				This book—my first—is also, in a way, my way of saying thank you to the many generous people who have attended the events my company has organized over the years, especially through Canal CEO (www a community of professionals interested in leadership that I’ve been leading for several years now. I’m happy to know that through these pages, their ideas can reach people who can’t attend our events in person.

				To learn to communicate better, we must pay close attention to our conversations. And to nurture good conversations, reading helps—so I’ll suggest some books throughout these pages that have inspired me.

				There are no rules for navigating life, so I won’t try to teach you anything—I simply want to share what has helped me. When I told one of my business partners, Cristina Chollet, that I was writing a book, she said: “You’re writing a biography of lessons learned.” We both know she dislikes self-help books, so I thought that was a great way to replace the term. And indeed, what you’ll find here is a series of lessons that I hope will inspire you to reflect on key aspects of your attitude towards life and work. If reading this book motivates you to take on new challenges, I’ll consider it a great success.

				And while at first I thought my partner’s description sounded a bit arrogant, she was actually right. I want to share some of the things I’ve learned through the years of entrepreneurship, now that I’ve spent so much time surrounded by intelligent people. Many have helped me grow professionally through their trust: partners, team members, clients, friends, family, speakers, collaborators… I’m deeply grateful to all who have crossed my path and supported me in one way or another.

				I don’t know exactly what your expectations are for this book, but allow me to share mine. Through these pages, I hope to:

				
						Inspire an entrepreneurial mindset in your life, regardless of your profession or whether you’re self-employed or work for someone else. It doesn’t matter if you dream of starting your own business someday or have worked for years in the same organization and want to stay there.

						Awaken your initiative and activate your energy. Some people’s initiative lies more dormant than others, but we can all awaken it to find new opportunities and a brighter future.

						Introduce you to the attitudes that will help you become a bonbon professional or leader— just as irresistible on the outside as delightful on the inside. The filling of the bonbon is your authenticity.

						Help you develop and strengthen your communication skills, which will give you better tools to handle the challenges and everyday situations in your personal and professional life. As a result, you’ll be happier.

				

				These pages tell only my story—just as your story belongs solely to you. I’m reminded of the famous quote by Spanish philosopher Ortega y Gasset: *“I am myself and my circumstance,”* referring to the deep and inseparable bond between who we are and the world around us. All our decisions are shaped not only by who we are, but by our context. Once we accept what surrounds us—our *circumstance*—we gain the freedom to make the best choices for a fulfilling present and a hopeful future. Ortega y Gasset’s idea brings me peace, because it reminds me that everything I share here—my experiences and my insights—is the result of my own unique circumstance. I know there are as many selves (souls/spirits/minds?) and as many circumstances as there are people. I only hope to spark reflection on your own self and your own circumstances, fully aware that every reader has their own personality, job, education, interests, dreams, family, culture, and environment. I simply ask that you adapt my message to your own self and your own reality. I hope you enjoy the read.

				My wish is that this book brings you a little closer to your goals—or simply inspires you to lead and communicate better.

				
						Why Do They Call It Leadership When They Mean Communication invites us to explore and develop our attitudes and skills, with a special focus on effective communication and emotional connection.

						Why Do They Call It Leadership When They Mean Communication shares the lessons I’ve learned in over two decades of entrepreneurship, along with valuable insights from renowned leaders—just as helpful in business as in life.

						Why Do They Call It Leadership When They Mean Communication isn’t about a magic formula for success, but it does offer a formula that has worked for me to achieve many small victories.

				

				By now, you’ve probably guessed that this book bears no resemblance—other than its title—to the Spanish comedy *Why Do They Call It Love When They Mean Sex*, starring Verónica Forqué. Still, and without any intention of equating leadership with love or communication with sex, Why Do They Call It Leadership When They Mean Communication gives communication a starring role in enriching our life experience and personal relationships.

				Lead well, communicate better—the book’s subtitle—conveys a desire for learning, commitment, change, and a promising future.This is a book I wish I had read when I started out as an entrepreneur back in 2002 (when the word “entrepreneur” wasn’t even in popular use). It’s also a book I hope my daughters, Carmen and Inés, will one day read and reflect on as they think about their own futures.

				Over the past few years, I’ve jotted down hundreds of quotes from inspiring conversations with great leaders. I wish I had kept every one of them.But one in particular comes to mind—perfect for closing this introduction, A Bit of Impatience and a Lot of Connection is a lesson I learned during a conversation with a great executive and even greater human being, Juan Goñi, CEO of CINFA Laboratories, a leading pharmaceutical company in Spain. I’d bet anything you’ve got at least one of their products in your medicine cabinet—however small it may be (and I hope it is).

				One day, Goñi told me: “What the world needs now is fewer pretensions and more hope.” Since then, I’ve started to let go—just a bit—of my demands, expectations, and professional goals. Thank you, Juan, for that phrase—it’s been guiding me ever since. I don’t have big ambitions for this book, but I do have plenty of hope: hope that you enjoy it, that you find it meaningful, and above all, that it’s useful to you in some way.

				

				I hope I’ve awakened a bit of your impatience to keep reading Why Do They Call It Leadership When They Mean Communication.

			
		
	


			1 First Lessons. A Story of Intuition and Seduction

			Up to this point, with a preamble on impatience, I’ve already shared some of my ideas—like the belief that leading is really about undertaking, that we are all entrepreneurs of our own lives, and that in this task of leading ourselves and others, communication will be key.

			If I’m lucky enough to have you accompany me to the end of this book, we’ll be spending a few hours together, so I’d like you to get to know me a bit better from the start—because what I share in these pages is deeply tied to my own story. To set the mood and recreate that fantastic feeling of a first date where you’re getting to know someone, I imagine us sitting comfortably on a sunny terrace. I offer you a Campari with cava, my favorite aperitif—though of course, you can order a beer, wine, Coke, or whatever you like. And with that refreshing, deep-red Campari in hand, I’ll tell you part of my entrepreneurial story. To kick off the conversation, I imagine you asking me:

			—Why did you become an entrepreneur? How did you make that decision?

			—Because I wanted to try it. As a good impatient soul, I didn’t feel like waiting around for someone else to give me a chance. It’s that simple.

			—How?

			—Unconsciously. Without doing a SWOT analysis or anything.

			
				1. Intuition in Decision-Making

				Surely you’ve wondered at some point what might have happened if you had accepted that job you turned down, or what would’ve changed if you’d dared to do something you’re still hesitating about. Or maybe you’ve asked yourself what your life or career would look like if you hadn’t made a decision you now know changed everything.

				We spend our days making decisions—some of them crucial. We’re constantly choosing. And when we make decisions, beyond simply accepting their consequences, many factors come into play—one of which is the unconscious, our intuition. David Cabero, European General Manager at BIC, explains this beautifully in his excellent book “Decidiendo”.

				The executive behind the world-famous BIC pens says: > “In every decision-making process, there’s a significant component of intuition, and it’s closely linked to all the experience we’ve accumulated. Neither experience nor learning guarantees success, but they do reduce the probability of error.”

				A couple of years ago, when his book was released, I was scheduled to interview Cabero about decision-making. The day before the interview, I hadn’t yet read the book and didn’t have time to do so—so I decided to do a bit of research. I came across a brilliant interview online between the renowned science communicator Eduard Punset and German neuroscientist Gerd Gigerenzer on the TVE program “Redes”. Gigerenzer, a leading psychologist and director at the Max Planck Institute for Human Development in Berlin, has demonstrated that intuition can be more effective than rational decision-making models.In the interview—which you can easily find by searching online—Gigerenzer tells Punset that people make better decisions when they rely on one good reason rather than a list of ten. He’s a pioneer in attributing a central role to the unconscious and intuition in the decision-making process. That conversation between two masters gave me valuable insights for my interview with Cabero, and it also made me realize something important about one of the biggest decisions in my life—becoming an entrepreneur: one reason was enough.I didn’t write out a list of reasons. I didn’t even make a pros and cons list. According to Gigerenzer, it seems I did just fine: one solid reason is all it takes.
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					What role do you give intuition in your decision-making?

					Do you make lists of pros and cons when you're unsure about something?

				

				My decision to become an entrepreneur was unconscious. I chose that path without having a well-thought-out list of reasons. It comforts me to know that scientists have now concluded that intuition is not irrational.

				What the conversation between Punset and Gigerenzer reveals is the method known as heuristics, which involves using simple rules to make complex decisions. I especially like the example they use in the interview to explain how we make one of the most important choices in our lives: who we fall in love with. Punset and Gigerenzer say that we fall in love in a completely unconscious way, through intuition—no one makes a list of reasons to choose their beloved. And if you do, that relationship will most likely fail.

				Reflecting on how good or bad my life decisions have been has led me to wonder what my professional path would look like if I hadn’t chosen to start a business at a young age—because I did it when I was 27. And Cabero’s phrase, “Intuition is closely linked to all accumulated experience,” gives me pause, because at that age, very few people have enough experience to serve as a safety net for their intuition. In other words, my chances of failure—like anyone’s who starts a business for the first time and does it young, without much experience—were relatively high.

			
			
				2. The entrepreneurial effort, personal self-demand, and its risks

				I use my experience as an entrepreneur throughout this book because it’s thanks to that experience that I’m even writing it. I’ve never read a book about entrepreneurship. They always seemed distant from my reality—sometimes even discouraging, with warnings about business partners, or statistics like more than half of all businesses failing before reaching five years, or that only one in ten start-ups survive past the third year. I’m not saying there aren’t good books for entrepreneurs out there, but for me—as someone who actually is an entrepreneur—they never appealed to me. Behind every business are different personalities, each with their own needs, concerns, and dreams. What works for one business or individual might not work at all for another.

				For more than twenty years now, I’ve made a living doing what I love—without bosses, investors, or funding rounds. Just with a lot of enthusiasm and no shortage of uncertainty. Over the past 22 years, no one ever paid me a salary—I’ve always paid my own, and my team’s too, without interruption, despite the crises along the way. Like many people running small businesses, I’ve had both failures and successes, but here I am—still trying to lead well and communicate better, which is no easy task in a society obsessed with speed, immediacy, and results.

				I was 27 years old when I became a shareholder in a company. I had just finished my degree in Barcelona and had worked a few years as a journalist in various media outlets. At that time, tech entrepreneurship and the start-up ecosystem weren’t concepts we knew—they would have sounded completely foreign. There was, however, Barcelona Activa, which supported entrepreneurs and helped me draft my first business plan. Back then, with my age and my degrees in Audiovisual Communication and a master’s in Corporate Communication, few young people even considered starting a business—unlike now, when the number of freelance journalists grows every year, with four in ten forced into self-employment.

				We were in the middle of the pay-TV boom, and new thematic channels were being launched. I was part of the first graduating class of a brand-new degree: Audiovisual Communication. Many of my classmates went on to work in radio stations, TV channels, and production companies. I had started out as an intern at TV3 and later worked at Cadena COPE Catalunya. I also dabbled in specialized magazines and a film production company. Without much of a plan, one day I found myself sitting in front of a notary with three friends to formally create a company.

				What I didn’t know was that every challenge tends to multiply—and that’s exactly what happened. We signed the limited company papers in January, and by April I found out I was pregnant. The father was one of those three friends, who at the time was also my boyfriend. In a very short time, I gave birth to two things: my first daughter and my first business—two intense experiences. In the case of my daughter, it’s well known how children change your life; whilst in the case of entrepreneurship, I had no idea yet just how much that decision would change everything.

				There are no reliable statistics linking entrepreneurship with fertility, but I’m sure that the craziness of starting a business as a woman—and a slightly disorganized one at that—comes with its risks, including neglecting some very personal and intimate matters. I remember being so consumed by the company in its early months that I went to the gynecologist thinking I had a fibroid. And it wasn’t the first time something like that had happened. Dr. Manuel

				García-Valdecasas—who at the time was known as Princess Cristina’s gynecologist (just as the word “entrepreneurship” didn’t exist back then, neither did we know anything about the Urdangarin scandal)—looked at me and smiled. “Well, it looks like that fibroid is alive, because you’re pregnant,” he said. Then he added, word for word—words you never forget—“Since you’re almost three months along, you’re going to hear its heartbeat. Time to start thinking of a name for that fibroid,” he said with a smile. And you can imagine how that “fibroid” thumped—it would later be named Carmen.

				That was my first real lesson as an entrepreneur and as a leader of my own life—and of the life that was on its way. It would be the greatest challenge of my career, and I’m convinced it’s a challenge shared by many women—and also many men—who are impatient or driven: achieving professional goals without losing sight of what really matters. Keeping your drive and initiative alive, chasing your dreams, all while trying not to let your circumstances limit you, and carefully weighing personal risks.

				Since then, I’ve watched my business and my daughters grow side by side, just like many other women have, with a fully involved partner and parents who have been incredibly present as grandparents. Using that wonderful verb “to grow,” which has so much to do with entrepreneurship and with life itself—where time inevitably passes—I’m reminded of Xavier Marcet, in my opinion one of the best thinkers on leadership and business in our country.

				In his book *Growing by Helping Others Grow*, Marcet says that the key to growing a business is helping your team grow, helping your clients grow, helping your investors and society grow. It’s a must-read for any professional who wants to be a better leader. It’s hard to pick the best quote from Marcet, as his books and opinion pieces are full of brilliant insights. But this passage stands out to me:

				
					“… it’s estimated that by 2027–2030, in many OECD countries, there will be more people working independently than as employees of companies, governments, universities, or hospitals. The future will not be built through constant complaining, but through entrepreneurial effort and personal self-demand. We need more respect for those who take risks in their projects—those who risk their own money or their careers. We need a society that respects those who take risks and ignores the mediocre who only know how to complain and obstruct.”

				

				Marcet invited me to speak at the launch of *Growing by Helping Others Grow*. When I saw my name on the event poster, I thought, “What am I—a small business owner—doing alongside CEOs of billion-euro companies, like the CEO of Ilunion or the president of Renfe?” That’s when I understood how consistent Marcet is. The respect and recognition he speaks of in that paragraph, he showed by inviting me to speak at the presentation of his book at EOI business school. A great quality in a leader is aligning words with actions. Congratulations and thank you, Xavier.

				Back to that wonderful verb: grow. I’m sure Marcet would allow me to add that when we’re so focused on growing everything around our business—with that genuine desire to serve our team, our clients, and others—we risk making some people grow while others suffer.

				Sometimes, we prioritize the pursuit of what we define as success so much that we lose sight of what’s happening at home or in our own body. I was so distracted I didn’t even notice I was three months pregnant. And I don’t mind sharing this personal detail, because I think it reveals how we can lose our way chasing success—which is often just another word for the desire for professional recognition.
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						The idea of success in life, which we so often associate with material things, money, and purely professional achievements, can lead to a certain and worrying blindness in our personal lives.

					

				

				The most important things in life can easily slip by unnoticed when we’re deeply immersed in our professional projects. That was my first real lesson on my journey of professional development. It was going to be just as necessary as it was difficult to properly care for both of my “babies”: my business and my first daughter. Those were years spent juggling demanding clients and manual breast pumps in the office.

				Today, the “fibroid” Carmen has grown quite a bit—she’s 21—and it’s because of her that I’m writing *Why Do They Call It Leadership When They Mean Communication* with excitement, but also a bit of fear. Some time ago, I invited my daughter to help out at the leadership events we organize. She supports the production team. I thought it might be useful for her future to be exposed to leadership content, and she, being curious, accepted. One day, after she had worked at several events, I asked her what she thought of them, and she replied, honestly: “They’re fine, but don’t you think, Mom, that there’s a bit too much preaching in all this leadership stuff?” She left me speechless. That’s why I’m paying close attention to make sure this book doesn’t sound anything like a sermon—and that I don’t come off as a preacher in the slightest.

				Very often, when topics related to professional success are discussed, some experts argue that it’s dangerous to spread the idea that anyone can achieve it. Phrases like “If you want it, you can do it” or “Believe and you will achieve” are seen as risky. But I’m convinced that if you have a spirit of vital entrepreneurship and develop the skills of a *bonbon* leader, you can achieve what seems impossible. And that doesn’t necessarily mean starting a business.

				I’ve seen it in my own home. My father, from Extremadura, a man from the countryside, left school at the age of 14. Like so many other migrants, he came to Barcelona with little more than a suitcase, which I still have, with his initials on it. Inside that suitcase, he carried the need to earn a living and the dream of building a better future. He built a career from scratch—as a crane operator. It was only thanks to his entrepreneurial attitude and hard work that he eventually became the man in charge of the enormous crane used to build the Collserola Tower for the Barcelona Olympic Games. It’s the tallest infrastructure in Catalonia and the second tallest in Spain. Things went well for him. In the last ten years of his working life, he lived comfortably off the income from the tower cranes he owned. My father was a vital entrepreneur, my absolute role model. He built everything from nothing. I dedicate these pages to him.

				If there’s one motto every entrepreneur and leader should embrace, it’s that things can be going great today and fall apart tomorrow—or even crash completely. That was the biggest leadership lesson I learned from my father, whom I watched go through the 1992 construction crisis. Never forget where you come from—not just as a cliché, but as a daily practice. That’s the hard part. We would all benefit from developing that spirit of a humble survivor and dreamer who also keeps their feet firmly on the ground.

				My story, like most people who have started a business, is a common one. Statistics show that more than 50% of entrepreneurs in Spain go on to create more than one company. Five years ago, as a partner in my small company, I fell into the sweet trap again and returned to the notary. This time with more experience, at 45 instead of 27, with a larger network of contacts and the satisfaction of being able to align my personal purpose with my professional one—something that’s quite difficult to do when you start very young. With this second business, I’ve been able to offer my experience as an entrepreneur and communicator to help support the professional development of other women.

				I wasn’t prepared during my first venture to reflect on the idea of a life purpose. I can’t imagine myself in 2002—when I launched my first company—thinking about aligning personal purpose with company purpose. Back then, I just wanted to make a living on my own terms, and I was lucky to have friends and partners who believed in me. Thank you, José María Peiró, Germán de Soler, Fabio Hernández (RIP), and later Jordi Montserrat, for joining me in that early, bold stage.Beyond the difference between starting a business young or doing it later in life, what I really want to tell you is that this second company was born from a good conversation with a woman I deeply admire and have learned so much from in recent years: Mercè Brey, an expert in leadership and diversity. One of the early lessons I learned as an entrepreneur is that the conversations we have can open new paths and even change the course of our lives. That’s why I dedicate a chapter of this book to conversation as an opportunity.

			
			
				3. The power of conversation and seduction in entrepreneurship to create opportunities

				The way we connect, converse, and communicate—with ourselves and with others—is key to achieving our goals.

				Most of the things I’ve enjoyed and achieved over the years have been rooted in a good conversation. And do you know what all of us do in our conversations? We seduce. Deep down in our relationships lies the need to express our ideas, to have our opinions considered, to be liked by others.

				Seduction is selling. It doesn’t matter if you’re selling pacifiers, screws, ideas, or services—or even if you’re not selling anything at all, in which case you are the product. Almost everything I’ve learned over these years has come from selling; that’s why I also dedicate a chapter of this book—we’re all selling something—to that other bonbon skill: our commercial mindset.
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						The conversations we have are tools we all possess to change our reality.

					

				

				I hope that Master Marcet would agree with me that, in addition to a society that respects the entrepreneurial spirit, we also need one that admires, respects, and values people who know how to sell—and sell well. Businesses survive thanks to those who sell products or services.

				We should all be entrepreneurs in spirit, seductive in attitude, and communicators by conviction. Communicating and selling are the two things I haven’t stopped doing for a single day over all these years. We began this chapter with intuition in decision-making as the main theme, and we’re ending it with the seduction necessary to sell ourselves and our ideas.

				Intuition and seduction shape the course of our lives. This has been, for me, an invisible lesson for a long time. As invisible as it is powerful.

				That Campari has served us well—there’s barely any ice left. Now you know a lot more about me, and I hope you feel like continuing our date.

			
		
	


			2 To lead is to undertake; we are what we choose to be
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					“Look closely at the present you are building, because it should resemble and lead you to the future you dream of.”

				

				—Alice Walker

			

			People are the result of their dreams—we are what we want to be. This is one of the teachings that classical philosophy, through Aristotle, has passed down to us. This idea suggests that the distance between who we are now and who we want to become lies in what we do, in what we undertake each day. If, as Aristotle said, we are what we want to be and what we do, then our actions—what we engage in daily—shape us and define our future.

			To undertake. If only we could reinterpret certain words. Sometimes, from being overused, they lose their most authentic meaning—we strip them of their original essence or narrow their reach. I feel that this is what has happened with the verb to undertake. If it were possible, I’d bring this enormous word back to life. I imagine a world where everyone feels like an entrepreneur. In essence, we all are.

			The word “emprender” comes from the Vulgar Latin *in*, meaning “into,” and *prendere*, meaning “to catch, to seize, to take.” Since its origin, the word *to undertake* has been linked to the idea of seizing opportunities.

			The Spanish Royal Academy defines *emprender* as “to begin a task, direction, or project with determination and commitment, assuming the challenges it entails.” Synonyms include approach, begin, start, take on, launch, and embark on.

			In one way or another, throughout our lives we all approach, begin, and take on challenges and tasks. We are constantly taking on things. As I said in the introduction, to lead our own lives is to undertake. Every person should think of themselves daily as the entrepreneur of their life—their best business.

			Undertaking requires us to lead, and to lead well. We can choose to make our life a journey of captured opportunities—or a sequence of random events. You decide what kind of path you want.

			In recent years, we’ve come to associate the idea of entrepreneurship and success with the triumph of famous figures like Steve Jobs or Elon Musk. These are cases far removed from the reality—and even the expectations—of most of us.

			However, there are statistics that apply to all of us: in the next three years, four out of ten people will go through a professional or personal transformation.

			To undertake, to lead our challenges, means having initiative, thinking ahead, and daring. But undertaking and leading those challenges also means dealing with obsession, chaos, and failure—three elements that, despite their negative connotations, we all need to experience to some degree. I believe in the value of living with a bit of obsession, some chaos, and some failure—and I’ll explain why. But let me start with the basics, with what sounds best.

			

			To undertake, like to lead, is:

			
					To have initiative

					To think about the future

					To dare

			

			
				1. To have initiative

				What we achieve throughout our lives depends on our initiative.

				Those who only put in the bare minimum of energy are usually waiting for someone else to take initiative—the boss, the coworker, the partner—because deep down they don’t want to take risks, they don’t dare to take action. And without a doubt, not daring is more comfortable. For me, having initiative is tied to energy: whether you give your all or just enough. The question is how you position yourself and how you act when faced with the risks of your task or project. A certain level of dissatisfaction is required to have initiative. People with initiative are nonconformists.
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						Some people put all their passion and energy into what they do, while others give only the bare minimum—and that’s what makes the difference.
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					Are you putting your maximum energy into what you do, or are you just giving it the bare minimum? Are you settling for who you are today?

				

				When we say someone has initiative, we’re recognizing the value of that attitude—the willingness to take risks and make things happen. Having initiative is linked to each person’s internal self-motivation. As a child, whenever I argued with my mother, I remember that in the heat of the moment she would often say to me, “Girl, you’ve got some nerve!”

				What she meant by that expression was one of the definitions of the word nerve—rage, fury, anger. It seems I was a bit of a backtalker, as she often says, so we argued frequently. We still do, which I think is a very positive sign—it means I still get to enjoy her, even with enough energy left to argue. If you still argue with your mother, congratulations! That’s a blessing.

				The Spanish language is so rich that *coraje* (courage) also has a second meaning: bravery, boldness, determination, effort. This second meaning refers to that inner initiative. Courage, self-motivation, is what we recognize in people when we say they have initiative.

				We all know how to identify the people around us who have initiative. We can sense when we—or someone on our team—is putting in maximum energy or just the minimum. The good news is that we can activate that courage to give our full energy. Courage is simply the bravery that moves us into action.

				Nonconformity, like a kind of soul-level impatience, is the virtue that propels us forward. In fact, nonconformity and entrepreneurship usually go hand in hand.

				Companies especially need nonconformist people—those with initiative who are willing to take risks. Let’s not forget that organizations don’t achieve great results on their own; it’s people with initiative who drive companies to succeed. In the workplace, some people wait for others to take initiative, often reluctant to assume the risks that come with it. In many companies, complacency ends up killing initiative. When we kill that internal engine, we’re also blocking the potential for great outcomes. I’ve seen it firsthand in my own company: a project that was going well, led by someone whose initiative had burned out, ultimately began to suffer. Employees with initiative don’t settle—they ask for new challenges, think of ways to improve their daily work, and if they’re unhappy, they look for opportunities elsewhere. This isn’t just about the entrepreneur or manager always taking the lead—it’s about personal integrity and investing in yourself. Taking initiative is a form of self-respect. It means taking the reins of your life to make things happen. What companies need today is for everyone to be a leader, just like entrepreneurs—with that self-demanding mindset that defines anyone who sets out to build something.

				For years now, some organizations have been trying to foster what’s known as *intrapreneurship*. It’s not easy, but it’s possible if we understand that entrepreneurship is ultimately a personal responsibility. It shouldn’t matter whether you’re self-employed or working for someone else. Of course, companies must create the right conditions for initiative to grow—that’s the other side of the intrapreneurship coin. It’s not much use for people to have an entrepreneurial spirit if the company’s processes kill that initiative.
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						To undertake is about attitude; it goes beyond investment.

					

				

				Do you know what the biggest challenge is for any executive today? It’s not artificial intelligence or sustainability—although those are definitely major challenges. The real challenge for anyone running a business is to get their team to follow them with the same energy and commitment they themselves bring to their work. The challenge is to awaken that entrepreneurial attitude that gets businesses off the ground.

				Enrique Tomás, the ham entrepreneur, explained it to me with his usual flair. He’s the shopkeeper who started out as a boy helping his parents in a humble charcuterie stand in the Badalona market, and who now has more than 120 shops around the world and employs over 1,200 people. You’ve probably had one of his ham sandwiches. I invited him to a leadership event. We’d known each other for a while. He arrived in a shirt and blazer. We chatted while the guests arrived, took a few photos, and he showed me his good-luck charms—his pockets were full of stones and symbolic items. Just before the event, he said he was going to change, and he came out for the interview wearing a black polo—or, if you prefer the term accepted by the Royal Academy, a “niqui”. On the left side of his shirt was a logo that looked like NASA’s—his dream is to bring ham to space—and on the right side, his embroidered company ID: “Yo soy Enrique Tomás” (I am Enrique Tomás). During the interview, I asked him what he’d found most difficult as a business owner. I expected him to mention international expansion or the challenge of selling ham in countries unfamiliar with our gastronomic culture. I was wrong. He pointed to the logo and said:

				“The hardest thing is getting your team—every single person in your company—to feel like the jersey is theirs too. That’s the real challenge.”

				“You have to do whatever it takes to get your team to match your drive, your energy, your strength—not your personality, but your attitude. Get them to follow you! I want everyone to be Enrique Tomás. Which is tough, because in my case, that means identifying with the boss’s name!”

				David Boronat, a business leader I admire who founded the digital agency Multiplica at the age of 25, expressed the same idea in a different way. His company is now present in several countries. In an interview, I asked him about the key to their growth and what he found most difficult about running a company. This is what he told me:“The challenge is getting everyone in the company to think like a CEO. There’s going to be a huge difference between the companies that manage to do that and the ones that don’t. If we can get our teams—every person in the company—to have that CEO spirit, the world is ours.”

				Boronat doesn’t mean that everyone should do what a CEO does or take on the CEO’s level of responsibility and risk, but rather that they should develop the attitude, the initiative—to become the best version of themselves, for their own good and for the company’s.

				Top executives have a responsibility to create the right environment for this to happen—so people can develop that crucial initiative. At the same time, each person has the responsibility to pursue their own growth, wherever they choose to be—whether in their own company or someone else’s. Just because it isn’t your business doesn’t mean you can’t deploy your full talent.

				In the coastal town of Cubelles, near Barcelona, where I’ve spent my summers since childhood, there’s a well-known local wine shop—*Celler d’en Carlos*.

				One day, chatting with the owner, a unique character who knows I run a company, said something that stuck with me: “If you don’t work for your dreams, someone will hire you to work for theirs.”

				I understand the point he was making. However, that quote overlooks something important. In reality, we all share the dream of doing work we enjoy—work that feels worthwhile, both for the financial and the non-financial rewards it brings. And we can achieve that goal in many ways—it doesn’t have to involve owning a business. I know people who are truly happy, who have pursued their dreams without ever starting a company, and who live very well because they committed to performing at their highest level—within a business that wasn’t theirs.

				Today, the greatest challenge for companies and leadership is awakening that ownership mindset. Salvador Alva, former president of PepsiCo Latin America, sees it that way too. I had the chance to talk to this brilliant Mexican businessman thanks to Instagram’s algorithm. One day I saw a suggested post with the cover of a book titled *What a Leader Should Never Delegate*. I was intrigued and asked about the author. I found out through the publisher that he would be coming to Spain to give a few talks at different universities, so I asked to interview him during his visit. That’s how I got the chance to meet him and learn from his long career, which has been dedicated to developing talent in various organizations—bringing them to high levels of performance. I left our hour-long conversation with a long list of insights. Alva struck me as more of a man of ideas than a man of business. I’d like to share something he told me that relates to the need to awaken people’s initiative: “Companies usually make their annual plans and, if certain goals are met, employees receive their bonuses. But that, in a way, limits people’s potential. We need to stop using the word employees and start using entrepreneurs. Only with an ownership mindset can people reach goals that exceed those annual plans. Sure, we’ll still need to make annual plans—but only when we develop an ownership mentality can both the person and the company go further.”

				This bold idea, which at first may seem difficult to apply, aligns with one of the best definitions of leadership I’ve ever heard—also found in his book: “A leader turns ordinary people into extraordinary people. A true leader takes people where they wouldn’t dare to go on their own.” In short, that last sentence is what leading well means to me. Ownership isn’t essential; what matters is striving for excellence in what you do.

				If we agree that entrepreneurship is a vital attitude that belongs to everyone, how can we encourage it? Through our thoughts. The mindset to undertake and lead any challenge is triggered by the way we think. And one of the most powerful thoughts to lead ourselves well—and spark that entrepreneurial spirit—is to think about the future, to anticipate it.
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					Do you know where you’d like to be five years from now? Are you doing things today that will lead you to the future you want?

				

			
			
				2. Thinking About the Future

				Among all the ideas I gathered from my conversation with Alva—who, in addition to being the former president of PepsiCo Latin America, also served as president of Tecnológico de Monterrey, the top private university in Mexico—there was one about thinking ahead that initially terrified me: what happens if you get hit by a truck tomorrow? Do you have at least two people in your company who could do your job? “A leader who doesn’t have two or three potential replacements within their organization is not developing talent.” That’s what Alva wrote in his book, and he explained it to me in detail during our conversation.

				We know that thinking about the future is the main responsibility of anyone running a business. Entrepreneurs and executives need to manage the present while envisioning the company they want in the future. This is the primary responsibility—and I’d say also the greatest challenge—for small and medium-sized business owners. In SMEs, the urgency of the short term and the specific characteristics of personalized businesses often don’t allow founders to focus on the future as much as they should. One of the biggest mistakes I’ve made in my experience as an entrepreneur is not spending enough time thinking about the future. Even now, it’s something that keeps me alert. The consequences of failing to anticipate the future can be serious. Businesses need to evolve, and inertia often doesn’t take us very far.

				In the vast majority of small and medium-sized businesses in our country, the locomotive—the engine that makes things run—is the founder (or founders) at the helm of the company. These are professionals who are often the HR director, CFO, commercial director, and CEO all in one.

				Behind 99.88% of companies—that’s the percentage of SMEs within the Spanish business fabric—there’s a juggler. In my opinion, and maybe it’s bold of me to say since I’m part of that group, all those jugglers deserve recognition because we generate 65% of Spain’s GDP and over 75% of its jobs. I’m referring to SMEs as defined by the European Union—companies with fewer than 250 employees and an annual turnover not exceeding 50 million euros.

				What happens in Spain is that the bulk of SMEs are actually small businesses (under fifty employees) or microbusinesses (under ten), which puts us at a disadvantage compared to other EU countries.

				I know many small business owners who find it very difficult to answer the question, “Where do you see your business in the future?” because they’re so overwhelmed by the day-to-day—they spend their days juggling. Small business owners need to spend more time thinking about the future.

				But thinking about the future isn’t just the responsibility of those who run a company; everyone should dedicate time to thinking about the future. Miquel Lladó, a great strategist and former CEO of Bimbo, explains this well in his book “Falling in Love with the Future”: “The key to a life strategy is that after years of working, you feel satisfied with where you’ve ended up and don’t realize too late that you’ve just been drifting along.”
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						Whether we’re leaders or not, whether we own a business or work for someone else, we need to think about the future if we want to end up where we’ve dreamed of going.

					

				

				I read Lladó’s book while I was in isolation during the first wave of the COVID-19 pandemic. You’ll agree that it was extremely difficult at the time to be optimistic about the future, with the flood of despairing news pouring in from all corners of the world. Despite that dramatic global context, the author captivated me with his message: “This is about falling in love with the future, wanting that future—because that’s where the opportunities are. Why fall in love with the future? Because it hasn’t happened yet for anyone. We’re all at the starting line at the same time.”

				Someone with initiative falls in love with their future and pours all their energy into pursuing it, without excuses or comparisons with others—comparison, that cursed human habit. The author asked me to join him at the presentation of his book at Casa del Libro in Barcelona. As with Marcet, I considered it an honor. Lladó is the kind of person who doesn’t just make you fall in love with the future through his writing; those of us lucky enough to know him also fall in love with his positive spirit, his smile, and his generosity. I highly recommend his book, especially if you’re interested in strategy and marketing. Lladó is the one responsible for the crustless sandwich bread that hit the market while he was CEO of the well-known Bimbo company. All the other brands eventually copied the idea of removing the crust.

				The idea of falling in love with the future reminds me of a compelling reflection from the Catalan philosopher Esquirol. He believes there is an excessive focus on the future in our society—we like to predict it too much. By imagining it constantly, we risk turning the future into a kind of ideology that distracts us from taking meaningful action in the present. That is, by fixating on the future, we might end up in a state of avoidance, waiting passively for it to arrive.

				According to Esquirol, people don’t really build the future; we build the world. We are authors, creators. He prefers the idea of creating world over creating future. It might seem like a subtle difference, but I find it valuable. We hold the present and the future in our hands because we can shape them—like sculptors—using strategy.

				Do you consider yourself a good strategist? That depends on how much time you spend thinking about and designing the future you want.

				Not long ago, an entrepreneur told me he had stopped being the CEO of his company. Now he holds the title of CFO—Chief Future Officer—the one in charge of designing the future. A brilliant idea.
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					Can you imagine if you were the CFO of your life—the designer of your own future?

					If that were the case, and you answered honestly, would you pay yourself a salary for that role… or would you have to fire yourself?

				

			
			
				3. Daring

				Do you dare? I bet you don’t. How many times did we say that as kids to challenge our friends? That “do you dare?” reveals the desire to push ourselves, to try new things. It’s well known that some children are so daring they may even become reckless. In childhood, we spend our days daring—but as we grow older, we lose the habit of taking risks. My suggestion is to keep asking ourselves, “Do you dare?” It’s not a good thing to lose the practice of daring as we age.

				Is there something in your life that you haven’t dared to do, but wish you had? Sometimes daring can be so hard. The main reason we’re unable to take the leap is a lack of confidence. There are no “confidence hormones.” It’s cortisol and testosterone which, when balanced, determine how willing we are to take risks. That hormonal balance helps us make decisions and take action. I learned about this balance from Rafa Cordón, author of *Biocomunicación*, where he combines his experience in biology and medicine with the world of communication. His book poses a provocative question: “Do you trust yourself because things go well, or do things go well because you trust yourself?”

				Let me suggest a small experiment: ask a few people around you, “Is there something you didn’t dare to do in your life, but wish you had?” They don’t need to tell you what it was—just what stopped them. In most cases, it’s the same reason. Limiting beliefs are what usually generate fear and, as a result, keep us from making the leap. All the older people I’ve tried this exercise with have told me that, with time, they realized they could have dared—but didn’t because of uncertainty and fear of the consequences.

				When I’d only been in business for a short time, I dared to launch a specialized press magazine called Expone, focused on the trade show and conference industry. I decided to create an expert committee. I hadn’t yet turned thirty, and I was looking for experienced professionals in the business tourism industry. I thought a committee would help me make better editorial decisions. I remember one day telling a journalist who worked with me at the time about the idea. She looked at me a little shocked when I explained that we were going to form an advisory board of experts. She saw it as a bold move—too bold. I was disappointed by her reaction; I sensed her skepticism, that “who do you think you are?” attitude. I was just an eager young journalist with big ideas. I wasn’t offended, and I went ahead with the plan—I dared. Not long after, she left the company. That bold move of creating an advisory board made up of leading professionals in Spain’s trade show and event sector turned out to be a great decision. It was one of the best choices I made in my early entrepreneurial days. It even earned me recognition from the Professional Press Association (APP), now known as CONEQTIA. I received the award for the youngest publisher in Spain at the time. For me, that award was a reward for daring. The magazine no longer exists—it didn’t survive the 2007 crisis—but with it, I learned how to take a chance.

				To dare, you have to believe it’s possible. If you don’t truly believe, you won’t even try—and if you don’t try, you won’t succeed. It’s that simple. Daring is what philosopher José Antonio Marina calls the “virtue of takeoff”—the ability to lift off from where we are. Daring isn’t just about making decisions; it’s first about accepting that you can move from where you are, despite the fear.

				When you finally dare, like jumping from a height into the unknown, you feel a bit safer if you know there’s a net to cushion the fall. And I’m not talking about a financial net—I didn’t have one. In every act of courage, it helps to surround yourself with knowledgeable, positive people who support you. When I created that advisory board, I reached out to various professionals and asked for their help—without pay. I shared my project, I was excited, and maybe that excitement is what convinced them all to say yes. They didn’t know it at the time, but they were the safety net for that leap. Even though the magazine is long gone, I’ve continued to collaborate and stay in touch with many of those professionals. I’m grateful to all of them for being part of that experience.

				How important it is to build strong professional relationships—and to be able to maintain them throughout your life. With those relationships, we often find solutions to all kinds of situations. That’s what ham entrepreneur Enrique Tomás told me in our interview. He calls it chains of trust. That happens when you reach out to a friend or contact for help, and they connect you with someone else in their circle who might be helpful. For these chains of trust to work, you need to be willing to share your friends and professional contacts. Over the years, I’ve seen many people jealously guard their contacts. I, on the other hand, am addicted to chains of trust. I love connecting people.

				I also like to add what I call invisible ambassadors to these chains of trust. These are people who value others’ boldness and challenges so much that they become their silent advocates. At a time when marketing has given so much prominence to influencers and paid brand ambassadors, I think having invisible ambassadors is a true luxury. An invisible ambassador is not your manager.

				They don’t earn a commission, they don’t draw a salary, and they have no personal interest—beyond simply wanting things to go well for you. I consider myself an invisible ambassador for many people I care about. If I’m in a conversation with runners, I’ll tell them to sign up for one of the great races organized by María Wandosell, CEO of Sport Life Ibérica. If someone tells me they want to buy a house in my town, I’ll tell them they need to talk to Olga Zumel, owner of Fincas Costa Dorada. If you need a lawyer for your company, the best without a doubt is Nuria Lucaya. If you don’t like finance but need someone to handle it for your company, I’ll recommend talking to Luis and Borja from Finout—they changed my life. I could go on with countless recommendations that come up in almost every conversation I have. There have even been times when I’ve felt the need to clarify that I wasn’t earning any commission—I just want the people I care about to succeed. Having invisible ambassadors in your life—and being one for others—is one of those things that’s incredibly valuable and costs almost nothing.
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					Who are you an invisible ambassador for? And who do you think are your invisible ambassadors?

				

				In professional environments, the well-known concept of networking has often been reduced to that immediate, transactional interest we bring into relationships. It’s a very useful tool for impatient people and, as such, it’s fantastic for sparking business activity. But let’s not forget the value of chains of trust and invisible ambassadors.

				Theorizing about daring is easy; the hard part is putting it into practice. The last time I asked myself, “Do you dare?” was to write this book. I want to share the exercise I followed to make it happen, in case it helps you with a challenge of your own.

				You might be one of the lucky people who’ve played Truth or Dare at some point in their life.

				To refresh your memory, this game—also known as Truth or Dare—doesn’t require much in the way of materials, just a bit of imagination. Players choose whether they’d rather answer a question or take on a challenge. If you pick Truth, you commit to honestly answering a question. If you pick Dare, you’ll be assigned a task to complete. If you refuse, you pay a predetermined penalty. The questions and challenges can be as bold or cheeky as the group agrees. Maybe now you remember the version where you had to remove an item of clothing… A nice metaphor, actually—shedding layers to respond to the exercise I’m about to propose: the Hexagon of Determination.

				In the original game, questions might be: What would you take to a desert island? What’s the last dream you remember? What’s the most embarrassing thing that’s ever happened to you? The challenges might include: call a family member to tell them you love them, don’t check your phone for three hours, kiss the team member you like the least—and so on, let your imagination run wild.

				Back in my teenage years, this game was a go-to for flirting and livening up any party. I suspect newer generations don’t need as much pretext—but that’s for another book.

				What interests me about this game is that it contains two key elements for making decisions and taking on any challenge: truth and daring. Answering truthfully and daring to act—that’s what I’m proposing here.

				The upside of this exercise is that you won’t feel embarrassed in front of your friends. The vulnerability of being questioned and challenged publicly will instead become a tool for self-knowledge—and maybe even some internal modesty—as you answer your own questions and assess your own ability to dare.

				I did the Hexagon of Determination before writing this text. If you’re holding this book in your hands, it means the hexagon worked. After doing it, I verbalized my goal—which is a great trick to increase your commitment to it. I told my family and closest circle that I wanted to write a book. Even so, the process wasn’t immediate; it might take years between doing the hexagon and actually achieving your goal. In fact, I’ll confess something: despite being impatient, my first conversation about this book with my editor happened back in 2019, before the pandemic. Every challenge brings its own obstacles—it’s been five years since that initial conversation.

				There’s plenty of literature about the concept of determination. To keep it simple, we can define it as the ability to keep moving forward no matter what happens. Determination means that, despite setbacks, difficulties, or disagreements you may encounter while pursuing your goal, you don’t stop. Just in case it helps you create your own hexagon, I’ll share an example of what I once wrote in mine when I set out to write my first book.

				
					EXERCISE Hexagon of Determination
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					In the center of the hexagon, write down your goal—describe your challenge briefly and clearly.

					My case: Write my first book.

					
							
							Meta-objective: Reflect on what lies behind your goal. Why do you want to achieve it? What are you truly pursuing? Is there something invisible behind what you aim to accomplish?
							My case: To share my experience with others who might feel inspired by it, to leave some life lessons for my daughters, etc.

						

							
							Consequences: Are you willing to accept the consequences of this challenge? What problems could it cause you? Are you sure you’re ready to overcome those obstacles?
							Write down the possible consequences to assess whether you truly accept them. Answer honestly about your level of commitment to facing the obstacles you anticipate.

						

							
							Committed skills: what abilities do you have that could help you achieve your challenge?
							My case: I am a trained journalist, so I read and write regularly.

						

							
							Skills to develop: what skills do you lack and need to develop to pursue your challenge? Are you willing to dedicate time and energy to learn what is necessary?
							My case: I don’t have the discipline to write a book, I don’t know how to connect one chapter to another, and I don’t know the book-writing process. It’s my first book and I lack a method.

						

							
							Internal saboteurs: what might internally prevent you from achieving the challenge? Do you truly believe you can do it? Do you trust that it is possible?
							My case: negative internal reflections like: “There are many great books out there,” “I won’t be able to bring anything new,” “No one is interested in my story,” “The editor won’t like it,” or “Who am I to talk about success?”

						

							
							External saboteurs: what external factors might prevent you from achieving your challenge? Do you believe any circumstance or person could stop you from fulfilling your dream?
							My case: fortunately, I haven’t had any external saboteurs, but they could be, for example, a partner who doesn’t encourage or support you in your challenge, or any other external element that paralyzes you from the outside.

						

					

				

				Up to this point, we’ve talked about what it means to have initiative, to think about the future, and to dare—three abilities with a clearly positive meaning. But are failure, chaos, and obsession just as positive? I was taught they are by jurist Antonio Garrigues Walker, actor Antonio Resines, and advertising executive Luis Bassat.

				
						Failure

						Chaos

						Obsession

				

			
			
				4. Glorious Failures

				Because of the widespread idea of entrepreneurship as an American dream—life without bosses and total freedom—we often forget that leading and undertaking also means losing. We keep repeating like a mantra that failure isn’t bad, but—let’s be honest—it’s hard to truly internalize that idea in our country. We all know plenty of examples of successful businesses that were complete failures at first, and of entrepreneurs who only succeeded after several setbacks. We also know that in the art of leading teams, we sometimes fail.

				Like so many others who run businesses, I know what it means to lose. There have been years when I’ve come out ahead, but I’ve also had years with financial losses. However, I’m not only referring to money. When you have an entrepreneurial attitude, it doesn’t matter whether it’s your own company or not—you can lose a lot more than money: confidence, self-esteem, or reputation. Sometimes you actually lose them, and other times you only think you have or you’re afraid of losing them—but you suffer just the same.
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						Blessed impatience that drives us to take action, and blessed the opportunity to fail.

					

				

				We all live with the idea of fulfilling our ambitions. Losing is what happens when your expectations aren’t met, and that happens quite often in life and in business. It happens more frequently when you have initiative—simply because you start more things, so the odds of losing go up. You have to know how to lose and learn through losing. I was wisely warned about this by the oldest person I’ve ever interviewed at an event—a man I admire deeply and to whom I’m very grateful for his generosity toward me and our leadership community at [www I’m talking about Antonio Garrigues Walker (Madrid, 1934), honorary chairman of the Garrigues law firm, one of the most internationally respected Spanish jurists, advisor to governments such as those of the United States, Japan, and Spain, and an inspiration to generations of lawyers. A brilliant mind at ninety-one years old.

				The first time I interviewed Garrigues was on the occasion of the publication of one of his books: Manual for Living in the Age of Uncertainty. At first, like many others, I called him “don Antonio,” until he kindly and repeatedly asked me, smiling, to please speak to him informally. I asked him how leaders and professionals in general could maintain a positive attitude in this age of uncertainty. He responded, as the wise man he is, with intelligence and humility: “We have all failed or will fail at some point in our lives. Stripping failure of its regenerative and positive value seems to me a huge mistake. For me, failure is something glorious. When I talk about my failures, I call them glorious.

				Sometimes success brings about foolishness and a kind of euphoria that’s hard to control. I’ve met successful people who became arrogant and dogmatic.

				Between failure and success, I choose failure. I’ve failed in politics and in many other things—so what? It’s part of life and has great value. It gives you clarity.”

				I was a teenager when, after Spain’s transition to democracy, Garrigues Walker and Catalan politician Miquel Roca tried to create a centrist political space with the Democratic Reformist Party, which was a total failure—what Antonio calls his *glorious failure*. However, among his many successes, one stands out: his remarkable longevity. During that same interview, I dared to ask him the secret to his good physical and mental state at his age. Here’s what Garrigues Walker shared about his habits for healthy longevity:

				
						Advice 1: “For years now, at every event, celebration or meal I attend, when it’s time to eat, I only have one course. I choose a starter or a main, but only one dish—we are overfed.”

						Advice 2: “I regularly engage in a creative or artistic activity. I encourage everyone to practice something that stimulates their artistic side: dance, painting, playing an instrument… anything that regularly puts your brain in creative mode.” In Antonio’s case, it’s well known that his outlet is theater.

						Advice 3: “Never stop learning—study or pick up something new. Ideally, something unrelated to your profession, to stimulate learning in your brain: learn a new language, read a book on something you know nothing about… in short….keep learning.”

						Advice 4: “Always stay interested in the opposite sex (in my case), or in whichever sex one prefers. Never lose that interest.”

						Advice 5: “Never retire. Even though I no longer have operational roles, I go to the office every day, I have daily tasks to attend to. Retirement, as it’s understood today, is not in my plans, and I don’t think it’s a good idea for anyone. You can step away from a type of work, but retirement as a concept is harmful to both body and mind.”

				

				I believe these tips from Garrigues capture much of what it means to lead yourself well.

				Returning to the idea of failure, to which he gives such positive value, the key is that we shouldn’t fear it. Santiago Álvarez de Mon, one of Spain’s most respected professors of business management and author of “Learning to Lose”, says that if you’re not at peace with the idea of losing, you won’t be able to win. Álvarez de Mon has shown in his research on failure the importance of eliminating that fear. He uses examples from the world of sports. At an event where I moderated a round table in which he participated, he told me: “I’ve seen Rafa Nadal and Pau Gasol, just to name two great champions, win most of the time because they are at peace with the possibility of losing. On the other hand, I’ve seen other athletes with tremendous talent and an overwhelming desire to win—who lose. That’s the paradox of failure. When losing doesn’t paralyze you, you’re more likely to win.”
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					Are you afraid of losing?

					There are only two true failures: when you lose and don’t get back up, and when you don’t even try.

				

			
			
				5. Khaos, tattooed

				Another word that, like failure, deserves to have its negative connotations removed is chaos. I have the word *Khaos*, from the Greek, tattooed on my right wrist. When I did it, I showed the tattoo to a friend and she was surprised; it seemed negative to her, something you wouldn’t want on your skin. But we all get tattoos of what defines us, amuses us, or moves us emotionally. And many others would never get a tattoo at all. Entrepreneurship is chaos too. Action and the spirit of vital entrepreneurship are defined by a certain degree of chaos. Chaos triggers decision-making and pushes you to act. In a way, it unleashes your authenticity. I don’t know if actor Antonio Resines would describe himself as a chaotic man or not, but I’m going to use him to talk about the chaos that characterizes the creative and entrepreneurial mindset.

				Culture and leadership have always gone hand in hand. In ancient civilizations, it was oratory, theater, poetry, and monumental architecture that transmitted values and identity and served the leader. Today, culture—through the emotions it generates—also serves businesses as they undertake cultural transformation processes.

				It was under this idea of uniting culture and leadership that I had the opportunity to meet Resines in person. It was at an event at a business school. He offered me a comparison between the world of film/theater and business that struck me as powerful and reinforced my belief in how essential it is to understand chaos as something positive in our lives: “The role of a film director (like that of an executive or leader) is to create chaos in order to push actors (a company’s team members) out of their comfort zone. Only by taking them to the edge of their performance (or work) can we bring order, innovation, and develop creativity.”

				Just like on a movie set, companies need chaos. There are people who never allow themselves to enter chaos mode, who don’t allow chaos in their lives. But when we feel chaos, it’s because we’re creating something new, we’re full of energy that’s going to take us somewhere else. I believe that if we don’t feel that chaos, it’s likely we won’t achieve anything exceptional. If we never experience chaos, we’re stuck in routine. That’s what Resines says happens in creative processes in theater and film. Chaos can lead you to amazing places.
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						First we need chaos in order to reach somewhere new, unexplored. We need to give chaos a positive spin.

					

				

				A few years ago, my oldest daughter had to choose her university major. She had done well on her entrance exams and had several options, but she was completely confused. She didn’t have a clear calling and didn’t know which path to take. The options were so many and so varied that she was totally disoriented. As a mother of a pre-university daughter, this was a new situation for me. I told Jordi Nadal, businessman and owner of Plataforma Editorial, and he gave me a brilliant and practical idea—just like he is. He advised me to pick a few people from my network, four or five, whose professional experience I respected, and ask them to have a coffee with my daughter and talk about her interests, her thoughts, and her future—with no input from me. Just a conversation between them. I selected some people from my circle, professionals with brilliant careers whom I admire and knew would say yes even though they didn’t know my daughter.The idea was so good that she only needed to meet with two of them; that was enough for her. Possibly neither of the two professionals—Nacho Villoch and Jorge Salinas—gave her the exact answer on which degree to choose, but they offered her powerful reflection about herself and her future.

				I think Nadal’s idea is valid for other key moments in life. More often than we imagine, we—or our children or friends—need perspectives beyond those of our home or closest circle, and we can use our relationships to help them out of chaos. I recommend following Villoch and Salinas on social media. The former is a reference in intrapreneurship and innovation, the latter an authentic exploratory leader and expert in leadership and people. Thank you, Jordi, for that idea, and thank you Nacho and Jorge for your generosity! My daughter will always remember those two conversations that helped ease her chaos.

				These days, when I feel that total confusion, I don’t get too stressed—it means I’m thinking, creating, analyzing paths. Let’s love the chaos.

				Sometimes we relate poorly to disorder; it makes us uncomfortable. We even feel ashamed of our own mess. One of my team members once told me that the company looked too much like me, that it reflected my personality and was causing disorganization in the team and in how we worked. She meant that we lacked structure and planning. She was trying to say that my impulsive, sometimes chaotic personality was having a negative effect on the company. That comment bothered me; I took it negatively. Her perception clearly wasn’t good, and I spent some time trying to correct it. As hard as it is sometimes, I know that it’s important to listen to your team’s views and identify areas for improvement. I took action—her feedback didn’t go unnoticed. Still, over time I came to understand that the chaos she referred to is part of my lifeline. My impatience and strong drive for action, combined with chaos, are part of what has allowed my company to survive until now. Thanks to that chaos, I remain in what change management expert Juan Ferrer calls the “evolutionary comfort zone.”

				You’ve probably heard a thousand times the phrase “get out of your comfort zone.” Ferrer is the author of a book I recommend: “Don’t Get Out of Your Comfort Zone”, in which he invites us to reflect on the question: is comfort the same as complacency? He defines three comfort zones that people move within::

				
						Happy complacency zone

						Unhappy complacency zone

						Evolutionary comfort zone

				

				In zone 1, you’re happy and have no ambition or need to improve. It has its costs, but it’s valid for those who choose it. In zone 2, you’re unhappy, unmotivated, dissatisfied, but you settle because leaving that space is hard and costly. It’s the zone of resignation—where you prefer the devil you know to the unknown. Zone 3 is what we call flow. In this space, enjoyment and growth blend together—pleasure, enrichment, and progress. Time disappears. You flow, and you become the action.

				Which zone do you think you’re currently living in?

				Ideally, people and companies should be in the evolutionary comfort zone—which, for me, requires a certain amount of chaos. It may sound contradictory, but it’s not. Chaos and comfort are not opposites. The evolutionary comfort zone is where we learn, improve, and grow. And to get there, we must live with that good, desirable chaos that, once overcome, transports us to a new place.

				Not allowing chaos is like denying the possibility of pain in our lives. Does anyone really believe they’ll never suffer in life? No sensible person would. There’s a quote by Saint Augustine that I find deeply inspiring for anyone walking an entrepreneurial path: “It’s bad to suffer, but good to have suffered.” The pain that’s inevitable in life, when faced with dignity, gives us wisdom. Surely you’ve experienced or seen someone who went through suffering and came out stronger. Like chaos, pain throws you off balance, challenges you—but if you overcome the setback, what comes from that transformation is unstoppable. It makes you wiser, more mature, and more grateful. Chaos, like pain, is not something to provoke or seek, but when it arrives, we must embrace it and let it change us.

				Every impatient and nonconforming person embraces chaos because they know it’s necessary to stay in the evolutionary comfort zone. Of course, chaos can’t be permanent, and companies need processes and systems to make things work. We must learn to embrace that turbulence when it appears, because it’s a sign that change is needed. Sometimes our usual resistance to change keeps us from even recognizing that chaos happens meaning we can create. The unpredictable—that is, chaos—forces us to evolve. And if we know how to manage it, it will offer us opportunities for self-awareness, learning, and innovation.

				Are you going to make room for a little chaos in your life?

			
			
				6. Life belongs to the obsessed

				Once, the renowned advertiser Luis Bassat told me: “Life belongs to those who get obsessed.” Let’s understand obsession here not as a mental disturbance, but as an overwhelming force that drives you to chase your dreams.

				In Bassat’s view, obsession drives creativity. What he calls productive obsessions makes us act somewhat compulsively and may even make us uncomfortable—but they are essential to achieving goals. A productive obsession is like a passionate idea we can sustain over time, one that gives meaning to our life. When it’s positive, obsession can unlock our full potential. I can’t imagine a chef like Dabiz Muñoz, from DiverXO, without obsession over his new dishes—just like I can’t imagine a young Bassat without obsession over the ad campaign of the year.

				It felt like a gift to have that conversation with Bassat about obsession. For years, I was obsessed with working at Bassat Ogilvy. In the 1990s, when I was starting out professionally, Bassat was already one of the most awarded agencies at that time, and Barcelona was buzzing with great advertising and design—it was home to the best agencies. I sent résumé after résumé to Bassat, but I never got in. I remember receiving letters in response—by regular post at the time—with phrases like: “We’ll keep your application on file for future opportunities.” Today, those letters would be collector’s items for any recruiter.

				On the occasion of the launch of his book “Dream Like Luther King, Speak Like Obama, Lead Without Leading, and Be Yourself”, I had the opportunity to interview Bassat. I told him how many résumés I had sent to his agency in my early days and how frustrated I was not to have worked with him. With a kind smile, he said: “Well, clearly we made a mistake. It’s a shame you didn’t work with us.” I thanked him for the compliment, but in my mind I thought—maybe I just didn’t stay obsessed enough to make it happen. I ended up working elsewhere and forgot that obsession—I didn’t keep it alive.
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					I dare ask you: is there something that you positively obsess over? What is your current productive obsession? And no, “paying off the mortgage” doesn’t count—because that one consumes/affects many of us.

				

				In this passage, Bassat—recognized as the greatest Spanish advertiser of the 20th century—after inviting us to reflect on the values of our personality, encourages us to keep learning from our surroundings through a simple exercise: make a list of the friends who inspire you and from whom you could learn something, specifying a topic you could discuss with each of them: “Then it’s up to you to take the initiative to call them and arrange to meet. That will enrich you intellectually—an enrichment no one can ever take from you. As an example, here is my own list…” And Bassat goes on to publish his list, identifying the topics he could discuss with each person.

				I like this exercise because it reveals one of the productive obsessions that every good leader and vital entrepreneur maintains over time: the obsession with continuous learning—and the fact that it can be done with something accessible to everyone, at no cost at all, simply through our own environment.

				Make your own list with names and the topics you’d like to learn about: How many friends appear on your list? When will you call them to meet and learn?

				I hope your list—long or short—is rich in quality, full of thought-provoking and new ideas for you. Every conversation is an opportunity; we’ll explore that more later. We are what we want to be. What we do every day defines our future. What are you waiting for?

			
		
	


			3 The Power of Vulnerability
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					“Vulnerability is the birthplace of innovation, creativity, and change.”

				

				—Brené Brown

			

			If we agree, as previously mentioned, that leading and taking on a challenge includes the possibility of glorious failures—as Garrigues calls them—then you’ll probably agree with me that anyone in the midst of a challenge will feel vulnerable. The possibility of failure, no matter how many opportunities we may later claim it brought us, is not something anyone likes in the moment.

			The path of entrepreneurship—whether literally starting a business or living with an entrepreneurial mindset—is inevitably linked to feeling vulnerable.

			Vulnerability is often associated with weakness, with something that makes us fragile. Even the official definition by the Royal Spanish Academy states that vulnerability is “weakness, fragility, insecurity, feebleness.” Some people avoid showing vulnerability because it may be seen as a sign of weakness.

			Brené Brown, a U.S. researcher with a great sense of humor, has dedicated years to studying vulnerability and has connected its acceptance with the authenticity of individuals. Her research and observations of thousands of people have allowed her to identify vulnerability as a key to awakening our creativity and innovation and facing change. Her findings show that people who truly feel the emotion of vulnerability share three characteristics: courage, compassion, and connection. Courage, understood as the bravery to take a leap; compassion, as kindness toward oneself and others; and connection, as the key to being seen as authentic. In this way, vulnerability shifts from being a weakness to becoming our greatest strength—the key to authenticity. In truth, vulnerability is a way of relating to ourselves and to others.

			In all these years of learning to lead myself and others, I’ve felt vulnerability tied to the weakness of someone starting from scratch, someone afraid of failing because they feel fragile and unsupported. That’s why Brown’s idea feels so healing to me: because it positions vulnerability as a powerful, not dangerous, condition. Through our vulnerability, good or bad things can happen to us.

			Beyond philosophical debates—whether we start a business, lead a team of thousands, or just a small group—every one of us will, at some point, feel fear, shame, and uncertainty. These emotions are at the heart of vulnerability.

			However, what truly sets us apart is the attitude we adopt throughout our lives in response to these emotions.
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					Vulnerability is the universal condition that connects all human beings. What sets us apart is how we choose to act in the face of that vulnerability.

				

			

			To turn vulnerability around and, as the researcher suggests, transform that myth of weakness into creativity, innovation, and a successful approach to life, we need to develop certain attitudes. These are the attitudes I’ve come to identify as exquisite treats that shape the kind of leadership I admire—the sweet-spot kind, which I call *bonbon leadership*—that can make you an irresistible professional and leader.

			Whether you love chocolate or not, some delicious bonbons await you in the next chapter.
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			4 Bonbon Leadership
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					“When no one understands you, chocolate is there.”

				

				—Anonymous

			

			Do you like bonbons? If you’re a chocolate lover, you know the temptation of not being able to resist a delicious truffle.

			It’s precisely that temptation—triggered by something we deeply enjoy—that was explored in the 1960s by psychologist and Columbia University professor Walter Mischel. He conducted the famous Marshmallow Test, which involved placing children between four and six years old in a room with a treat and offering them a choice: they could receive a second treat if they resisted eating the first for 15 minutes, or they could eat it immediately and get no second treat.

			Mischel followed the children over a span of more than forty years, which allowed him to identify significant differences between those who resisted temptation and those who didn’t. The children who waited and received two treats not only performed better academically but also had better health, finances, and social outcomes compared to those who chose the immediate reward. The Marshmallow Test helped researchers study self-control and how applying it in our lives increases our chances of achieving what we want.

			This experiment caught my attention when I first learned about it—perhaps because I’ve spent years trying to manage my impulsiveness. Mischel’s research showed that willpower is something that can be learned, not something we’re born with, as had previously been assumed. We learn to control ourselves, though some people are better at it than others.

			If you’re an entrepreneur or lead a team, you learn to control yourself daily. Managing people, dealing with clients, making financial decisions—nearly everything we do in a company requires self-control. Of course, our personal lives challenge our self-control, too: arguments with a partner, dieting, household finances… We’re constantly having to hold back, just like the kids in Mischel’s test.

			Fortunately, I don’t need much willpower when it comes to sugary treats—I’m not a big fan—but I do confess to being addicted to chocolate. So yes, bonbons still test my self-control, just as they did for the children in that study.

			Science tells us chocolate increases serotonin levels in our brains, and we know that serotonin regulates mood. So I’ve learned not to feel guilty about eating chocolate. It’s my personal drug. And not just during PMS or as I approach menopause—dark chocolate has been my weakness for life. It’s also my mother’s, which isn’t surprising, since studies show women are more sensitive than men to the effects of phenylethylamine, a substance found in chocolate with over 70% cacao—the kind that drives us both crazy. That might be why there are more female chocolate devotees than male ones.

			Beyond the known health benefits of chocolate for women—and the clear fact that it doesn’t replace sex—what seduces me most about a bonbon is its symbolism. Bonbons represent love, gratitude, and celebration. That’s life, isn’t it? Giving truffles says “I care about you,” expresses thanks, marks something worth celebrating. We spend a third of our lives working. As humans, within and beyond the workplace, affection, gratitude, and celebration also exist in our professional environments. Interestingly, the word “bombón” (Spanish for “truffle”) is also used to describe someone particularly attractive. Everyone likes attractive people—each of us in our own way. So “bombón,” accepted by the Royal Spanish Academy, works as a synonym for something delightful—valid for men and women, and also for a way of being and showing up in life that can be as appealing and irresistible as a bonbon.

			Every bonbon presents a challenge. We expect it to be as satisfying inside as it looks on the outside. The shell may be attractive, but we crave authenticity and essence in the center—true, rich chocolate.
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					The great challenge we face as people is to be as irresistible on the inside as we appear on the outside—in this social media age where appearances are rewarded.

				

			

			The effort lies in being exquisite on the outside, like a truffle, while also surprising and delighting with what’s inside. That is authenticity.

			I’d even say this is the challenge for companies, too. We live in a time when we often see greenwashing, pinkwashing, or purplewashing—examples of contradiction and corporate gloss. This happens when companies focus only on the truffle’s shell. The goal should be to build truffle-worthy companies—organizations that know how to present themselves with an attractive exterior (which helps with employer branding) and whose insides match the promises they make. It sounds obvious, but it’s easy to fall into inconsistency.

			Being a truffle-worthy company means fostering love (in the form of meaningful relationships), gratitude, and celebration as key ingredients for achieving great results. That’s how we create environments where people truly thrive. Where there’s love, gratitude, and celebration, there are healthy organizations. A truffle-worthy company is an authentic one—it sells what it truly is.

			A truffle is a tribute to pleasure. That enjoyment is what, as people—whether bosses or not—we should aim to spark in others. That same pleasure and satisfaction should be what companies ultimately pursue for their teams.

			Tom Hanks said in Forrest Gump: “Life is like a box of chocolates. You never know what you’re gonna get.”

			Unlike life, where we never know what truffle we’ll get, bonbon leadership is a carefully curated box that contains five core attitudes.

			Like handmade truffles crafted with care, these attitudes don’t come ready-made. They’re not mass-produced; they’re developed over time, shaped and perfected through practice. The bonbon attitudes are courage, curiosity, flexibility, humility, and generosity. These truffles are what allow us to learn and grow throughout life. Like a burst of flavor in your mouth, these attitudes ignite our learning and development.

			But, as with the children in the marshmallow experiment, if we lack self-control, even the best virtues can overwhelm us and slow us down. We know that virtues taken to the extreme can steer us away from our goals. Let’s not overindulge, no matter how tempting these five truffles may look.

			Whatever life serves you—just like Forrest Gump said—my suggestion is to savor the truffles of courage, curiosity, flexibility, humility, and generosity. If we want to end up like the kids who waited for the second marshmallow and ultimately had greater success in adulthood, we need to learn to delight in these bonbon attitudes.

			
				So let’s open the box. What are you waiting for?
			

			
				1. Bonbon: Courage
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						“Courage is not the absence of fear, but the triumph over it.”

					

					—Nelson Mandela

				

				Courage is the truffle virtue that moves us to act. Don’t assume the brave feel no fear—being brave means moving forward despite fear. We saw this with the hexagon of determination. Courage means choosing to act even when we understand the risks. Sometimes we confuse it with guts. You could say courage is running a 10K, while guts is running a marathon—courage sustained over time. Courage can be learned, because being brave is a matter of practice. I’ve learned that through my own experience.

				Once, a friend told me I was doubly brave: for being an entrepreneur, and for standing on stage in front of hundreds of people. As for the first, I’ll admit she’s right—it does take courage to be an entrepreneur in this country; the system doesn’t make it easy. But her second point got me thinking: “You need courage to speak on stage.” When I heard her say that, it struck me as an exaggeration. These days, being in front of an audience doesn’t feel like courage—it feels like fun. I’ve been doing it for over twenty years. Courage is a matter of practice. What we perceive as difficult depends on how familiar we are with a task or situation. It’s simple, but worth remembering: bravery isn’t innate, it’s practiced.

				Still, her comment took me back to my early days as a speaker. I remembered those sweaty palms just before stepping onstage and the herbal drops I used to calm my nerves—suggested by my dear friend and pharmacist Montse Montaner. I still remember them because their name said it all: RESCUE Remedy. Back then, yes, I was brave.

				Neuroscience tells us what holds us back from being brave is something like a gate in our brain. Ana Ibáñez, expert in neuroscience and author of the book *Surprise Your Mind*, explained it to me like this: “The key for a trained brain is not to feel fear. Because fear causes us to function only from the most primitive part of the brain—our survival zone. When your brain senses fear, a gate closes, and the hippocampus, where our emotional memories live—like a photo album—is restricted. If your brain can’t access that album, it feels fear, alert. Your prefrontal cortex shuts down, and that’s the part that tells you, ‘Stay alert, but this isn’t life or death. You can handle this.’ And that changes everything.”

				It sounds simple, but opening and closing that gate might just be the essence of life: learning to stay balanced. Teaching our brain to be brave, to overcome fear—but without tipping into recklessness, because too much courage can be dangerous.
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						The beauty of brave people is that they can inspire others to be brave too.

					

				

				Not long ago, someone I admire on my team—our Head of Content, Elena Carrascosa—said something that made me think about how contagious courage can be. During a phone call, she said: “You’re a challenging boss,” and then continued with the conversation. When I hung up, I paused to reflect. I really liked that phrase—not just because it identified me as someone who embraces challenges, but because it meant I was encouraging her to be brave too, to take on challenges despite fear and uncertainty. Thank you, Elena, for that compliment—and for being brave with me. Courage is a truffle virtue with high contagion potential.

			
			
				2. Bonbon: Curiosity
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						“Old age is the loss of curiosity.”

					

					—Azorín

				

				Do you consider yourself a curious person? On a scale of 1 to 10, how curious are you? It’s actually interesting how curious children are. They’re experts at asking questions, while adults, with supposedly more knowledge, tend to stop asking as we grow older. Children ask over seventy questions a day, compared to just twenty on average for adults.

				I was a curious child. Even now, as an adult, my family warns newcomers not to be startled by my incisive questions. It’s well known that journalists know a little about everything and nothing in depth—we ask about many topics without always having time to fully understand them. Fortunately, I’ve had the chance to explore the concept of curiosity a bit more deeply.

				Whatever rating you gave yourself, I hope you at least passed. If so, here’s what a study by the University of California, led by researcher Matthias Gruber, says about your curious brain: “When we feel curious, we activate the brain’s reward system, which releases dopamine—another neurotransmitter known as the happiness hormone. Curiosity also activates the hippocampus, essential for forming memories. Together, this dopamine boost and hippocampal activity make our brains more receptive to learning. Curious people can learn more and learn faster. They’re also more empathetic and better at embracing change. Studies have also shown that curious people are more resilient to stress. Curiosity leads to critical reflection, which improves how we think in conflict. Good news: unlike IQ, the so-called Curiosity Quotient (CQ) can be developed.”

				As a bonbon attitude, curiosity requires self-control. If you bombard someone you find attractive with questions, you’ll come off as annoying. Too much curiosity can become reckless. We all know the saying: “Curiosity killed the cat.” Even being curious about too many things can lead to unproductivity, like flitting from flower to flower without ever going deep. We’ve all met someone who starts a million things but finishes none—very curious, but lacking in self-discipline. However, if you can activate your curiosity while keeping it in check, you’ll find creative solutions to work challenges more quickly.

				We know entrepreneurship and innovation go hand in hand. But how do people and companies actually innovate? By asking questions—that is, by activating curiosity.

				In the 1930s, a three-year-old girl asked why she had to wait so long to see a photograph. Her father, inspired by that question, created the first Polaroid, revolutionizing the world of photography. If innovation stems from curiosity, from the ability to ask questions, then why do companies dedicate so little time and space to fostering it?

				Over a year ago, I participated in a session on curiosity in organizations. A group of leaders from various companies attended. I was to moderate the debate, joined by the dynamic Carmen Bustos, an entrepreneur and consultant in personal and organizational transformation.

				This is what Carmen said about the curiosity truffle during that session: “Society is obsessed with answers. In companies, we’re paid to make decisions, not ask questions. It’s a paradox: we want our companies to be innovative, but we don’t value questions—we just want answers. The key to innovation isn’t in the answers; it’s in the questions. The real trigger for innovation is doubt.”

				Some companies have already recognized curiosity as a key element of innovation. Google changed its talent recruitment strategy when it decided to challenge traditional interviews. In 2004, it posted a cryptic code on a billboard along Highway 101 in the heart of Silicon Valley. Those who solved it could access a website and submit their CV—regardless of education. They weren’t looking for engineers; just curious minds. Then-CEO Eric Schmidt said, “We run this company from questions, not by answers.”

				Some top German firms, like Siemens, even have a grundsatzfragen direktor—a “Director of Fundamental Questions.”

				The World Economic Forum in Davos has declared curiosity one of the essential traits for thriving in the labor market this century. In fact, Davos has included curiosity in its list of character qualities that students need today to face a world in constant flux. So curiosity is no longer just for creative departments or leadership—it benefits every professional by accelerating learning.
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						In companies, curiosity should be the most sought-after bonbon attitude because curious people are the ones who spark change.

					

				

				History shows that major breakthroughs and valuable contributions often begin with a single, original, well-thought-out question no one had asked before. If you lead a team, you’ll need to hand out lots of curiosity truffles: “The CEO or leader of any company must create spaces and build trust within their teams to pursue what Carmen calls ‘the jugular question.’ As a boss, you have to eliminate the fear people have of asking questions, no matter how crazy they might sound,” says Bustos.

				Curiosity helps us grow—it opens paths, no matter what stage of your professional journey you’re in. But its value isn’t limited to the workplace. Curiosity also plays a vital role in personal relationships. I learned this from Robert Waldinger, professor of psychiatry at Harvard and a leading researcher on happiness. Waldinger has spent the last ten years studying how relationships affect our health and can change our physiology. One of his key concepts is radical curiosity.

				I don’t know if you’re in a long-term relationship or not, but if you are, how long have you been together? Waldinger’s studies show that when we first date someone, we’re great at tuning into their emotions. But five, ten, or twenty years later, we actually know much less about how they feel. You’d think it would be the opposite, but what happens is that we assume we know everything about our partner and we stop being curious. You can apply this example to any friend or family member. Curiosity isn’t just valuable at work—it’s essential in our most intimate circles to keep relationships healthy and alive.

				My daughter Inés proved this to me a few months ago. Her grades haven’t been what we hoped for, and for the past couple of years, our home has been tense—partly due to adolescence, partly due to academic struggles. One day we had a heated argument. She insisted she had been studying, and I replied that her results said otherwise. She burst into tears and angrily told me I didn’t care how she felt—only about her grades. That I never asked her about herself, only about her performance. (At that moment, I remembered Bustos’ words: that society pushes us toward results and not questions.) Through tears, my daughter asked for more questions—more curiosity about her inner world, less focus on the outcome. We’re both working on improving: she on her results, me on understanding her better through questions. Many of the hurts in our closest relationships stem from not applying Waldinger’s idea of radical curiosity.

				Curiosity is information. With more information, we can make more strategic decisions. But being curious and asking questions isn’t enough. Once we get all those answers, we need to activate another bonbon attitude: flexibility. In this age of uncertainty, companies are constantly calling for adaptability to change.

			
			
				3. Bonbon: Flexibility
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						“The art of life lies in a constant readjustment to our surroundings.”

					

					—Okakura Kakuzō

				

				Why is flexibility a bonbon attitude? Because it’s the best antidote to the intolerance and polarization that plague our society today, and because it helps us face change positively. If you want to evolve in life, you’ll have to face change—because life itself is change. Let’s unwrap the third bonbon!

				Are you part of many WhatsApp groups? I have one with my college friends. We’ve known each other for over thirty years.

				Thinking about them reminds me how important it is to maintain and nurture relationships over time. Psychiatrist Robert Waldinger, in addition to his idea of radical curiosity, has shown through his research how much our social bonds with friends influence our health. Thanks to his studies, we now know that the quality of our relationships has a significant impact on our mental, emotional, and even physical well-being. Waldinger talks about social fitness and how, as we age, the biggest predictor of our health is the quality of our relationships.

				In line with this need for social fitness, I think of my university friends: Cristina, Ares, Sonia, Mónica, and Thais. We don’t see each other often, but when we do, we laugh a lot. One of our running jokes is renaming the WhatsApp group with funny phrases one of us has said, or references to hilarious conversations we’ve had. If you look at the names of some of your WhatsApp groups, I’m sure they’re creative too.

				It’s always hard to find a date when friends live in different cities and have conflicting schedules. The number of messages it takes just to agree on a day to meet… In response to that challenge, and referring to one of my typical expressions, our group chat was named for several years: “I’ll adapt.” I loved that one of my friends renamed it that way because it’s almost a life motto for me. It’s something I say often: “I’ll adapt.” It helps me stay connected to my ability to empathize with others’ realities and to take a flexible attitude—so we can at least see each other once a year. Currently, the group has a different name—“You’re a fantasy”—but that’s another story. Let’s focus on the meaning of “I’ll adapt” and its connection to this bonbon attitude: flexibility.

				Do you consider yourself a flexible person? Flexibility means adapting appropriately to new situations, and also being able to understand others’ will and opinions. Adapting doesn’t mean being manipulated—it means knowing how to put yourself in another position.

				When the market doesn’t respond the way you expected, when a client needs something different from what you planned, when someone on your team has a different need that requires the company to be flexible, when things don’t go as expected and you need to pivot your business, or when you have to negotiate your perspective with your partners… that’s how I’ve learned to be flexible—by accepting unexpected situations, understanding others’ views, and triggering necessary changes to survive. Good leaders and entrepreneurial minds develop flexibility in the face of circumstances and initiate the changes that are needed.
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						When we’re inflexible, we make dialogue harder—and that always damages relationships and teamwork.

					

				

				This applies both at work and at home. Rigid attitudes often lead to conflict. Being able to adapt to different contexts is what enables us to grow. The trouble is that flexibility suffers from the same illusion as empathy: most people think they’re doing fine. Hardly anyone admits to being rigid—just as few admit to lacking empathy. But then we look around and see that a lot of people struggle with being flexible.

				Just like physical flexibility improves posture and reduces muscle pain, mental flexibility is also important to train. Mentally flexible people handle challenges better and are more emotionally balanced. Flexibility is like a muscle—it needs regular training. A good way to develop it is to stop judging, stop assuming, and let go of prejudice. That sounds great, but it’s not easy. Every one of us has biases and prejudices.

				From 2013 to 2017, I lived in Barcelona and worked Wednesday through Friday in Madrid. My daughters were young—ten and four—and while I was away, they stayed with their father. I would leave home early Wednesday and return Friday on the afternoon AVE train, heading straight to their school to pick them up. I remember the emotion I felt while driving—part exhaustion from the week, part guilt, and part joy to be seeing my girls again. One day I found out that someone I appreciated had been openly criticizing my lifestyle, saying it wasn’t right to be away from home every week. That hurt. She was a woman I trusted, and I felt it was a betrayal. I never confronted her, but over time I understood something: the most disappointing part wasn’t just that someone judged me—it was that a woman would judge something as amazing as being a mother. Stereotypes, prejudice, and unconscious biases limit our flexibility. This is just one example—specifically a gender-related one—that shows the cultural and social barriers still surrounding the role of women in society.

				Being a rigid person means having a narrow understanding of others’ ways, circumstances, or opinions. Rigidity is a major obstacle to healthy relationships—and to success in life.

				Now let me tell you about someone else’s children—with his permission—those of Albert Triola, CEO of Oracle Spain. I interviewed him during a professional breakfast event, and he told me something that perfectly illustrates how to educate for flexibility.

				He explained that he’s always encouraged his children to have a diverse network—to keep their childhood friends, but also seek out people from all sorts of backgrounds. According to Triola, we need to help our kids connect with people from different cultures and industries (art, culture, humanities, etc.).

				Flexibility allows us to embrace difference. During their search for identity, kids tend to become carbon copies of their friends and stay within narrow social groups.

				Studies show that children exposed to different cultures—or even just interested in them—develop greater leadership capacity as adults than those who grow up in a single environment with strong attachment to a specific place.

				We adults have spent years practicing “networking,” but in many cases, it lacks diversity. Triola’s idea is powerful in today’s world, where we talk so much about diversity but our circles—and our children’s—often lack variety. Raised in the working-class neighborhood of Sant Adrià de Besòs in Barcelona, Triola now runs a $6 billion business. He’s clearly a bonbon leader: brave, curious, flexible, humble, and generous. In his book *How to Succeed in a Multinational*, he shares this concept of diverse networking and many insights that align with bonbon attitudes.

				There’s a fascinating display of flexibility in the film industry—specifically in the work of actors.

				I try to watch the Goya Awards every year—even if they can be a bit much—because I love Spanish cinema and red carpet fashion. In the latest ceremony, José Coronado won Best Supporting Actor for the beautiful film “Cerrar los ojos” (“Close Your Eyes”).

				On the red carpet, while stars paraded by, a journalist asked him what lesson the film teaches and what it contributes to today’s society. Coronado’s answer struck me as brilliant for reflecting on flexibility. When asked, “Do you think society needs to ‘close its eyes’ to connect with the present?”, Coronado replied: “What society really needs is more tolerance, more acceptance, more respect for others. We talk a lot about polarization—it’s true. People try to impose their views. What we actors have is that, to prepare for a role, we step into someone else’s shoes. By doing that work, we come to understand them—and that helps us grow, listen, and respect others. I think society could use a few acting lessons.”

				Whether we’re actors or not, training flexibility isn’t easy—because it requires shedding judgment. Flexibility means accepting that there are other valid paths beyond the one we had in mind. We could all benefit from acting lessons to better understand others.

				The difficulty in developing this bonbon skill lies in how our brains work. I once interviewed pedagogue and neuroeducation expert Anna Forés, co-author of *Resilience*. That conversation helped me understand why flexibility is so hard to cultivate.

				Forés explained that our brains are wired to conserve energy. That’s why we tend to stick to familiar paths—we rely on automatic patterns to make decisions quickly and efficiently. The brain wants efficiency, which is one reason it’s so hard to unlearn. This explains our fear of change in life and at work.

				Based on her extensive studies of the brain, Forés argues that neurologically, we’re not well equipped to unlearn. It’s human nature to fear change—and only a flexible mind can face it successfully, letting go of labels and stereotypes about ourselves and others.

				A researcher, Forés, and an actor, Coronado, are telling us the same thing: we need to open our minds, teach our brains to explore new paths, to be more flexible.

				Leaving the easy path—the familiar route—requires practice. The challenge is to realize that other paths, or someone else’s path (which we may not even understand), might be good—or even better.

				Being rigid is actually an act of arrogance: it’s believing you’re right and your way is the best way. When you’re inflexible, it’s like developing a kind of ego-centric view—the great affliction of our age. And for managing egos, which is so tricky in professional settings, there’s a fantastic antidote: the fourth bonbon attitude—humility. Like the others, it doesn’t come naturally. Leading ourselves well is inseparable from the idea of vulnerability, as we’ve already seen. And when we become aware of that vulnerability that affects all of us as human beings, we can choose to develop either arrogance or humility.

			
			
				4. Bonbon: Humility
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						“Arrogance kills any talent; humility makes you great.”

					

					—Anonymous

				

				A few years ago, a major publicly traded company hired my firm to organize an event. During one of the first meetings before launching the project, we went to the client’s corporate headquarters. The project was exciting, and we had prepared well for the meeting. I decided to bring along much of the team. After going through the nearly ministerial-level security filters typical of large corporations, we were taken to a huge boardroom, and we began presenting our proposal. At one point, the then-marketing director addressed me and said something along the lines of what I’m about to write. I don’t recall the exact words—I didn’t record them—but I did memorize them. I later confirmed with my team that they heard the same thing, so it wasn’t a misinterpretation. This executive told me: “As you can imagine, we could have proposals from many other companies by tomorrow; hundreds of companies want to work with us. Many would love to be sitting where you are right now, many vendors would like to be in your place, so…” and he continued in a high-and-mighty tone that made me feel very uncomfortable.

				I don’t know what his intention was—maybe it was an unfortunate way of pushing for greater service excellence. But instead of stirring my pride and desire to move forward with the project, as if we’d been chosen, what it really did was make me realize the awful effect a lack of humility has on others. Arrogance is awful, and it’s easy to spot when it makes you cringe with secondhand embarrassment. Over the years, I’ve come across a certain type of professional whose identity is tied to their business card and title—things we all know can disappear overnight. Entrepreneurs usually don’t have those kinds of cards or that arrogance, because all they start with is an idea and a lot of drive. I never had a business card with a mega-company logo—and I think that saved me from making a fool of myself, at least in that way.

				Some time later, that executive left the company. He reached out kindly to meet and talk about how he was planning his next phase. Maybe leaving his corporate role helped him discover what he hadn’t experienced under the shelter of the big brand: humility.

				Some people think humility is a virtue of the weak. That’s what one executive once told leadership expert Álvarez de Mon. He replied: “On the contrary—humility is the virtue of the wise.”

				In the past, driven by a sense of inferiority—very common among those of us running micro-businesses—I used to feel like the business world was a mega-concert. In my imagination, up on stage were the professionals from the big corporations, the rock stars, the privileged ones. Meanwhile, the vendors—often from SMEs—were the stage techs, settling for the background, serving a few headliners.

				I finally overcame that complex the day I interviewed Josep Santacreu, who was CEO of DKV for no less than 25 years. Under his leadership, the company multiplied its revenue sevenfold, reaching nearly 900 million euros. He’s now the president of the Cambra de Barcelona. When I asked him what he’d learned as the leader of a multinational like DKV, he said—and I quote directly: “I’ve been an executive in an NGO, in a public hospital, and in both large and small private companies. In the end, what matters, as a sailor would say, isn’t whether you have a small boat or a big boat—it’s whether you like sailing and know how to sail. The most important thing I’ve learned in my career I learned from my father in a small business. Because it’s not about size—it’s about fundamentals, about values. Every company is about relationships—people with people. Success depends critically on understanding that behind every client is a person, behind every supplier is a person, behind every employee is a person. It’s all about relationships, about generating trust and long-term value, about sharing that value, that consistency, that rigor, that respect for the other, about listening. I learned all this from my father in a small company before I ever arrived at DKV.”

				Humility is the best medicine for a successful career. And Santacreu knows a lot about medicine—he’s a trained doctor. Maybe that’s why, in that same interview, he said: “For your health, it’s more important to have a good boss than a good doctor.” In a time when companies are deeply concerned about employees’ mental health, and with the high levels of stress and absenteeism we’re seeing today, that statement hit hard. If we’re bosses, beware—we influence the health of those we lead. And if we have a bad boss, beware—our health could be at risk.

				This idea of the mega-concert with arrogant “rock star” professionals reminds me of something I once heard from the rapper and composer Antón Álvarez, known as C. Tangana. If there’s one smart, over-the-top artist who has embodied vanity like no other, it’s C. Tangana. I haven’t been able to interview him, but I did watch a documentary in which he was asked about his relationship with the people around him. He admitted: “Artists get so much attention that the danger is those attentions can corrupt you, turn you into someone lacking humility, disconnected from reality—and that can make you difficult to deal with, even arrogant with those close to you.”

				Some executives have the same problem C. Tangana described. The difference is that this artist—whether you like him or not—is undeniably brilliant. We must be careful that all the attention we receive doesn’t make us foolish. As my mentor Marcet once told me: “The worst thing that can happen to you is to have an ‘attack of importance’—because then you lose your hunger.” And if you’re a good leader or a vital entrepreneur, you’d better not lose your hunger—because when you do, you’ll probably lose your business too.

				Over the years, I’ve met amazing professionals who ended up leaving a bad impression because of their lack of humility. They’re the kind who don’t respect your time the way they value theirs—they’ll make you wait excessively for scheduled meetings, ignore emails unless they need something from you, and treat their job title as their main credential. I’ve seen what happens when such professionals no longer have the attention, when they lose the protection of the big brand and face the challenge of starting something from scratch. It hurts—especially if their humility was dormant.

				We usually think of arrogance as the harmful result of overconfidence. But is there any danger in having too much humility? It may seem odd that a virtue like humility could come with risks.

				I learned about the potential downsides of excessive humility in a conversation with Sílvia Forés, Director of People & Culture at the Mandarin Oriental Hotel and author of books like “Only One Can Remain” and “The Employee Is King”. She told me that, after years in recruitment, she’d noticed that men and women behave—and even speak—differently in job interviews.

				Women, in an effort to appear humble, tend to use the first-person plural more often. But to interviewers, this can make their individual accomplishments seem less credible because they focus on the team instead of themselves. Using the first-person singular—“I”—in a job interview when you’re being evaluated on your personal merit is not a lack of humility. There are brilliant women who downplay their own achievements—even in the very interviews where their worth is on the line. This modesty is culturally conditioned and strongly tied to the traditional stereotype of women in the professional background—a legacy we still carry.

				Humility is complex, because it often comes disguised—like a bonbon in beautiful wrapping. There are learned behaviors that make us appear humble without really being so. Being truly humble means recognizing others’ abilities—and acknowledging that you don’t know everything.

			
			
				5. Bonbon: Generosity
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						“True generosity is this: you give and always feel as if it cost you nothing.”

					

					Simone de Beauvoir

				

				At work, just like in our personal lives, we come across people we recognize as generous and others who seem to always put their own interests first. To spot generosity, I like to focus on people’s ability to create opportunities for others.

				Think for a moment about the good bosses you’ve had throughout your life. You probably don’t remember them for their deep knowledge in a specific area; you most likely remember them because they allowed you to grow, because they recognized your potential and let you learn and develop it. That’s what we remember: the lessons and attention we received—something that essentially relates to serving others. What we achieve in our careers is the result of our own merit and of the generous people who gave us opportunities. Generous people have a positive impact on others. A generous professional does just that: they create spaces and opportunities for others to grow. Generous people are not waiting for a reward; they feel fulfilled simply by giving or helping, and they don’t see it as an effort.

				I’ve had few bosses because I became an entrepreneur early, but there was one who left a positive mark: Félix Riera. He was a film producer when I met him nearly thirty years ago—an elegant man, intellectual and self-taught, with a sense of humor and lots of ideas. At times, he could seem like the most arrogant man in Barcelona’s Eixample district with his refined lifestyle. Yet with me, he was incredibly generous. I was very young and had no experience, but he created the right environment for me to learn. He did this by letting me attend business lunches and negotiations with TV networks to sell documentaries and films. That all seemed incredibly complex to me. I worked with him for two years and always felt like I was learning, and that he cared about my opinions. I don’t know if he was consciously being generous, but thanks to that experience, I understood both the greatness and the challenge of selling the intangible. I learned how to sell valuable content in film and television projects, a skill that would later serve me in print, digital, events, podcasts, and more.

				If you’re leading a team and no one in your department is likely to be promoted or grow in the near future, chances are you’re not being generous enough. Good leadership comes with the responsibility of creating new leaders—and that only happens when there is generous leadership.

				One of the most accurate frameworks I’ve come across when it comes to generosity in a company comes from organizational psychologist and professor Adam Grant. He classifies people into: Takers, who prioritize their own interests and always look out for themselves, Matchers, who balance what they give with what they receive in return, and Givers, generous individuals who give much more than they take. At work and in our personal lives with friends and family, it’s easy to recognize people in each of these categories.

				Some people think of generosity as something outside the realm of business or management, but it’s actually quite the opposite: generosity plays a key role in entrepreneurship and business leadership. Various studies have shown that generous ecosystems have competitive advantages and that generosity can have as much influence on business outcomes as strategy. There are successful business models that create value in the market by generously sharing information and resources with the goal of offering better service to users. Generosity and competitiveness are deeply intertwined. We need generous leaders—true givers—to build generous companies.

				To lead well is to develop the bonbon attitudes. Behaving with courage, curiosity, flexibility, humility, and generosity brings us closer to our goals. These attitudes are what make us bonbon professionals. With bonbon professionals, we build bonbon companies. And with bonbon companies, we create progress—and a better world.

			
		
	


			5 The Bonbon Skills That Multiply Employability
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					“When we are able to truly know ourselves, we rarely go wrong about our destiny.”

				

				—Anne Louise Germaine de Staël

			

			When we talk about leadership and entrepreneurship, we often list a wide range of skills every professional should have in order to make their business successful. It’s said that an entrepreneur must be innovative, resourceful, ambitious, passionate, empathetic, and now also tech-savvy… There are hundreds of articles discussing these must-have traits for those who decide to lead a business. Clickbait and our tendency to stereotype everything have done a lot of damage to the creation of good content. I don’t mind these lists —those qualities are certainly desirable for anyone who chooses to take the entrepreneurial path— but if we stop to think about it, this becomes a dangerous limitation.

			Are those skills not just as valid and necessary for anyone wanting to improve their employability?

			As you’ll know by now, I believe that entrepreneurship is, above all, a life attitude. If you want to build a promising future, it will be extremely beneficial to develop certain qualities —qualities that some of us have certainly trained thanks to our experience leading a company. I understand that someone starting a business is taking a risk if they lack these traits. But isn’t it also risky, no matter where you work, to not be passionate, empathetic, resourceful, innovative, or ambitious in your job?

			There’s only one exception where there’s no risk at all: if you see your job purely as a means to earn the money you need to live; if you have no ambition to grow; if you’re content as you are, doing your work well and nothing more; if all your passions lie outside your job —then yes, there’s no risk. But if you want to enjoy your work and grow, you’ll need to invest time and effort into developing all those qualities that entrepreneurs cultivate out of necessity.

			
				1. Key Competencies for Employability

				If there’s one woman in Spain who knows the concept of employability inside and out, it’s Pilar Llácer, an HR expert. She’s a philosopher and author of books such as *You’re Going to Get Fired and You Know It* and *You’re Going to Get Hired and You Know It*. I’ll focus on the latter, in which she outlines nine key competencies for sustainable employability. Llácer and I share a fun coincidence —we were born on the same day, April 20th, in the 1970s— but we differ in something that may be significant in anyone’s professional journey: Llácer has been fired several times, and I haven’t. For her, those dismissals were powerful learning experiences, so maybe —thinking about it now— it’s actually a major disadvantage that I’ve never been fired. Her experience with layoffs and her research in the People field have led her to identify the nine competencies that a person must have today in order “to be resistant to the ups and downs of the job market, to always be employable and attractive in the labor market.” The nine competencies she defines are: ambition, anticipation, coherence, creativity, commercial attitude, curiosity, digital attitude, realism, and composure.

				Of course, we know these competencies must be accompanied by knowledge: “Continuous, diverse, and ongoing learning is what creates, fuels, and generates the right attitude.”

				What’s important is understanding that once we’ve acquired knowledge in any subject, the competencies can be learned and developed. When I discovered these nine competencies —which she defines very well in her book— I confirmed that they are definitely present when you run a business. If you don’t have them or don’t train them, your business will most likely fail. Entrepreneurs know that if they don’t take care of their own employability, their project is at risk. The need to survive leads most business owners to develop these nine competencies.

				Improving our employability is something we should all keep in mind throughout our lives, whether we’re unemployed, working for someone else, or self-employed. We should always care about our employability. Considering the increase in life expectancy, the extension of working life, and the unsustainability of pension systems —something most experts already warn about— this is a serious matter. Therefore, it seems irresponsible not to always be working, in some way, on improving our employability to ensure a steady income.

				It’s likely that we’re stronger in some of these nine competencies than in others. The good news is that, if we put our mind to it, we can learn and improve in all of them. No excuses, even though we often find them: “I’m just not creative and I don’t need to be for my job,” “Ugh, I could never sell anything and I don’t like it,” “I hate technology and it’s not required in my job,” etc.
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						Any step forward in employability brings us closer to a better future.

					

				

				If we’re honest with ourselves, we’ll spot at least one area where we can improve. As Llácer says in her book: “Their excess or deficiency —as with Aristotelian virtues— are harmful and don’t lead to the right results.”
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					Do you think you have an excess or a lack of any of the nine sustainable employability competencies? Which of the competencies do you relate to the least? How could you improve and develop the one you are weakest in?

				

				The list of skills considered essential for entrepreneurs is a long one, and it’s clear that these skills are just as beneficial for entrepreneurs as they are for anyone looking to advance their professional career. I don’t want to repeat all of them, but I will focus on two that I believe are essential.

				I’m aware it’s not right to judge people based on first impressions, but I’ll admit that I often label people based on whether or not they possess two social skills that, in my opinion, lead to success. These are abilities I detect within the first few minutes of a conversation. They are the irresistible “bonbon skills,” drivers of our future and multipliers of opportunities—two abilities that, like the filling of a bonbon on our palate, explode in our professional careers.
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						Communicating well and knowing how to sell are the bonbon skills that multiply our employability.

					

				

				By communicating well, I don’t mean becoming a TV presenter or a seasoned master of ceremonies. And by knowing how to sell, I’m not referring only to the skill required for working in a Sales Department. Communicating and selling go far beyond what journalists and salespeople do. All of us spend the day communicating and selling.

				Regardless of our profession—engineers, doctors, lawyers, teachers, executives, shopkeepers, waiters, journalists, pharmacists, or administrative workers—or even if we’re job hunting, we all spend the day communicating and selling. Many things in life depend on how well we do both.

				A lawyer who communicates better than another will argue masterfully and be more likely to win cases. A waiter who doesn’t just serve food but knows how to sell will have a better chance of becoming a maître d’. A job seeker who communicates and sells themselves well will land the desired position faster. A doctor who communicates well with patients is doing tremendous social work.

				And the same goes for any profession or circumstance. The benefits of knowing how to communicate and sell go beyond the economic—they also contribute to our wellbeing and happiness.

				Communication and Sales are areas traditionally linked to management and, therefore, to social sciences. Our educational system, with its classic separation between humanities and sciences, has overlooked the development of these skills in certain study programs, thereby neglecting the knowledge and practice of millions of professionals.

				In one of the best business books I’ve read recently, Thinkers and Visionaries, author Santiago Íñiguez de Onzoño, Executive President of IE University and one of the leading voices in management, offers inspiration on this topic. He explains that at Stanford University, “fuzzies” refers to students of social sciences and humanities, and “techies” to those in engineering and sciences. Despite these labels, which perpetuate the “two cultures” divide, many tech entrepreneurs have a background in humanities. Humanities is also crucial for many other professions. As Harvard economist David Deming explains, after conducting significant research on the value of interpersonal skills, the fastest-growing cognitive occupations (managers, teachers, nurses and therapists, doctors, lawyers, and even economists) require significant interpersonal interaction.

				The author illustrates the benefits of studying Humanities for business management. Knowledge in literature, art, or history—far from being a distraction—actually promotes innovation and business. I’ve highlighted this passage because it reminds me of the tremendous value interpersonal skills bring to science-based fields like medicine, engineering, and IT. I can’t help but wish the oncologist who treated my father ten years ago during his battle with brain cancer had studied communication skills as part of his training.

				Íñiguez de Onzoño also suggests: “Imagine if instead of deepening the divide between these two cultures (science and humanities), we promoted an education that combined both, aimed at fostering the integral development of the person. The humanities provide us with the intellectual tools to better understand others while strengthening our leadership capabilities.”

				This last idea brings up a dilemma for me: is it our personality that defines our field of study, or could our education shape our personality?

				Probably both factors play an important role in our lives. Some personality traits may predispose us to certain studies, but our social skills and competence are also shaped throughout life and our professional paths. What is clear is that interpersonal skills like communication and selling can be learned and will always be beneficial—regardless of personality, education, or profession.

				Just as studying the humanities contributes to the development of more well-rounded business leaders and entrepreneurs, I also advocate for every professional to master communication and adopt a commercial mindset.

				Bonbon skills help us better understand people, bring us closer to our goals, improve our leadership, and contribute to a more prosperous and healthy society.

				Communicating well and having a commercial attitude—regardless of whether we studied arts or science—drives us to grow and evolve as people and professionals.

				These two bonbon skills are similar in that they boost employability, but they differ in reputation. Most of us have internalized the idea that communication is a helpful skill in both our personal and professional lives. But the same cannot be said for selling. I know very few people who wouldn’t be interested in communicating better, but quite a few who avoid sales like the plague. Communication is much more sought-after than sales. And yet, businesses wouldn’t exist without people who understand and excel in the noble profession of selling. For me, knowing how to sell—and doing so ethically—is a key factor in societal progress. When I say “knowing how to sell,” I mean more than just closing a deal. Knowing how to sell yourself and sell in general is essential, and many people lack this skill. We sometimes confuse self-promotion with arrogance or ego, when in fact it’s about demonstrating our true value.

			
			
				2. Knowing how to sell, knowing how to influence

				Selling is influence. At a time when top management experts remind us that modern leadership must shift from commanding to influencing, it’s important to realize that selling is influence.

				Knowing how to sell means not being afraid to talk about money in a meeting—something I still see people shy away from. Selling is about persuasion, seduction. Knowing how to sell is knowing how to negotiate, to convince, to reach a goal. Who doesn’t want to reach their goals? Who doesn’t like being liked?

				Some time ago, I heard a well-known TV host say that we all leave home hoping to be desired by others, to be liked. In her view, we all want to impress. I found her honesty refreshing. But that idea contrasts with a profound insight I’ve had while writing this book and that I want to share with you.

				I recently met Juan Ferrer, whom I mentioned earlier, at a business school event at the Madrid Chamber of Commerce, where I interviewed him in front of an audience of executives. After the event, I confessed that I had devoured his book in a single afternoon and evening, and told him I was writing too. I shared my struggles, including how I often stopped writing because I felt what I was creating wasn’t interesting (my internal saboteur from the hexagon of determination).

				Ferrer gave me a suggestion that has been guiding me through these pages—and that I now see as a life lesson: aim to be useful, not impressive. In our effort to be liked, we sometimes lose our sense of purpose. He told me, “Writing will come easier if you stop seeking validation from others. Instead, if you focus on being helpful, you’ll gain a kind of freedom where your talent and effort serve others. And the book will come.” If you’re holding this book in your hands and you find it useful by the end, then his advice worked. Thank you, Juan, for your recommendation and for being an amazing coach on my journey to becoming an author.

				Indeed, trying to impress others can create constant pressure, stress, and burnout, while focusing on being helpful brings joy and relieves that pressure.

				This goal of being helpful that Ferrer encouraged is also what should guide us in learning how to sell. We must remember: selling is about being of service. Great sales are persuasive because they begin by listening to the other person’s needs. In doing so, we’re providing something of value—and that’s when we become truly impressive. Sales, often maligned, can be extremely compelling. A successful sale blends emotion and logic, and can be just as impactful as a world-class keynote. What does a guru do, after all? They communicate well and sell their intellectual authority.

				Speaking in public—whether to an audience of thirty, three hundred, or three thousand—and gaining experience in a sales department are things everyone should do at some point, no matter their career path. Training ourselves as communicators and learning from human behavior in sales are invaluable experiences. Everyone should receive basic education in communication and sales. These skills apply across all professions.

				I once interviewed Cosimo Chiesa, an Italian entrepreneur living in Spain and a global reference in the field of sales. He told me, “The sales department should be a mandatory stop for any professional aspiring to leadership. And if it wasn’t, then once you’re a general manager, you’ll need to spend some time ‘pounding the pavement’.”

				I liked that we shared that view. But let’s take it a step further: both sales skills and communication should be taught as early as primary school and included in all university programs, whether in arts or sciences. Our school and university systems don’t teach us to communicate well, nor do they show us how to use emotional intelligence to sell and influence—two things that are essential in the business world.

				Mastering communication and having a commercial mindset will be incredibly helpful in many life situations: improving personal relationships, writing a speech for a family celebration, preparing a presentation for a conference, succeeding in job interviews, handling difficult conversations at work or at home, asking for a raise… Hundreds of situations in life challenge us in ways that demand excellent communication and sales skills.

				Let’s start with communication, which for me is the most exquisite of all bonbon skills. Here’s why:

				
						Because mastering communication multiplies our employability and makes our talent shine.

						Because good leadership is impossible without good communication.

						Because communication means connection, and connecting with others allows us to live better.

				

				Communicating better can change your life—and that’s the title of the next chapter, where I’ll be waiting for you, eagerly.

			
		
	


			6 Communicating Better Can Change Your Life
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					“He who knows how to think but does not know how to express what he thinks is on the same level as he who does not know how to think.”

				

				—Pericles

			

			Do you consider yourself a good communicator? On a scale from 1 to 10, what score would you give yourself as a communicator?

			Whatever score you gave yourself in your mind, I don’t want to deceive you with expectations. Reading these pages won’t instantly improve your communication skills, but it will help you reflect on the power of language in your life, your role as a communicator, and your potential for growth. If you wish to set a plan for improvement in motion, I’ll share in this chapter some of the ingredients that have worked for me over the years dedicated to communication.

			Communication is the best ally we have to achieve our goals. Good communication with yourself can change your life, and better communication with others will bring you well-being and happiness.

			We all have the ability to improve in what makes us unique: our communication. Communication defines us; through our language, we express who we are and what we feel. The Chilean writer and philosopher Humberto Maturana, who studied the field of language, defines our communication as more than a system of information transmission. Language, he says, has the power to transform our reality. The neural connections formed by language even influence our bodies. Consequently, the way we communicate can transform our bodies and our destiny. There is already research linking our use of language with longevity; I’ll tell you more about that later.

			In this chapter, I want to share some thoughts on the power of communication—not just interpersonal communication, which we use with others, but also intrapersonal communication, the kind we use with ourselves. In the following pages, I’ll explore communication as an emotional transmitter and a vehicle for expressing authenticity. To wrap up, I’ll share what I call the “Decalogue of Communication That Connects.” But before we go down that path, let me add a historical note that transports us to the beauty of Ancient Greece. In Greek culture, the concept of beauty didn’t only refer to outward appearance but also included the beauty of the soul. The metaphor of the bonbon returns once again.

			That complete and harmonious sense of beauty in Greek culture reminds me of how compelling it is to master communication—a sweet virtue capable of containing a person’s authenticity and a powerful tool throughout the centuries.

			
				1. Communication, Then and Now: From Pericles to Vicente Vallés

				Five hundred years before Christ, in Ancient Greece, communication was already considered a key tool for achieving any goal. Pericles, responsible for the splendor of Classical Athens, understood this well. A strategist and politician, he was nicknamed “The Olympian” for his skills as a powerful speaker and his commanding voice. Pericles made communication his best ally to convince and successfully govern the Athenian Assembly. His time is known as the Golden Age of Athens, during which major public works like the Parthenon were rebuilt after Persian destruction.

				Pericles is quoted as saying, “He who knows how to think but does not know how to express what he thinks is on the same level as he who does not know how to think.”

				Two thousand five hundred years later, we have fortunately internalized the power of communication as a potent tool for leading teams—and our own lives.

				However, despite all we know about the virtues of communication, many professionals still feel insecure when they have to speak in public. Some even avoid exposure altogether. In the field of talent and recruitment, communication skills were long seen as desirable but not essential for many roles. Some top-level executives have very poor communication abilities. There are brilliant professionals in their fields who nonetheless struggle with language skills.

				Only in recent years—perhaps encouraged by the rise of personal branding and the maturity of social media—have we begun to see high-level executives from prominent companies maintaining an active presence on social platforms. A few CEOs have even become content creators with large followings. Not long ago, it was rare to see company presidents and CEOs on social media, even on professional platforms like LinkedIn. That’s finally starting to change.

				The era of transparency and today’s social context have pushed many organizational leaders to open up and communicate their professional views. Studies by Corporate Excellence, an organization focused on brand reputation, confirm that a company’s top leader’s communication strategy and skills have a significant impact on brand reputation and business results. When executives have social media profiles and interact with their communities, their organization’s reputation is up to 7.3 points higher than when they remain unknown. I’m surprised there are still so few willing to take that leap, given the obvious competitive advantage that communication offers. As James Humes, a speechwriter for U.S. presidents, once said, “The art of communication is the language of leadership.” The best ambassador for a company is always its leader. This applies to large corporations, mid-sized businesses, and microenterprises. Mastering communication is always a plus.

				You don’t need to consult studies linking executive reputation to business success to trust in the power of communication. Just look around: we all know someone—a friend, relative, or colleague—whose communication skills have helped them succeed. An HR expert once told me that communication might be considered a “halo skill,” one that dazzles so much it affects our impression of a person, regardless of who they truly are. I’d never thought of it that way, but it makes sense. To me, it’s the sweetest of skills—like a dark chocolate bonbon full of benefits for our health and happiness.

				Communication, until recently labeled a soft skill, is now regarded as a power skill—and like all powerful tools, it can be used well or poorly.

				What would Pericles think if he could hear how his modern counterparts—our 21st-century politicians—use communication and language? He’d likely be shocked by the derogatory, sometimes even insulting, language we’ve come to expect from most of our politicians. We’ve normalized a political landscape rife with cutting remarks, crude sarcasm, and shouting. Yet we shouldn’t lose hope for a political class that uses language wisely, respectfully, and thoughtfully.

				Sadly, I feel we’ve already lost that hope as a society. Let’s not forget that politicians are meant to serve the common good through their power. So if their communication style undermines that mission, we have a serious problem. In politics, communication is crucial for understanding and dialogue—pillars of coexistence. It saddens me to see how the discipline I’m passionate about—communication—is used more as a weapon of destruction than a bridge for connection and dialogue by most of today’s politicians.

				We’ve come to accept that shouting and hostility are normal in parliamentary sessions. But if we’re being honest, how do we communicate in our workplaces and homes? Who hasn’t had a boss with poor communication skills, a negative tone, or even a disrespectful way of speaking? There are too many leaders out there saying all the wrong things.

				It has been ten years since my team and I ventured into the field of corporate wellbeing. A decade ago, there weren’t so many media outlets addressing the issue of workplace wellbeing, and we had yet to experience a global pandemic, so I can proudly say we were pioneers. We created the digital community www.miempresaessaludable.com, producing content and events related to wellbeing in organisations. Over these ten years, we have learnt a lot—and we continue to do so. At first, we addressed topics such as physical activity, nutrition, and emotional wellbeing. At one point, we noticed that more and more companies were funding and gifting race entries for public running events to encourage their employees to take care of themselves and start running. As a running enthusiast, I think it’s a great idea. However, we were soon alerted to the possibility that there could be an inconsistency in company wellbeing programmes.

				What happens if they pay for your race entry, but your manager speaks harshly to you or uses negative language? Communication can be a source of wellbeing or distress. It’s of little use for our organisation to promote physical activity if communication—the way we speak to each other within companies—ends up causing emotional discomfort.

				This concern led me to meet María González Romero, author of the book Beneath the Words and a specialist in Nonviolent Communication (NVC). Every year, our Mi Empresa es Saludable community organises an event that recognises the best practices in corporate wellbeing. We were in the midst of planning the speaker programme for that event, and it seemed like an interesting topic for our audience (professionals from what used to be called Human Resources, now People or Culture): how do we speak in the workplace? How does our language affect our health?

				That’s when we decided to invite the author, and I had the chance to talk with her.

				Before interviewing her, I wanted to read her book. Someone had let slip that she is the daughter of Felipe González, a Spanish politician and renowned speaker—clearly a Pericles of the twentieth century. I won’t deny that I started reading it with a certain curiosity. After all, it’s not every day you get to read a book written by the daughter of your country’s former president.

				In the first few pages, the author describes what NVC really is: “To give you a quick idea, NVC helps turn shit into compost… To turn difficulty, tension, distance, misunderstanding into opportunities to connect with others, build relationships, or offer empathy. And also to do the same internally, with myself.”

				Who isn’t familiar with that kind of “shit” in our daily lives—at work, at home, even within ourselves? We’ve all at some point failed to understand our partner or even ourselves. We feel a colleague or our boss has spoken to us harshly, or we simply feel misunderstood and suffer because of it.

				Difficulty, tension, distance, blame, guilt and misunderstanding are all present in our lives, both at work and at home. Learning a new way to communicate with others and approach difficult conversations through NVC seemed to me like an opportunity. Thanks to González, I discovered the American psychologist Marshall Rosenberg, creator of the NVC concept. To understand the difference between violent and nonviolent communication, he uses two animals: jackals and giraffes. The jackal’s language judges, compares, demands, accuses, criticises, blames, insists on being right—it represents violent language. It’s a dominant communication style that issues judgements and interprets reality as either right or wrong. The giraffe, on the other hand, with its long neck, symbolises the ability to observe without judging. It has a heart powerful enough to pump blood all the way to its brain, allowing it to listen to what’s happening inside itself and do so from the heart, not just the mind. The giraffe expresses itself with empathy and acceptance. Giraffes feed on acacias, which have sharp thorns, but they’re protected by a long thick tongue, strong lips and thick sticky saliva that prevents the thorns from hurting them.

				It’s a good metaphor to understand that, like giraffes, we must also learn to avoid being wounded—or wounding others—with words that, at times, are as prickly as thorns.

				Are you a jackal or a giraffe? We’re all jackals at times—we fall into the language of complaint, blame and comparison. It’s useful to identify our inner jackal, abandon it, and slowly develop the skills of that admirable and graceful animal, the giraffe, so that our language becomes more caring, considerate, and generous.

				When I interviewed González, I couldn’t resist asking her—she who grew up surrounded by political speeches—how she sees the current use of language in politics. Her answer was not hopeful: she told me that nowadays, the political sphere is full of jackals and lacking in giraffes. It was a response we all expected in the room.

				Just a few months earlier, I had the chance to speak with the renowned journalist Vicente Vallés, with whom many of us dine each evening as he tells us what’s going on in the world. I considered myself lucky to replace the one-way communication we receive from the news with a real-life conversation, face to face. And even luckier because, on that occasion, I was the one asking the questions. The conversation focused on international politics and the leadership styles of figures like Putin and Trump—a topic that the news director of A3 knows well. I ended the interview by asking:

				“What do you think are the qualities of a good leader?” Here’s what Vicente Vallés, one of the most recognised faces on Spanish television, replied:

				
						Firstly, a leader must be decisive. We need bosses who make decisions—even if they are wrong. A leader must resolve issues.

						Secondly, a leader must earn people’s trust through respect for their knowledge, work ethic and experience. I’m talking about credibility and setting an example.

						Lastly, they must have strong communication skills. That ability can greatly benefit the company in communicating both externally and internally with its people. It’s true that there have been very good leaders who were poor communicators, but nowadays it’s essential to combine professional credibility with communication skills. In Spain, we’ve been a bit slower in this regard than other countries—we need to catch up.

				

				After outlining these traits of a good leader, Vallés added: “The bosses who impose themselves by force—which I believe still exist—even if they achieve success, when they leave their business activity, they never leave a good memory among those they worked with. Not that I believe they care much about that.”

				This final point from Vallés, about the mark bosses leave on us, reminded me of the famous quote by the American writer Maya Angelou: “People will forget what you said, people will forget what you did, but people will never forget how you made them feel.”

				It’s a beautiful phrase worth reflecting on. If we think about it carefully, what tool do we have to make others feel something? Our communication—verbal and non-verbal—allows us to transmit emotions to others.
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						The greatest power of communication is precisely this ability to generate an emotional connection with another person.

					

				

			
			
				2. So, are communication and emotion the same thing?

				With our language, with our words, we can generate hate, resentment, joy, tenderness... We can provoke all emotions with what we say. Just try it on an ordinary day: walk into work and say something positive about one of your team member’s strengths, call a friend simply to express in heartfelt words how happy you are about your friendship, or send an emotional text message at the end of the day to a family member you’re grateful for. In all of these cases, you’ll make them feel something. Simple but effective. And you’ll have done it through your communication.

				That’s exactly what civil rights activist and poet Maya Angelou was referring to. What lingers in us are the emotions others are able to awaken in us. That’s good communication—the kind that stirs emotion, that creates connection.

				If there’s one emotion all human beings seek, it’s happiness. And if there’s a researcher in Spain who has studied the language of happiness, it’s Luis Castellanos. Fittingly, The Language of Happiness is the title of one of his books.

				He impressed me the first time I interviewed him because his work includes scientific data. In the field of communication, a lot is said, but very little is based on scientific research. However, Castellanos’ work brings science into language. In fact, another of his books is titled The Science of Positive Language.

				Through Castellanos, I discovered the so-called Nun Study, carried out by Dr. David A. Snowdon with 678 nuns from Notre Dame in Mankato, Minnesota. The study was focused on Alzheimer’s disease. The analysis of the nuns’ brains—who had donated their bodies to science—revealed that many of them had markers of the disease, although they had shown no symptoms during life. It turned out that the nuns had written autobiographies, allowing a team of experts to analyze the language, expressions, and emotions conveyed in their writings. The conclusions of the study showed a link between the language we use and our longevity and quality of life. The more positive expressions, the more years of life. It’s almost like: “Tell me what words you use, and I’ll tell you how long you’ll live” or “Tell me how you speak, and I’ll tell you how happy you’ll be.”

				The use of positive language is a powerful tool to achieve the future we dream of, because it allows us to take control of our own story. One of the most profound ideas this philosopher and researcher proposes is that words shape our personality and our future. Much of what happens to us in life is tied to the language we use with ourselves and with others: “We can be rich or poor, educated or not… the stories of happy people don’t depend on knowledge or the power of money… they depend on the power of their words.”

			
			
				3. Communicating with Ourselves

				The theory of positive language also helps us become aware of everything we say to ourselves. This is the so-called *inner game*—the ongoing chatter in our heads. As Jesuit Blaise Pascal said in the 17th century: “Man is the only animal that talks to himself.” What we say to ourselves is made up of emotions, thoughts, values, beliefs, and feelings that our brain generates automatically. This inner game can prevent people from reaching their full potential. Mastering our internal communication allows us to overcome difficulties. What we think and feel is key—it can help or hinder our ability to reach our goals. Entrepreneurs know this well: if we don’t believe our project is possible, who else will?

				It’s very common in business settings to use similes and metaphors from the world of sports, so I won’t be original here. In fact, the term *inner game* was coined by a tennis coach, Tim Gallwey, who noticed that some of his players were playing two matches at once: the one on the court and the one in their minds. If there’s a context in which I’ve become fully aware of the power and effects of positive inner language, it’s while running.

				For over eight years, I’ve trained twice a week in Madrid’s Retiro Park with a fantastic running group, *Pura Vida Deportiva*. One day, the coach gave us a challenge called the *3,000 Test*—a demanding test that measures your pace to determine your true average speed in a race. The day of the test, I was exhausted from a long workday. I told Adri, one of the coaches, that I wasn’t feeling great, and he replied, “Control your inner voice.” That day I spent all 15 minutes of the test running and telling myself positive things to counter my negative inner dialogue. When I finished the test, I felt like I might’ve overdone the self-cheering, but I crossed the line out of breath, proud, and with my head held high. I’m not naturally athletic and I only train just enough, but, as José, the leader and coach of Pura Vida Deportiva says, “you’ve got control and a strong mind.”

				With that control of our inner language, many runners reach the finish line proud of themselves. Mastering our words gives meaning to a way of life. This applies not only to running, but to any sport or physical activity that requires effort. I’m fascinated by how sports, like any tough situation, clearly reveal the effects of the voice we develop in the face of challenges. Negative inner language is always ready to jump out—it’s sneaky, limiting, and harmful, so you have to stay alert.

				Do you control your inner game? Is your inner chatter mostly positive or negative?

				Among the many exercises Castellanos proposes in one of his books, there’s one called *The Master Clock*, a sort of thermometer for our words and attitudes—toward ourselves and others. He suggests that, for a few weeks, we note each day the words or moments associated with four categories: the Complainer-meter, Excuse-o-meter, Blame-o-meter, and Critic-o-meter. You can track how many times in a day you experience a thought or emotion related to each one:

				Complainer-meter: 1, 2, 3, 4, 5...

				Excuse-o-meter: 1, 2, 3, 4, 5...

				Blame-o-meter: 1, 2, 3, 4, 5...

				Critic-o-meter: 1, 2, 3, 4, 5...

				In companies, there’s a lot of complaining, plenty of excuses, way too much finger-pointing, and usually some gossip and criticism. This also exists in families and in daily life. Someone with an entrepreneurial mindset knows they should spend very little time in those zones because those four attitudes are draining. Entrepreneurs are problem-solvers. They know that achieving a goal takes energy, and there’s no time to waste.

				One of the top management experts in Spain is Javier Fernández Aguado. In his book “Interview with Aristotle”, he reminds us of one of Aristotle’s life and business lessons: “Complaining is useless; only those who dare to sail through storms discover new worlds.”

				Indeed, complaining is a complete waste of time. I’m particularly fascinated by Aristotle’s theory of practical reasoning when it comes to management and decision-making. I like it because it destroys the very foundation of lamenting. How many times in companies do people waste time trying to find the “truth,” which often includes complaining, excuses, criticism, and blame? The key to practical reasoning is to focus on what needs to be done rather than dwelling on why or how we got here. Problem-solvers often follow this principle when making decisions.

				Even though practical reasoning is very helpful for management, these time-thief attitudes can still sneak in. In my case, I think I have the blame-o-meter, excuse-o-meter, and critic-o-meter fairly under control, but I still have to battle with the complainer-meter now and then. When you run a business, sometimes things don’t go as planned or hoped. The same happens with any challenge—you may feel like you’ve put in a lot of effort and haven’t gotten the reward you expected. If things don’t go well despite your effort, it’s easy to feel like something unfair is happening, and the complaining kicks in.

				Years ago, a business partner once told me during a conversation that I complained too much. He was probably right. That comment hurt, and I spent a long time thinking about it. I reflected until I understood the root of the complaining. I realized there was something in our relationship that I didn’t like—a behavior that bothered me and even felt unfair. I decided to take action and eliminate the source of my complaints. When it comes to complaining, hard as it is, we must build something positive. It’s not easy, but it’s worth solving or walking away from what’s bothering you and triggering constant complaints. If you don’t, you risk turning a temporary attitude into a permanent one—and just like anything that’s forced tends to break. All negativity, if prolonged, becomes entrenched and ends badly. After some hard moments and one uncomfortable situation, I managed to rid myself of what was making me feel bad, and consequently, I got rid of the complaint.
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						When complaining creeps into our communication, we must find its source— because the solution is always within ourselves.

					

				

				This exercise of analyzing how much of our day is spent complaining, blaming, making excuses, or criticizing helps us reflect—through our words and conversations—on the emotions and attitudes we’re investing our time in. We already know that time is our most valuable resource. I once read that all people have the same amount of time, yet some accomplish so much while others do very little. It stuck with me because it’s simple and true: some people make wise use of the same 24 hours we all have—and others don’t.

			
			
				4. About Our Story and Authenticity

				Who isn’t intrigued by how the brain works? I find it a fascinating topic, even if I’m not an expert, so I look for inspiration wherever I can find it. In that search, I came across the expert in neuroeducation Anna Forés, whom I had the chance to interview during a breakfast meeting. Talking with her, I learned the importance of what she calls *re-narrating* our story. It turns out it’s not only essential to be aware of and manage our inner language—the one we discussed earlier, which can limit us—but it’s also crucial to master our own story.

				Forés told me that every personal trauma has two blows: what happens, and how we tell it to ourselves—and this second part is key. *Re-narration* is an idea closely tied to that capacity for resilience that allows individuals and organizations to successfully overcome traumatic or particularly difficult events. She explained that how we handle and tell ourselves what happened can be far more devastating than the event itself.

				When the 2008 crisis hit, my company depended on advertising in magazines. As we all know, marketing and advertising are the first budgets companies slash during a crisis. So things started to go downhill. Eventually, clients stopped buying advertising, and we couldn’t pay suppliers or staff. I had to ask my father for money to cover some debts. That experience upset me so much that I spent several years tormented by what I considered a failure and haunted by the fear that it could happen again. Honestly, I still get that fear from time to time. Back then, I didn’t know how to reframe the story with compassion; I wasn’t aware of how important it was to tell myself what had happened in a constructive way. Thousands of companies in my industry and others disappeared. Self-compassion is a skill we must develop—just the right amount, at the right time. That’s the real challenge: getting self-compassion and high standards to coexist in the right balance and moments. At the time, the story I told myself was that I had failed because I had to ask my father for money to save the business—and not even that had worked. It turned out that overcoming *how* I interpreted the situation was harder than dealing with the situation itself.

				We need to own our story—to tell it, understand it, and from there, start building something positive. That’s why, before aiming to become better communicators, it’s wise to examine our inner language and truly know our story.
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						Our personal narrative is more important than we think. There are countless stories of resilience that show us how vital it is to be able to describe our life in a constructive way in order to survive.

					

				

				Knowing your story means discovering your authenticity. It’s easy to say that each of us is unique and unrepeatable, but it’s much harder to truly uncover that authenticity—the one that belongs to us as the unique individuals we all are.
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					What is your own story? What makes you an authentic person? Once you discover it, the challenge is to offer your authenticity to the world.

				

				One of the best self-leadership exercises to understand our own story is to write who we are in five lines, as if we were narrating our own character. It’s a fun exercise that reveals how you would tell the world who you are.

				In my case, I try to express my authenticity through communication. Often, when I finish speaking at an event, some people come up to talk with me. Most of the time they’re very kind and admire my work as a communicator. They usually say such positive things that it would be dishonest not to admit they give me a boost of self-esteem: “You can feel your passion,” “You’re in your element,” “You’re so natural,” “You can tell you enjoy it,” “You shine on stage,” etc.

				I’ve always been a fan of the legendary phrase by journalist José María García: “Flattery weakens,” but it must be acknowledged that this kind of feedback after doing your work is uplifting for anyone. If we think about the compliments we receive from people who appreciate us—at home or at work—we’ll likely awaken that authenticity, if it had been dormant. The compliment that has meant the most to me professionally came a couple of years ago from a client. I’ll tell you about it because it’s related to the idea of authenticity.

				For the past three years, the Association of Women Professionals in the Real Estate Sector (AMPSI) has hired my company to organize their annual congress. In addition to the production tasks handled by my team, I act as the event’s host. It’s a three-day event full of extraordinary energy, hard to describe. More than two hundred businesswomen come together to learn about their sector, train, and have fun at the same time. At the last edition of the congress, the entrepreneur and current president of the association, Ana Luengo, asked for a meeting a few days before the event to go over the script and share a few details. As we wrapped up that Teams call, she said: “Noemí, I’m at ease because I trust you’ll do it like always, with that signature style you have.” That comment felt like a huge compliment. When we say “signature style,” we’re referring to that difference, that something that makes you unique, something that identifies you, your greatest asset.

				What matters is not just what we think about ourselves; what’s truly interesting is what others perceive—and most importantly, that it’s perceived as authentic.
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					A fantastic exercise to discover how you are perceived—and perhaps gain insights into your personal story and authenticity—is to choose three people from your family or group of friends and three others from your professional circle (clients, suppliers, coworkers, or collaborators) and ask them to honestly answer three simple questions: What do you think defines me the most? What do you value most positively about me? How would you introduce me to a third person?

				

				I had the chance to do this exercise thanks to my friend Paula Fernández-Ochoa, an expert in personal branding. Through the exercise, I confirmed that how the people around me perceive me aligns with what I myself feel is my story, my essence. It’s a simple and useful exercise. You can also add another question that provides insight into areas for improvement: What do you think I should work on? While this doesn’t reveal much about your authenticity, it serves another purpose: it helps you identify your weak spot. I’ll confess mine—it’s listening. All that time spent speaking in public sometimes makes me forget the essential: listening more.

				Once that essence is discovered—what defines your personal brand, who you are, and what you bring—the real challenge lies in being able to communicate that value. Authenticity has more to do with the purpose that drives us in life than with tricks and techniques.

				Authenticity is the filling of the chocolate. The bad news is that it can’t be taught. However, the ability to communicate and connect can.

				While authenticity knows nothing of techniques or tricks, the kind of communication that connects draws on a whole arsenal of tools. Authenticity doesn’t come in degrees—you’re either authentic or you’re not. Communication, on the other hand, does: we can connect more or less deeply depending on how much we refine our technique.

				You can be an expert in communication and still fail to transmit emotion. I’ve met professionals who are well-trained communicators and can deliver a message effectively, yet are unable to connect emotionally.

				The ultimate goal of communication is connection. That doesn’t mean you have to appeal to everyone. It’s not about connecting with every person who crosses your path, but rather about using everything within your reach to convey emotions and reach people. Connection goes beyond communication—it’s the next level. You can follow the communication manuals perfectly and still fail to connect with your audience.

				If we say that to lead is to influence, then to communicate is to connect. Influence and connection go hand in hand. Therefore, leadership is communication—which is the title of this book.

				You’re not a good leader if you can’t influence others, just as you’re not a good communicator if you can’t connect emotionally with people.

				There are situations where you can clearly tell the difference between communicating and connecting. This happens especially at public events. You’ve surely seen people read a prepared speech—often written by someone else—just delivering the message. Then there are others who truly own their speech, and you can tell they believe in what they say. That authenticity is what allows them to connect. That’s the key difference.

				Some people have strong technique but don’t connect, while others may lack technical skills yet still manage to move people. If we only work on the surface to seem like a perfectly wrapped chocolate, we may fail to truly connect. We move people through what we carry inside—that’s when communication reaches its highest meaning.

				One of the researchers who has studied how communication influences emotion is Albert Mehrabian. Despite everything we’ve said about the power of words, this psychologist found, when studying the emotional impact of messages, that 93% of our communication comes from non-verbal elements. That is, only 7% of our influence comes from words—the rest comes from our body (posture, gestures, appearance, etc.) and our voice (tone, volume, rhythm, etc.). I’ve never been obsessed with these percentages in my work. I’ve always tried to communicate naturally, but over the years I’ve found some tools—verbal and non-verbal—that are truly effective. That’s how I developed my own Decalogue of communication that connects. I’ll share it with you in the next chapter.

			
		
	


			7 Decalogue of Communication That Connects

			
				
					[image: ]
				

				
					Have you ever thought that if it weren’t for everyone, no one would be anything?

				

				—Mafalda

			

			Among the various attributes and skills traditionally associated with women, communication is clearly one of them. In fact, women speak an average of twenty-three thousand words a day, while men manage with just ten thousand. Although communication skills are certainly not measured by word count, this is a telling statistic that illustrates the communicative dominance historically attributed to women. In the private sphere, women have long been granted a kind of supremacy in this area. Experts say that, in general, women tend to be more verbally fluent, use more gestures, and express emotions more easily than men. While this is a quality that both genders can develop, men have traditionally understood communication as a means of self-affirmation—a way to express, reinforce, and clarify their position or status—whereas women have generally used communication to create connection. Studies show that women tend to focus more on building rapport.

			Do you know who was the first human communicator of the Christian era?

			I began the chapter on communication with Pericles, the great orator of Ancient Greece. At that time, women were completely confined to domestic life, expected to be wives and mothers. But if we move to a more recent chapter in our history—the rise of Christianity—we see that women actually played a pivotal role in communication. It was a woman, Mary Magdalene, who was the first communicator of the Christian era. According to the Gospels, she witnessed the Resurrection and was the first to deliver the news to the apostles and the people. Despite the Church’s male-dominated hierarchy, the Gospel attributes to a woman a role beyond domesticity: she is a key observer, the bearer of news, and the messenger to the Christian world. Of course, Mary Magdalene would later be labeled a sinner and a prostitute. But setting that aside, what matters here is the recognition of a woman as the first great communicator of our recent history.

			I’ve allowed myself to describe the ten ingredients in the Decalogue of Communication That Connects using feminine terms. It’s a tribute to the female approach to communication—as a tool for building connection. The Decalogue includes ten elements that can be learned. Some may come naturally or be used unconsciously, but all can be practiced. These are tools that only work when used with common sense, in the right context, and independently from one another. They can be useful in a wide range of scenarios, from writing a speech for a family celebration to delivering a presentation to your company’s executive committee.

			As a journalist and university lecturer in communication, I’ve seen that absolutely everyone can improve their ability to communicate. Each of us has our own communication style, which can be refined and improved. True mastery lies in using these tools while maintaining our authenticity. If any of these ingredients help you reinforce your role as a communicator, embrace them. If any of my suggestions feel artificial to you, discard them. Not everything works for everyone, or in every situation.

			
				1. Decalogue for Communication that Connects

				
					
							The smile, which captivates.

							The surprise, which regenerates neurons and grabs attention.

							The confession, which brings us closer.

							The pace, which creates synchronicity.

							The question, which makes us reflect.

							The positive word, which softens even the worst situations.

							The quote, which inspires.

							The distance, which brings us closer.

							The spark, which ignites and entertains.

							The duration, which shows respect. And the conclusion, which seals it all.

					

				

				
					The smile, which captivates

					So obvious: smiling helps you connect and prepares you for better communication with others. So why is it that some people greet you with a smile and a kind expression, while others seem to find it nearly impossible to smile?

					Throughout history, great figures—from William Shakespeare to Charles Chaplin, and Gandhi—have spoken about the power of a smile. Countless anonymous proverbs also praise it as a powerful tool.

					Shakespeare once said, “It is easier to get what you want with a smile than with the tip of the sword.” If a smile helps us reach our goals—and companies are always talking about goals—then why do we see so many executives who barely smile?

					In this world where everything seems to come at a cost, a smile is free. As Chaplin said, “A smile means a lot; it enriches the one who receives it without impoverishing the one who gives it.”

					And yet, in the profit and loss statement of any company, we have something that contributes to results, costs nothing, and is still rarely used. It’s incomprehensible—even for a finance beginner. We’ve taken ourselves so seriously in the professional world that we’ve underestimated the benefits of smiling.

					I have a neighbor who’s an engineer at a prestigious aerospace company. I see him in the neighborhood, in the elevator, at the supermarket, at our building meetings, and I’ve never seen him smile.

					There are so many professionals out there who want to be good communicators, who attend negotiation workshops, who pay for top leadership master’s programs at prestigious business schools—but they forget the smile, this natural resource that’s available to everyone.

					“To Noemí, for being an ambassador of the smile,” wrote Sergio de la Calle in the dedication of his latest book *Laughter Scares Fear*, and I was thrilled. He’s written several books on humor as an intelligent resource for facing life and enjoying work. His classification of the enemies of laughter is fascinating: humor-depressed types I, II, III, and IV. As you read, you recognize all those gloomy folks who make no room for humor in their lives—and even less in their jobs. Reading his latest book reminded me of the Smile Game, a little pastime I invented years ago. I made it up to make my commercial work more bearable. Let me tell you about it—it’s something I still use from time to time.

					Because of my work, I attend many sales meetings, often with people I barely know. I noticed that some people have a rather hostile expression at the beginning of these meetings—like they’ve been forced to be there, or like they’re doing you a favor by giving you a few minutes of their time. I invented the game to make those meetings easier to handle.

					The rules were simple: I would smile excessively from the moment the meeting started until it ended. I kept smiling throughout the entire meeting. Usually, I was the one doing most of the talking since I was there to pitch my company’s services. The one rule in the Smile Game was this: I won if, by the end of the meeting, the person across from me smiled back openly. People would often get thrown off by my approach—some looked at me strangely, and others, who started out very serious, would slowly soften and eventually smile. A smile is contagious; it’s like a mirror. As Gandhi said in one of his beautiful reflections: “Life is like a mirror: if I smile, the mirror smiles back at me.”

					Often, the people who had initially greeted me with a sour face would say goodbye looking completely different. Whether they bought from me or not, the smile had won.

					The muscles we use to smile send signals to our brain, which then releases endorphins and dopamine. Even if the smile is forced, it works the same way, so the game helped me reduce my cortisol levels—that stress hormone that overwhelms us.

					With the amount of stress and anxiety we deal with at work, it’s no surprise that laughter therapy workshops have become trendy in companies. I’ve always thought it’s ironic that we have to attend special sessions just to laugh. Wouldn’t it be easier for everyone to understand that smiling is so powerful, we should wear it daily? Do we really have to pay for something that’s available to us 24/7?

					In my university lectures, at events, and in interviews, I always try to start with a smile—it’s the first tool I use to connect. And it works. Sometimes maybe too well. People who smile are more attractive. Sergio de la Calle and I know this. It might sound conceited, but it’s true. One day he was speaking at an event I organized. The photographer took some great shots, and he used one of them in a clever LinkedIn post where I had a big smile. After that post, someone reached out to me—not a regular sales message but clearly with romantic intentions, more like something from Tinder. It was a young, highly qualified investment fund manager—what we used to call a YUPPIE. When I told Sergio, he said it had happened to him too, probably thanks to the appeal of a good smile.

					This isn’t about smiling to flirt—it’s about understanding that a smile is a key element in business. Would I hire someone based on whether or not they smile, if all other qualifications were equal? Absolutely yes. As a Chinese proverb says: “A man without a smile should not open a shop.” So many brands use a smile in their logos—Amazon, Colgate, Danone, TUI, Hasbro—because they know: a smile sells. Whether you’re starting a business or approaching life with an entrepreneurial attitude, wear your smile every day.

					Smiling is just one part of what’s called kinesics in non-verbal communication. Our kinesics includes our gaze, gestures, posture—our whole body language. Gaze is powerful too, even if you have small, brown eyes like me. Some people avoid eye contact; others look straight into your eyes. It’s hard to smile without using your eyes, which is why I encourage using a smile as a tool for connection. I’m convinced that if you try to smile more, you’ll also start looking people in the eye more—and better.

					Crossed arms, a wink, an averted glance, a rigid posture, nervous leg movement… all of it gives away something about us and our emotions, and others will interpret it. The challenge with kinesics is that it’s automatic. These bodily reactions express what we’re feeling without us even realizing it—but the good news is, we can control it.

					You can choose whether to look defiantly at someone who said something that upset you. You can choose whether to cross your arms and lean back when someone on your team is asking for a raise. You can choose whether to check your phone or your watch during a first date. All of that is communication, and we all have our own kinesic style. Some people use more gestures; some smile more. The key is becoming aware of how our body language can help us reach our goals and build stronger connections. Sometimes, our kinesics may actually be keeping us from our goals or distancing us from others. Positive emotions are only generated through pleasant and open body language.

				
				
					Surprise, which regenerates neurons and captures attention

					Surprise is one of the ingredients of communication that has the greatest impact on our brain. It plays a crucial role in our brain health. When we’re surprised, our brain releases dopamine and generates positive neural connections that enhance the learning process. Therefore, when surprise is positive, it creates pleasure and helps us remember.
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							If we incorporate surprise into our communication, we’ll be more likely to be memorable, to stir emotions, and to leave a lasting impression.

						

					

					There’s already scientific evidence linking exposure to surprising experiences or activities with a reduced risk of developing dementia. So, beyond helping you connect with others, using surprise actually benefits the brains of the people you’re trying to influence through your communication.

					But how do we use surprise in our communication? Surprise occurs when we introduce something unexpected, new, or simply out of place. A simple technique is to bring in elements taken out of context.

					Imagine you work for a construction company and need to present a report on future materials to the board of directors. You find a beautiful illustration from the story of the Three Little Pigs, with each house made of a different material: straw, wood, and brick. You open your presentation with that illustration. If that story was meaningful in your childhood, you tell them you drew on a childhood memory to prepare the project and then reveal the image. You’ve just surprised the board, who, given their position, are rarely caught off guard.

					By using an out-of-context element, you generate that surprise that grabs your audience’s attention. If that fairy tale doesn’t resonate with you, you might swap it for a scene from The Simpsons’ treehouse, with Homer and Vilma working Bricomanía-style. That’s just an example—there are countless resources that can become surprising elements if we pull them out of context and link them to our message. And if that element reveals something personal about us, the effect multiplies.

					Let me share a couple of real examples of how I’ve used surprise to connect with demanding audiences at events. The DUX Awards, organized by [www are held during a gala attended by business leaders, top executives from well-known Spanish companies, who are used to attending public events. Alongside teenagers, I don’t think there’s a more difficult audience to surprise.

					At one ceremony, Sofía, a twelve-year-old girl passionate about technology, gave a short talk on the metaverse. She was amazing—she’ll likely be a top executive someday. I’m grateful to her mother, Carmen Chicharro, marketing director at Metrovacesa, for allowing her to take part in the event. After her talk, since I was hosting, I asked her: “Sofía, what do you think makes a good boss? What kind of boss would you like to have when you grow up and start working?”

					Her participation was a total surprise for the audience. The executives, who had come to an awards event for business leaders, weren’t expecting to see a child on stage. The following year, we again used a surprise tactic by bringing in a retired engineer who had worked over forty years at NASA and witnessed the Moon landing. His experience with the Apollo missions amazed the audience—entrepreneurs and executives who, like astronauts, aim to explore uncharted territory.

					Today, with so much stimulation from so many channels and platforms, our communication needs surprise more than ever if we want to grab attention. All you need is one surprising element and to weave it into your message—and you’ll have the attention of your audience.

					If you love magic shows, adventure sports, or amusement parks, you’ll probably find it easier to incorporate surprise into your communication. It’s also a good sign if you love exploring Madrid’s El Rastro or Barcelona’s Mercat dels Encants—or any flea market full of curiosities and antiques. I often wander around El Rastro on Sundays. It’s a monument to surprise! Sometimes I don’t even buy anything, but my brain is surprised—and that’s enough.

					For many years I used surprise as a communication tool without realizing its incredible benefits—until I met Ana Ibáñez, whom I’ve mentioned before. She’s a pioneer in applying neuroscience to brain training and coaches elite athletes and IBEX executives. She’s the same expert who told me about the brain’s fear gate that blocks courage, which I mentioned in an earlier chapter.

					One of the concepts that stood out during my conversation with Ibáñez was what she calls “guilty pleasures,” which act as neural regenerators. Guilty pleasures help balance duty and enjoyment. Our brain can’t stay in overdrive all the time; it needs to enjoy.

					That feeling we get when we think we’re “wasting time”—for example, during a break—is a guilty pleasure. Ibáñez encourages us to recognize and embrace those deserved pleasures. Our mind needs to balance between stress and relaxation. Brain stress is healthy—if the brain doesn’t get stressed, it doesn’t change. Apparently, there’s neurochemistry related to stress that helps us build new neural connections. A high-performance mindset knows how to embrace stress and endure it just as well as it knows how to enjoy guilty pleasures.

					Public speaking always generates a certain level of stress, so surprise lets us bring an element of joy into what we’re doing. It helps us balance effort with enjoyment by incorporating new elements that ease tension and help us relax.

				
				
					Confession, which unites

					Today, we’re overwhelmed by “posturing.” Just open Instagram and take in the endless parade of sunsets, declarations of love, smiles, exotic beaches, and mouthwatering desserts at trendy restaurants. One story after another, competing for likes, all promoting a certain lifestyle. Occasionally, someone shares a moment of vulnerability, but competition still dominates. The essence of posturing—the need to appear a certain way—has always existed, rooted in our desire for social approval and validation. Instagram just added a visual channel and the power of storytelling. But posturing has always existed in the workplace too. Who hasn’t met a professional who carries themselves with an air of overwhelming knowledge and experience? That’s posturing too—a quest for approval. Some people don’t allow themselves any confessions that might show weakness. We’ve internalized the idea that admitting vulnerability damages our image. On social media, as in life, it’s hard to confess our vulnerabilities—and that keeps us from truly connecting with others. Everyone’s so happy all the time! True, we now see more influencers showing vulnerability. Their whole game is connection with their followers, and being vulnerable helps them do that.

					We’re so tired of posturing that we need confession to connect. Confessing means showing who you really are—expressing sincere emotion. I understand that reserved people may see this approach as reckless. But I believe that, when used well, confession—without confusing it with oversharing—helps us connect during conversations. I support using confession to connect, but it must be genuine. I have a lifelong friend, Olga Buxeras, who is positive, generous, and brave. She connects instantly because she dares to be vulnerable and say out loud what others hide. And she makes you laugh in the process. Thank you, Olga, for all your confessions.

					Let me share an experience from an event that highlights confession as a tool for connection. It was at the XXIX Forum of the Club for Excellence in Management, an annual gathering of top company executives. Ignacio Babé, the managing director, asked me to moderate a panel on persistence in business—meaning the ability to stay firm and consistent despite obstacles.

					Four successful executives shared their perspectives. At the end of the session, I asked how we can teach persistence to younger generations in a world marked by immediacy and low tolerance for frustration. One panelist shared a personal story about his son, who had gone through a period of low academic performance. He admitted his son had been lost for a while. As he spoke, I noticed his eyes starting to shine—Jaime de Jaraíz, CEO of LG Electronics Spain, was getting emotional in a forum meant for management and excellence. He said that when his son was struggling and he didn’t know how else to help, he simply told him: “Work hard and smile. Don’t lose your smile, even when you feel lost.” (Another wise reminder about the power of a smile.) Seeing that moment of vulnerability, I felt for him. And just then, with all the commotion, the vice president and minister for ecological transition, Teresa Ribera, entered the room with her entourage. I jumped in to support Jaime by saying: “Wow, that hits close to home. This week I’m trying to process the 1.5 my daughter got on a chemistry test.”

					For someone like me, who got top grades back in the day, that 1.5 in chemistry was a tough pill to swallow. But I dared to confess it. I wrapped up the panel and the audience applauded. Then the minister took the stage to deliver the closing speech. To my surprise—since we’re used to politicians reading pre-written remarks—she began by referencing that 1.5 and looked directly at me. After her speech, before speaking with the organizers, she came over and encouraged me: “I’m sure that 1.5 will turn into an excellent grade in many other areas of your daughter’s life.” She gave me a warm handshake—both hands clasped around mine—and it felt deeply sincere, especially since we’d never met.

					That was a spontaneous confession, though I often prepare one intentionally (always real) to help me connect. There’s no secret—just allow people to see you as human, beyond your job title (if we even still use business cards).

					A CEO who shows emotion and a presenter who admits her daughter failed a test—those are the kinds of moments I love to see at events. They create a good atmosphere, break down stereotypes, and allow us to speak without shame. That kind of communication connects.

					Confession is an excellent tool that shifts us from competition (the domain of posturing) to truth. It brings closeness and humanity. It helps us move others and create emotional connections.

					After that event, during the cocktail reception, several people came up to talk to me about that chemistry grade. We had connected. And the secret was the confession. My mother would have considered that confession unnecessary.

					Grandmothers don’t like it when 200 people find out their granddaughter failed a test. Luckily, my mother wasn’t in the room.

				
				
					Speed, which synchronizes

					A friend once joked that I speak at 2.5x WhatsApp speed, and I found it funny because, in fact, I do speak rather quickly. Can the speed at which we speak help us connect? Maybe—some people may connect with us that way, but others might disconnect from our message. The good news is that we can regulate our speed to favor connection.

					That speed, along with rhythm, pauses, tone, and volume, belongs to what’s known as paralinguistics, which is part of non-verbal communication—powerful, yet often underestimated.

					Kinesics, which we explored when discussing the smile, is about how we use our body in communication, while paralinguistics focuses on what we do with our voice. Paralinguistics includes everything non-verbal: changing our pace, raising our voice to emphasize a point, pausing, or creating silence.

					Of all these elements, I pay particular attention to speed. We live in a time of social acceleration. Our lives and our conversations are faster. We suffer from the hurry syndrome, and it has affected the quality of our relationships and conversations. We know this acceleration is harmful, but we also know others are in a rush, so we’ve internalized that we have just a few seconds to make a first impression. Our language and the speed we use are key to creating connection.

					We each have a speed of communication we’re comfortable with. You’ve probably experienced listening to someone who makes you feel calm and relaxed, and others who are so intense that they stir you up, or so slow that you lose interest within a minute. So, does speed connect? Not by itself, just as a smile alone doesn’t ensure connection, but it is certainly an important element. Regulating our tone and speed to match the other person’s is subtle yet very effective. This syncing of pace reminds me of another technique also based on mirroring for connection: **repeating some of the words your conversation partner uses**. Never underestimate this—it works very well.

					Back to speed: we do so many things in a day. The pace of events in companies, the number of meetings, visits, and conversations we have each day is high. In many of my meetings, I deliberately speed up my delivery.

					There’s a risk to it—some might find my style too fast-paced—but I can assure you it has helped me connect with many people. Strangely enough, this increased speed is often seen as an act of generosity, an adaptation to the hectic pace of modern life. It’s a contradiction: people appreciate a speed that actually has negative effects on body and mind. Still, we fall into the trap of speeding up.

					Although each of us has our natural speed, some studies suggest the optimal speaking rate is between 170 and 190 words per minute. Beyond that, we risk overloading our listener cognitively; go too slow and we bore them.

					Synchronizing speeds is now essential for connection. One powerful technique to help with this is silence, a subtle but potent communication tool that must be used wisely. In conversations—both professional and personal—silence can signal authority, emphasis, respect, humility, trust, or discomfort. In this age where everyone is rushing, it’s crucial to choose the right moments to pause. I’ve seen people use it masterfully, and others put an entire audience to sleep by speaking below 170 wpm with long, dragging pauses. To counter today’s overwhelming pace, we can turn to another key ingredient from this Decalogue of Communication: the question, which slows us down and leads us to reflect.

				
				
					The question, which makes us reflect

					You can communicate quickly, but you always need time to think. That’s one of the great challenges of our time. Some of us dream of summer holidays as a chance to rest and reflect, as if we could get through the rest of the year without thinking or asking ourselves anything. That happened to me last summer. I went to the beach with a wonderful book: *The Virtue of Thinking*, by philosopher María Ángeles Quesada, which offers deep insights and tools to develop critical thinking.

					What struck me most was that Quesada points out how life is full of problems, and problems are really just questions thrown out into the world. She says we live in a “solution society” when what we really need is a “question society.”

					Using questions to connect with people is incredibly effective. Journalism makes it easy, but truly, anyone can ask more questions in daily life—at home, at work, with friends. How often do we actually make space for questions?

					The key is that the question must reflect genuine curiosity. As Quesada says: “A child always asks genuinely, because they don’t have the filters, confusion, or clichés that adults build into armor. A child asks what truly interests them; an adult asks what won’t make them look bad. Let’s give ourselves the freedom to express genuine curiosity in our questions.”

					At events and in my training sessions, I use questions to connect. Some people go through life without asking themselves much, and they might get uncomfortable when others ask them things—but most people appreciate being asked. Questions draw us closer, because deep down we all wonder about the same things and care about similar issues.

					Let me share a simple example of using a question to connect. At a leadership forum, I was given a script—it was a good technical script, with detailed speaker bios and notes. Everything was fine. But when I read it, it didn’t stir any emotion, and I knew I needed something more to kick off the event. The room was full, and at the last minute I decided to start with two questions:

					
						—“Good morning, everyone. Welcome. This is a leadership forum. Why are you here?”

						(A well-timed pause.)

						—“Do you see yourselves as leaders? Do you want to be better leaders?”

						(Silence.)

					

					That silence was intentional—a paralinguistic tool we saw earlier when talking about speed. Those two simple questions helped me connect with the audience, because I had triggered a moment of self-reflection. It worked far better than starting with, “Welcome to this forum, blah blah blah…” A good question creates connection when it prompts meaningful introspection. It’s a simple but effective ingredient.

					Thinking is what sets humans apart from other living beings. I like to think—pun intended—that thinking, by its nature, unites us.

					That doesn’t mean we should go around asking deep philosophical questions over beers with friends, of course. Questions require a proper setting and quality time for reflection. And they have to be the right questions. As Peter Drucker, the father of modern management, said: “There is nothing more dangerous than the right answer to the wrong question.” Many business and life mistakes happen because the question wasn’t the right one. That’s precisely what we can learn from the young philosopher Quesada in that book I read between swims and trips to the beach bar.

				
				
					The positive word, which softens even the worst situations

					I’ve already spoken about the benefits of positive language in our lives—even its power to influence our longevity. I won’t repeat that here. But even when we know the theory, in practice we spend our days using negative expressions, both at work and at home: “This is impossible,” “I’m fed up,” “It is what it is,” “It’s not fair,” “I’m overwhelmed,” “I don’t have time”—and so many more that we hear or say almost daily.

					I want to share with you the hardest exercise I’ve ever done in applying positive language: the saddest day of my life so far—my father’s funeral. I only have one sibling, my brother, Tete, who was born with the gift of painting, so you can imagine that I was the one who had to speak at our father’s farewell, in a packed church full of family, friends, and acquaintances. His death came suddenly—just four months to prepare. It hit me hard. Still, on the day of his funeral, I showed the most positive version of my communication. I won’t reproduce the full text I read, because I don’t want to cry while writing these lines filled with positivity, but I do remember the first sentence I spoke: “Today is the saddest day of my life, yet I feel fortunate.” I went on with a tribute full of positive words—about how lucky I felt to have had the father I did, about his personality, his humility, his life. When the service ended, a man from the village I barely knew approached me and said, “I’ve never heard someone speak so positively at a farewell.”

					People usually offer their condolences with expressions that feel deeply uncomfortable: “My deepest sympathy,” “Rest in peace,” “My condolences,” “I’m sorry for your loss,” “They’re at peace now.” That man said instead, “Congratulations for the father you had and for the beautiful, positive words you dedicated to him.” I can say that I was complimented at my father’s funeral.

					His words moved that man. I remember that after the reading, the applause was overwhelming—amplified by the church acoustics—and it left a lasting impression on me. I’ll never forget it. That emotional connection happened through the power of positive language. Even in the worst of situations, we can choose to use positive words to communicate and connect.

				
				
					The quote, which inspires

					In communication, it’s common to use quotes, famous sayings, proverbs, or data. These are elements that help us develop an argument and can inspire others because of their meaning. A quote references ideas that we use to expand a reflection, offer additional insight, or reinforce a message.

					For example, a quote opens each chapter of this book, helping to set the theme and spark thought. I recommend using quotes, famous phrases, or news headlines to reinforce messages. They’re also useful for opening speeches—to focus attention and add weight to our message. When using quotes or statistics, I suggest simplifying the numbers and making them relatable—searching for a headline that resonates emotionally with the audience. For instance, instead of saying we work 8 hours a day, say we spend a third of our lives working. The second version is much more impactful. When you use numbers, another good strategy is **comparison**. I recently read that if Apple were a country, its GDP would rank above 150 nations. That’s more powerful than saying its valuation exceeds 2 trillion euros. Numbers in quotes can help us connect if we use them wisely and tie them to emotion.

					Reading provides a wealth of references we can bring into our communication. But it’s not just reading—people who are passionate about history, theatre, or cinema also expand their communicative range. Today, with platforms like Netflix, even those who don’t read much can find rich references through series or documentaries.

					We all connect more with people who share knowledge, who help us learn. Most of us are drawn to those who broaden our perspective of the world, which is why it’s so valuable to have references to share in our communication.

				
				
					Distance, which brings us closer

					Have you ever felt uncomfortable because someone stood too close while talking to you? Or noticed that someone shook your hand from so far away it seemed cold or distant?

					That’s due to what’s called proxemics, the third element of non-verbal communication. In this Decalogue, we’ve already looked at kinesics (the meaning of gestures and body language, especially the smile) and paralinguistics (the use of voice, covered under “speed”). Proxemics refers to how we use space and distance in interpersonal relationships. We might perceive someone as cold and distant—or warm and friendly—based on how they manage physical distance. Proxemics defines four types of space: Public distance: usually more than 3–4 meters, typical in speeches or presentations. Social distance: around 1.20 to 3.5 meters, common in professional settings. Personal distance: between 50 cm and 1.20 meters, also frequent in workplace interactions. Intimate distance: between 15 and 45 cm, typical for those we are very close to.
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							Proxemics is a tool that helps us connect in interpersonal communication—but it can also be used to create distance.

						

					

					It’s often used by singers or speakers who step off stage to get physically closer to their audience, seeming more accessible and thus creating greater connection. It’s highly effective non-verbal communication. We even use proxemics at home after a disagreement. Some people, like my dear husband, prefer to stay distant for a while. Others, like me—I can’t stay mad for more than ten minutes—move closer to invite reconciliation. Everyone has their own proxemic “rules.”

					If you’re a manager, you can use proxemics to ease tension. Moving closer and offering a warm gesture is simple and often effective. Remote work, however, eliminates proxemics entirely. What’s more, perceptions of appropriate distance vary by culture, so it’s important to know when and how to approach someone without being inappropriate.

					Many team-building activities are designed to reduce physical distance and foster emotional connection. Even in professional environments, reducing distance often involves touch—not in an intimate sense, but human touch, like a hand on the back or a handshake. This physical contact lowers stress, reduces blood pressure, calms the nervous system, and promotes connection. Some people dislike physical contact at work. They rarely touch others, even with a friendly slap on the back or an embrace. These people often connect less with others.

					In sales, proxemics is especially important. We’ve all experienced walking into a store and having a salesperson get too close—it feels invasive. Good salespeople understand proxemics, adjusting based on the client’s comfort. Poor ones cross boundaries and push too far.

					A few years ago, someone joined my team who misused this skill. He had the style of a stereotypical pushy salesperson who got too close, throwing an arm over your shoulder minutes into a conversation and talking inches from your face.

					In professional relationships, misusing proxemics can be off-putting and reduce the chance of agreement or negotiation.

					Of all the contexts in which we can use proxemics, I find the most difficult to be mother-daughter relationships during adolescence. Nearly every time I try to physically approach my teenage daughter, Inés, to facilitate communication, she sees it as invasive. I’ve concluded that during this stage of life, the laws of proxemics don’t work—they get distorted. And that, we’ll need to take with humor… which happens to be the next tool in this Decalogue.

				
				
					Spark, which ignites and entertains

					Someone is said to have spark when they’re cheerful, sharp, and witty. A person with spark brings liveliness to the way they communicate. For me, having spark means being quick with replies and in a good mood. The spark I’m referring to as a tool for connection could be considered a variation of a sense of humor. It can—and should—be incorporated into our communication without needing to be the comedian in the room. I’m not a naturally funny person—I don’t even know how to tell jokes—but I try to ensure people enjoy themselves when I’m interviewing, presenting, or teaching. I try to use that spark that fuels conversation and debate with a good atmosphere. To have spark, you have to want to fill the space you’re in with what people now call good vibes.

					There are no specific tips for having spark—just the need to let go of fear. Often we hold back from saying something that comes to mind because we’re afraid it won’t be understood, will sound silly, or might leave a bad impression. We need to let go of that fear in our communication because it steals our spontaneity. Moments of spark are hard to remember because they’re often brief and seem trivial. Here’s a small example of a “mini-spark” I used at an event recently—maybe it’ll help you see that I’m talking about something very simple and natural, something we all have access to.

					I was invited to host an event by the Spanish Association of Executives and Board Members (EJE & CON), led by Cristina Sancho. The first speaker was Esther Duarte, an executive at the real estate developer AEDAS Homes. After her talk, she showed a fantastic corporate video featuring the fabulous villas, penthouses, and homes they build. While watching it, I thought of that classic question asked in any professional development program: “Where do you see yourself in five years?” When Duarte finished speaking, I asked the audience for a round of applause and then said: “How many times in recent years have you been asked where you see yourself in five years?” I answered myself: “Well, I see myself in one of these AEDAS Homes villas,” and smiled while glancing at the executive. The comment wasn’t planned—it was a mini-spark that the audience found clever. They smiled, and we moved on, just as we’re about to do with the final ingredient in this Decalogue of communication that connects.

				
				
					Duration, which shows respect

					Despite everything we’ve seen so far, the real focus in communication isn’t on our words or our body language. The true heart of influential communication lies with the people receiving our message—and the emotions we’re able to stir in them. And for that, there’s one golden rule: respect.

					Time is gold isn’t just a famous old TV show in our country—it’s a principle we should always carry into our communication.

					I’ve seen people masterfully use many of the previous tools in this Decalogue and still ruin their connection by mishandling this one crucial element: the time they take to say what they want to say.

					We can spend hours chatting on a couch with a friend or relative, no rush, enjoying the company. But professionally—and even in many personal situations—communication time is measured and must be respected. A conference, a meeting, a wedding, a birthday, a graduation… these are all moments where, if we’re the ones speaking, we’re expected to stick to a certain timeframe. That’s what’s known as chronemics—the non-verbal communication of time, meaning the messages we send through how we manage time in our relationships.

					At events, timers are often placed on stage to help speakers stick to their time. But even then, I’ve seen brilliant speakers lose an engaged audience simply because they couldn’t manage time. Going on too long ends up diminishing the impact of our message.

					The reverse also happens—we give too little time to people who deserve more. In our daily work lives, we might expect a colleague or boss to give us a certain amount of attention, and when they don’t, communication suffers. It’s common in meetings and work relationships that we don’t dedicate enough time to build proper connection.
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							The time we give reflects the value we assign to people.

						

					

					Each person has their own way of managing chronemics. Whether we’re punctual or not, whether we send messages at odd hours, how long our meetings last, or whether we send emails late at night—all of this is chronemics, and it carries more meaning than we realize.

					Some relationships allow for a certain kind of chronemics, and others don’t. I can send a message at midnight to one of my business partners, or even to someone on my team, but I would never do it with certain other people. Many companies are now starting to regulate chronemics—setting clear boundaries on what’s acceptable in terms of time and what’s seen as intrusive. In such a global work environment with diverse models, I decided during the pandemic to add a note to my email signature (with a client’s permission) that addresses chronemics politely. It says: “My working hours may not be the same as yours. Please don’t feel obliged to reply outside your normal schedule.”

					Whenever we show respect for the emotions and time of those receiving our message, we increase our chance to influence and connect.

					

					That brings us to the end of my Decalogue of communication that connects. The only thing left to add is the conclusion, which I don’t include as part of the Decalogue because to me, it’s more of a requirement than an optional tool like the others. A conclusion—the summary idea that wraps up our message—is always necessary. I admire people who speak in headlines because their communication is powerful. But I also admire those who make the effort to conclude.

					The ability to synthesize helps us connect. People appreciate when we make things easier for them. Offering a conclusion isn’t about repeating or being redundant. It ensures that we haven’t just said what we wanted to say—but that our audience has understood us the way we intended. I insist on conclusions because I’ve learned that more often than we think, people walk away with different interpretations, overlook key nuances, and that leads to misunderstandings and disconnect.

					I hope some of the ten ingredients in this Decalogue will help you improve this incredibly powerful skill that requires so little: just the will to practice. If I could leave you with one piece of advice that works for everyone, it’s this: always say yes to a challenge that forces you to showcase your communication skills. When we feel insecure, we tend to make excuses, delegate to others, or invent reasons to avoid it altogether. That’s a bad decision. Only by putting yourself out there again and again will you improve—and learn how to move people through your communication.

				
			
			
				2. Communication, that bonbon that transforms our reality

				At this point, allow me to conclude with ten ideas about this bonbon-like skill that is communication—just like bonbons, it generates pleasure and happiness:

				
						Mastering communication brings us closer to our goals and generates well-being.

						The use of positive language and words influences our quality of life. Let’s use more positive words.

						Our inner language affects our ability to achieve goals; it’s important to manage it.

						Mastering nonviolent communication helps us avoid hurting others or feeling hurt. Let’s use more mindful language.

						If we want to influence and lead, improving our communication is essential. Communication is the language of leadership.

						Communication becomes truly valuable when it allows us to connect emotionally with others.

						Keep your complaint meter, excuse meter, guilt meter, and criticism meter in check because they reduce your opportunities.

						Don’t be afraid to incorporate humor or to show vulnerability in your communication. Smile more and make others smile.

						Read, watch films, explore art and all kinds of culture to enrich your communication and be able to inspire others.

						Practice whenever you can to improve your communication skills—because through them, you’ll be able to show the delicious filling of the bonbon: your authenticity.

				

				One undeniable and highly productive benefit of mastering communication is the ability to better sell ourselves—because let’s not forget, we are all selling something. That’s the title of the next chapter, where I’ll be waiting eagerly for you, whether or not you work in sales.

			
		
	


			8 We’re All Selling Something
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					“Sales is an art, and whoever masters it will always have a job.”

				

				—Brian Tracy

			

			One day I was walking down the street when I overheard two women talking behind me. It happens to me often—in the street, in restaurants—I can’t help but listen to the conversations of people around me. You can learn a lot that way. Since I was walking my dog, I took the opportunity to stop for a moment discreetly to hear their conversation better. One of the women was saying to the other: “So-and-so—talking about a third woman—is always bragging about her niece: that she has two degrees, that she’s really smart, that she has an amazing résumé, that she’s doing really well… She never stops showing off about that girl, and really, you know what? The girl is just a sales rep at a company.”

			The comment bothered me, even though I didn’t know either the aunt or the niece. Is it somehow a failure to have studied two degrees and be working in sales?

			Sales, while being one of the most valuable skills for any professional wanting a successful career, is still not fully appreciated in our country. I touched on this earlier in the chapter about the “bombón” skills that multiply employability. It’s curious that although sales is a profile highly in demand on the job market with great career prospects in companies, it’s still one of the least desired roles.

			Who dreams of being in sales? Children want to be teachers, astronauts, firefighters, lawyers, doctors… but hardly any child or teenager would say they want to grow up to be a sales rep.

			There are still people who think that if you end up in sales, it’s because you couldn’t get anything better. That lack of recognition for the profession is likely why it’s seen as an unappealing career. And yet, we’re all selling all day long. We sell an image of ourselves from the moment we get up to the moment we go to bed. Selling is, in fact, seduction. As my friend and strategy and sales consultant Enrique de Mora says in the title of his coauthored book: *Seduce y venderás* (*Seduce and You Will Sell*).

			The very concept of personal branding—which is so trendy in this digital era—is just another way of selling ourselves, of becoming a desirable brand for the world to “consume.” We spend all day selling who we are, online and offline, but “being in sales” doesn’t sound very glamorous. That’s probably why we’ve spent years inventing different ways to say it: consultant, business developer, advisor, agent, ambassador…

			My first job contract as a journalist was with Cadena COPE. I was only 23 years old. They selected me to produce some radio shows for the station’s special Christmas programming. It was a three-month contract. In that short time, I built an incredible contact list of celebrities and artists. I’m still surprised when I see contacts in my phone like singer Dyango, or the late actor Paco Valladares, or even the expropriated businessman José María Ruiz Mateos—all of whom were regular news sources at the time. That’s where I began to discover the profession.

			But it was short-lived—there was no place for me in the news team or the programming department. A day before my contract ended, the director general’s assistant called me into the office of then-Catalonia director Jordi Jordà. He offered me a position in the advertising department. The conversation was brief, and to me, it felt more like an insult than a job offer. I had studied at university and wanted to grow professionally in content creation. Selling radio ads felt like a low-skill task. I thought, “I’ve prepared for more than just selling,” so I declined the offer. That was the end of my time in radio.

			Thankfully, new opportunities came later in the content world. I don’t regret that decision, but with time, I’ve come to see that I didn’t properly evaluate what the opportunity represented. I’ve even fantasized that if I had accepted, maybe I’d now be director of advertising or even general manager at one of the country’s top radio stations. I was wrong about my reasons for rejecting the offer; I was full of bias. As we know, life always has surprises in store. Over the past twenty years, most of my work hours have gone into sales: I’ve sold print and digital ads, branded content, event sponsorships, training, and other services to companies. A great deal of what I’ve learned as an entrepreneur has come through selling. My takeaway is this: we need to examine opportunities without prejudice, even if they seem far from our intended path.

			Today, organizations are looking for highly qualified talent for sales roles. Technology has helped professionalize sales and marketing. Yet in our country, we still have a poor perception of the salesperson role, which is paradoxical since everyone knows sales are essential to sustaining and growing any business. There are still many stereotypes and biases within companies about selling and those who sell. We must value them more, because without salespeople, nothing works. Salaries aren’t paid by shareholders—they’re paid by customers. If there are no sales, I can’t pay my team. If there are no sales, you wouldn’t get paid. Without sales, there are no businesses. Without businesses, there’s no progress. We should take a page from the American playbook when it comes to valuing sales.

			In some companies, people avoid a responsibility that should really belong to everyone—and instead, it gets placed solely on the sales department. Turning a conversation into a sale, highlighting your company’s strengths in a group of friends, or sparking a business opportunity should be everyone’s job.

			Years ago, Sofía Álvarez de la Gala joined my company. She handled reception, mail, and some admin tasks. She had zero sales responsibilities, nor experience in our industry. But not long after joining, she introduced me to a friend, I met with him, and he became a great client. Unfortunately, that kind of thing doesn’t happen often. Sofía later moved to Texas, and her sister Rocío took over her role. Sofía not only brought us a client—she also sold me her sister. That’s the essence of this chapter: We’re All Selling Something. I know people who’ve worked at the same company for over fifteen years and have never once created a business opportunity. You don’t need to be in sales to sell. From the CEO to the receptionist, we all have the power to sell.

			One of the biggest challenges I’ve faced over the last two decades—and still face—is finding people with a talent and mindset for sales. I’ve failed many times trying to hire the right people for commercial roles. It seems easy—I thought so myself twenty years ago when I turned down that job in radio—but it’s not.

			To succeed in sales, it’s essential to understand the product and the sector, although nowadays even that isn’t strictly required. More and more companies are hiring salespeople from outside the industry to inject innovation and diversity into their teams.

			In any case, once the product knowledge is there, every other skill a salesperson needs can be learned. Today, there are hundreds of technological tools, channels, and methods to help you sell more and sell better.

			I’ve identified three skills that, when someone possesses them, give them a huge advantage: what’s often called “people skills,” willpower, and the ability to tell stories. These three qualities are crucial for success in sales, but they also play a big role in building any kind of successful career. Let’s start with the first one: how are your people skills?

			
				1. People skills versus smooth talkers

				We can easily recognize when someone has people skills. These are the kinds of people who make a lasting impression in a first meeting through their charisma, authenticity, and ability to connect. We say someone has people skills when there’s something magnetic about them. The good news, according to Euprepio Padula, a leadership expert and author of *Don de gentes. La clave para triunfar en la vida*, is that people skills can be developed—even if it might not seem like it. However, we shouldn’t confuse them with empty chatter.

				“You could sell ice to an Eskimo,” a friend often tells me. That phrase reminds me how important it is to distinguish between persuasion and manipulation. Persuasion is not manipulation, and selling is not deceiving. Deception and manipulation are the trademarks of *cantamañanas* (smooth talkers), who have nothing to do with true salespeople but unfortunately often sneak into the sales world. My father could spot a *cantamañanas* in a split second. If we met someone at the same time, just one glance from him and I’d know what he was thinking. These are the types who talk a lot but do little. They make promises they don’t keep. The worst part is that they’re not always easy to spot. They’re usually self-serving, dishonest, and shameless. I’ve come across quite a few in my career. A “cantamañanas” cares more about their own benefit than the truth. You have to steer clear of these types—though sometimes they rope you in and waste a lot of your time. To date, I’ve only had to resort to legal action once due to difficulties in a business relationship, and it was because of a “cantamañanas”.

				We had organized an event and an entity owed my company money. They refused to pay part of the agreed amount, even though we had done the work. It was hard to decide, but I ended up taking legal action. A few days before the trial, my lawyer—who’s also a longtime friend—called to say they were offering to pay half the debt if we dropped the case. She explained the risks: if we accepted the offer, we’d get half; if we didn’t and lost in court, we’d get nothing and might have to pay legal fees. But the “cantamañanas” always tries to make the truth lose—or at best, only half win. I told my lawyer how I felt. I had worked hard for years and always tried to do things right. I had never taken anyone to court before. I wasn’t going to let someone question my integrity or my company’s by offering me half of what they owed. So I refused. We won the case. The “cantamañanas” and his organization had to pay the full amount and court costs. You can be a great company without being a big one. My small business won a case against a well-known organization in Barcelona, led by a *cantamañanas*. People skills and being a *cantamañanas* are not the same. Be alert.

			
			
				2. Willpower and resilience to handle rejection

				People skills alone aren’t enough—attitude is key. We’ve seen this with the “bombón” virtues of leadership. In sales, as in life when things go wrong, there’s a lot of frustration. The good news is that sales prepares us for life.

				Today, there are many different kinds and channels of sales. Some sectors are more complex than others, but no matter the industry, selling always involves frustration and a certain degree of rejection.

				Those of us who spend time selling have felt the adrenaline rush of closing a deal—but we also know the crash when it doesn’t happen. People in sales have to learn how to handle rejection well. The frustration and stress of hearing “no” can be overwhelming. Our brain and emotional intelligence have to interpret “no” in the right way so it doesn’t damage our self-esteem or sap our motivation. It’s not easy, but like people skills, handling “no” can be learned. Someone with strong self-belief and perseverance will have a much easier time in sales than someone with low self-esteem and little drive. Willpower and resilience are crucial.

				When we get a “no,” we feel negative emotions: sadness, anger, discouragement, etc. This happens when you don’t get a raise, a job offer, a scholarship, or the affection of someone you love—or when you fail an exam. Rejections build up over a lifetime—we can’t avoid that—but we *can* help create better experiences in our business relationships. I’ve received countless rejections in my career—possibly thousands—and from them I’ve identified four common behaviors when people say no in a sales context:

				
						The Disappearing Client. This is the potential client who vanishes. Often, they urgently ask for a proposal, you hustle to deliver it, and then... silence. No response, not even a “no.” They just ghost you. This is the most disrespectful type of potential customer—they haven’t even learned how to say no.

						The Hopeful Client. This is the one who says no this time, but promises future opportunities. As a salesperson, you appreciate this because it feels like the start of a good relationship. But let’s be honest—salespeople want deals now, not years from now.

						The Arrogant Client. This person, when declining a product or service, makes you feel like what you’re offering has no value. They often belittle your offer. They’re more anchored in arrogance than humility. Of course, feedback is valuable in sales—but not when it comes in the form of disdain.

						The Compassionate Client. This person says no, but with empathy. They explain the reasons and identify with the salesperson. Sometimes they even provide extra insights—about competitors, budgets, etc.—to soften the blow. This is the kind of client everyone wants: someone who understands how hard sales can be and treats the process with respect. Compassion is powerful. It’s not pity or mercy; it’s understanding the other person’s experience.. 

				

				These are the four behaviors I’ve seen when dealing with rejection. Thankfully, I’ve also received plenty of yeses—without them, I wouldn’t have survived as a businesswoman. I haven’t classified the types of clients who say yes, but one thing is clear: the only “yes” that truly matters is what I call the renewed yes. A customer who buys once is just a sale—a real client is one who comes back. There are one-time purchases, sure, but a committed salesperson always tries to build a lasting relationship. The best salespeople care from start to finish—until the service is complete and the customer is satisfied. That renewed yes is what brings the greatest satisfaction and secures long-term success. For over ten years, NACEX—a company in the Logista Group—has supported one of our communities through sponsorship. Their director general and marketing director have consistently trusted us. In a world where big companies receive hundreds of proposals, maintaining that kind of trust is no small feat. Thank you, Manuel and Arianne, for more than a decade of backing Canal CEO. Customer loyalty is not only valuable—it’s also a powerful tool for improvement. Returning clients often give you the chance to innovate, learn, and improve your product or service.

				Sales is a process. You may have great salespeople, but issues in other parts of the company can still break the chain and prevent a renewed yes. But that’s another story—one that involves your company’s post-sales systems and procedures.

			
			
				3. The need to know how to tell stories

				If we know our product, have people skills and willpower, we’re off to a good start. But there’s another essential element: knowing how to tell stories. The secret to improving communication lies in capturing our listener’s attention—especially when that listener is a potential client. In such a competitive world, we only invest time in what stands out with its own style.

				It’s not that hard to find people with charisma, strong will, and resilience to rejection; what’s hard is finding those who can tell stories that make a product or service desirable. That’s the essence of storytelling, something big brands have mastered to connect emotionally with consumers. If you’re not Coca-Cola or Apple, chances are you’ll need to work harder to reach your customer. Being different in how we approach clients is key. If you’re interested in learning more about storytelling, one specialist I’ve interviewed is Giuseppe Cavallo, author of “Habla con el corazón” and an expert in building narratives with impact—in other words, in telling stories to connect. Most business relationships are built on a process of connection.

				Imagine you have all the sales skills: product knowledge, people skills, willpower, and training in storytelling. Would that make you a great salesperson? Not quite. You’d have a solid starting point, but the sales process is complex, and many things can happen along the way.

				There are three elements I consider essential to every service-based sale (and applicable to consumer sales too). They’re quite simple, maybe even obvious, but they’re where I’ve seen most mistakes happen. They are: truth, listening, and commitment—fundamentals for a successful sale and, even more importantly, for better communication.

			
			
				4. Truth in sales

				By truth, I mean the need to be honest throughout the sales process. I could cite countless examples where, due to pressure or the desire to close a deal, sincerity gets compromised. If the product or service is solid and not misleading, you’ll always be able to use truth as your foundation. Let me share a time when I chose honesty, even at the risk of losing a sale. If you go to the gym often, you’ll know the top fitness equipment brand Technogym. Ten years ago, I met with their marketing director at a café in the now-closed Boulevard Rosa in Barcelona. I pitched our new corporate wellness project, the professional community *Mi Empresa es Saludable* (www After listening attentively, she asked: “How many unique users do you have, and what’s the profile of the people reading you?” Both questions called for complete honesty. The project had just started. We had only a domain name and a few content pieces. We had no metrics to show off—no audience data yet. I decided to tell her the truth: we were just starting, we needed support to grow our audience, we were committed and eager to do it right, but we didn’t have a readership yet. She backed us anyway. Over the past ten years, Technogym has continued to support us in various ways, even through changes in their Marketing and Sales team. Whether you’re launching something new or managing a mature project, truth is key. Honesty paves the way for a successful sale.
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						Every sales process increases its chance of success when there is sincerity and transparency in the negotiation.

					

				

				Sales expert and speaker Enrique de Mora explains the difference between a good sale and a bad one. Bad sales focus on the product; good sales focus on the client—their needs, their experiences, the solutions you can offer. Good sales are long-term; bad ones are short-term and pushy. The former attract; the latter chase. His book “La nueva venta. Instrucciones de uso” is a useful guide for selling effectively in today’s changing world.

				Honesty also means knowing what you *can* offer and what you *can’t*. The art of selling isn’t about convincing someone—it’s about making sure their expectations can realistically be met. And that’s where the second key sales element comes in: listening.

			
			
				5. Active listening that becomes effective

				How often do we go into a sales meeting with a product or service portfolio, hoping that *something* will suit the client? I’ve made that mistake plenty of times myself. Active listening means asking questions to truly understand the client’s needs. In reality, the purpose of active listening is to become effective listening—that is, to lead to a sale.

				We can’t forget: to sell is to serve. In this way, selling and leading are very similar. When you lead, you serve your team. When you sell, you serve your clients. Nowhere is this clearer than in the restaurant industry. We talk about *service* when referring to the people who take care of us in bars and restaurants. That waiter who brings your drink or your meal is doing a more valuable job than we often realize.

				In my company, we manage a professional community called *Barra de Ideas* (www and we’ve been creating content for the hospitality and restaurant sector for more than ten years. If you run a restaurant or work in the HORECA sector (hotels, restaurants, and cafés), it could be useful—no pun intended. Years ago, at one of our *Barra de Ideas* events, a speaker said something that stuck with me: the big mistake in restaurant management is to think of waiters as food couriers, when in reality the business is in their hands. It’s true—a good waiter is a great salesperson. Their suggestions can shape your entire experience. A lot of the joy and satisfaction we get from dining out depends on who serves us. Waiters combine service and sales. And just like a waiter observes and reads the diner, salespeople must listen to figure out what best serves the customer from our product or service “menu.”

				In sales, you need to listen in order to summarize and offer the most accurate proposal. Many sales fall through because we’re too focused on selling what we want instead of hearing what the client actually needs.

				What happens when you say yes to a waiter’s suggestion? They’re putting their reputation on the line. With daily specials, they’re showing commitment. And commitment is the third critical element of a successful sales process—where I’ve seen the most mistakes happen.

			
			
				6. Real commitment

				Behind most sales, there’s a person who has made a promise—someone who has committed to the usefulness of a product or service. This is especially critical in service companies. I’ve always been aware that every sale involves the credibility of both a person and an organization. What we usually call “showing up” is exactly what salespeople do in a company.
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						The renewed “yes” only happens when the seller or the brand fulfills their commitment.

					

				

				As I mentioned earlier, the renewed “yes”—that returning client—sustains a business over time. That happens precisely because commitment has been honored. When we buy something, we are trusting in a promise, and we all know promises are meant to be kept. Sales are all about managing expectations, and we must understand the client’s expectations deeply to avoid falling short. For that reason, once a sale is made, we must continue asking questions. Ensuring we can deliver the expected outcome—that is the true task of a good salesperson.

				And even then, despite asking questions and being committed to the promise, sometimes expectations aren’t fully met, and the client becomes dissatisfied. We must have the humility to acknowledge that, at times, the service wasn’t right. That’s when we must show up again. We’ve all seen situations where salespeople, brands, and organizations lose interest once the product has been sold. These are companies that fail in post-sales support. A sales process should start with sincerity, develop through listening, and close with commitment.

				Commitment also applies to the buyer. One thing that surprises me is how easily some people walk away from commercial agreements. In recent years, I’ve encountered clients who, in the absence of a formal contract, try to undo a sale. But commitment goes beyond a legal contract—it lives in our words and our communication.

				I am deeply grateful to all the clients who have trusted my services at various points in my career. They are the reason I’m still creating projects and generating jobs today. I feel fortunate to have received support from outstanding professionals at renowned companies like Gallina Blanca, Instituto Cervantes, ING, Ferrer, Grupo Santa Lucía, Mahou, Universidad La Salle, GSK, Mutualidad de la Abogacía, Elecnor, and many others. Thanks to everyone in these and many more organizations who allow me to learn about sales and business every day.

				Likewise, I admire and appreciate the people who, with their people skills, determination, honesty, and commitment, have stood by me all these years in selling and sparking conversations. They’ve known how to tell stories and create meaningful exchanges. Thank you to Charo Hernández, Arantxa Brull, Luz Cantillo, my partner Ana Mallada, and everyone with whom I’ve shared the admirable and honorable task of selling and creating dialogue.

				There’s a quote I love by Lori Richardson, CEO of Score More Sales, one of the first sales consulting firms for entrepreneurs: “Selling is simply having conversations.”

				At this point, you may be wondering: *What can I do to sell if I’m not in the Sales Department?*

				You can always spark good conversations. Every conversation is an opportunity.epartamento de Ventas?

				Siempre puedes provocar buenas conversaciones. Toda conversación es una oportunidad.
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						A good conversation can be an opportunity for an organization, but also for you in life.

					

				

				In every conversation, it’s worth knowing how to lead the dialogue and communicate better. That’s exactly what we’ll focus on in the next chapter: conversation as an opportunity.

			
		
	


			9 Conversation as an Opportunity
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					“Sometimes the greatest adventure is simply a conversation.”

				

				—Amadeus Wolfe

			

			What’s the last truly good conversation you’ve had in recent days? You might be wondering what exactly I mean by “a good conversation.”

			Let me share a few thought-provoking reflections from writers and philosophers throughout the centuries on the act of conversing:

			
					“To converse is a meeting of minds and hearts shaped by different memories and habits.” —Octavio Paz

					“Conversations are crucial moments in life that test both intelligence and character.” —Isabel Allende

					“Conversation is a meeting ground with others—it changes them and it changes us.” —Fernando Savater

					“To converse is to account for ourselves through our words, through our silences… To converse is to leave a trace of who we are.” —Ralph Waldo Emerson

			

			In his book “Las conversaciones que NO tenemos”, IESE professor Álvarez de Mon writes: “The quality of our relationships, our leadership, our capacity to influence the thoughts, emotions, and behaviors of others, to truly engage our interlocutor—in short, our ability and intelligence to steer our lives—largely depends on the quality of the conversations we have with others and with ourselves. The two feed into each other.”

			Clearly, our conversations have a powerful impact on the course of our lives. So it makes sense that we’d want to get better at them. How would you define a good conversation?

			A good conversation, above all, is one that offers us an opportunity. Conversations are an exchange of knowledge, experiences, and emotions. If, through that exchange, we learn or grow intellectually or emotionally, it’s a good one.
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					Good conversations energize us. They leave us charged up. They bring something positive—always.

				

			

			They create shared experiences. They help us build projects, close deals, deepen emotional bonds, better understand others, and share in the seesaw of thoughts, ideas, and worries—both ours and theirs.

			But let’s be realistic: On a typical day, we have many conversations that are superficial, full of indifference, gossip, or empty banter. How many chats are we part of that really don’t enrich anything? Those aren’t good conversations.

			Some people are experts at steering conversations into those empty zones. The question is: how many of those can you afford in your day?

			I don’t mean we should spend all day chatting about philosophy or macroeconomics, but it’s a good idea to set a kind of *maximum quota* for trivial conversations.

			Then there are the triggering conversations—the ones that awaken the beast in us. Those are even worse. They’re filled with outbursts, harsh words, constant interruptions, and emotional injuries that can be hard to heal.

			“My mother says, ‘You turn into a beast,’” she often tells me about the kinds of intense exchanges we sometimes have—ironically, with the people we love the most. I once permanently lost a relationship with a cousin I was very close to growing up—almost like siblings—because of one bad conversation. There were no shouting matches or insults, but the words spoken hurt, like darts straight to the heart. For years, I thought we had a conversation pending, one that could mend things. But that day never came. A real loss. A single bad conversation can destroy even the most beautiful relationship—I know it from experience. Over the years, I’ve learned to avoid that kind of destructive exchange.

			It’s not about always agreeing with others, but about recognizing how important our words are, and the need to gain better control over how we communicate so we can have constructive, meaningful conversations. Because just as conversations can bring us joy and good fortune, they can also damage relationships and bring pain and distress.

			As Álvarez de Mon puts it, “The form is the substance; when we neglect the form—raising our voice, letting our body show tension—it all falls apart.”

			You choose what and how you talk with others. You decide what kind of conversations you want to fill your life with: good, superficial, or harmful.

			Now that I’ve shared what a good conversation means to me, how would you rate yourself as a conversationalist?

			
				1. Ten types of conversationalists

				Due to professional habit, I’ve identified ten types of conversationalists. This is my personal classification of conversational behaviors and attitudes.

				
						Master conversationalist. They understand conversation as an opportunity to be useful to others through their ideas. Their true value lies in inspiring learning in others. What earns someone the title of master conversationalist isn’t just their specific knowledge, which they undoubtedly have, but their ability to enrich others through conversation. A master conversationalist stimulates and enlightens the minds of those who listen. They are the most desirable person to converse with.

						Distorting conversationalist. Like a conversation kamikaze, they tend to alter meanings or interpret things their own way, distorting the original direction of the conversation. They often misinterpret ideas, pick fights, and push discussions into unpleasant territory. Distortion usually involves attacks, and this person often feels attacked or offended themselves.

						Eloquent conversationalist. Without needing to rely on jokes, their wit alone brings joy to any conversation. They create positive emotions, often causing others to smile or laugh.

						Affective conversationalist. By incorporating emotions into their speech, they connect easily with others. They may not say profound things, but their warmth shines through—an amazing quality in today’s data-driven world.

						Egotistical conversationalist. They are focused on being right and steering the conversation toward themselves. They always end up talking about their life, their friends, their achievements, their hardships. They sabotage the exchange by demanding the spotlight. Sometimes they even become the sole speaker, turning the conversation into a monologue.

						Simplifying conversationalist. They tend to water down the depth of a topic. They avoid complexity and controversy, often maintaining polite manners but rarely initiating deeper discussions. This shouldn’t be confused with someone choosing not to speak because they lack knowledge about the topic—this is prudence, not simplification.

						Rambling conversationalist. They talk a lot without saying much. Their speech is often scattered and vague, muddying the message. Sometimes extroverted and bold, they may even resemble the “cantamañanas” type described in the sales chapter—people who excel at saying nothing.

						Know-it-all conversationalist. They always have something to add on every topic, but rarely offer any real value.

						Negative conversationalist. They bring a cloud of negativity to any conversation, creating a gloomy energy. They’re like the dark version of Jiminy Cricket.

						Non-conversationalist. They don’t mind being part of group conversations, but they rarely share ideas. They’re more observers, often introverted, and occasionally insecure. Again, not to be confused with prudence.

				

				Conversation is part of my professional life, and I’m lucky to often speak with people who are not only intelligent but also great conversationalists.

				Everyone can display traits from different types depending on the setting and their mood. Still, I’ve found that most people lean toward one or two dominant conversational styles.
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						Our way of conversing is truly a reflection of who we are.

					

				

				With a bit of self-awareness, which of these ten types best describes you?

				According to speaker Jim Rohn, “We are the average of the five people we spend the most time with.” This insight highlights how much our environment can influence our success. If our conversations are opportunities, we should be paying close attention to the types of conversationalists we keep around.

				What kind of conversations do the people closest to you typically have?

				There are three elements we should pay attention to in our role as conversationalists. They’re simple, but we often overlook them: listening, empathy, and respect. These tend to fail most in trusted environments, and just as often in professional settings. How often are we speaking with a colleague while thinking only of our response, barely paying attention to their message? I admit that I still have to fight the impulse to focus on being right—a trait of poor conversationalists who ignore the basics. When we don’t truly listen, we also fail to show empathy—understanding others from their perspective, not our own. That absence of empathy, even if politely disguised, is a lack of respect. And sometimes, we are disrespectful not in tone but in substance. The goal of conversation should be to enrich others, to argue with respect, and to allow enjoyment. Without those, it’s not a good conversation.

				Both in professional and personal settings, I’ve always noticed how some people can spark conversations that lead to real opportunities—while others never seem to. Which type do you want to be?

				As I mentioned in the introduction, I feel lucky that I get to speak with brilliant minds—true master conversationalists.

				I can’t share all the lessons they’ve given me through hundreds of conversations, but I do want to offer what I call a collection of leadership pearls.

				A few months ago, while I was writing the final pages of this book, I received a WhatsApp message at 7:34 a.m. It read: “Noemí, what you do is extract pearls from the people you interview, and that’s so valuable. Pearls are rare, highly prized, and require a deep search… Thank you for always including me.” It moved me. The message was from Bustos, whom I mentioned earlier when we talked about curiosity. Thank you, Carmen. You gave me a new way to look at journalism: I now think of myself as a pearl hunter. Pearls are the only jewels that come from living organisms, and they do require patient searching.

				Here is my collection of pearls—ten powerful insights drawn from conversations with master conversationalists. They offer useful reflections not just for our professional lives but for everyday living. Whether or not you lead a team, these ideas expand your worldview. They represent different leadership perspectives and reflect current trends—some empower us as individuals, others encourage us to reflect on how we contribute to a better society, regardless of title or role.

			
			
				2. Collection of ten leadership pearls

				
					Conversation with Oriol Segarra, CEO of Grupo Uriach

					Uriach is a leading European company in health and personal care, behind brands like Fisiocrem, Aerored, and Biodramina. I had heard great things about Segarra from colleagues at the company, and I was eager to meet him. We finally spoke at a forum of executives. Even though he insisted that much of what he says is just common sense, I found it hard to pick just one pearl from our half-hour chat. But here it is:
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							“The war for talent is a myth.”

						

					

					“They want us to believe that talent is scarce, that it must be hunted, attracted, and retained. But it’s not like that. The truth is that talent within a company is infinite. We only use a tiny fraction of the potential of the people in our organizations. We have people working in our factories who go home and serve as HOA presidents, organize amazing family trips, and more. We need to find areas where people can express more of their talents. That’s what creativity is about: letting people share ideas and run with them. Then you realize how much talent you truly have. That’s our main job as leaders: to help people go beyond what they think they’re capable of. When someone leaves Uriach, I ask two questions: First, were the years you spent here the best of your professional life? Yes or no. Second, do you feel you’re leaving a better professional and a better person? Yes or no. If both answers are yes, then I congratulate them and wish them well. If either is no, then we didn’t do our job right.”

				
				
					Conversation with Imelda Rodríguez, expert in strategic communication and political image

					Imelda Rodríguez was the youngest university president in Spain (European University Miguel de Cervantes, 2014–2020). Today, she’s a researcher, professor, and advisor to governments on public and political affairs. She’s also the author of “Imagen política”, a book that advertising legend Bassat considers the most complete and rigorous political communication book written in Spain. It’s useful not just for politicians but for any curious leader or entrepreneur.

					When I spoke with her about what she calls authentic leadership, here’s the pearl she shared:
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							“You can’t create authenticity; you can only manage it.”

						

					

					“Authenticity is the truth of who we are; it’s grounded in reality. That’s why it can’t be fabricated, not even with the best consultant. If we want to be authentic, we must stick to what’s real. Authenticity can only be managed. Today, we need institutions, leaders, and organizations that solve things—and we need narratives that actually lead somewhere. Authentic leadership is built on a method that combines passion, compassion, and fascination. Passion must walk hand in hand with compassion—and compassion isn’t just about comforting others, it’s about offering solutions. Compassion must resolve, must act. ‘Compassionate firmness’ is the ability to make decisions with practical wisdom and precision. That should be the compass for any leader. It’s entirely reasonable to expect that. Fascination happens when passion and compassion come together in a leader.”

				
				
					Conversation with Juan Carlos Cubeiro, Talent Expert

					A leadership consultant and author of more than fifty books on leadership and people, Juan Carlos Cubeiro has advised more than a thousand companies in Europe and Latin America. On the occasion of the publication of his book The Disruption of Female Leadership, co-authored with his daughter Zoe, I had the opportunity to speak with him under the provocative title: “Has everything been said about female leadership?” Cubeiro surprised me with this gem:
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							“Affection is effective.”

						

					

					“Men and women can exercise different styles of leadership. The former tend to focus more on setting strategies to reach a goal, while the latter tend to connect better with people and show greater empathy. Women have a special talent for thriving in the workplace through four fundamental pillars: empathy, entrepreneurial initiative, humility, and honest influence—four typically feminine traits that are essential for leadership in today’s world. Women have a natural ability in these areas. Men, if we make an effort, can also achieve them. To these four pillars we must add women’s authentic and affectionate leadership. Women, who have more oxytocin—the compassionate part of human nature—can better understand others. Affection is effective for achieving our goals, in business and in life.”

				
				
					Conversation with Henar Vega, Coach and Burnout Expert

					I had had one of those bad days, full of urgent and unexpected client issues. The doorbell rang; it was a delivery person. He handed me a package that I quickly guessed was a new book release. Various publishing companies regularly send me their latest titles, which I greatly appreciate. I opened the envelope, and sure enough, it was a book: Working in Flames, by Henar Vega. As I usually do, I checked the author’s bio and discovered that Vega is both an engineer and a psychologist. “Interesting mix,” thought my biased brain. Given my lousy mood that day, the fact that she’s an expert in burnout seemed like a sign. I wrote to my team and suggested we interview her. That’s how we met. Here’s the gem she shared in that conversation:
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							“What ignites you is what eventually burns you out.”

						

					

					“A leader’s attentional work on the emotional triggers of people is one of their most important responsibilities. Passion and dedication are precisely what can sometimes push us to the edge, causing us to neglect our own well-being in favor of work obligations. That’s why burnout is more common in vocational professions and high-responsibility roles. It’s essential that work and passion don’t make you forget yourself. Burnout targets the most valuable talent in an organization—and its leaders.”

					

					Note: Two years ago, burnout was officially classified as an occupational disease by the World Health Organization (WHO), which included emotional exhaustion (linked to chronic workplace stress) in its International Classification of Diseases. It’s no wonder its impact on the population is being taken seriously.

				
				
					Conversation with Luis Bassat, Publicist

					I had the chance to talk with Luis Bassat, as I mentioned earlier in the book, during one of the most creative moments in recent history: the pandemic. I interviewed him in one of many webinars with hundreds of people logged in, as we all sought new ways to innovate and stay creative in our businesses. We talked about bravery, creativity, and innovation, and he left me with this gem:
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							“There are two types of leaders: those who say ‘go ahead’ and those who say ‘follow me’.”

						

					

					“In war, as in business, there are two types of captains: those who tell their people ‘go ahead’ and those who say ‘follow me’. If I want us to climb the hill, I’ll be the first one up. In life, example is what makes us credible. Our actions speak louder than our words. Actions come first. By taking the lead, sharing the same risks as the team, acting transparently, with extreme honesty and grounded in values, you generate a pull effect that makes your team follow you. We become leaders by others’ will—that’s the challenge.”

				
				
					Conversation with José Armando Tellado, CEO of Capsa Food

					I’m a fan of Leche Central Asturiana. It’s the milk we usually buy at home. The brand belongs to the company Capsa Food, led by José Armando Tellado, a marathon runner who liked the idea we once shared about organizing an event called “The 10K of Leadership”—a ten-conversation race with leaders from various companies. I can assure you it’s more exhausting to spend ten hours straight in a studio interviewing business leaders than to run 10 km. But that’s another story. We knew Tellado, as a race enthusiast and with Central Lechera Asturiana being a sponsor of the Women’s Race, would accept our challenge to participate in our 10K of Leadership. On the event day, he happened to be traveling to Boston to run the marathon, so he joined us live via video call. If you’re active on LinkedIn and don’t follow him yet, I highly recommend it—he’s an inspiring leader. In that interview, he left this gem:
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							“The main source of motivation is a true purpose.”

						

					

					“What drives people is intrinsic motivation—that feeling of being part of something bigger, of contributing to something meaningful. At Capsa, our motivation clearly comes from our purpose—a clear one. In our case at Capsa Food (Leche Central Asturiana), the purpose is to support farmers, defend rural values, ensure they can do their work, which must be both profitable and socially recognized. That’s what makes us face challenges knowing that if we don’t move forward and reach the finish line in this marathon of managing a company, we’re leaving behind people who have placed their trust in us. We must be clear about the purpose and fully committed to it. There will be many obstacles along the way. If the purpose is just words on paper but not real, it fails. You succeed when you think of those you’d leave behind if you failed.”

				
				
					Conversation with Toni Segarra Alegre, Creative

					During the pandemic, as I mentioned earlier, event companies threw themselves into organizing non-stop virtual events. After the first lockdown, when we were all at home, came a second phase when we timidly returned to in-person formats. Since there was still fear, we decided to hold events without live audiences, meaning we recorded conversations in a small studio and streamed them live to an online audience. That’s how I ended up talking to Toni Segarra—one of the most recognized creatives in Spain—in a space of just over 4 square meters. We talked about how companies can be more creative, and from that conversation came this gem:
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							“Leadership is a matter of perspective.”

						

					

					“There’s a serious structural and systemic risk in hyperspecialization. That hyperspecialization is what’s driven our progress. We’re specialists, and the system pushes us to specialize, so we all end up believing we hold the truth—but we don’t. The journey from ignorance to learning is called distance. Why can’t you solve some problems in your company? Because you’re too close. You’ve lost perspective; what you need is distance. Perspective in terms of knowledge comes from the humanities, from what we’ve always called general culture—reading. That perspective and distance is what a leader must recover to steer the course. It’s not possible to set a direction without distance. We also need perspective to reflect on what we’ve done differently each year. That’s creativity. And for creativity to become a habit, we must get used to making mistakes. The main danger to creativity is inertia. Each year, companies should audit themselves to identify what they’ve done differently compared to the previous year.”

				
				
					Conversation with Mercè Brey, Leadership and Diversity Expert

					When we overuse words, we risk diluting the meaning of important concepts. That’s what’s happened in recent years with gender equality and diversity. The debate has become so politicized that it’s ended up feeling exhausting. That’s what I thought—until I met Mercè Brey, co-author of the book Alphas and Omegas and author of the recently published The Millionth Woman, a book I recommend to every woman eager to grow professionally. Through her insights, she offered me a new lens on gender diversity and its nuances, and on what we all are at our core: both alphas and omegas. Brey inspired me with her vision of how we can build better organizations and a better world by balancing these two energies. She shared one of the most striking definitions of power I’ve ever heard—powerful in every sense. Here’s her gem:
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							“Power is the energy of possibility.”

						

					

					“The masculine and feminine—our alpha and omega essence—exist in every person. It’s universal heritage; we all possess both energies. History has placed women in the private sphere, caring for the home and children. Through domestic roles, women have developed skills like empathy, collaboration, consensus, flexibility, and generosity. Conversely, men have been placed in the public sphere, where traits like decisiveness, courage, analysis, and boldness are valued. In recent decades, women have transitioned from the private to the public sphere. We now find ourselves in a context where many of our qualities aren’t equally valued in this traditionally male-coded environment. As women, we must adapt to a new reality with new rules. I advocate for building a third sphere that combines the best of both worlds, where society—regardless of gender—can foster more respect, trust, and fairness.

					Talking about women’s advancement isn’t just about getting more women into leadership positions. I’m not interested in conflict between men and women. What interests me is creating space for feminine energy to express itself—in both men and women—within organizations. Another essential point is individual responsibility.

					What can I do, personally, to contribute to change? This matters. Revolutions have always started from the bottom up—when people take ownership of change and do everything in their power. I believe change is happening in the business world. A deep shift is underway. We’re gradually making more room for traits associated with the feminine—consensus, collaboration, care, empathy, etc.—but we must be patient and persistent. The key is to influence your environment. When a critical mass of people changes the way they think and act, society transforms. Power is the energy of possibility.”

				
				
					Conversation with Xavier Marcet, management expert

					It’s easy for a journalist to interview someone who speaks in headlines. That’s exactly what Xavier Marcet does, as I’ve mentioned throughout these pages. He is said to make poetry out of management. I met him in 2018 during an interview, and since then I haven’t been able to stop reading his books and weekly articles in La Vanguardia, which inspire so many professionals every Sunday. Reading Marcet is reading what seems obvious, but he elevates it, bringing depth and wisdom. For our community Canal CEO (www he has been and continues to be a source of inspiration. Speaking with this expert in leadership and business is incredibly enriching. I’ve collected so many pearls from our conversations that it’s been difficult to choose just one. I’ve decided to share this one, which captures the essence of learning—because learning is exactly what I’ve always done when listening to him:
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							“Today we have a glut of experts and a certain lack of wisdom.”

						

					

					“Humanistic leadership makes sense because it’s about reclaiming humanism, one of the most valuable periods in European history. It’s what remains of the Renaissance, a moment overflowing with creativity and beauty. Today, when we talk about humanistic leadership, we are saying that in this time, when we need to redefine the equation between people and technology, we must tip the balance in favor of people. Rhetoric is easy: we must make decisions that ensure people come out ahead in this equation. Humanistic management says we must deliver results—but not in any way or at any cost. We live in a time of expert overload, but we’re missing a certain kind of wisdom. And part of that wisdom comes from crossing worlds. It’s inspiring when a great doctor can speak about history or art, or a top art expert can talk about technology. The important thing isn’t whether you start with the humanities and move to engineering or begin with economics and later bring the humanities into your life; the key is synthesis. We all choose a door at the start, but behind it, there’s not a hallway—though it might seem that way. Behind every door is an entryway that opens to many paths. Reclaiming the humanities in a world driven by interests not only helps balance things out, but it also helps us do what we’re meant to do: deliver results, but in a different way. We need to recover the essence of leadership, which is influence. You start to lead the day your verb ‘to influence’ carries more weight than your verb ‘to command’.”

				
				
					Conversation with Manuel Pimentel, editor

					As I’ve mentioned, I like people who speak in headlines because they make my job as a journalist easier—especially when it comes to drawing conclusions, which is one of my favorite tasks. What I like less about interviewing is reading biographies. I find them quite tedious. Most of the time, they’re full of titles, roles, accolades, and honors because these people tend to have impressive and extensive CVs that force you to read off a script. I really appreciate that Manuel Pimentel, despite his multifaceted profile, has always let me be a free spirit and skip the script when introducing him on the various occasions we’ve worked together. He is many things: a lawyer, agricultural engineer, businessman, former minister, author, and even a TV host. But for me, as I write these final pages, he is above all my friend and editor. It took me a while to finally get this book done since we first talked about it more than five years ago. I know I couldn’t have done it without his trust and generosity. Thank you, Manolo! I’ve collected hundreds of pearls from our conversations, but I had to choose one to complete this collection. So here it is:
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							“Transcendence and circumstance define every leader.”

						

					

					“Human nature has changed very little throughout history. The highest human motivation has always been transcendence. That’s why the pyramids were built, why emperors dreamed of empires. There is an essential part of leadership that never changes. At its core, a leader is someone who can bring people together to work toward a common goal. That has never changed and never will. That’s what connects Alexander the Great to Jobs—they imagined and pursued.

					What does change is the circumstance; what we live through changes us. Alexander the Great’s circumstances were nothing like those of a modern-day leader. The leader I admired in the 1980s, when I started working in engineering, would be in prison today. Back then, boldness and pushing the limits were valued, but let’s not pretend the past was better or worse. The real challenge for leaders is knowing how to read the signs of the times, the values and conditions that shape the world at any given moment. That’s the challenge of leadership.”

					With this idea of transcendence and circumstance from my editor, I conclude the Collection of Leadership Pearls. It is precisely transcendence that these master conversationalists achieve through their books and their generous contributions to these conversations. And it is circumstance that reminds me the pages of this book are finite and that our time together is drawing to a close.

					Before we part, let me say this: you too can become a master of conversation. You only need energy—because everything comes down to energy. And that is exactly what I propose in the final, brief stretch of this journey together.

				
			
		
	


			10 Everything Is a Matter of Energy
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					“Energy and persistence conquer all things.”

				

				—Benjamin Franklin

			

			We began our journey in the first chapter with impatience as the main character and the trigger for action. But action is never effective when something as essential as energy is lacking. We need energy to make things happen. If I could ask life for one thing never to lack, it would be energy. When we have it, we are capable of feeling excited, creating, and overcoming the inevitable obstacles along the way. Without energy, it’s hard to reach any goal. I consider myself lucky because, according to those who know me well, I have plenty of it.

			Energy is a beautiful word with various meanings. Using the most scientific definition first, let me recall the iconic figure of science, Albert Einstein. We don’t know if all the quotes attributed to him are really his, but what we do know for certain is that he discovered what is possibly the most famous equation in history, which describes energy as mass multiplied by the speed of light squared:

			E = mc2

			The scientist showed that the mass of an object moving at high speed increases. Indeed, physics tells us that energy is the capacity any matter has to do work that produces change: a variation in temperature, a transmission of waves, a movement, etc. It is well known that “energy is neither created nor destroyed; it is transformed.”

			Now that we reach these final pages, I can’t help but lean into symbolism through Einstein’s equation. I imagine you, the reader who has come this far, with your own challenges, orbiting the universe at the speed of light, and as a result of physics, arriving at a new place where a change has occurred: your own determination hexagon completed, a deep reflection made, an initiative awakened, a challenge embraced… I’m satisfied with even a small transformation. Whatever change may have occurred was not due to talk or fluff, but to physics: the simple effect of the energy you put into reading.

			Leaving aside my symbolic musings and the physics definition, energy is also defined as the power and virtue each of us possesses to achieve what we pursue. It’s said that we have four types of energy: physical, mental, emotional, and spiritual.

			Energy is a word from my own personal vocabulary, as the philosopher and researcher Castellanos would say. This “vocabulary” refers to those words we wear like clothes each day. Energy is one of my inhabited words, one that gives meaning to my way of being and acting in the world, and that protects me. It is, without doubt, my word. What’s yours? Without energy, there is no change or transformation. Everything we’ve seen in these pages—taking initiative, thinking about the future, being bold, developing our soft skills, connecting through communication, enjoying good conversations—is a matter of energy.

			The good news is that energy resides in each of us; you decide where to focus it. The bad news is that we don’t have all the time in the world; time is finite, so we must rid ourselves of laziness, doubt, and fear to dedicate our strength to thinking and doing. Thinking and doing are the two most powerful forms of energy, the ones that drive transformation.

			My proposal is that we don’t wait for things to happen by chance: let’s use the energy that belongs to us and lives within us. No one will dedicate more energy than you to achieving your own goals.

			The key is being aware that the way you use your energy today is shaping your tomorrow. We achieve change and face challenges because we put our courage into them—it’s as simple as that. I put energy into writing this, my first book, and you’re holding it in your hands. It’s not about how much energy you have, more or less, but about how well you use it.

			Benjamin Franklin, the scientist considered one of the Founding Fathers of the United States, once said: “Energy and persistence conquer all things.” I’m not naive; I know that every challenge we face comes with obstacles and elements beyond our control. But if you are willing to do everything necessary, aware of the consequences and the saboteurs we discussed in the hexagon of determination, you will be able to overcome barriers. Energy is the starting point that activates our potential.

			Dedicate your energy to something that is worthwhile to you, something that benefits your future or that of your loved ones, something that makes you happy but also a better person. To find that strength, it helps to discover your purpose in life—what we now call our ikigai, thanks to the success of the book by Héctor García and Francesc Miralles. Ikigai is the intersection of what you love, what you’re good at, what you can be paid for, and what the world needs. If you haven’t yet found your ikigai, I suggest you read their book. It may change the way you see your own existence. If you’ve already found your ikigai, pour your energy into continuously improving what you offer the world.
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					Energy is dedication and effort in service of thought and action.

				

			

			According to the Royal Spanish Academy, energetic people are active, intense, determined, dynamic, firm, and powerful. Obstacles don’t stop energetic people. The energy and enthusiasm that people associate with entrepreneurs or proactive individuals aren’t innate—they exist in all of us. We are all transformers of energy. We just need to know how to manage the energy we have at any given time. Doing so is simple—I’m not reinventing the wheel: physical activity, healthy food, rest, and lots of soft-skill attitude. We need to lead a healthy life to constantly renew our energy.

			Beyond its physical and mental aspects, energy also has an emotional dimension. We connect with people through their energy. We often say that there are people with good energy who recharge our batteries and others who drain us—emotional vampires. We must learn to recognize the energy of the people we surround ourselves with, as they significantly affect our development and our ability to achieve goals. Let’s stay alert. I get recharged by simple things: spending time with my daughters, talking with inspiring people, going for a run with my runner friends—the Girls on the Run—and stepping onto a stage to communicate and connect with others. On the other hand, arguments, shallow conversations, and certain types of people drain my energy. It’s simple and practical to identify what gives you energy and what takes it away. That way, you can provoke some things and avoid others.
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				What actions and people in your environment give you energy, and which ones drain it? And about yourself, what kind of energy do you think you give off?

			

			To complete the picture, we have our most spiritual energy. This is a dimension that some of us find difficult to identify, to feel, or even to talk about. In the corporate world, it’s often taboo or largely absent. We live in a society that wants everything to be measurable; we’re obsessed with indicators. We tend to shy away from anything invisible or that can’t be explained through logic, as we see it as unreliable. And that’s exactly what happens with the spiritual dimension.

			Now that we’re reaching the end of our time together, I want to share with you an invisible story that has fueled me with energy to this day.

			My paternal grandmother, Cayetana, lost a daughter when the girl was ten years old. Her name was Noemí Boza. Today, my aunt would be 84. When the little girl died, her brother—my father—was eight. My grandmother, heartbroken by that sad loss, went on to have more children. Three more boys came along, as my grandfather used to say.

			The story is that I was the first granddaughter among the nine grandchildren my grandmother had. They named me Noemí for obvious reasons. I grew up with that little girl very present in my childhood. Her photo sat in a large frame on the bookshelf at my grandmother’s house, where I visited daily since we lived in the same building. There was also a beautiful old black-and-white portrait of her on the TV, with a school desk and a world map in the background. Her image was engraved on the gold medallion my grandmother always wore around her neck. Of course, she was present in my grandparents’ conversations, in which they spoke of her lovingly.

			I can’t explain why I always felt spiritually connected to that little girl who left so soon and who, I believe, gifted me with enough energy for three lives. For years, I ignored this sense of connection, as it couldn’t be explained logically. But some time ago, perhaps searching for some meaning, I discovered that my energy—the one my family sometimes thinks is a bit excessive—might stem from what’s known as the Pygmalion effect, which has been widely studied in education. Also called the Rosenthal effect (named after the Harvard professor who researched it), this phenomenon refers to the power of people’s expectations to influence the behavior, performance, and results of others.

			Educators and psychologists know this well.
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					Neuroscience has shown that when someone believes in us, both our energy and our clarity increase. Trust is energy’s best friend.

				

			

			Over time, I’ve come to understand that my grandparents and parents placed all their trust and highest hopes in me—to have enough vitality to live. They trusted so deeply that their first granddaughter would be the new chance to have a happy girl in the family that they boosted my performance and possibilities. Over the years, I’ve come to understand and accept that this is my most spiritual energy. It was passed on to me invisibly by my family through our history and in memory of my aunt Noemí, whom I never met. I’m glad that, without realizing it, my parents and grandparents intuitively used a method that had been studied just before I was born, back in the 1960s, at the prestigious Harvard University.

			But the Pygmalion effect is a double-edged sword, because it works the other way, too: if expectations are negative, so are the results. This happens in both education and business. Through positive or negative expectations, we either boost or reduce the productivity and performance of others.

			At this point, what interests me most is not the Pygmalion effect in terms of developing others, but rather you, who have come this far with me. The Pygmalion effect also works on an individual level: we can achieve many of the things we set out to do when we believe it’s possible and put all our energy into it.

			Our future can be better if we take initiative and act, if we embrace the five bombón attitudes, if we use our communication to show our authenticity and connect with others, if we learn to sell and to sell ourselves, and if we commit to having better conversations and put all our energy into it. Everything we’ve shared on this journey to lead ourselves well and communicate better depends entirely on us and the energy we put into achieving it.

			The father of management, Peter Drucker, said: “The best way to predict the future is to create it.” I can’t predict what will happen in your life over the next few years, but if you put some of your energy into thinking about and applying a few of the ideas we’ve explored in these pages, I dare to predict that you’ll be creating a promising future for yourself—and contributing to a better society.

			Remember, along the way we’re free to become obsessed, to feel chaos, and to fail gloriously. What we can’t do is stop trying.

			I admire professionals who are well-versed in finance—something I’ve always lacked—so I’ll close with a quote from one of the world’s greatest investors, the American Warren Buffett: “Learning to communicate better is the investment that will yield the most returns for the rest of your career. Communication is the skill that can increase your financial value by 50 %. It is a lasting asset.”

			There is, then, no better investment than this. So, why do they call it leadership when they really mean communication?

			I’m truly grateful that you’ve devoted your energy to reading my words. I hope we can stay in touch on social media—and who knows, maybe one day we’ll share a Campari or some delicious bombones. I’d love that.

			

			@noemiboza

			
				[image: ]
			
		
	


			Bibliography

			
					Alva, S. (2024). Lo que un líder no debe delegar. Madrid: LID Editorial.

					Álvarez de Mon, S. (2012). Aprendiendo a perder. Barcelona: Plataforma Editorial.

					—, (2021). Las conversaciones que NO tenemos. Barcelona: Plataforma Editorial.

					Bassat, L. (2019). Sueña como Luther King, habla como Obama, manda sin mandar y sé tú mismo. Barcelona: Plataforma Editorial.

					Brey, M. (2024). La millonésima mujer. Barcelona: Plataforma Editorial.

					Brey, M. & Yasinetskaya, V. (2019). Alfas y omegas. Barcelona: Plataforma Editorial.

					Cabero, D. (2023). Decidiendo. Madrid: Seurat Ediciones.

					Calle, S. de la (2024). La risa asusta al miedo. Barcelona: Plataforma Editorial.

					—, (2019). La ciencia del lenguaje positivo. Barcelona: Ediciones Paidós.

					Castellanos, L. (2019). El lenguaje de la felicidad. Barcelona: Editorial Planeta.

					Cavallo, Giuseppe. Habla con el corazón. Madrid: Fundación CONFEMETAL, 2021.

					Cordón, Rafa. Biocomunicación. Madrid: Esfagnos, 2022.

					Cubeiro, J. C. & Cubeiro, Z. (2023). La disrupción del liderazgo femenino. Madrid: LID Editorial.

					Fernández Aguado, J. (2023). Entrevista a Aristóteles. Madrid: LID Editorial.

					Ferrer, J. (2023). No salgas de tu zona de confort. Madrid: LID Editorial.

					Forés, A. & Grané, J. (2013). La resiliencia. Barcelona: Plataforma Editorial.

					—, (2021). El empleado es el rey. Barcelona: Plataforma Editorial.

					Forés, S. (2014). Solo puede quedar uno. Barcelona: Plataforma Editorial.

					García, H. & Miralles, F. (2016). Ikigai. Madrid: Urano.

					Garrigues Walkers, A. (2018). Manual para vivir en la era de la incertidumbre. Barcelona: Deusto.

					González Romero, M. (2023). Debajo de las palabras. Barcelona: Plataforma Editorial.

					Ibáñez, A. (2023). Sorprende a tu mente. Barcelona: Editorial Planeta.

					Íñiguez de Onzoño, S. (2024). Pensadoras y visionarias. Madrid: LID Editorial.

					Llácer Centeno, P. (2019). Te van a despedir y lo sabes. Córdoba: Almuzara.

					— (2022). Te van a contratar y lo sabes. Córdoba: Almuzara.

					Lladó, M. (2020). Enamorarse del futuro. Barcelona: Plataforma Editorial.

					Marcet, X. (2021). Crecer haciendo crecer. Barcelona: Plataforma Editorial.

					Mora, E. de (2021). La nueva venta. Instrucciones de uso. Barcelona: Empresa Activa.

					Mora, E. de & Villegas, S. (2017). Seduce y venderás. Barcelona: Empresa Activa.

					Padula, E. (2020). Don de gentes. Barcelona: Editorial Planeta.

					Quesada, M. Á. (2021). La virtud de pensar. Córdoba: Almuzara.

					Rodríguez, I. (2021). Imagen política. Barcelona: Gestión 2000.

					Triola, A. (2023). ¿Cómo triunfar en una multinacional? Barcelona: Gestión 2000.

					Vega, H. (2023). Trabajar en llamas. Madrid: LID Editorial.

			

		
	


			Acknowledgements

			I would never have written this book without the help—so often invisible—of people I love and who love me. Thank you to my family, who helped shape the personality and values that one day led me to take on this daring task of writing a book.

			I am grateful to my mother, Nieves, for giving me such a vibrant life.

			Thank you to my guardian, José María, for all the time he let me hide away in my writing cave—and for the times he made me come out of it.

			To my daughters, Carmen and Inés, for allowing me to learn leadership alongside them, and for accepting that they have a mother who is communicatively intense.

			To my brother Luisma, an artist himself, who always made space for me to shine.

			To my aunt Ina and my cousins, Mariángeles and Montse, whose affection and admiration have helped shape who I am—that same Memi who will be overjoyed if her niece and nephew, Ángela and Ferran, ever read this.

			To my whole family, because the place they’ve allowed me to occupy is part of my own leadership story. Especially to my uncle Isi, who helped me overcome my childhood difficulty pronouncing the letter “r”—thanks to him, I now roll them like thunder.

			Thanks to all those—both mentioned in this book and not—who gave up their time to speak with me. To the many I’ve interviewed and shared meaningful conversations with over the years, in both public and private settings.

			To my business partners, Cristina Chollet and Ana Mallada, for sharing with me the challenge of making a living out of this compelling world of leadership and communication.

			To clients, collaborators, and team members—because leadership and communication are learned through practice.

			I’m grateful to my editor, Manuel Pimentel, for his patience with my doubts about the book’s title.

			To Juan Ferrer, for all those encouraging Friday and Saturday WhatsApps, and for his constructive feedback.

			Thank you, Xavier Marcet, for reading the manuscript and generously sharing your opinion.

			To the entire team at LID Editorial, especially the two Lauras, for making everything so easy. You’ve managed to get me finishing the final proof of my first book while already thinking about the second.

			To all my friends—from school, university, Cubelles, Sitges, the Retiro neighbourhood, running, and life itself—thank you. But especially, a heartfelt thank you in advance to those willing to be like my friend J. R. Palomo, an eloquent conversationalist who has promised to buy five copies to help ensure this doesn’t fall just short of becoming a bestseller.

			

			
				Thanks, bombones!
			

			
				[image: ]
			
		
	


			Author

			
				[image: ]
				
					©michael.aloy

				
			
			Noemí Boza is a communications expert and specialist in the art of connecting ideas, people, and businesses.

			An entrepreneur for over 20 years, she is a partner at Mas Cuota, a company that organises professional events and provides services to businesses in the areas of leadership, workplace wellbeing, and diversity. She is particularly committed to promoting the professional development of women.

			Her clients include well-known companies from a range of industries. She works as a journalist, event host, trainer, and public speaker, and actively participates in numerous business forums and events.

			Why They Call It Leadership When They Really Mean Communication is her first book.

		
	


			
				Editorial Board: Santiago de Torres (presidente), Germán Castejón, Guillermo Cisneros, M.ª Teresa Corzo, Marcelino Elosua, Almudena García Calle, José Ignacio Goirigolzarri, Santiago Íñiguez de Onzoño, Luis Huete, Pilar López, Pedro Navarro, Manuel Pimentel and Carlos Rodríguez Braun.

			

			
				Editorial Almuzara S.L

				Parque Logístico de Córdoba, Ctra. Palma del Río, Km 4, Oficina 3

				14005 Córdoba.

				www.LIDeditorial.com

				www.almuzaralibros.com

			

			
				[image: A member of Business Publishers Roundtable]
			
			
				© Noemí Boza, 2024

				© Editorial Almuzara S.L. 2025 for LID Editorial, of this edition.

			

			
				ISBN: 978-84-10221-84-0

				Editorial Manager: Laura Madrigal

				Editor: Paloma Albarracín

				Layout: produccioneditorial.com

				Cover Design: Juan Ramón Batista

			

			
				First edition: July 2025

			

			
				We listen to you. Write to us with your suggestions, questions, errors you find, or anything else you want. We will reply, for sure: info@lidbusinessmedia.com

			

		
	

OEBPS/images/titlepage.jpg
Noemi Boza

WHY THEY
CALL IT

WHEN
THEY REALLY
MEAN

COMMUNICATION

LONDRES | SHANGHAI





OEBPS/images/fig01.png
1. 2.
Meta-goal Consequences

GOAL
6. Describe your challenge 3.

External briefly and concisely Committed
saboteurs capabilities
5. 4.

Internal Capabilities to be

saboteurs developed





OEBPS/images/autor.jpg





OEBPS/images/brp.png
A member of:

BPR®

businesspublishersroundtable.com





OEBPS/images/logo.jpg





OEBPS/images/linea.jpg





OEBPS/images/fig02.jpg
Noemi Boza Cuello Noemi Boza Cano






OEBPS/images/cover.jpg
NOEMI BOZA

WHY THEY
CALLIT

LEADERSHIP
WHEN 2

THEY REALLY
MEAN

COMMUNICATION

LEAD WELL,
COMMUNICATE
BETTER 2X






OEBPS/images/fig03.png





OEBPS/images/nube.jpg





