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Simply Focus on Creating Value
Establish a sustainable collaborative advantage
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Introduction  (Intro, 6:50, slides 1-2)

Relationship  (#1, 13:04, slides 4-7)
• An intelligent and powerful creative force that lives in-the-between.

Strategic Relationships (a.k.a., Alliances)  (#2, 10:20, slides 8-14)
• Value creating webs-of-relationship.

Strategic Relationship Managers (SRMs)  (#3, 22:41, slides 15-28)
• It is like no other job in the world of business.

Use the 2-Slide Methodology   (#4, 22:13, slides 29-44)
• Be simply led to greater value via the voice-of-the-collective.

Accomplish the Impossible  (#5, 35:24, slides 45-51)
• Two real-world examples of the power in the 2-Slide Methodology :

• Hewlett-Packard/Microsoft – corporate strategic alliance
• SAP/Hewlett-Packard strategic alliance – enterprise document workflow

Achieve a Sustainable Collaborative Advantage (#6, 9:40, slides 52-56)

Agenda
Our Journey

Slides: www.spibr.org/value-focused.pdf  

1 April 2023
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Understand and Use Fundamental Principles
• Relationship, listening, simplicity, identity, trust and value

Arrive at Simplicity on the Other Side of Complexity
• Free up time and energy

Release Creative Power
• From individuals, webs-of-relationship and ecosystems

Accomplish the Impossible
• Change the world, bridge chasms and seize control of time

Achieve a Sustainable Collaborative Advantage
• Let your alliances and ecosystem lead you into ease and simplicity

The Benefits of Simply Focusing on the Creation of Value
Getting to simplicity on the other side of complexity

This Benefits slide is presented in the video https://youtu.be/kmubEW_3voU (8:50, turn on CC)

Joe Kittel – joe@spibr.org
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Create greater value in your strategic alliances and ecosystems 
Joe Kittel – SPiBR.org LLC – joe@spibr.org – Collaborative-R&D Alliances

Relationship
A powerful creative force that lives in-the-between
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Observe That Third Something
That lives in-the-between; and, lives in the web-of-relationship

• The nature of a relationship changes over time – closed, open, healthy, creative, ...
• It changes and grows, based on us paying attention to it, nurturing it, and loving it.

• Between people, between companies (strategic alliances); and, even between ideas.
• Empirical proof:  In a relationship, each side sees the relationship itself differently.

• Each side sees a different something; ∴ it must be a thing – a third something.

That third something is alive

A third something – it is not you and it is not me; it is in-the-between

• Observe it. Acknowledge it. Value it. Appreciate it. Nurture it.
• Love it by listening to it – listening is an act of love.
• Listen to it indirectly by hearing the voice-of-the-collective – listen, understand, dialogue.
• By opening our hearts, we can listen and hear better – more deeply and more clearly.
• The web-of-relationship can be self-directed, helping us design and engineer its home.

Have a healthy and loving relationship with a web-of-relationship
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Relationship Enables Value-Creation
The fulfillment of business' primary purpose
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• By hearing, understanding and dialoguing with the *voice-of-the-collective.
• Solutions to problems and new value-creating opportunities will emerge.
• A clear, practical and compelling long-term vision will become obvious.

• The source of all inspiration, creativity, and enthusiasm.
• Nothing in the world happens outside of relationship. 
• Intimate relationships are crucibles for on-going transformation.

Transform this challenging area into your most strategic asset

Relationship: that third something that lives in-the-between
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Focusing on that third something                                                                                             stabilizes the creation of value.

* Via the 2-Slide Methodology
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Evidence of Relationship's Power
The Creative Nature of a Web-of-Relationship

Web-of-
Relationship

Amazingly Powerful
• We posses amazingly creative powers;

consider: the internet, mRNA, toasters.
• We accomplish the impossible; 

consider: space travel, AA.
• And, intimate relationships are

transformative; they change us.

Ultimately Good
• Relationship itself is on our side.
• As we listen to relationship, it will

reciprocate and gently guide us;
because, listening is an act of love.

• More than any 'other', we can trust 
relationship; trust what is in-the-between.

Everywhere Present
• We are always in relationship.

• All value-creation and all value-
exchange requires relationship.

• We are bridge builders and we 
are bridges; we are nodes in the 
quantum field of entanglement.

Intelligent Knowing
• A web-of-relationship (e.g., an 

alliance) knows its own problems, 
solutions, opportunities, and a 
long-term value-creating vision.

• The web can be self-directed; defining
its own structure, processes, metrics, ...

Omnipotent
(power)

Omnipresent
(presence)

Omniscient
(knowledge)

Omnibenevolent
(goodness)

Joe Kittel – joe@spibr.org

24 November 2025

7

mailto:joe@spibr.org


Create greater value in your strategic alliances and ecosystems 
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Strategic Relationships (Alliances)
Value creating webs-of-relationship
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The purpose of a strategic alliance is not the generation of sales revenue
• As is true for a business, the generation of sales revenue is a requirement, it is not a purpose.

The purpose of a strategic alliance is the long-term creation of value
• If the relationship is not long-term (multi-year), it is not strategic.
• If the relationship does not create value (e.g., co-R&D), it is not an alliance.

Money is merely a measure of value

Value is something that eventually gets exchanged for money

Strategic Alliances Create Value
Sales Revenue ≠ Value

Assessing the value of an alliance based solely on its
sales revenue is like assessing the health of a marriage

by simply counting the number of children;
both metrics are obviously important and incomplete.

Joe Kittel – joe@spibr.org
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Value-Creation (collaborative-R&D, co-development)
A pre-cursor to Value-Exchange (co-marketing, co-selling)
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Creation
[expand]

Exchange
[live]

Extraction
[get]
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The parties come 
together in order to 

collaboratively create
new products, 

technologies, solutions 
or services.

Existing forms of value 
are exchanged between 

the parties, often in 
return for money (a 
measure of value).

One party is primarily 
concerned with the 
extraction of 'value'
(i.e., money), from

the other party.

• Collaborative-R&D
• Co-development
• A strategic alliance

• Co-development
• Co-selling
• Often referred to as a 

"strategic alliance"

• Shareholder value
(a misnomer)

• Post-bankruptcy 
liquidation

Relational                                                                                    Transactional

Principles, practices and lessons learned in Value-Creation ...                 … work everywhere
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Relationship
and People

40%

* Strategy and 
Business Plans

46%

* Legal and 
Financial 

Processes
14%

Strategic Alliances Succeed …
… when Relationship is valued

Ref: Managing Alliances for Business Results: Lessons 
Learned from Leading Companies by Jeff Weiss, Sara Keen 
and Stuart Kliman, Vantage Partners LLC. Three years of 
research of over 100 alliance managers and executives 
representing 93 companies in a broad range of industries.

Most strategic alliances fail to achieve their 
full Value-Creating potential. Why? Because:

~40% is directly tied to relationship
~60% is indirectly tied to relationship *

And, transactional (tangible) activities distract 
us from the intangibles of relationship itself.
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Relationship
and

People

Strategy
Business Planning

Financial Analysis
Contracts

* Traditional business practices need to be "alliance-ized".
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Transactional view of Strategic Alliances
The quantitative attributes can easily obscure the qualitative attributes

Contracts and Teaming Agreements

Governance and Escalation Processes

Monitoring and Reporting Systems

Measurements, Metrics and Scoreboards

Executive Briefings, Reviews and Public Events

Strategic Business Development Plans

Relationship Management Tools and Processes

Partner A Partner B
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Relational view of Strategic Alliances
The qualitative attributes lead to quantitative results; focus on both

Shared
Wisdom

Enthusiasm

A Clear
Common Vision

Access to
True Power

High Level
of Trust

Powerful
Creativity

A Sense of
Community

A Collaborative
Spirit

Sense of
Abundance

Shared
Knowledge

Sense of
Purpose

Gratitude Being Listened
to, Heard

and Understood

Openness of
Communication

Partner A Partner B
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Qualitative Improvements Lead to Quantitative Results
Focus attention into relationship itself; it creates business results (sales revenue)           (example data)
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Having an SRM in place

Note: Scores increase as the
rings grow larger (i.e., bigger is better).
Inner-most ring = 1 (lowest score).
Outer-most ring = 5 (highest score).

Prior to having an SRM
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Averaged across 3 alliances:
• The relationships appears to 

have matured (by 1-2 years), 
in a fairly balanced way.

• There has been a huge 
improvement in understanding 
the cultural differences. In 
time, this will lead to increases 
in trust and levels of ease.

• Enthusiasm for the alliances 
was already high, it cannot 
improve any more (at least not 
in this spider diagram).

• While the purposes are high, 
visions need to improve. "We 
know what we're working on 
today. Where are we going?" 

• As vision increases, there will 
be increases in individual buy-
in, and alignment and focus in 
the teams.

2024-05-22



Create greater value in your strategic alliances and ecosystems 
Joe Kittel – SPiBR.org LLC – joe@spibr.org – Collaborative-R&D Alliances

Strategic Relationship Managers (SRMs)
It is like no other job in the world of business
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An SRM is a Creator of Value
Their Job: deepen relationship in order to create value and increase sales revenue

A boundless value-creator, with a timeless perspective

Strategic Relationship Manager (SRM)
Is Not Is
 Just about the exchange of tangible value.  About the creation and exchange of value.

 Focused just on the near-term and quantitative 
results.

 Focused on both the qualitative aspects of 
relationship and long-term quantitative results.

 Primarily an account manager, business 
development manager, or program manager.

 A negotiator (i.e., a facilitator) – leading open, 
high-trust, value-discovering discussions.

 Addicted to being a drama queen, complexity 
king, fear-monger or information-hoarder – 
there is never a rational reason for behaving in 
any of these value-limiting ways; there is a 
better way of life.

 Like a mini-CEO – except they use 
nontraditional competencies, informal power, 
virtual pervasiveness (via self-obsolescence).

 An agent of change and growth – beginning 
with self, playing various agent types.

 Primarily a gatekeeper, dictator, executive 
liaison, escalation manager or schmoozing 
drone – sometimes we may need to play some 
of these roles, but not always.

 The embodiment of value – always and with 
everyone, in every relationship; being of value.

 A value creator – a loving, inspired and 
inspiring, value-creating being.

16
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The SRM Role
Compared to traditional roles (generalizations)

Traditional 
Roles

Similarities to Strategic 
Relationship Managers

Differences compared to 
SRMs

Value-Limiting Impact on 
a Strategic Relationship

Account 
Management 
(sales or 
procurement)

 External relationships.  Focused on immediate 
tangible results.

 Limited to one area of 
the business.

 Overlooks long-term and 
value-creation.

 Becomes a very tactical 
relationship.

Business 
Development

 Oriented toward value.  Mostly focused on near-
term tangible results.

 Somewhat expanded 
role in the business.

 Somewhat lacking in 
long-term value-creation.

 Becomes a more tactical 
relationship.

Program or 
Project 
Management

 Can span the entire 
business.

 Scope limited to a 
program – often time-
bound or 
organizationally-bound.

 Often limited experience 
in external relationships.

 Reduced focus on long-
term value-creation.

 May miss value creating 
opportunities.

 Becomes a somewhat 
more tactical relationship.

17
Joe Kittel – joe@spibr.org

mailto:joe@spibr.org


Strategic Relationship Manager (SRM)
More timeless, value-oriented, and infinite than any other job

Space
InfiniteFinite
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e
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Account 
Manager

CEO

Strategic 
Relationship 
Manager

Bus Dev,
Pgm Mgr
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Comparing an SRM to a "mini-CEO"
Close; a good start; but, it actually limits an SRM's creative power

Comparing the CEO and Strategic Relationship Management roles
Similarities Differences
 Both span the 

entire lifecycle – 
from R&D-to-
Sales, plus Legal 
and Finance.

 Both are focused 
on growing near-
term revenue and 
tangible value.

 CEO has control over significant 
budget and resources.

 Relationship Manager often has 
insufficient budget and resources.

 CEO tends to be more focused 
on near-term tangible value.

 SRM considers near- and long-term, 
tangible and intangible forms of value.

 CEO has direct decision-making 
authority – formal power.

 Relationship Managers influence 
decisions – informal forms of power.

 CEO rarely goes to the lowest 
level (front line) in the business.

 SRM goes wherever it is needed; to 
any level and into any functional area.

Conclusions
 By comparing ourselves to a CEO, we end up frustrating ourselves (wishing we had more formal 

power); and, we can actually limit our own thinking and behavior; we end up missing out on:
• opportunities to focus on the core issue (relationship) and nontraditional business practices 

(e.g., calling for trust via confrontation, and thus "clearing the area" for increased creativity),
• the need to focus on changing attitude and mindset in order to deepen relationship, and
• the expansion of our personal informal power and virtual presence, via the empowerment of 

others (i.e., self-obsolescence, or service-based leadership).
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SRMS are Always Negotiating – having important conversations
Be an open, highly empathetic and trusted, driver-driver; soft on people, tough on issues

Low

High

HighAssertiveness
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Naïve:
Loss/Win deals

SRMs are long-term creators of value 
who go beyond mere win/win results 
by being:
• Soft on people and tough on issues
• Principle-based and value-oriented
• Comfortable staying in-the-between; 

between companies, people and ideas

Driver-drivers:
Win/Lose deals

Avoiders:
“Who cares”

Compromisers:
Win/Win deals
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SRMs are Agents of Change 
At times, they can be transformational

Assessment                                                   Structured Control                                              Escalation

Fact-based Authority-based
Behaviors we embody:
 Argument based on rational persuasion.
 Be an expert with all the necessary facts 

and knowledge.
 Lead sufficiently detailed analysis in 

preparation for discussion & negotiation.
 Instruct, inform, teach.

Behaviors we embody:
 Leverages behavior to force compliance.
 Use authority, and if necessary fear, to 

legitimize directives.
 Assure compliance via performance-based 

rewards and punishments.
 Information flow and context is controlled.

Transformational Relationship-based
Our embodiment:
 Transform self – embraces hypocrisy, 

spiritual boldness, leads by being.
 Productive community, transcends 

external sanctions, and (as needed) 
disrupts the status quo (i.e., systems).

 Awareness of, and surrender to, an 
emergent reality – “something's going on”.

Behaviors we embody:
 Open all-inclusive, clear and open dialogue

fosters a supportive environment.
 Healthy nonjudgmental confrontation to 

resolve important and difficult issues.
 Interpersonal cohesion – feeling “part of”.
 Strong emphasis on win/win relationships.

Trail blaze                                                        Transform & Renew                                         Negotiation

D
ue

 D
ili

ge
nc

e Preservation
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When We Forget Our Identity as a Creator of Value
We try to force things to happen by using raw power  a vicious cycle

Force
Things to
Happen

Omnipresent
(presence)

Omnipotent
(power)

Omnibenevolent
(goodness)

Seeks for More and More Formal Power
• We seek for formal organizational power

in order to make things happen.
• "If I was an executive, had a bigger

budget or a larger team, then I
could really make things happen." 

• We want direct control.

Only Transactional Goodness
• "I will do good for you, but

I expect you to do good for me.
We will have a 'balance-of-trade."

• "Let us just have a good time."
• "I will simply be a conceirge and make

introductions; and, have celebratory dinners."

Demands to Always be Involved
• "I need to be in every meeting, and 

included in all communications."
• We want to be everywhere so we

can be in control and in-the-know.
• Nothing should happen without

our awareness and approval.

Expects to be Kept Informed
• "Everone must continually keep 

me informed. I demand it!"
• "Knowledge is power; I will horde 

it; I will share it, only if it helps me."
(Note: Knowledge is actually the easiest 
personal success attribute to improve.)

Omniscient
(knowledge)

* Start by pursuing power.

Joe Kittel – joe@spibr.org
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When We Realize We Are Creators
We empower others, and then we are empowered  a virtuous cycle

Enable
Creativity 
to Emerge

Omniscient
(knowledge)

Omnipotent
(power)

Omnibenevolent
(goodness)

Informal Power Grows as We Empower Others
• We empower others by giving substantial

value to them – we are empowered as
we empower; collective power grows.

• Reciprocity is the 'law' – always.
• Our informal power can grow to 

exceed anyone's formal power.

True Goodness is Reciprocated
• Practice service-based leadership

(a.k.a., self-obsolescence).
• Doing good, being good, being 

helpful, when it is authentic, will be
reciprocacted – goodness is 'contagious'.

• Our value to each other becomes obvious.

Our Virtual Presence Increases & Expands
• Others are compelled to involve us in 

what they do and keep us informed.
• Others will proactively invite us to 

meetings, seeking our opinion.
• They see the value in keeping us 

in-the-loop; they benefit.

Knowledge Shared and Gained
• The organization does expect us 

to be as all-knowing as possible.
• We empower others by giving away 

our greatest wisdom and insights.
• If what we give to others is of real

value, if it helps, they will reciprocate.

* Start by empowering others.

Omnipresent
(presence)

Joe Kittel – joe@spibr.org

5 June 2023
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Personal Success Factors
Much more important than skills or knowledge, is attitude and mindset

Attitude & 
Mindset
55-85%

Skills
<30%

Knowledge
<15%

Attitude
and

Mindset

Skills

Knowledge

Ref: The Psychology of Success by Dobbins, Richard, 
Pettman, Barrie O from the Society for Human Resource 
Management.  “Knowledge and skills account for 15% of all 
the success you will ever enjoy.  Attitude is far more 
important as it determines 85% of all the success you will 
ever enjoy.”

Attitude and mindset accounts for 55-85% 
of your personal success.
• And yet, most people focus instead on:

• Skills – which accounts for <30%
• Knowledge – which accounts for <15%
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Strategic Alliance Success

 Know and have trust in self.
 Share knowledge about each 

organization's culture.
 Empowers others, in order to 

be empowered.
 Relationship-ize people.

 Changes attitude & mindset in 
order to deepen relationship.

 A bridge building value creator.
 Calls for trust via healthy 

confrontation (not conflict).
 Empowers self and others via 

self-obsolescence.

 Skills that deepen and 
improve relationship.

 self-Obsolescence – freely 
give and serve; service-based 
leadership.

 Relationship-ize people.

 Cultivate the appropriate 
attitude & mindset that will 
facilitate good financial 
analysis & legal documents.

 Treat Finance and Legal with 
respect.

 Alliance-ize work products.

 Cultivate the appropriate 
attitude & mindset that will 
facilitate good business 
planning in the alliance.

 Treat planners with respect.
 Alliance-ize work products.

 Knowledgeable about key 
issues in strategic plans.

 Integrate alliance- and 
relationship-specific factors 
into planning activities.

 Knowledgeable about key 
financial metrics, and legal 
considerations and risks.

 Integrate alliance- and 
relationship specific factors 
into financial and legal 
processes.

 Strategic planning skills.
 Integrate alliance- and 

relationship-specific factors 
into planning activities.

 Financial analysis skills.
 Negotiating skills.
 Integrate alliance- and 

relationship-specific factors 
into financial and legal 
processes.
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Alliance Success Factors

Personal Success Factors
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Personal and Alliance Success
An SRM's top priority: change attitude & mindset in order to deepen relationship
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Developing and Managing a Strategic Alliance
Focus where others cannot and will not focus  achieve personal and alliance success

Strategic Planning

Financial Analysis

Negotiating

Marketing & Sales
Relationship-ize others:

illustrate relationship-deepening skills

Changing
attitude & mindset
in order to deepen

relationship

Alliance-ize others’ work products:
strategic business plans, finance

 and contracts
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A Strategic Relationship Manager
Has more fun than one person deserves

27

Does the impossible,
with nothing,
in the eye of a 

hurricane.

The impossible often 
has a kind of integrity 

which the merely 
improbable lacks.

- Douglas Adams

Is persistent and tenacious.

Sees "no" as not yet "yes".

Knows no limits.

Is the embodiment of value,
always and everywhere.

Is a bridge builder
and a bridge.

Has more fun than
one person deserves.

Is about deepening relationship.

Is a very effective negotiator.

Is like no other job
in the world of business.

Is a creator of value.

Has a clear personal identity.

Is service-oriented.

Focuses on the tangibles and
most importantly the intangibles.

Is somewhat like a mini-CEO.

Values relationship itself.

Joe Kittel – joe@spibr.org
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SRMs Live a Life of Bliss
They do what they do well, what they love, what the world needs, and what the world values

What you do well

W
hat you love

What the world
needs

W
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Exploitation
Find other

work

Bu
rn

ou
t

Escapism

Bliss
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Create greater value in your strategic alliances and ecosystems 
Joe Kittel – SPiBR.org LLC – joe@spibr.org – Collaborative-R&D Alliances

Use the 2-Slide MethodologyTM

Simply led to great value via the voice-of-the-collective
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Hear the Voice-of-the-Collective
Tap into the creative power that lives there

12 individuals

132 relationships

It comes alive

It inspires and enthuses

Ojo de Dios (God's eye).
Woven by Pueblo Indians in Mexico 

and New Mexico.

"The power to see and understand 
those things unknown to 

the physical eye".

Joe Kittel – joe@spibr.org

7 March 2024
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The Essence of Any Strategic Alliance
Described in 2-Slides: (1) remove value-impediments, (2) create value

Value-Creation
Fundamental Business Objectives

(tend to be overlapping and near-term [<3 years])

Key Underlying Interests
(tend to be separate and longer-term [>3-4 years])Va

lu
e-

Im
pe

di
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ts

The 2-Slides' can help
an SRM define:
• Processes
• Programs
• Structure
• Metrics
• …
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A clear,
practical and
compelling
near-term

vision

A clear, practical and compelling 
longer-term vision
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Perspectives
Company A's View of Company B
• As the companies are working together …
• How does each company see the other?
• Be bold and fearless.
• Talk about the most difficult challenges.
• Limited to 5 simple statements (after distillation).

Company B's View of Company A
• As the companies are working together …
• How does each company see the other?
• Be bold and fearless.
• Talk about the most difficult challenges.
• Limited to 5 simple statements (after distillation).

Company A's View of Company A
• As the companies are working together …
• How does each company see itself?
• Be open and vulnerable.
• Talk about the most difficult challenges.
• Limited to 5 simple statements (after distillation).

Company B's View of Company B
• As the companies are working together …
• How does each company see itself?
• Be open and vulnerable.
• Talk about the most difficult challenges.
• Limited to 5 simple statements (after distillation).

Recommendations
• Work on this cell after the 4 above have been completed (i.e., are good enough).
• What are practical recommendations for overcoming these impediments?
• Limited to 3-5 simple statements (after distillation).

Value-Impediments
Overcome cultural differences
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Fundamental Business Objectives
Company A's
• Primary motives for the relationship. Why?
• Achievable long-term outcomes.
• Tend to be strategic and general in nature.
• Generally static and timeless.
• Limited to 5 simple statements (after distillation).

Company B's
• Primary motives for the relationship. Why?
• Achievable long-term outcomes.
• Tend to be strategic and general in nature.
• Generally static and timeless.
• Limited to 5 simple statements (after distillation).

Key Underlying Interests
Company A's
• Benefits that underly Business Objectives.
• These tend to be side benefits.
• And, are more separate than combined.
• Limited to 3-5 simple statements (after distillation).

Company B's
• Benefits that underly Business Objectives.
• These tend to be side benefits.
• And, are more separate than combined.
• Limited to 3-5 simple statements (after distillation).

Teaming Scenarios / Vision
• Work on this cell after the 4 above have been completed (i.e., are good enough).
• What are bold and creative possibilities for how Objectives and Interests can be achieved?
• Limited to 3-5 practical and inspirational vision statements (after distillation).

Value Creation
Clear, practical and compelling long-term vision
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The 2-Slide Methodology  Unlocks Value
Focusing an alliance on both the Quantitative AND the Qualitative Issues

34

Relationship
and People

Strategic Plans

Financials

Qualitative Issues (intangible causes):
• >40% of success is tied to these issues.
• Mostly unaddressed by businesses.
• Non-traditional relationship practices.
• Core and fundamental – root cause.
• Tends to relate to *Value-Impediments.

Quantitative Issues (tangible results):
• <60% of success is tied to these issues.
• Mostly addressed by businesses.
• Traditional transactional practices.
• Obvious and surface-level issues.
• Tends to relate to *Incremental Value.

* In the 2-Slide Methodology .

Joe Kittel – joe@spibr.org
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Simplicity
• Neutralizes complexity; frees up time and energy, which can be scary.
• Is strategically attractive; similar to the attractiveness of personal integrity.

Deep, authentic and empathic Dialogue is a transformative journey
• It provides inspiration:

• Uncovers previously unseen value-creating opportunities.
• Enthuses via a clear, simple, practical, and compelling long-term vision.

• It stabilizes relationships:
• Overcomes drama, complexity, and other value-impediments; it bridges the chasms.
• Increases trust via healthy confrontation, leading to a more open and collaborative atmosphere.

• It redefines and enables both formal and informal leadership:
• Content is itself empowering; it provides new insights, with clarity and confidence.
• Process increases personal buy-in, team alignment and collective focus.

Enables the development of a sustainable collaborative advantage
• While simultaneously enabling the accomplishment of the impossible.

Benefits from the 2-Slide Methodology  – 22 min training video (https://youtu.be/DXAKSqehztg)
New insights, with great clarity and confidence.

35
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Simplicity's Power is All-Encompassing
One methodology. One identity. Any relationship.

Value Chain
R

ol
e

Collaborative-R&D
(development)

Strategic Alliance Manager

Strategic Relationship Manager (SRM)

SRM-Lite/-Ignite

Single Point-of-Contact

The 2-Slide Methodology
should be used by all creators-of-value
 to span across the entire value chain

in every size, type and age of relationship

(marketing)
C

re
at

or
s 

of
 V

al
ue

Value-Exchange
(sales)
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Start with 
Value-

Impediments –  
clear the air 
and rebuild 
trust; then 

Value Creation 
via informal 
discussions, 

over time
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Differing Approaches for Creating 2-Slides
Consider the size, nature and age of the alliance

Existing/BrownfieldYoung/Greenfield

Sm
al

l/T
ac

tic
al

La
rg

e/
St

ra
te

gi
c

The Nature of the Relationship

Do formal
interviews, 

quickly; start 
with Value 
Creation

Start with 
just the 
SRMs; 
extend, 

over time

Question:  How should the 2-Slides get created?
Answer:  Well … it depends …

Suggestions:
• Consider the relationship – its history and general nature.
• New, large, complex relationship:

• Consider a set of formal interviews, done quickly.
• Start with Value Creation, then Value-Impediments.

• New, small, simple relationship:
• Do the 2-Slides by yourself, then with the other SRM.
• Listen, hear, and share with others, over time.

• Existing relationship (e.g., >2-3 years old):
• Inter-organizational trust will likely be low (over time, 

trust tends to deteriorate between the companies).
• Consider doing a select set of interviews, starting with 

Value-Impediments – clear the air, develop trust.
• Value-Creation is likely well known within the team. 

Start with the SRMs, then extend over time.
• If in doubt, just do it. Start with yourself. Fill out the

2-Slides. Then begin: listen, understand, dialogue, 
listen, understand, dialogue, [continually iterate] …

Joe Kittel – joe@spibr.org
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Getting to Simplicity Can Have a Simple Start
Just start

Just start
• Fill out the 2-Slides, as best you can, by yourself.
• Then, share them with another; incorporate what they have to say.
• Begin to live the 2-Slides:

• Obsess on them.
• Carry them with you, throughout your workday.

Your mindset will change; it will impact how you think and see:
• You will begin to see the alliance from each side's perspectives.
• How you perceive value will expand, encompassing: 

• the removal of value-impediments,
• enabling the creation of greater value (co-development), and
• increasing value-exchange (co-selling; revenue generation).

Transformational leadership will begin to appear
• Co-marketing, co-deployment, and co-selling activities will 

naturally emerge, specific to the relationship.
• Content can be abstracted-up in order to define partner-spanning 

programs that will help in the architecting of an ecosystem: 
removing value impediments, creating greater value.

• As you hear ideas and issues from others, incorporate them.
• Let the 2-Slides take on a life of their own and mature over time.

Joe Kittel – joe@spibr.org
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2-Slide Methodology  – hearing the voice-of-the-collective (e.g., in a large alliance)
It starts and (never) ends with You          (* SRM = Strategic Relationship Manager, a.k.a., Strategic Alliance Manager)

R&D                    Mktg Sales

Value Delivery
Set overall strategic context with both SRMs *

Open-ended interviews

Semi-open-ended dialogue sessions

Simplify, prioritize and focus on bridges and programs

SRMs align around 3-5 Recommendations, 
3-5 Teaming Scenarios, along with a compelling Vision

SRMs obsess on these living documents:
listen, understand, dialogue, … iterate …

2-
4 

in
te

rv
ie

w
s

6-
8 

di
al

og
ue

se
ss

io
ns

In
d.

   
   

…
 

Ex
ec

Conduct dialogue sessions in both companies
Sample adequately across the interface, in breadth and depth

Ideas that:
• Bridge the chasm
• Define programs

Simplify – focus on bridges and programs

Joe Kittel – joe@spibr.org
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Authentic Dialogue – supplemental video on Dialogue – https://youtu.be/KRSGHTba72Q (11:08)
A portal that deepens and expands relationship

Internal

Superficial

More
Authentic

Interpersonal Society Creation

Superficial 
chitchat

Fearing what is 
within self

Looking for 
ways to "get"

Pilage earth's 
resources

Starting to
get real

Realizing the
need to change

A desire for 
community

More aware of 
our impact

Remove
Barriers

Issues openly 
discussed

Transcending 
inner issues

Appropriately 
fluid borders

A sense of 
ownership

Clear the
Air

Deepened
friendship

Being open and
vulnerable

Community 
begins to grow

Care for the
environment

Have High
Trust

Healing and
forgivenenss

Having greater 
trust in Self

Trust-filled 
"negotiations"

Dialogue-based 
stewardship

New Ways
to Learn

Incredibly deep
friendship

Open to a
new life

Deeper learning 
from each other

Create the
New

Illuminating 
mirrors

Living a life
of bliss 

Creating webs-
of-relationship

Revaltory
dialogue

Creating a
new world

Joe Kittel – joe@spibr.org

25 April 2024

Team

Sharing only 
thoughts

Sharing unique
insights

Confronting
deep issues

Removing
impediments

High trust
cooperation

New unseen 
ideas emerge

New forms of 
collaboration
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Enter Into Deep and Authentic Dialogue
Suggested guidelines to deepen dialogue, and thereby deepen relationship itself

Internal Interpersonal Community Society Creation

• Be non-competitive – do not argue, convince or convert.
• Be fully present – prepare ahead of time; no multi-tasking.
• Be your true Self, fully and unapologetically.
• Hold an understanding in mind; then share from the heart.
• Accept each other's inputs – listen, hear and understand.
• Embrace – accept the goodness and innocence of others.
• Practice deep holistic listening (listening is an act of love):

• Be still; and, be comfortable during quiet times.
• Be attuned to the web-of-relationship – hear it, feel it.
• Hear the voice-of-the-one-in-the-many and vice versa.

• Observe ideas as they emerge, expand, morph, deepen, …

…

Superficial

More
Authentic

Remove
Barriers

Clear the
Air

Have High
Trust

New Way
to Learn

Create the
New

Joe Kittel – joe@spibr.org

16 June 2023
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Value-Impediments
• What ideas, when shared and discussed, will help bridge the gap between the companies?
• What ideas help people overcome the challenges in the relationship?
• What ideas help answer the question, "How can I help?"

Incremental Value
• What ideas can be used to help define new value-creating activities?
• What ideas contribute to:

• technology roadmaps and strategies?
• marketing, messaging, briefings, press releases?

• What ideas answer the question, "What is the value of this relationship?"

Pick 3-5 ideas per cell – find ideas that subsume other ideas; then pick the most impactful ones. 

SPF: Simplify, Prioritize, Focus
Distill the voice-of-the-collective to its simplest essence

The content drives:
• Programs
• Structure
• Processes
• Metrics
• …

Joe Kittel – joe@spibr.org
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Converting 2-Slides into Action Items
Value-Impediments

Purpose: 
• Bridge the cultural and strategic chasms.
• Facilitate 'confrontational' dialogue which will increase trust.
• And, make the overall atmosphere more trust-filled, open, 

and collaborative (it will then become more value-creative).

Suggestions:
• Use the content in the top four cells to:

• Help individuals who are working in the alliance better 
understand the other company and the differences.

• Use the content in the Recommendations cell to:
• Deliver just-in-time and just-enough coaching or training 

to individuals who are working in the alliance.
• Educate executives on the challenges; let them help.
• Provide helpful advice during challenging situations.
• Help bridge the gaps between the companies.
• Consider creating a document that will simply, easily and 

effectively illustrate the strategic differences that exist 
between the companies (e.g., a 3-axis slide).

• As appropriate, factor some of the issues into formal 
documents and processes. For example, drive the 
development of performance metrics.

25 March 2024

Joe Kittel – joe@spibr.org
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Converting 2-Slides into Action Items
Value-Creation

Purpose:
• Define value creating (co-development) opportunities.
• Establish a clear, practical and compelling long-term 

vision.

Suggestions:
• Use the Teaming Scenarios content to:

• Define and drive co-development activities:
• Project plans.
• Teaming documents.
• MOUs.
• Contracts.

• Feed into strategic planning processes and systems.
• Brief others on the purpose (i.e., value) of the alliance.
• Drive the creation of co-marketing and co-selling 

collateral; after value-creation has been accomplished, 
facilitate value-exchange processes.

• Use the Vision content to:
• Establish and maintain collective enthusiasm and 

momentum.
• Brief executives and others.

Joe Kittel – joe@spibr.org
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Create greater value in your strategic alliances and ecosystems 
Joe Kittel – SPiBR.org LLC – joe@spibr.org – Collaborative-R&D Alliances

Accomplish the Impossible
By truly understanding the voice-of-the-collective

45
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Hewlett-Packard/Microsoft Corporate Alliance
Value-Impediments

Joe Kittel – joe@spibr.org
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/ Corporate Alliance
Value-Impediments                              (circa 1997-2002; ref: Simple Rules for Making Alliances Work in HBR)

Perspectives
HP’s View of Microsoft
 Excessively competitive and confrontational
 Controlling, paranoid, and greedy
 “Win / Don’t Care” partnering mindset
 Focused only on winning the deal
 Packaged software mentality – commoditizes 

everything, including partnerships

Microsoft’s View of HP
 A non-player in professional services
 Falling behind its competitors
 Slow, bureaucratic, risk-averse – a laggard
 Historically, great technology
 Conflicted sales strategies (UNIX vs. NT [in late ’90s])

HP’s View of HP
 Collaborative mind-set – looks for common good
 Reinventing itself – trying to get more focused under 

new CEO’s leadership (Carly Fiorina)
 Disciplined – mature, can sell complex solutions, 

long-term orientation, methodical with new opportunities
 Win/win – actively seeks the other company’s wins
 Flexible – looks for creative deals

Microsoft’s View of Microsoft
 Competitive, fast-moving, risk-taker, entrepreneurial
 “Our products are changing the world”
 “We are the center of the world / new economy”
 Focuses on MS’s wins, assumes others do the same
 Unappreciated for positive things MS does for the world
 Brings partners into deals; they should be grateful

Recommendations
 Focus on each other’s complementary strengths:
 HP’s strengths: complex solution selling, long-term relationships and perspective, risk-mitigation, collaborative.
 MS’s strengths: product expertise, short-term wins, rapid decision-making, risk-taking, competitive orientation.

 Align to different perspectives – MS is focused on competitive wins; HP is focused on value to customers.
 For HP: align into MS’s perspective, assertively sell HP’s strengths, under-set and over-deliver on expectations.

Joe Kittel – joe@spibr.org
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Hewlett-Packard/Microsoft Corporate Alliance
Divergent perspectives

Customer Value

Hewlett-Packard
• competitively naïve
• de-emphasizing technology
• emphasizing customer value

Microsoft
• primarily focused on competitive wins
• products are good enough to win
• customers are a result of winning

Te
ch

no
lo

gy

Joe Kittel – joe@spibr.org

So what?
• HP should communicate with 

Microsoft from the perspective 
of competitiveness. They care 
about technology, if it will help 
them win. And, new customers 
are the result of winning.

• Microsoft should communicate 
with HP from the perspective 
of great technology, that 
enables value-delivery to end-
user customers. Talking about 
competitiveness often "falls on 
deaf ears".

22 March 2024
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SAP/HP Strategic Alliance
Incremental Value

Joe Kittel – joe@spibr.org
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HP/SAP/Adobe Strategic Alliance
8-Year Roller Coaster: "No!"  part of CEO level discussions  only piece left  SAPPHIRE

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7 Year 8 Year 9 Year 10

Joe Kittel – joe@spibr.org

Roller Coaster: 18-month discussion, 9-month negotiation
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Fundamental Business Objectives
SAP’s
• Spring '04 public endorsement of SAP Web AS
• Significantly reduce TCO & increase customer 

satisfaction – new SAP strategic imperative
• Remove printing output pain for customers
• Influence license sales – up-/cross-sell to installed 

base & sales to new customers
• Help SAP reduce investments – focus on core 

business objectives vs. spooling

HP’s
• Broad deployment of HP OMS solutions
• Deliver on “printing in the enterprise” Corp Obj
• Increase license & services sales for HP’s OMS 

solutions (HPOS & HPDS)
• Leverage off all of HP’s enterprise strengths – 

output management, systems management, 
enterprise systems & services

• Raise “output” considerations earlier w/customers

Key Underlying Interests
SAP’s
• Accelerate adoption of Adobe forms – SAP's ROI
• Reduce SAP customer support, re: output

HP’s
• Differentiate HP’s on-/off-ramp devices
• Accelerate growth in enterprise printing services

Possible Teaming Scenarios / Vision
• Engineering-level relationship to port HPDS to Web AS 6.30/6.40
• TCO-driven, tightly-integrated HPDS/WAS packaged solutions (e.g., CRM, Fin, Sales & Dist’n – maybe w/ 

DP&P or DPS for more strategic solution) – e.g., unified install, mgmt, etc.
• OEM core output management module into NetWeaver (tee-up in exec-level briefing – vision)
• SAP/Adobe/HP forms+output triad solutions
• Explore mid-market/SMB plays

51

/          Strategic Alliance
Incremental Value – Enterprise Document Workflow                                       (circa 2003-2005)

Joe Kittel – joe@spibr.org
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Create greater value in your strategic alliances and ecosystems 
Joe Kittel – SPiBR.org LLC – joe@spibr.org – Collaborative-R&D Alliances

Sustainable Collaborative Advantage
Via simplicity on the other side of complexity

52
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High-Tech Ecosystem
Establish a sustainable collaborative advantage via simplicity

CPU

H/W

OS

DATABASE

ISV

SIs

Value Delivered
to Customer

2-Slides representing an ecosystem segment
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The 2-Slides' can
help define:
• Processes
• Programs
• Structure
• Metrics
• …

Joe Kittel – joe@spibr.org
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Summary
It is all about relationship

• Like no other job in business; it is extraordinarily unique; a long-term creator of value.
• Requires a clear personal identity and non-traditional practices in order to succeed.

• Are long-term value-creating (collaborative-R&D or co-development) relationships.
• They succeed when relationship itself is valued as business' most strategic asset.

Strategic Relationship Managers (SRMs; Alliance Managers)

Strategic Relationships (Strategic Alliances)

• Tap into the powerful creative force that lives in relationship: solutions, opportunities, inspiration, vision, transformation.
• Listen, understand, enter deep dialogue, and act on the voice-of-the-collective; let the alliance itself be self-directed.
• Neutralize overwhelming complexity and dysfunctional drama – free up time and energy to focus on relationship.
• The basis for establishing an on-going sustainable collaborative advantage in an ecosystem; it is simply attractive.

The 2-Slide Methodology  – simplicity on the other side of complexity

54

Relationship: your most strategically-important asset; and, a crucible for on-going transformation.

Slides: www.spibr.org/value-focused.pdf  
Joe Kittel – joe@spibr.org

http://www.spibr.org/value-focused.pdf
http://www.spibr.org/value-focused.pdf
http://www.spibr.org/value-focused.pdf
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In the first module, I mentioned the book Spiritual Principles in Strategic Alliances; if you are interested, 
here is a link to the pre-published version. This is my gift of appreciation to you. Thank you!

www.spibr.org/spiritual_principles_in_strategic_alliances.pdf  

I prefer the size and formatting of the pre-published version. And, the illustrations are in color. This is what I 
offered to members of the Association of Strategic Alliance Professionals when that organization endorsed 
it in their Best Practices Bulletin.

Thank You …
… for your interest in the ideas shared in these videos

If you want to buy the book,
it is available on Amazon.

Joe Kittel – joe@spibr.org
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Joe Kittel
Empowering strategic relationship managers to create greater value

I am focused on the empowerment of individuals and the transformation of business relationships (especially 
strategic alliances). I clarify personal identity and refine any alliance's essential purpose.
The results that I enable are 100% leverageable into any process, system or audience; while simultaneously 
creating a sustainable collaborative advantage for your business. My work benefits any size and type of 
strategic alliance.
Founded in 2007, SPiBR.org LLC is an international consultancy, headquartered in Santa Fe, NM, USA.
www.spibr.org                                                                                                                             résumé

Consultant, Coach and Trainer
Collaborative-R&D Alliances
+1 970 227-6238
joe@spibr.org 
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I empower individuals to
transform their strategic relationships
That is what I do.

Joe Kittel
joe@spibr.org 
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Backup Slides
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Simplicity
on the other side of

Complexity



Simplicity on the Other Side of Complexity

Simplistic
(weak & naive)

Complexity
(overwhelming)

Simplicity
(wise & powerful)

• At the start of something new.
• Initial reaction to simple ideas: 

"It can't be that simple!"

• Consumed by day-to-day activities.
• Can't see the forest for the trees.
• "There has to be a better way!"

• Experience brings wisdom.
• "Oh. Now I understand!"
• Time and energy is freed up.

? !

Joe Kittel – joe@spibr.org
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Getting to Simplicity Can Be a Complex Process

Determine overall leader(s)

Open-ended interview(s)

Dialogue sessions with select 
individuals  a clarified view

Dialogue session with the full 
team  a more clarified view

An empowering plan-of-action

Early view of impediments, 
solutions, opportunities and vision

Joe Kittel – joe@spibr.org

Complexity

Simplicity on the other side of complexity
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Perspectives
Understand each companies view of the other company:
• As the companies are working together, how does each company see the other? Focus on the challenges, especially difficult ones.
• Encourage the participants to be clear, bold and fearless. Assure them that their answers will not be attributed to them (confidentiality).
• As you progress through this process, you will be able to draw from what the collective has told you, in order to take participants deeper.
• This process is a hybrid of open-ended and leading questions, striving to take participants deeper and deeper.

Understand each company's view of itself:
• Now the questions, above, are applied to each company's view of itself – an honest self-reflection.
• What unique challenges does each company bring into this relationship, that makes it difficult for the other company?
• Again, draw from what you have heard so far.
• Take the participants deeper and deeper, by asking a hybrid of open-end and leading questions.

Recommendations
• As you progress through this process, you will likely hear Recommendations from the participants. Capture those ideas. Share them 

along the way, to help take participants go deeper and deeper into the issues, challenges and possible solutions.
• Eventually, toward the end, you will work on this cell after the 4 above have been completed (i.e., are good enough).
• What are practical recommendations for overcoming these impediments?
• Strive to be limited to 3-5 simple, somewhat prioritized, statements.

Value-Impediments – potential questions to stir up dialogue
Overcome cultural and strategic differences
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Perspectives
Company A's View of Company B
•  
•  
•  
•  
•  

Company B's View of Company A
•  
•  
•  
•  
•  

Company A's View of Company A
•  
•  
•  
•  
•  

Company B's View of Company B
•  
•  
•  
•  
•  

Recommendations
•  
•  
•  
•  

Value-Impediments
Overcome cultural differences

Company
A's Logo

Company
B's Logo
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Fundamental Business Objectives
Ask each company about their Fundamental Business Objectives, and also what they think the other company's objectives are:
• Fundamental Business Objectives tend to be: overlapping (benefit both companies), strategic, and near-term (<3 yrs.).
• Why are you interested in having any kind of relationship with the other company? Why even have this relationship?
• What are your company's primary motives for this relationship? What does you company expect to derive out of the relationship?

Key Underlying Interests
Ask each company about their Key Underlying Interests, and also what they think the other company's interests are:
• Key Underlying Interests tend to be: more separate than combined, and longer-term (>3 yrs.).
• What are your company's achievable long-term outcomes – brainstorm, be bold, be creative, think "outside the box".
• These can be thought of as "underlying" the objectives – side benefits from the primary purpose of the relationship.

Teaming Scenarios (to accomplish objectives and interests, of both companies) / Vision
• As you progress through this process, you will likely hear Teaming Scenarios from the participants. Capture those ideas. Share them 

along the way, to help that the participants deeper and deeper into dialogue.
• Eventually, toward the end, you will work on this cell after the 4 above have been completed (i.e., are good enough).
• What Teaming Scenarios best fulfill each company's objectives and interests?
• What seems to be emerging as a clear, compelling and practical long-term Vision?
• Strive to be limited to 3-5 simple, somewhat prioritized, statements. 

Value Creation – potential questions to stir up dialogue
New forms of value; and, a clear, practical and compelling long-term vision
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Fundamental Business Objectives
Company A's
•  
•  
•  
•  
•  

Company B's
•  
•  
•  
•  
•  

Key Underlying Interests
Company A's
•  
•  
•  
•  

Company B's
•  
•  
•  
•  

Teaming Scenarios / Vision
•  
•  
•  
•  

Value Creation
Practical long-term vision

Company
A's Logo

Company
B's Logo
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Shorten TTICC
Time-To Insights, Clarity and Confidence  more and better value-creating actions, sooner

2024-03-05

Joe Kittel – joe@spibr.org

Good enough and simplicity are our goals, with refinement over time.
• Good enough content and a simple (i.e., as small as possible) team will shorten TTICC.

1. Adequately cover the value-chain and value-impediments from <company>'s point-of-view:
• Engineering (value-creation) and business (value-exchange) via 2 one-on-one dialogues.
• Fundamental Objectives and Underlying Interests (esp. <company>'s; partner's if understood).
• <company>'s view of partner and self-reflective view – impediments (partner's perspective, too).

2. Initiate one-on-one or team dialogue with the lead(s) on the partner side (1-2):
• Fundamental Objectives and Underlying Interests (esp. partner's; <company>'s if understood).
• Partner's view of <company> and self-reflective view – impediments (<company>'s perspective, too).

3. A brief (30 min) <company>/partner dialogue with as small a team as possible:
• Further refine content, while improving <company>-with-partner alignment and focus.
• Focus especially on Teaming Scenarios, Vision and Recommendations (w/3-axis slide).

4. On-going reflection and refinement will lead to higher-impact actions:
• A clear, simple and compelling long-term vision to foster alignment and enthusiasm.
• Simple educational content to help the team and executives overcome impediments.
• Help management understand how the team valued and engineered relationship itself.
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The lack of meaningful relationships in today's society is a plague,
a serious threat to our physical and mental health, a crisis.

Relationship is:
• Hidden in plain sight, it is itself the source of all creative and transformative ideas.
• Founded on trust and deepened via authentic dialogue (listen, hear, understand).

Relationship is much more than:
• The superficial give-and-take of transactions.
• Something that can be managed by a system (e.g., CRM).

All we have is Relationship.
We are all meant to build bridges,

Always and everywhere.

Relationship
That creative force that lives in-the-between has been neglected

Joe Kittel – joe@spibr.org
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Listen, Hear and Understand the Voice-of-the-Collective
The Journey that Deepens and Expands Relationship

LISTEN HEAR UNDERSTAND

Enter dialogue with individuals. Ask 
open-ended questions.

Listen with your ears. Be fully present. 
Remove inner barriers. Be egoless.

Know that listening is an act of love.

Individual dialogue, as part of web. 
Share ideas that deepen dialogue.

Listen with your entire body. Hear, 
take in and accept all that is said.

Realize that reciprocity is alive and 
well, here and now.

Enter direct dialogue with the entire 
web-of-relationship.

Observe what happen in the web as 
new ideas emerge and grow.

The web-of-relationship will 
reciprocate. It will listen. It will love.

16 June 2023

Start with a blank slate. No patterns. 
Focus initially on the obstacles in 
order to 'clear the air'.

Establish initial trust via confidentiality.

Patterns begin to emerge. Begin 
looking for creative opportunities.

Call for greater trust via confrontation.

Patterns are clarified and validated. 
Understand obstacles and creative 
opportunities – content and patterns.

Embody trust via self-obsolescence.

Joe Kittel – joe@spibr.org
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Authentic Dialogue
A portal that deepens and expands relationship

Internal

Superficial

More
Authentic

Interpersonal Society Creation

Superficial 
chitchat

Fearing what is 
within self

Looking for 
ways to "get"

Pilage earth's 
resources

Starting to
get real

Realizing the
need to change

A desire for 
community

More aware of 
our impact

Remove
Barriers

Issues openly 
discussed

Transcending 
inner issues

Appropriately 
fluid borders

A sense of 
ownership

Clear the
Air

Deepened
friendship

Being open and
vulnerable

Community 
begins to grow

Care for the
environment

Have High
Trust

Healing and
forgivenenss

Having greater 
trust in Self

Trust-filled 
"negotiations"

Dialogue-based 
stewardship

New Way
to Learn

Incredibly deep
friendship

Open to a
new life

Deeper learning 
from each other

Create the
New

Illuminating 
mirrors

Living a life
of bliss 

Creating webs-
of-relationship

Revaltory
dialogue

Creating a
new world

Joe Kittel – joe@spibr.org
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Community

Sharing only 
thoughts

Sharing unique
insights

Confronting
deep issues

Removing
impediments

High trust
cooperation

New unseen 
ideas emerge

New forms of 
collaboration
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Enter Ever More Deeply Into Dialogue
Ideas fosters dialogue which expands the ideas which fosters deeper dialogue ...

Ideas

Dialogue

Ideas

Dialogue

Ideas

…
Superficial

More
Authentic

Remove
Barriers

Clear the
Air

Have High
Trust

New Way
to Learn

Create the
New

Joe Kittel – joe@spibr.org

21 February 2024
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Enter Into Deep and Authentic Dialogue
Suggested guidelines to deepen dialogue, and thereby deepen relationship itself

Internal Interpersonal Team Society Creation

• Be non-competitive – do not argue; instead, ask for clarity.
• Be fully present – prepare ahead of time; no multi-tasking.
• Be your true Self, fully and unapologetically.
• Hold an understanding in mind; then share from the heart.
• Accept each other's inputs – listen, hear and understand.
• Embrace – accept the goodness and innocence of others.
• Practice deep holistic listening (listening is an act of love):

• Be still; and, be comfortable during quiet times.
• Be attuned to the web-of-relationship – hear it, feel it.
• Hear the voice-of-the-one-in-the-many and vice versa.

• Observe ideas as they emerge, expand, morph, deepen, …

…

Superficial

More
Authentic

Remove
Barriers

Clear the
Air

Have High
Trust

New Way
to Learn

Create the
New

Joe Kittel – joe@spibr.org

9 March 2024
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"This is the work of dialogue. It is the movement and expression of being. It is 
to be moved and affected, to allow your heart to feel, to open, to cry out, to 
sing. It is to be inspired and allow your own wisdom and ideas to flow freely, 
be given voice, be shared. It is to listen as a receptacle, receiving what is 
poured forth from others without judgment. It is to receive the actual energy of 
another, to feel the connection, to allow the pouring forth into one pool, and to 
allow the pool to move you in unforeseen directions."
- A Course of Love

Enter into the clear pool of spacious consciousness with us …

Deep and Authentic Dialogue
Dive into what lives in the collective web-of-relationship

Joe Kittel – joe@spibr.org
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Calling for Trust via Healthy Confrontation
Clearing the Air in Interpersonal Relationships

2 June 2023

What I see ...
(body, warrior)

What I think ...
(mind, magician)

How I feel ...
(heart, lover)

• State only the 
observable facts.

• What we see and 
hear.

• No judgments.
• No feelings.
• No requests.

My request ...
(spirit, sovereign)

• Share your story.
• Share and own your 

own judgment.
• Own your 

interpretation as 
yours.

• Do not place blame.

• Share how you feel 
about what you 
observe.

• The other person did 
not cause your 
feelings; they did not 
cause your feelings.

• Own your feelings.

• Present your 
request; be specific.

• What do you want 
instead?

• Note: they may or 
may not honor your 
request, but it has 
been stated.

Acknowledgment of Active Listening: consider asking the other side to respond back with:

"When I do _____, you think _____, you feel _____, and you are requesting that I _____.
Did I get that right? Did I miss anything? Is there anything more you think, feel or want to say?"

Consider providing the other person with an opportunity to reciprocate, to apply this process from 
their perspective, possibly at a later time.

Joe Kittel – joe@spibr.org
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self-Obsolescence
Drastic steps are needed (i.e., obsolescence), in order to put the lesser self in its proper place

Lesser self Greater Self
Grounded in fear, separation and scarcity Grounded in trust, unity and abundance
Highly competitive and focused on getting Very collaborative and focused on creating
Sees ideas as the source of self power Sees ideas as the source of empowerment
Attracted to complexity and drama Freed up by simplicity and bridge building
Uses conflict to try to force issue resolution Uses confrontation to actually resolve issues
Oriented primarily toward transactions Oriented primarily toward relationships
Grandiosity – "who is the best?" Grandeur – "we are all great!"
"It is me against the world – it is against me." "A benevolent world is on my side."
"Nothing is working out." "Everything is working out."

There may be times when the lesser self does have a role to play.
However, it should always be under the loving direction of the greater Self.

13 September 2023
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self-Obsolescence
A drastic step is needed in order to put the egoic self in its proper place

Egoic self Divine Self
Grounded in fear, scarcity and separation Grounded in trust, abundance and unity
Highly competitive and focused on getting Very collaborative and focused on creating
Ideas are the source of the self's power Ideas are the source of empowering others
Addicted to complexity and drama Freed up via simplicity and bridge building
Uses conflict to attempt to force issue resolution Uses co-frontation to actually resolve issues
Primarily oriented toward transactions Oriented toward relationship and transactions
Grandiosity – "which one of us is best?" Grandeur – "we are all great"
"It is me against the world" "A benevolent Universe is on my side"
"Nothing is working out" – sees problems "Everything is working out" – observes holiness

There may be times when aspects of the egoic self may have a role to play.
However, it should always be under the loving direction of the Divine Self.

16 October 2023
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Relationship: value it, appreciate it, design for it, engineer it.
• Relationship is business' most strategically-important asset.
• A strategic alliance/partnership and an ecosystem is a collective web-of-relationship.

Trust: the foundation in relationship and in life.
• Call for trust via healthy confrontation – deal with the most difficult issues.

Leadership: encourage adaptive, flexible and responsive leaders to emerge and evolve.
• Agents of change who thrive on controlled chaos and who will enact healthy insurgency.
• Leaders who give freely of their best ideas, wisdom and insights.

Climate: create an atmosphere that is open, creative and collaborative.
• Counteract today's pervasive scarcity-oriented and fear-based climate.

Value: creating value is business' purpose; it is not the generation of sales revenue.
• Realize that intangible (qualitative) causes lead to tangible (quantitative) results.

Community: build productive communities that attract greatness.
• Teams with a clearly aligned focus on a practical and compelling long-term vision.

A Strategic Alliance’s Strategic Gifts to Business
The enablement of on-going transformation

Walk more confidently into the land of uncertainty.

Joe Kittel – joe@spibr.org
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A Journey into the Heart of Relationship
www.spibr.org/journey_into_relationship.pdf 

Simple Rules for Making Alliances Work
hbr.org/2007/11/simple-rules-for-making-alliances-work  

The 2-Slide Methodology : transformational simplicity
www.spibr.org/2-slide_methodology.pdf 

Strategic Alliance Manager Role (Identity): a unique, holistic and empowering perspective
www.spibr.org/strategic_alliance_manager_role.pdf 

Transform Your Alliance: accomplish extraordinary results
www.spibr.org/Change_Your_Alliance.pdf 

self-Obsolescence: the most empowering practice you can embody
https://spibr.org/self-obsolescence.pdf 

Why Alliances Are Strategic: crucibles for transformation
www.spibr.org/why_alliances_are_strategic.pdf  

Building Trust in Strategic Alliances: enabling greater value
www.spibr.org/Building_trust_and_value_in_alliances.pdf 

A Training/Learning Series for Strategic Relationship Managers: simplicity on the other side of complexity
www.spibr.org/learning_with_SRMs.pdf 

Additional Reference Material
Documents that deepen the ideas in these videos

Joe Kittel – joe@spibr.org
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Overview of Training/Consulting Topics
New modules developed as called for by SRMs

78

Core Classes
1. Strategic Relationships (Alliances) (30 min)
• Value-creation calls for great intimacy and trust.
• Most alliances fail because businesses do not value 

relationship – our most strategically-important asset.
• Discuss follow-on training modules; get feedback.
2. Strategic Relationship Managers (30 min)
• Like no other job in the world of business.
• Addresses unhealthy and value-limiting behaviors.
3. Calling for Trust via Confrontation (30 min)
• Confrontation: co-facing difficult issues; it is not conflict.
• Honestly share perspectives in order to 'clear the air’.
4. 2-Slide Methodology  – hearing-the-collective (60 min)
• The essence of any strategic relationship can be described 

in two slides: value-impediments and value-creation.
• Awaken and listen to the spirit that lives in the collective 

web of relationship; it will inspire, enthuse, and lead.

Advanced Classes
5. Being a Creator of Value (30 min)
• Change attitude & mindset  deepen relationship.
• Discuss fundamental principles (ideas).
• Embody the attributes of deity (the creator).
6. The Empowerment of self-Obsolescence (30 min)
• By sharing our wisdom and insights, our informal power 

and virtual presence increases; others will reciprocate.
• What we share and hear increases the powerful impact of 

the content in the 2-Slides.
7. Development of Self AND Relationship (45 min)
• A 3x3 matrix captures how an individual and her/his 

strategic relationship will both uniquely develop.
8. Healthy Negotiating (30 min)
• Stay in-the-between: individuals, companies, and ideas.
• Be soft on people and tough on issues.
9. Crucibles for On-Going Transformation (30 min)
• Lessons learned in relationship will transform business.

Ref: https://spibr.org/training-modules/ 
Joe Kittel – joe@spibr.org
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Five Principles and Practices
Ideas and behaviors that deepen relationship

5 Principles (ideas) 5 Practices (behaviors)
Oneness: see the other as being one with you; 
either oneness is or it isn't, there is no in between.

self-Obsolescence: give freely of your best ideas 
and wisdom; it is always immediately reciprocated.

Now: all we have is this present moment; and, multi-
taking is a lie; you're either here now or you are not.

Confrontation: call for trust via confrontation (not 
conflict), and trust will come; attack the obstacles.

We Create: emphasis on "we"; we were created by 
our Creator to create; it is an innate force within us.

Develop Relationship: focus on both qualitative 
intangible causes and quantitative tangible results.

Love: the universal force compelling us all to grow; 
the source of inspiration, creativity, and enthusiasm.

Focus Collective Attention: on (1) the removal of 
value-impediments and (2) the creation of value.

Trust: things are always working out; trust the 
Universe; trust relationship; trust trust itself.

Negotiate Beyond Mere Win/Win: be soft on 
people and tough on issues; stay in-the-between.

These five principles seems to be sufficient. 
There are other practices, founded on these principles.

Joe Kittel – joe@spibr.org
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We are nodes in the quantum field of entanglement.

"… spooky actions at a distance."
- Einstein

"The observer affects the observed."
- Heisenberg

We are ideas in the mind of God.
- from ACIM plus ACOL

"Belief of another kind can foster the
creation of form of another kind."

- A Course of Love
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• Focused in value-creating (collaborative-R&D) strategic alliances for 
over three decades; half of that time at Hewlett-Packard.

• With a BSEE, I am focused on discovering, understand and utilizing 
fundamental principles; like those found in physics and calculus.

• For the past two decades, I have been focused on understanding how 
I accomplished the impossible at HP, and sharing that with others.

Résumé

Joe Kittel
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