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Partnering at the Speed of Business
It is no secret. Business is moving faster than ever before. And the formula
for success in digital business transformation is Technology + Partnering. A
common theme of sessions at the ASAP Global Summit over the past several years has been how to “partner faster.” By definition, bringing multiple
companies together to create a joint solution adds complexities not faced
by a single company innovating and going to market alone. While partnering certainly offers some advantages of speed, the complexities can also
cause solution development to bog down. Working out agreements, settling
disputes, and just getting decisions made—we’ve all experienced lengthy
delays that erode intended value.
What follows is a collection of posts from The Partnering Guide™, our blog
that covers trending issues in partnering, collaboration, alliance management, and digital business transformation to the ecosystem economy. In
these posts we show how entrepreneurial agility not only accelerates the
partnering process, but also helps you “get smart quickly” about value assumptions and alliance business models that will drive the outcomes that
you and your stakeholders seek.
The final post in this collection looks back at the publication 20 years ago of
The Rhythm of Business, Jeff ’s landmark book that still underpins our work
today.

Jan and Jeff
Jan Twombly, CSAP
Jeff Shuman, CSAP, PhD
Newton, MA
March 2018
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The New Currency
of Business
Speed is the new currency of business, says Marc Benioff, chairman and CEO at Salesforce. And he’s spot on!
Bain’s Firm of the Future practice makes the key point
that “success depends on how firms deliver the benefits of scale and intimacy better and faster to customers.” What is unsaid is that it takes an ecosystem of
partners too, because of the complexity of the technologies and the domain
expertise required to apply them within specific use cases. And these partners
probably are not the same ones that help you service enterprise customers
with traditional solutions, or where the purpose of the partnership was for
balance of trade.
For example, industrial giants such as Schneider Electric and ABB are co-creating customer-facing solutions with the likes of Microsoft and IBM, significantly expanding those relationships. At the same time, IT leaders including
Intel are partnering with auto manufacturers and battery developers to produce the next generation of transportation. The biopharma ecosystem now
includes app developers and artificial intelligence components. Sanofi and
Verily, the life science arm of Google, just launched Onduo, a virtual diabetes clinic. Additionally, the promise of digital business transformation offers
opportunities for midmarket and smaller businesses, prompting technology
purveyors to establish a new set of channel partners—and to work with these
partners to offer and co-sell specific solutions for this market.

Learning to Trust at the Speed of Business
Partnering has always required the element of trust. Not absolute trust. Just
enough trust for the activity at hand. Do more complex solutions require
greater trust than traditional channel or licensing relationships? There is a
case to be made that they do—especially when it comes to the partners who
engage with the end customer or who are core to the solution.
The question then becomes how do you develop enough trust to speedily
build the partner ecosystem and networks needed for your business at this
moment in time—knowing that a different set of partners could be required
tomorrow? We’ve consistently observed a two-part answer:
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1. 	Have a consistent framework for building the partnership so that the
partners trust they are aligned as to the “what, why, and how” of value
creation for the end customer, themselves, and any other partners involved

2.	Understand and follow the assumption validation process used by successful entrepreneurs and innovators

To develop trust and to partner at the speed of business requires entrepreneurial agility—the ability to use your partnering framework to identify critical assumptions, the data needed to validate or invalidate them as
quickly as possible, as well as the means for collecting and evaluating the
data. Note that this data has to be collected in real world interactions—
working with your partner preparing to engage with the end customer or
when interacting with the end customer. If the data proves an assumption
is not valid, you need to iterate your assumption quickly, redesigning the
under-performing framework component.

To develop trust
and to partner
at the speed of
business requires
entrepreneurial
agility

The Minimum Viable Partnership
You can think of this initial iteration of your partnership as an MVP—the
Minimum Viable Partnership to launch into the business environment. After all, why spend weeks or months building a comprehensive business plan
for your partnership only to discover a fundamental flaw in your offering?
For example, you think your offering will be a gateway for customers and it
turns out they want it embedded and integrated into other platforms they
already use. Getting that assumption wrong could have significant impact
on the resources each partner makes available and when—possibly even to
the point that one of the partners no longer sees the business case as valid.
Wouldn’t you want to uncover that as quickly as possible—before too much
time and money have been spent? This entrepreneurial approach to partnering is akin to the popular method of building a company known as lean
startup. Call it lean partnering.
When speed is the currency of business and business success depends on
delivering solutions through an ecosystem of partners, partnering has to
happen at an equivalent speed. Our next few blog posts will delve into the
partnering framework and the assumption validation process.
1
Bain, April 2017,
www.bain.com/publications/
business-insights/
the-firm-of-the-future.aspx
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Designing the Why, What,
and How of Your MVP—
Minimum Viable Partnership
Lorin Coles, our partner at Alliancesphere, often says, “There is a difference between vibration and forward motion.” The winners in business today recognize
speed is the currency of business—and using it to move in the right direction is
equally critical. With apologies to Lewis Carroll, too many companies take the
approach of “if you don’t know where you are going, any road will do.”
When it comes to building the partnerships that allow you to co-create, co-develop, and monetize complex solutions, being ready to move forward with
haste takes a robust framework that lets you identify and engage with the right
partners at the right time. A customer-in, design thinking approach is needed.
That means working back from the desired customer and partner experience.
The experience could be delightful—the trip of a lifetime, made possible by a
seamless network of partners, perhaps. Or it could be an answer to a problem
that is potentially worth billions in value for the customer—the ability to produce high capacity batteries without the environmental and safety issues.

The Value Assumption—the Why of Partnering
The desired customer experience contributes to defining company strategy,
which in turn informs the partnering strategy. Traditional thinking about
identifying and selecting partners says to identify potential partners through
a scouting and landscaping process that is both prescriptive and opportunistic. Once identified, conduct a business and technological due diligence;
identify business, legal, and human risk; and assess strategic, operational, and
cultural fit—hopefully to result in the ability to do a deal.
To partner at the speed of business, there is one key question that needs to be
asked before any other due diligence is conducted:

Will this potential relationship create value for the end customer, the
partner, our company—and other engaged ecosystem partners?
If the assumption is yes, there is enough value for all, then be certain that you
and your core partner(s) are aligned on the common purpose or goal you are
working toward together—and that each is willing to assume the risks inherent
in creating the specific value each seeks. What’s enough value? Every company

4

Partnering at the Speed of Business: Excerpts from The Partnering Guide™ Blog

has a benchmark rate of return it seeks on investments. You should be fairly
confident that, if successful, the partnership will clear that hurdle.
The strategic value from the partnership should also be significant. Value
comes in many forms, including (but not limited to):
n 	Access to a disruptive technology—perhaps even exclusively for some
time or for a specific use
n 	Domain expertise
n 	The opportunity to learn from a partner to develop a capability that
the company needs for its growth
n 	The reach of a partner’s network
n 	A source of data otherwise unattainable, or access to a channel for
monetizing data

What’s enough
value? Every
company has a
benchmark rate
of return it seeks
on investments.
You should be
fairly confident
that, if successful,
the partnership
will clear that
hurdle.

n 	Ability to enter a market that otherwise would be closed to your company
If the potential partners trust that their common purpose is likely to produce the value each seeks, then it is time to get to work to figure out your
MVP, the Minimum Viable Partnership, using your partnering framework
to shape how the partners will engage with each other, additional partners,
and the end customer.

Build Trust by Designing the What and How of Partnering
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Once the value assumption is established, design the initial alliance business model (See Figure 1)—how value is created,
delivered, and captured—through
the economic model, operating
framework, and governance process. These components describe
what each partner does and how
the partners collaborate in pursuit of the common purpose
that hopefully delivers on
the value assumption.

Figure 1 – Alliance Business Model
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To save time if you are entering into a number of similar complex collaborations, you may want to develop a standard model that can be a starting point
for multiple partnerships of a certain type.
At the start of a new partnership you have no choice but to make a number
of assumptions in each of these three areas. The trick is to put just enough
detail into each component so that the parties are willing to move forward
with value-creating activities. After all, why spend weeks or months building
a comprehensive business model for your new partnership only to discover a
fundamental flaw in one or more of your key assumptions?
Once answered, the critical how questions easily lead to action. These are the
minimal questions to address before resources are committed to the work of
the alliance (See Figure 2—Collaborative Workstreams):
Collaborative
Workstreams

Minimal HOW Questions
n 	How much value (order of magnitude) do we foresee can be
created? Is it sufficient to make the potential alliance attractive?

Creating the
Economic
Model

Designing the
Operating
Framework

n 	How are we going to contribute resources and share value
and risk?
n 	What forms and sources of value are we expecting each partner
is making available to achieve the objectives of the alliance?

•

Y
 ou don’t need specifics, just an understanding of the
general business model, e.g., this is a 50/50 alliance or
one party bears the costs and most risks and the other
earns a royalty for making a key technology available

n 	How are we going to work together?
n 	Who is going to do what, in light of the respective capabilities,
expertise, and resources of each partner?
n H
 ow are we going to measure and collect the data needed to
track our critical assumptions?

Developing the
Governance n 	How will decisions be made?
Process
n 	What are the guidelines for use of each other’s intellectual
property as well as ownership of jointly created IP?
Figure 2 –Collaborative Workstreams
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With this minimal framework in place, you can quickly get to the design of
the first iteration of your solution and be ready to engage with customers
and other partners needed to iteratively develop it and take it to market. To
partner successfully at this fast pace, a simple document, such as a memorandum of understanding (MOU) or a teaming agreement can suffice to
carry you through the MVP period—the testing of your most critical assumptions about value.
Cisco’s Hyper-Innovation Living Labs (CHILL) uses a very similar approach, defining “focus zones” about a certain customer need, problem, or
opportunity; assembling ecosystem partners to create a prototype solution,
and testing it with customers. It uses a simple scorecard and a two-page
agreement to kick-off the work.
Are we skipping the critical step of vetting potential partners, conducting
due diligence on their capabilities and technology? No, we are not. With a
value assumption strong enough to start working together, your due diligence is conducted in real time, in the real world, and mutually. You’ll learn
enough about each other to identify the risks that must be managed and the
challenges to realizing the full intended value of the alliance. Armed with
this understanding, you and your partner(s) will have market validation
and be on your way to a productive collaboration faster than if you took the
time to identify and traditionally evaluate partners, build a business plan,
and create a comprehensive contract.
Our next post will discuss how to learn fast whether your assumptions are
right or wrong, iterate them as required without breaking your partnership,
and be well on your way to capturing intended value.

Furr, O’Keefe, and Dyer,
“Managing Multiparty
Innovation,” Harvard Business
Review, November 2016
1
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Fail Fast to Learn Fast
Partnering at the speed of business requires the entrepreneurial agility to
adapt and evolve, especially when pursuing a business transformation agenda. Agility and nimbleness can be quite challenging in complex partnerships
that must navigate the strategies, structures, processes, and cultures of two or
more companies to get anything done.
The task for alliance professionals is to ensure that, collectively, the partners
learn fast. If your alliance or partner network is to maximize the value contemplated by its value assumption (See Designing the Why, What, and How of Your
MVP—the Minimum Viable Partnership), it needs a process in place to learn
about the validity of the components of the value assumption, as well as the
alliance business model put in place to operationalize and govern the alliance.
Learning fast has real, quantifiable value, especially in a time of business
transformation. It is often said that companies—and by extension, alliances—must fail fast in their innovation endeavors to not waste time and money
on lost causes. McKinsey finds that the advantage doesn’t come from being
quick to stop something that isn’t working out—it comes from being quick to
learn from the failure.
	“The three-year revenue growth (of over 12 percent) for the fleetest
was nearly twice that of companies playing it safe with average reactions to digital competition. Why is that? First movers and the fastest
followers develop a learning advantage. They relentlessly test and
learn, launch early prototypes, and refine results in real time—cutting down the development time in some sectors from several months
to a few days.”1
Alliance professionals orchestrating the collaborations driving business
transformation must help their organizations fail fast to learn fast—to get
smart quickly for few dollars.

Get Smart Quickly:
The Iterative Learning Process of Assumption Validation
You have limited facts in hand when you first align with your core partner(s)
on the alliance value assumption and design the alliance business model that
is intended to deliver on that value. Without facts, you have assumptions.
They should be as informed as possible by past experiences and data, but
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don’t let the perfect be the enemy of the good. As Jeff Bezos says, “Most
decisions should probably be made with somewhere around 70 percent of
the information you wish you had. If you wait for 90 percent, in most cases
you’re probably being slow.”2
To get smart quickly, alliance professionals are well-served to develop
a learning advantage within their alliance and partnering teams. The assumption validation process underpins entrepreneurial agility, the scientific method, and innovative development. It is your Rosetta stone—the decoder ring for learning fast.

The Process
Learning occurs in iterative cycles. Every cycle begins with an initial level
of understanding based on all the information you have at that time. You
then make assumptions based on your understanding. Assumptions are
your hypotheses about what is true or not true based on your current level
of understanding. In our case, everything that goes into the design of the
minimum viable partnership is an assumption. Some are based on better
information than others.

The assumption
validation process
underpins
entrepreneurial
agility, the
scientific method,
and innovative
development.
It is your Rosetta
stone—the decoder
ring for
learning fast.

Data is the fuel for the process. To learn, to know if your assumptions are
right or wrong, you must identify the data to collect and how you will collect it to validate or invalidate your assumptions (See Figure 3 – Assumption Validation Process).

Practice

Information

Gain Real World
Experience to
Validate or
Invalidate the
Assumptions

develop Baseline
understanding

Learn
fast

assumption
make hypothesis about
what is true or not true

Figure 3– Assumption Validation Process
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The chief skill is not
being right in the
initial assumptions.
No one is ever
completely right with
his or her first
assumptions. The
skill is in the ability
to quickly gather the
specific information
you need to validate
or invalidate your
core assumptions.

Some assumptions are more important than others. For example, let’s stipulate that one of the most important aspects of your alliance value assumption
is how customers will engage with your solution. To use an example from
our experiences, suppose the economic model of your alliance is based on
customers directly accessing your solution. Your assumption is that customers will go to your website, download your app, or maybe go directly to your
business to experience the offering developed by you and your partner(s). In
fact, the economic model of the partnership is based on it. It might not be so
attractive if customers want it, but want it through another channel.
The assumptions are then put into practice—initially in a minimally viable
way so that you can learn fast what is right and what is wrong. Note that
this data has to be collected in real world interactions with customers. If the
data proves an assumption is not valid, you need to iterate your assumptions
quickly. This cycle repeats and repeats as any endeavor grows and develops.
The chief skill is not being right in the initial assumptions. No one is ever
completely right with his or her first assumptions. The skill is in the ability
to quickly gather the specific information you need to validate or invalidate
your core assumptions. By incorporating that learning into the next set of assumptions, you will necessarily be closer to the “right” value assumption and
alliance business model.
With so many assumptions underlying the alliance business model, how do
you determine which are the more important assumptions to validate? By
following the premise of the minimally viable partnership, you have already
identified them by answering the Minimal How Questions. There is, of course,
a companion set of assumptions about the solution or offering itself. It is not
a simple matter to understand the core assumptions about the customer need
or value-creating opportunity your joint solution satisfies and decide on the
alliance business model that can deliver it. The right features could override
negatives about the engagement model or the engagement model could negate cutting-edge features. Fortunately, with today’s sophisticated analytical
capabilities, you don’t have to guess! You can collect data on all of your critical
assumptions and sort out the most important aspects to get right.
In the case example above, the critical assumption was that customers want
to access their solution directly. However, data gathered by the partners—
from interactions with real customers—demonstrated that customers want
the solution, but they don’t want to access it directly. This caused the partners
to re-examine their value assumption and revise the alliance business model
early in their partnership.
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The Learning Advantage
We’ve always believed that success is driven by the ability to learn and
quickly iterate the assumptions you make. The McKinsey data cited above
bears out that belief. It is our experience from working with and forming alliances, partnerships, and collaborations, and entrepreneurial entities over
many years that the majority of people do not take the time to identify and
evaluate their critical assumptions in order to learn fast.
Alliance professionals who understand and help their teams follow the assumption validation process used by successful entrepreneurs and innovators build a learning advantage that creates significant value for their companies and partnerships.

“Why digital strategies
fail,” Jacques Bughin, Tanguy Catlin, Marin Hirt and
Paul Willmott, McKinsey
Quarterly, January 2018.
Emphasis added
1

https://www.cnbc.
com/2017/04/12/amazon-jeff-bezos-2017-shareholder-letter.html
2
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20 Years Later, Rhythm is
More Important than Ever
As January 2018 drew to a close, I couldn’t help but think back 20 years,
to the end of January 1998, the month my book, The Rhythm of Business: The Key to Building and Running Successful Companies was first
published..1 It describes the natural development process successful entrepreneurs use to build and run their businesses.
In metaphor and in reality, successful entrepreneurs feel the rhythm of
their business. When they do, they know what they need to learn about
their customers, the partner ecosystem, and the business model that will create, deliver, and capture value for all concerned. That focus on “getting smart
quickly” lets them operate with necessary speed and gives them agility to adjust with quick, easy grace as they learn what enables their success.
Speed and agility are certainly much discussed today, by both entrepreneurs
and businesspeople in large enterprises, so I decided to take a fresh look at
what I wrote more than 20 years ago to reflect on its relevance today.

From January 1998
Here are a few excerpts from The Rhythm of Business:

Customers
n 	Never stop the dance with the customer because customers drive
business and create its basic rhythm.
n 	To be successful in business today you must see your customers as
individuals, not as part of a mass market of faceless people.

Partners
n 	A company should engage in only those activities in which it has a
key skill/core competency. Structuring the business around its core
competencies and entering into alliances with other companies for
all other needs is a strategy that allows for great flexibility.
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n 	A network of aligned businesses requires each member company
to recognize its interdependence, be willing to exchange information, collaborate with each other, and customize its solutions to
maintain its position within the network
n 	Develop long term relationships rather than pursue one-time
transactions.

Business Models
n 	Attempting to develop a product and/or service that fulfills a
customer’s needs, testing that solution in the marketplace, learning
from that test, and then refining the solution to more accurately
satisfy the customer’s needs—and doing this again and again and
again—is what it takes to achieve and maintain success.
n 	You need to equip your business with the latest and best technologies as well as the fastest design and production facilities, so you
can gather and process information quickly and take advantage of
the opportunities you see.
n 	Failure is an integral part of achieving success. No path to failure
is more direct than a “final” decision because final means no more
information.
n 	Success requires the ability to get smart quickly about customer
needs and the appropriate business model that satisfies those needs
better than any other company.

Back to Today
In Washington Irving’s story, Rip van Winkle fell asleep and woke up twenty years later, having missed the American Revolution, the death of his wife,
the marriage of his daughter, and the birth of his grandson.2 If instead he’d
gone to sleep in 1998 and woke up this morning, he would have missed the
fundamental transformation from the 20th century’s understanding of how
to achieve success in business to the 21st century’s business environment. In
2018, resiliency, agility, and the courage to be bold and think differently are
essential in the face of ever-changing market dynamics. Decisions have to
be made quickly and with incomplete information in a constantly changing
environment where customers are in control; access is more important than
ownership; products are commodities; the experience is paramount; and
any advantage is fleeting.
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No wonder speed, agility, and specifically the ability to learn fast—to feel the
rhythm—are even more essential today than in 1998. For example:
n 	Marc Benioff, Chairman and CEO at Salesforce says, “Speed is the new
currency of business.”3
The Rhythm of Business:
The Key to Building and
Running and Running
Successful Companies,
with David Rottenberg,
Butterworth Heinemann,
1998.
1

Rip Van Winkle, short
story by Washington
Irving, published
in The Sketch Book in
1819–20.

2

3
Marc Benioff, https://
www.cbronline.com/.../
speed-is-the-new-currency-of-business-hpe-andsalesforce

Bain, April 2017, www.
bain.com/publications/
business-insights/the-firmof-the-future.aspx
4

Organizing for the age
of uncertainty, Aaron De
Smet and Chris Gagnon,
McKinsey Quarterly,
January 2018.

n 	Bain’s Firm of the Future stresses that “success depends on how firms deliver the benefits of scale and intimacy better and faster to customers.”4
n 	McKinsey reports that “at the highest-performing companies, speed is
the objective function, the operating model, and the cultural bias. And
more: speed is an imperative...The urgency imperative places a premium on agility: it enables the shift to emergent strategy, while unleashing your people so they can reshape your business in real time.”5
n 	KPMG believes that “senior business leaders must improve their
organizations’ ability to access deep customer, competitive and operational insights, to act with agility and embed innovation within their
core business.”6
n 	Jeff Bezos, in his April 2017 letter to Amazon shareholders, highlights
making not just “high-quality” decisions but “high-velocity” decisions.
“Most decisions should probably be made with somewhere around 70
percent of the information you wish you had. If you wait for 90 percent, in most cases you’re probably being slow.”7

5

KPMG 2016 Global
Transformation Study,
“Succeeding in Disruptive Times:Three critical
factors for business
transformation success,”
https://assets.kpmg.
com/content/dam/
kpmg/pdf/2016/05/
global-transformation-study-2016.pdf
6

https://www.cnbc.
com/2017/04/12/
amazon-jeff-bezos-2017-shareholder-letter.html
7
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Savvy businesspeople know the pace of business only continues to increase. They
also are keenly aware that sometimes one has to move slowly in order to then
move fast. You need to ensure you have the capability to learn about your customers, the partner ecosystem, and business model in order to develop the agility to
move and adapt with quick, easy grace. A Formula One race car driver can hit 200
mph on a straightaway, feeling when he or she needs to slow down and when to
put the pedal to the metal. Successful executives have to develop that same ability.
That is, as I wrote in 1998, you need to feel the rhythm of your business.
-----------------------------To learn more about entrepreneurial agility, visit the Entrepreneurial Classics section of our Insights library. You’ll find a collection of articles about the business development process successful
entrepreneurs intuitively follow. This iterative approach to entrepreneurship chronicled in The
Rhythm of Business is considered de rigueur today—and is known as lean startup. Enjoy this compendium of classic articles—and gain insight into the mindset needed to be successful in the
customer-obsessed, constantly evolving business world of today.
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Recent Thought Leadership Publications from The Rhythm
of Business and SMART Partnering
Beyond the Pill Strategies: Biopharma Partnering’s Next Frontier, Janice Twombly
and Jeff Shuman, The Rhythm of Business, Inc., August 2017.
Outsources Service Providers – or an Ecosystem of Strategic Partners, Janice Twombly,
Pharmaceutical Outsourcing, Volume 18 Issue 4, July/August 2017.
The Power To Partner Everywhere: Why You Need It, What It Is, How to Build It,
Janice Twombly, Jeffrey Shuman and Lorin Coles, The Rhythm of Business, Inc. and Alliancesphere, LLC, 2017.
Mastering the Speed, Scale, and Scope of Partnering for the Connected Ecosystems
of the Fourth Industrial Revolution, Janice Twombly, Jeffrey Shuman and Lorin Coles,
Strategic Alliance Magazine, pp. 18-24, Summer 2016.
Effective Development and Management of Multichannel Strategy, Janice Twombly,
Jeffrey Shuman and Lorin Coles, Effective Executive, Vol. XIX, No. 2, June 2016 pp. 43-53.
Partnering: Connective Tissue or Achilles’ Heel of the Internet of Things? The Association
of Strategic Alliance Professionals, Conference Keynote Summary, March 2016.
Integrating a Multichannel Strategy, Janice Twombly, Jeffrey Shuman and Lorin Coles,
The Rhythm of Business, Inc. and Alliancesphere, LLC, December 2015.
Suddenly, Partnering is New Again, Janice Twombly and Jeffrey Shuman, The Rhythm of
Business, Inc., June 2015.
Partnering in a Time of Uncertainty, Janice Twombly and Jeffrey Shuman, Strategic
Alliance Magazine, pp. 39-43, Quarter 2, 2015.
SMART Partnering: Orchestrating Success in the Era of Connected Ecosystems,
Janice Twombly, Jeffrey Shuman and Lorin Coles, The Rhythm of Business, Inc. and Alliancesphere, LLC, March 2015.
Improving Partnering Outcomes – What’s an Alliance Professional to Do? Janice
Twombly and Jeffrey Shuman, The Rhythm of Business, Inc., October 2014.
Partnering Strategy: The New Frontier for Chief Strategy Officers, Janice Twombly, Jeffrey Shuman and Lorin Coles, Innovation Enterprise, http://channels.theinnovationenterprise.
com/articles/243-partnering-strategy-the-new-frontier-for-chief-strategy-officer, October 2014.
The Question of The Moment: Who Should We Be Partnering With Now? Janice Twombly and Jeffrey Shuman, Effective Executive, Vo. XVIl No. 3, September 2014, pp. 25-34.
Flip the Question: Want New Opportunities for Alliance Management? Demonstrate Value that Matters to Senior Executives, Janice Twombly and Jeffrey Shuman,
Strategic Alliance Magazine, pp. 38-43, Quarter 2, 2014.
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About The Rhythm of Business
Jan Twombly, CSAP and Jeff Shuman CSAP, PhD, are the principals of The Rhythm
of Business. Since 1999 they have developed thought leadership, consulted globally,
and offered education and training, focusing on driving successful business outcomes
through partnering and alliances. Built on a foundation of entrepreneurship and new
business development, end-to-end frameworks from The Rhythm of Business embed the
primacy of the customer, a rich understanding of value, and a focus on quickly learning
and implementing what matters for success.
Shuman is also professor of management at Bentley University in Waltham, MA where
he is educating the next generation of business leaders in entrepreneurial thinking
coupled with managing strategic alliances and partnering initiatives.
In 2013 The Rhythm of Business joined forces with Alliancesphere, a leader in
collaborative execution. Together, they deliver executive suite-sponsored, enterprise
wide solutions that build the next generation partnering everywhere capability required
to realize the value of digital business transformation.
Forge your path to partnering and alliance success—with The Rhythm of Business at your
side. Learn more and access our rich library of insights at www.rhythmofbusiness.com.
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