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SPECIAL FOCUS SECTION: Editor’s Note
by Rebekah L. Fraser

25

TECHNOLOGICALLY AIDED EVOLUTION IS HERE TO
STAY: In this day and age, what isn’t disrupted or disruptive? Tech is constantly evolving, and guiding the rest of the world
to evolve with it. You’ll find great examples of the benefits of technologically aided evolution in the special focus section of this issue of
Strategic Alliance Magazine.
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DISRUPTING THE CHANNEL OR, “How I Learned to Stop
Worrying and Love The Cloud”

by Norma Watenpaugh, CSAP

The cloud is disrupting everything that has any connection to tech,
which means it’s disrupting just about everything. How can you stop
worrying about the disruption and focus on enhancing your role as
a strategic channel manager? Adapt and adopt. By welcoming the
cloud into your business and your life, you’ll find ways to make it
work for you.
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VIEW FROM UNDER THE MAP: Facilitating Partnerships
Between Local Governments with Geographic
Information Systems • by Gregory Burge, CSAP
In the wake of the recent spate of hurricanes, earthquakes, tsunamis and
other disasters, local governments around the world are recognizing
the importance of advance preparation. What kinds of bureaucracies
successfully plan for the worst? Those who partner with tech.

EDITORIAL supplement
ALLIANCE CASE STUDY: The Off-Site Governance Meeting
by Steven E. Twait, CSAP and David S. Thompson, CA-AM
Anticipation is high when Xander’s company arranges a summit in NYC
to work through alliance management issues with its Finnish partner
organization. Yet things go horribly wrong. What could Xander have
done in advance to ensure a productive and successful meeting of the
alliance teams? SPONSORED BY ELI LILLY AND CO
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Apply state-of-the-art tools, practices,
and processes for alliance planning
and execution
■ Engage with a community of highly
accomplished alliance management
professionals who not only share your
challenges but also have the blueprints
to overcome them
■ Design and build their company’s
alliance management function
■ Promote their organization as “partner
of choice” within their industry
■ Inﬂuence all pertinent stakeholders to
contribute to making alliances ﬂourish
■ Network with professionals from a
variety of industries to find their next
job, partner, or employee
■ Obtain the requisite training in the
discipline’s hard and soft skills
■ Illustrate to C-level executives and
other stakeholders the value generated
by an alliance portfolio and the Alliance
Management practice
■ Keep current with the latest high-level
collaboration strategies
■

Knowledge and Resources
■ ASAP Member Directory
■ ASAP Member Resource Library
■ Strategic Alliance Magazine
■ ASAP Netcast Webinars
■ ASAP eNews
■ ASAP Handbook of
Alliance Management
Events and Community
■ ASAP Global Alliance
Summit
■ ASAP BioPharma
Conference
■ ASAP Chapter Events
■ ASAP Alliance
Excellence Awards

Partnerships are all about mutual
benefit and ASAP can help you advance
your initiatives.
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alliances
growth
strategy
governance

leadership join

community
partnering

Education and
Professional Development
■ Certification
■ Education Provider
Partner Program (EPPP)
■ ASAP Career Center
■ ASAP Professional Development Guide
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allies
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leadership
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Key Beneﬁts of Membership

teams
allies

ASAP membership aids Individual,
Corporate, and Global Members in
improving their business collaborations
and furthering their professional
development in several ways.

membership

How ASAP Leads to Success

MANAGING EDITOR

certification
leadership
experience

+1-978-544-1866
jdewitt@ASAPmedia.org

train

John W. DeWitt

value

EDITOR and PUBLISHER

For most companies, the question is no longer whether to ally, but how to do it right.
The answer starts with the Association of Strategic Alliance Professionals.

train
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“…For anyone interested in learning ‘how to do alliances right,’ this
is the organization to belong to!”
– Joost Allard, Allinnova

Become an ASAP Member Today!
ASAP offers two membership types, Individual and Corporate. To become an
ASAP Individual Member today visit www.strategic-alliances.org/individuals.
To become a Corporate Member contact ASAP’s director of membership
services Lori Gold at+1-781-562-1630 ext. 203 or lgold@strategic-alliances.org.
960 Turnpike St, Canton, MA 02021 USA | Tel: +1-781-562-1630 | strategic-alliances.org | info@strategic-alliances.org
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08UP FRONT

In Tech Alliances, Strategic Creativity Is Key
By Mike Leonetti, CSAP

09COLLABORATIVE BUZZ

News. Reviews. Insights. Alliance management in brief.
n ALLIANCE

NEWS BRIEFS FROM THE WIRE

n MEDIA

REVIEW
Atlanta-based strategic alliances and business development pro
Patricia Hughes, CA-AM, reviews Creating Value in NonProfit-Business
Collaborations by James E. Austin and M. May Seitanidi.

n BLOG

HIGHLIGHTS
Too busy to attend ASAP chapter events? Staying connected to the
ASAP community is as easy as visiting the blog regularly. Here are
some recent posts to look for online.

14BIOPHARMACON ROUNDUP
by Rebekah L. Fraser

Were you there when Bob Langer proved himself King of Multitasking
(apparently texting while delivering the opening night speech)? Did
you “geek out” over John Maraganore’s super-scientific keynote? Did
you see stars during Steve Twait’s big screen debut? Whether you want
to relive these special moments, or see what you missed, the 2014
BioPharma Conference Roundup has you covered.

18MEMBER SPOTLIGHT:

‘Partnering Is Key to the Future of Our Company’
by Cynthia Hanson
Strategic Alliance Magazine is published
quarterly. Publisher is The Association of Strategic
Alliance Professionals, 960 Turnpike Street, Canton,
MA 02021, +1-781-562-1630. This publication is
provided as a benefit of membership to ASAP. All
non-member subscription inquiries: +1-781-5621630. Copyright 2014, The Association of Strategic
Alliance Professionals. No part of this publication
may be reproduced, stored in any retrieval
system, or transmitted in any form or by any
means, electronic, mechanical, photocopying,
recording, or otherwise, without the prior written
permission of the publisher. For reprints, please
contact The Association of Strategic Alliance
Professionals, +1-781-562-1630.

Three global biopharma companies—Astellas, Takeda, and Mission—
seek to build upon their already rich partnering heritages in pursuit of
even more partnership-driven revenues.

24DISRUPTION ON THE ASAP BLOG:

Alliance Executives Find Opportunity Amidst Change
by John W. DeWitt

45YOUR CAREER

Certification: The Fulcrum Under The Lever That Is Partnering
by Genevieve Fraser

Remember when alliance management was a budding profession,
unheard of at most organizations? Times have changed.

50THE CLOSE

Disruption, Disruption Everywhere, And Not A Moment To Think
by Rebekah L. Fraser

Whether you’re immersed in tech, partnering with tech, or keeping your
distance, there’s no escaping the effects of tech disruption. The epicenter of
this earthquake is in Silicon Valley. Run toward it, if you dare.

UP

Front

In Tech Alliances, Strategic Creativity Is The Key.
By Mike Leonetti, CSAP

There’s a certain

type of creativity that
runs in the veins of the
high tech industry. It’s
the type of creativity that
asks: “What might be…?”
Such creative thinking
also comes out of conferences where people sit together and
collaborate, and it results in what some
might call farfetched schemes. It’s
exactly this kind of thinking that
eventually turns into the iWatch.
I cannot claim expertise as a tech
practitioner. Yet what I understand is this: people in the high
tech industry tend to be societal leaders, innovators and
dream weavers. What I want to
know is: what can the rest of us learn from tech, and
how can we apply those lessons to our partnerships
in the future? What can alliance managers in biotech,
pharmaceuticals, insurance, energy, environmental
systems, etc. gain from infusing our operations with
a fraction of the creativity that is woven into the fabric of every successful tech company?
In this open letter to alliance management professionals, I’d like to explore how adopting an
innovation mindset can help us create partnerships
that are more effective and ultimately more beneficial to more people. We sometimes have an “if it ain’t
broke, don’t fix it,” mentality. Some industry pros are
loath to invite high tech to their ‘parties’.

8

Everything we do, whether in environmental
control, energy, or health care delivery and management, will all be connected to tech, if it’s not
already. Look at the numerous devices that are available to manage wellness: the Nike band, the Fitbug,
the phone that has a portable ECG on the back of
it. We are getting closer to armband health moniSTRATEGIC ALLIANCE MAGAZINE | Q4 • 2014

toring and health care. Major changes are afoot in
diabetes management, obesity management, and
chronic disease management, thanks to these devices and others like them. Important as they are, these
advances affect a relatively small percentage of the
population.
Alliances between tech and environmental control have the potential to make an even greater
difference for every person on this planet. For example, the smart cities
initiative involves tech, environmental management, energy
production, efficient energy
usage and renewable energy
sources, and every element
included in the initiative
is enabled via heavy-duty
tech alliances.
One difference between being part
of an alliance team and being a strategic alliance
manager is innovation. The strategic alliance manager asks, “What might I deliver? What additional
value can I create?” This question should sound familiar, because it’s the same basic question high tech
leaders ask when designing a new service, product
or solution. As I recognize this simple similarity, I
also see the possibilities inherent in approaching
partnering with creativity. I have observed that high
tech partnership leaders always ask, “How can we
make this better/faster/more fun/more effective? It
makes me wonder what might be if alliance managers begin thinking like high tech collaborators.
What new paths of innovation await us?
I’ll be looking forward to the high tech sessions at
Summit this year to shake up my thinking. In the
meantime, I hope this open letter is the beginning
of an open conversation. Let’s discuss on ASAP’s
Linked In page, or on Twitter. n

Collaborative Buzz
News. Reviews. Insights. Alliance management in brief.
By Rebekah L. Fraser
Alliance News Briefs From The Wire

Tech/Energy Collaboration Produces
Sunflowers
BIASCA, SWITZERLAND—IBM and Swissbased Airlight Energy are working together to
build devices known as High Concentration PhotoVoltaic Thermal systems. Affectionately dubbed
sunflowers, the systems can go online quickly and
at relatively low cost to provide clean energy, heat,
and even drinking water to communities that are
hard to reach.

es can be bent into
shape in less than
four hours, and
cost just a fifth of
what an aluminum
design would.

The curved dish concentrates
the sun’s power 2,000 times.
On a sunny day, one dish
collects enough energy to
power several homes.

In addition to generating power, the
dishes generate heat. They help to purify water by
heating it to nearly its boiling point, which, for example, can help turn salt water into usable water.

The partners are exploring ways to ramp up production, which would lower the cost of each unit.
By 2017, they believe the sunflowers will cost only
a third to a half of what other types of systems cost.
Whenever possible, they plan to use local materials
and staff to do the work, reducing the environmental footprint further.
Read more at: http://bit.ly/SAMQ414nb1

While the devices don’t exactly look like sunflowers--they’re more like satellite dishes on long
poles--they do work like sunflowers. Each dish,
covered with high-performance solar panels like
those used on orbiting satellites, tracks the sun all
day long to collect the maximum amount of energy.
The curved dish concentrates the sun’s power 2,000
times. On a sunny day, one dish collects enough energy to power several homes.
Sunflowers are unique in that the dishes can be
built quickly and at relatively low cost. The dish-

Tech Alliance Success Unveiled at
Dreamforce
SAN FRANCISCO—Microsoft Corp and Salesforce unveiled new
joint solutions—including Salesforce1
for Windows, Salesforce for Office,
Power BI for Office
365, and Excel integrations with Salesforce—at Dreamforce 2014,
billed as the world’s largest software conference.
Q4 • 2014 | STRATEGIC ALLIANCE MAGAZINE
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“Our focus is on empowering every individual and
organization on the planet to be more productive
– and that’s exactly what this partnership will fuel,”
said Satya Nadella, CEO, Microsoft.
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“Our customers have always been the heart and
soul of Dreamforce and I’m thrilled to share the
first milestones of our Microsoft partnership here,”
said Marc Benioff, chairman and CEO, Salesforce.
“We’re committed to working with Microsoft to
further our mutual customers’ success.”
At the conference, the partners showcased solutions
that connect Salesforce’s relationship management
platform to Microsoft’s productivity solutions.
Read the press release at http://bit.ly/SAMQ414nb2
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Partnering Helps
India Achieve
Goals For Smart
Cities
NEW DELHI—India
is slashing red tape to
make it easier for more
outside partners, consultants, and the United
States government to help
manifest the country’s goal of
100 smart cities by 2022.

including smart workspaces, buildings, parking,
and transportation offerings. IBM is also investing
heavily in India. Its CEO, Virginia Rometty, recently met one-on-one with Prime Minister Modi to
discuss ways they could work together on the smart
cities vision. IBM has a huge presence in India,
with offices in 14 cities, and employs more people
there than it does in the U.S.

The U.S. government will contribute to building
three smart cities and improve clean water and
sewage services in others. A number of
other countries around the world
are also planning to help India
with its ambitious agenda.
Read the full article at http://
bit.ly/SAMQ414nb3

Media Partnership
To Produce
Enhanced
Coverage Through
2016 Elections

India intends to begin work on five new smart
cities by the end of the current fiscal year, which
closes March 31, 2015. At the time of this writing,
the Indian government was soliciting bids and intended to award the first contracts in fall 2014.
Cisco is stepping up to build its own Cisco Smart
City in Bangalore, one of India’s high-tech areas.
Cisco’s showcase spans some 2.6 million square
feet to show off its Internet of Things offerings,

Bloomberg Politics and the Register will produce
deep and frequent survey research from the midterm election straight through the first voting
in the presidential race in the state’s caucuses in

STRATEGIC ALLIANCE MAGAZINE | Q4 • 2014

early 2016. “Together, we plan to continue and
build on the passion for politics and commitment to serving readers, that have long been the
Register’s hallmark—and a model for our profession,” said Bloomberg Politics Managing Editor
John Heilemann. “Our partnership will have three
components: polling, live events, and political journalism at the state and national level.”

The smart cities will need power, and ABB will
work with the Power Grid Company of Bangalore
to help build four new turnkey substations and
expand six others, reaching nearly a half-million
households.

DES MOINES—Bloomberg Politics and the Des
Moines Register announced a new partnership
on polling, journalism and events between now
and the 2016 elections. The two outlets will jointly produce the Iowa Poll, which the Register has
established since 1943 as the most reliable and
revealing analysis of Hawkeye State voters. The
partnership also will involve joint journalism projects and political events, which will be announced
in the coming months.

Prime Minister Narendra Modi has called for all
the country’s old land use policies, laws, and business regulations—anything that could get in the
way—to be re-evaluated.

10
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“The Register has Iowa’s largest politics team and
is proud to carry on our long history of premier
coverage in a new partnership,” said Rick Green,
president and publisher of Register Media. “We
have deep admiration for Bloomberg’s work and
its vision for political coverage. We are certain the
benefactors of our collaboration will be the voters… around the country.”
Read the full story at http://bit.ly/SAMQ414nb4 or
watch this video: bloombergpolitics.com/#iowa

BOOK REVIEW
Authors Create Value with Latest Release,

Creating Value in NonProfit--Business
Collaborations
By Patricia Hughes, CA-AM
With the growing focus
on corporate social responsibility, tools that
offer an approach to ensure the alignment of
nonprofit alliances with
businesses’ financial performance are highly valuable.
In their latest award-nomi-

nated book, Creating Value in Nonprofit-Business
Collaborations, authors James E. Austin and M.
May Seitanidi provide information that can benefit alliance professionals working with cross-sector
partnerships.
Including a much needed value creation framework
for cross-sector collaboration, and insightful research into the types of relationships and outcomes,
Austin and Seitanidi formalize the definition,
development and optimization of important value creation affiliations. The authors point to key
findings illustrating the shareholder and stakeholder returns of cross-sector associations that
are successfully developed and managed. Just as
importantly, the authors explain how high performing nonprofits are increasingly dependent on
effective affiliation with businesses.
As the authors acknowledge in the Preface, their
academic approach offers scholars the necessary
detail and analysis
for research and The book’s practical value
teaching. Yet Austin and Seitanidi is further enhanced
connect the dots
with concrete examples
between academic
and practical, in- of “outcomes assessment
cluding a wealth of
collaboration
ex- mapping.”
amples that put the
proposed value creation framework in real world
context. Alliance professionals will appreciate the
book’s practical side, and find Creating Value in
Nonprofit-Business Collaborations a ready resource
for positioning cross-sector relationships for economic, social and environmental benefit.
Following a detailed discussion about the spectrum of collaborative relationships, the authors
offer useful insight into determining the value
of the alliance. Going beyond the academic
examination of the topic, “The Outcomes Assessment Framework” offers a way to clearly
evaluate and articulate who benefits and how
they benefit.
11
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In addition, the authors illustrate just how important it is to define the benefits of each alliance, and
show how capturing only traditional metrics
associated with program activity
and not the resulting impact can chip
away at its value.
Austin and Seitanidi provide research
to demonstrate that
practitioners who do
not measure the impact of
their alliances will not have
the data to support effective allocation of resources.
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The book’s practical value is further
enhanced with concrete examples of
“outcomes assessment mapping.” These
include detailed overviews of the actual value
created via collaborations like the Starbucks and
Conservation International partnership. Readers

are reminded that in measuring outcomes, it is
critical to focus not only on how one measures,
but also on what one measures. As alliance professionals know, investments in evaluation are
frequently left out of the equation—this
book gives practitioners the framework
to ensure evaluation is never again
ignored.
Generally, I do not suggest
reading the end of a
book first. However, for alliance
professionals familiar with the ASAP
methodology the final section
provides a valuable summary of Austin’s and Seitanidi’s suggestions for creating
value in nonprofit/business collaborations. The
final chapter, entitled, “Twelve Smart Practices
for Maximizing Collaborative Value Creation,” incorporates a framework that aligns with ASAP’s

Make it Yours: Personalizing the Magazine
Send us your news bites for the next issue of Strategic Alliance Magazine.
We want to know if you’ve: been promoted, just launched an innovative new strategic
alliance, received an honor, or been engaged in any other notable event or endeavor.
Send your news bite of 50-100 words with subject line “Q1-2015 News Bite” to
jdewitt@asapmedia.org by January 5, 2015, for possible
inclusion in the Q1-2015 issue of SAM. (Note:
space is limited, so not all news bites may
be included. Some news bites
may be truncated.)

12
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Alliance Life Cycle Framework. Reading it offers
practitioners common points of reference to share
in our work and discussions about our work.
As I began reading Creating Value in NonProfitBusiness Collaborations, I admit to being bogged
down by the academic approach, but finishing the
book was definitely worth the effort. I immediately
found myself referring to it in conversations about
cross-sector alliances. I look forward to discussing with my fellow ASAP members how to utilize
Austin and Seitanidi’s ideas. Perhaps by the ASAP
Summit in March, we will all have stories to share
about how we used the information provided in
this book to enhance our alliance management
practice.

ON THE BLOG
Too busy to attend ASAP chapter events? Staying
connected to the ASAP community is as easy as visiting the blog regularly. Check out these recent posts:

ASAP Media caught up with Scott Rogers, project
manager at Thought Leader Global, to get a sneak
preview of the event he and his colleagues are in the
midst of preparing, in “Q&A: Senior Partner Execs
to Share Experiences and Lessons Learned at ASAP
European Alliance Summit,”
posted October 17th by John DeWitt.

“When a Good Alliance Hits Bad Times, an Effective Joint Working Session Can Resolve Serious
Challenges,”
posted October 9th by John DeWitt.

“How-to and How-Not-to Partner with Patient Advocacy Groups: JDRF & Becton Dickinson Reveal
Challenges & Benefits,”
posted September 9th by Rebekah L. Fraser.

“Racing Down Memory Lane: World-Renowned
Scientist Regales Audience with Tales from His
Legendary Career at ASAP’s 2014 BioPharma
Conference,”
posted September 5th by Rebekah L. Fraser. n

Do You Have the
Right Mix of Partners?
Comprehensively plan and allocate resources
for maximum impact. Profile your partners and evaluate
your partner portfolio in five easy steps—with The Partner
Portfolio Manager, our powerful Web-based app.
Harness the analytical insight you need to comprehensive plan your alliance strategy
and allocate resources across your partner portfolio. The Rhythm of Business’s proprietary
portfolio management methodology and profiling process—used by leading companies for over a decade
to evaluate thousands of partners—are fully automated through The Partner
Portfolio Manager. This powerful, function-rich, Web-based app makes it simple to
analyze both individual alliances and your company’s overall portfolio—then focus
resources where they maximize the value and performance
of your partner portfolio.
Bring unprecedented analytical power and unlock the full potential of
your alliance portfolio to drive your business strategy. Learn more in
“The Partner Portfolio Manager: Shining the Spotlight on Performance
and Value,” a free white paper available at
http://www.rhythmofbusiness.com/partner-portfolio-manager/.

Bring us your toughest collaboration challenges™
+1 617 965 4777 | rhythmofbusiness.com
Follow us on Twitter @RhythmOfBiz

Big Fun

At BioPharmaCon 2014
Whether You Want to Relive These Special Moments, or See
What You Missed, The Biopharma Roundup Has You Covered
By Rebekah L. Fraser

“Fortunately, no one expired during the filming,”
Steve Twait, CSAP shares with a perfect deadpan. “That
would have ruined the continuity.”

If you’ve never attended the ASAP BioPharma Conference,
perhaps you envision it as a series of sleep-inducing sessions
led by nervous science-types (i.e., geeks
who can’t speak publicly). The 2014 conference, held at the Hyatt in Boston, was
nothing like that.
From biopharma legend Dr. Robert
Langer’s riveting opening keynote; to Sanofi’s session about Intellectual Property
offered by Dr. Varavani Dwarki, CA-AM,
and Brian Morill; to Steve Twait’s and
Ryu Yoshida’s humorous ‘behind the
scenes’ story about the cultural sensitivity
training film they created to help alliance managers in the U.S. and Japan, the
sessions were informative, engaging and
fun. The networking opportunities were
fully utilized by a community of pharmaceutical and biotech
14
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alliance professionals eager to connect and share. In short, the conference
provided important information for all.
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Pharma star John Maraganore, CEO of Alnylam, gave a high-level scientific keynote speech, focusing on how breakthrough partnerships have made
breakthrough therapies possible. “We are passionate about the approaches,
and processes and learnings, around alliance management,” he shared.
In the conference’s title session, “Formulating Our Future: Insights from
the CAOs,” Covance’s Andy Eibling, CSAP, Merck-Serono’s Harm-Jan
Borgeld, CSAP, and Janssen Pharmaceuticals’ Cindy Warren discussed
trends in the nature of alliances, keys for collaborative success, and the
possibility of creating transformational alliances.

2
0
1
4

		

“Trust is something we
talk about a lot—building
trust, not just gaining it,
but maintaining it,” shared
Kevin Little, PhD, CSAP,
of the PERFORM Centre
at Concordia University
in Montreal. “In industries, biopharma in
particular, trust seems
to be a problem. The
ability to earn and
maintain that trust
is going to be key to how we
do things in the future.” In a riveting presentation titled,
“The Healthcare Consumer as Alliance Member,” Little described a collaborative model that’s based on the understanding that the healthcare
industry and consumer share something.
“The dialogue has shifted,” said ASAP CEO Mike Leonetti, CSAP, in his
closing statement. “We’re no longer waiting to be recognized. There’s no
doubt about it: the biopharma industry needs alliances to survive.” n

Wish you were there? For that fly on the wall feeling, read posts from BioPharmaCon
2014 at http://www.strategic-alliances.org
16
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‘Partnering Is Key to the
Future of Our Company’

Three Global Biopharma
Companies—Astellas, Takeda,
And Mission—Seek To

Astellas, Takeda, and Mission Pharmacal Build
Upon Already Rich Partnering Heritages

Build Upon Their Already
Rich Partnering Heritages
In Pursuit Of Even More
Partnership-Driven Revenues

By Cynthia Hanson

By Genevieve Fraser

This year, Astellas Pharmaceuticals, Takeda Pharmaceuti-

cals, and Mission Pharmacal have become global members of
ASAP. Each of these long-established biopharma leaders brings a significant history
of partnering to the ASAP community—
and all three say they are increasing their
ASAP engagement because partnering is
more crucial than ever to their business
strategies.
Previously corporate members, Astellas
and Takeda are both Japan-based companies with global footprints. New to ASAP,
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Mission Pharmacal is a longstanding US phar-

maceutical and consumer products company
based in San Antonio, Texas.
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Astellas was formed in 2005 due to the merger of two
well-established Japanese companies—Yamanouchi and Fujisawa Pharmaceuticals—and employs
over 17,000 workers worldwide. It is increasing
its focus on globalizing its business development
and alliance management group. Established in
1781, Takeda is the largest pharmaceutical company in Japan and Asia. Partnerships are at the core
of Takeda’s business. With over 30,000 employees
worldwide, the company recently began a global
effort to embed experiential knowledge, best practices, tools, and guiding principles through a large
network of team members involved in alliances.
Mission has decided to increase its investment in
alliance management as a global member after its
establishment as a US company nearly 70 years ago
by entrepreneur H. N. “Wally” Walsdorf.

S
P
O
T
L
I
G
H
T

Here’s why the companies decided to deepen their
investment in alliance management—and expand
their ASAP engagement with global membership.

“People say, ‘you’re a Japanese pharma
company.’ Yes, we are based in Japan, but
we’re a global organization—our groups and
our heritage make us a lot more aware of
cultural differences, so we adapt our approach
and style to what’s the right thing to do.”
Astellas: New Partnering Models Are
in the Stars
In the dance of business relations at Astellas Pharma Inc., the company is increasingly pairing up
with more diverse partners. Guiding successful
partnerships from their inception is an important part of the job description for the employees
assigned to its global alliance management organization, who are the executives solely devoted to

alliance management. Astellas also assigns some
alliance management duties to its research organizations.
“Partnering is key to the future of our company—and we are doing all types of collaborations:
partnering with academics, partnering earlier on,
improving upon the traditional partnering of the
past, a more risk/reward sharing approach,” says
Mary Jo Struttmann, executive director of alliance
management at Astellas US LLC. “Greater than 40
percent of revenue from our top 10 products comes
from partner products—that’s globally. With that
kind of emphasis on global partnerships, global
membership at ASAP became a logical step for Astellas.

MEMBER SPOTLIGHT

structures—not trying to be rigid, but flexible and
beneficial for both parties.”
Struttmann credits the quality of the association’s
membership and her relationship with Mike Leonetti—who served as ASAP board chairman at the
time—for sparking her interest in ASAP around
2005. More recently, she advocated for global membership because Astellas was growing and needed
to stay current with global alliance management
education and leadership for their CA-AM certified team. “ASAP monitors where the field is going,
and works hard to stay on top of that. It’s providing
education that can really help alliance management
professionals move, adapt, change, and grow. They
need to continue these efforts,” she says.

Alliance management not only fosters partnerships, but it enhances the workplace, she points
out. Early in the profession, discussions revolved
around tactics—minutes, kickoff meetings, what
does an agenda look like? “Now, focus is on how
alliances can deliver more value to organizations,
reflections on corporate strategy, risk mitigation,
talking to the C-suite to identify what is important,
are there areas we should focus more on? It makes
a huge difference if alliance management is actually
involved in the initial negotiations to hear the dialogue—the concerns of both parties—so when it’s
time to execute on the agreement, you’ve already
developed relationships, you’ve heard what the alliance partner’s concerns are, you understand what

In anticipation of the merger between Yamanouchi
Pharmaceutical Co., Ltd. and Fujisawa Pharmaceutical Co., Ltd to form Astellas, Struttmann was
hired in 2004 to formalize alliance management in
the US for the merged company. But alliance management has been a component of the company,
in essence, since 1992, when Yamanouchi entered
into a number of collaborations, including with
Boehringer Ingelheim. It needed to formally put alliance management in place as it transitioned from
straightforward licensing to co-promotion within a
number of relationships, Struttmann explains.
Adaptability and flexibility go hand-in-hand with
Astellas alliances, and global membership supports
this company trend, she adds. “People say, ‘you’re
a Japanese pharma company.’ Yes, we are based in
Japan, but we’re a global organization—our groups
and our heritage make us a lot more aware of cultural differences, so we adapt our approach and
style to what’s the right thing to do.” In terms of
flexibility, “we don’t have a ‘standard’ template;
however, we do try to maintain consistency across
geographies and partnerships. If you look at some
of the attributes that potential partners want, alliance management used to be high on the list of
differentiation factors, but it’s not like that anymore. It’s more about your creativity and flexibility
in structuring deals, as well as responsiveness, different approaches to collaborations and governance

“I was really impressed with the willingness of the
members to share—sharing of learnings, things you
should look out for and avoid, how to be impactful
in the role. I’ve experienced this in other professional organizations, but nothing to the degree that
it occurs within ASAP,” she adds. “The openness of
members was something that I was very impressed
with—not done in a way that you’re giving away
confidential information, but in a way that helps
alliance managers succeed in the field.”

Astellas is seeking philosophically
compatible partners with good assets
and dedicated alliance management
teams—whenever possible.

your company’s concerns are, so you can proactively and strategically manage the alliances.”
Astellas is seeking philosophically compatible partners with assets that deliver value and dedicated
alliance management teams—whenever possible.
“When you partner with some of the smaller biotech startup organizations, you may have a CFO
who serves as the alliance manager,” Struttmann
explains. “We focus on understanding our alliance
partner’s decision-making processes, what’s their
level of risk, corporate culture and its impact on
operational aspects. We may determine that there’s
too much risk and decide not to enter into an alliance. But if we do decide to move forward despite
the risk, we enter into the alliance with our eyes
wide open and do what we need to do to ensure we
have a successful alliance,” she says.
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antidepressant Brintellix, the partnership with
Orexigen on the recently approved weight loss
product Contrave, the recently announced collaboration agreement with MacroGenics to develop
and commercialize up to four product candidates,
and the expanded relationship with Sucampo for
the worldwide development and commercialization of the on-market GI product Amitiza.

Mission: A Forward-Thinking Partnering
and Diversification Strategy

Takeda: Just the Right Size—and
Culture—for Partnering
Partnering well is fundamental to the growth and
well-being of Takeda Pharmaceuticals. More than
50 percent of its revenue is eventually expected
to come from partnered products. Founded more
than 230 years ago in Japan, the company thrives in
sound business relationships that share a culture of
mutual respect and transparency, says Andy Hull,
vice president of global alliances. “We are often told
by our partners that our culture of Takeda-ism—
Integrity, Fairness, Honesty, and Perseverance—is
evident in our business approach, and that it sets us
apart from other pharma companies.”
Hull is quick to point out the multiple ways alliance management supports and complements its
philosophy of Takeda-ism. “It is often the first line
of consultation when partner issues arise. Our
global alliance management team launches and
manages Takeda’s more complex and interdependent relationships. We also recently launched an
alliance management Center of Excellence virtual
network that can be accessed by anyone at Takeda who is involved in an alliance anywhere in the
world to get support and helpful resources.”
Takeda’s first member joined ASAP in 2006—the
same year the company formally established its
22
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alliance management division. The Osaka-based
company has a 10-member global alliance team
that manages strategic collaborations throughout
the organization, including in Zurich, London, and
the US.
Upgrading to ASAP global membership has been
critical to its philosophical goals, Hull says. Takeda’s worldwide alliance professionals now have
direct access to all of ASAPs offerings, which keeps
them connected and learning from other alliance
professionals. “We always walk away from ASAP
conferences with some fresh perspectives and
ready to handle any alliance challenge,” he adds.
“Innovative approaches to alliance challenges will
always be relevant to those of us engaged in these
interesting business relationships…. Our partnering strategy seeks to pursue external innovation at
all stages while looking for creative solutions that
allow our partners to build on their strengths.”
Takeda is right-sized to be an attractive partner:
It’s neither so big that a partnered asset gets lost
nor so small that it lacks sufficient resources to be
successful, Hull asserts. The company is currently partnering with a diverse group—from small
and mid-sized biotech and research companies
to large pharma. They include co-development/
co-commercialization relationships, such as the
alliance with Lundbeck on the recently approved

Nearly 10 years ago, Mission recognized the need
to diversify its product offering and evaluate new
business models to grow the company. Kennedy
started the process in 2007 and 2008 when he led
the team responsible for the divestiture of Citracal to Bayer Healthcare. “We identified several
therapeutic and organizational restructuring opportunities that would allow us to expand not only
our product offering but services that the company would be able to provide,” he explains. Part of
the diversification model was to “take advantage of
our physical infrastructure [and] identify contract
manufacturing and other facility-based deals that
enable other organizations to utilize our manufacturing facility in Boerne, Texas, as well as our
distribution system.”

Mission Pharmacal’s impetus for joining ASAP as
a global member in 2014 stems from its search for
“like-minded individuals and companies with clean
and efficient models,” notes Bennett Kennedy, the
company’s senior vice president of corporate develMission is looking for strategic alliances that would
opment and business strategy. The decision was “a
leverage its manufacturing facilities for the followno-brainer” for Mission, says Kennedy, who (like
ing: high-volume solid
Struttmann) cites the
oral dosage tableting
company’s positive ex- “Innovative approaches to alliance
(Rx or OTC); high-volperience working with
challenges will always be relevant to
ume cream, lotions,
ASAP CEO Michael
and gels; warehousing
Leonetti a few years those of us engaged in these interesting
and distribution of Rx
ago, when Leonetti was business relationships…. Our partnering
or high-volume overhead of alliance manthe-counter
(OTC)
strategy seeks to pursue external
agement at Boehringer
products in US marinnovation at all stages while looking for
Ingelheim.
kets. BioComp seeks
The 60-year-old fam- creative solutions that allow our partners
partners around the
ily-owned
company to build on their strengths.”
commercialization of
based in San Antonio
generic drug products
has a business structure
—Andy Hull, Vice President of Global Alliances in the US market and
Takeda Pharmaceuticals
that allows it to partner
by offering to warein forward-thinking ways that most companies can’t
house and distribute partner companies’ products
attain, according to Kennedy. The branded pharmathrough BioComp’s infrastructure. Alamo is
ceutical and consumer goods company is coupled
currently looking to partner with emerging pharwith wholly owned generic drug manufacturing and
maceutical and biotech companies that are starting
contract sales organizations. Mission’s BioComp
a sales team.
subsidiary provides generic drugs to US markets
Its foray into alliance management also has helped
via manufacturing, packaging, distribution, and caMission expand from its historical base in conshiering; Alamo is a contract sales subsidiary that
sumer goods, women’s health, and urology into
supports five Mission Pharmacal sales teams and
three additional therapeutic categories: dermatolfinds partnership opportunities for their product
ogy, pediatrics, and most recently primary care.
lines with other sales organizations. It offers these
The company is actively seeking partnerships and
services to emerging pharmaceutical and biotech
alliances in these therapeutic areas as well as in
companies independent of the Mission teams.
women’s health, urology, and long term care. n
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Special
Focus

BLOG

How Partnering Execs Find Opportunity amidst Change

Three recent posts to the ASAP blog at strategic-alliances.org tackle various facets of disruption—
and how adroit partnering executives in biopharma, high tech, energy, privacy, and other business
arenas can overcome challenges and seize opportunities amidst change.
From “Companies Must Harness Digital Innovation as a Means of Growth—and Partner to
Innovate Faster: ASAP Netcast Presents PwC Survey Findings,” posted by John W. DeWitt,
Tuesday, October 28:
“Eighty percent of CEOs are looking at M&A, joint ventures, or strategic alliances. For those of
us who have collaboration as a major discipline, this speaks to an incredibly important role we
have to play. Companies’ success will be predicated on these investments [focused] on external
ecosystems, on [being] much more transparent, on customer retention, etc. It’s the new imperative.
CEOs are putting their investments … with an orientation towards growth … not doing it as heavily
with channels and supply chain, but more focused upon the digital transformation channels.”
Nimma Bakshi, CA-AM, is getting to the heart of his Oct. 22 ASAP Netcast Webinar presentation
with Jasmin Young, MBA.
From “New England Chapter Event Discusses Alliance Management amidst Disruption:
‘You’ve Got to Be Strategic, You’ve Got to Be Entrepreneurial, You’ve Got to Be
Adaptable,’” posted By John W. DeWitt, Wednesday, November 12:
Moderator Jan Twombly, president of The Rhythm of Business, introduced the panelists last
Wednesday night, Nov. 5, as ASAP’s New England Chapter convened at the Verizon Innovation
Center in Waltham, Mass. USA: Petra Sansom, head of alliance management, Genzyme;
Alyssa Rosinski, global business development director, IAPP (International Association of Privacy
Professionals); Kathy Faigen, Certified Client Executive, IBM; and Tony DeSpirito, VP, Global
Alliances—IT Partners, Schneider Electric. …
Alyssa Rosinski rounded out the discussion with her organization’s interesting lens on disruption.
Privacy challenges are exploding thanks to ubiquitous connection, mobile device proliferation,
whistleblower disclosures (think Edward Snowden) and correspondingly magnified risks of
exposure that companies of all types now face when handling personally identifiable information,
she explained. …
From “Partnering to Create Demand Is the New Paradigm for Business-to-Business Sales—So
Act Now or Be Left in the Dust,” posted By John W. DeWitt, Wednesday, November 19:
Sales consulting firm Revenue Storm recently asked business and sales leaders, “Do you believe
that the role of an Account Manager must expand from one that just does Demand Capture
to one that includes Demand Creation?” A whopping 97% of respondents said yes—and 79%
agreed that this shift in focus needs to happen immediately, according to Revenue Storm’s Chief
Revenue Officer LaVon Koerner. …
“I believe that strategic alliances will be a major part of the sales professional’s worlds. Today it’s
a minor part, but that will completely flip-flop. You will have to have that [partnership] to create the
value,” explains Koerner. “I think ASAP’s best days are probably four to five years from now. …”

Technologically Aided Evolution Is Here to Stay
In this day and age, what isn’t disrupted or disruptive? Whether you’re part of the high tech industry, part of
the biopharma (or any other) industry, or part of an alliance involving a tech company, you are being, and
will continue to be, impacted by the ever-changing nature of technology. In some ways, this is good news.
Because tech is constantly evolving, it’s also guiding the rest of the world to evolve with it. You’ll find examples of the challenges, and often compelling benefits, of technologically aided evolution in the special focus
section of this issue of Strategic Alliance Magazine.
In Disrupting the Channel, Norma Watenpaugh makes the case that the cloud is here to stay, at least until
some new and different winds blow the cloud away to make room for tech’s latest and greatest innovation.
Gregory Burge’s story, View from Under the Map, reveals how local governments are partnering with each
other and with tech companies to facilitate disaster preparedness in communities large and small.
Once you read these articles, perhaps you will see resistance to technologically-aided evolution is not only futile, but actually irrelevant and counterproductive to the strategic kinds of conversations necessary in alliance
and channel management—and in all leadership and management. Tomorrow, the iWatch will have evolved
into something that, currently, is barely a seed in the mind of a product designer. (Personally, I’m betting on
the iContact Lens. What’s your company’s BYOD policy for that device?)
I encourage you to love the journey, relish the
constantly shifting winds, and uncover the
possibilities inherent in exploring new territory with partners who are curious, creative
and adventuresome. I hope our special focus

— IN THIS SECTION
Disrupting p g
The Channel 26

By Norma Watenpaugh, CSAP

section will help you to release any resistance
you feel, and soar.
Bon voyage!
Rebekah L. Fraser
Managing Editor, ASAP Media

View From p g
Under The Map 32

By Gregory Burge, CSAP
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Disrupting the Channel or,
“How I learned to stop worrying and love the cloud”
By Norma Watenpaugh, CSAP

Disruptive shifts in

the high technology industry
are not new; neither are they trivial. The current convergence of technologies of social, mobile, analytics, and
cloud (SMAC), or “the 3rd platform,” as technology analyst
IDC calls it, is more than a disruption of technology. Many
seasoned channel managers have remarked that while
disruptive technologies come and go, they’ve never seen
anything quite like this.

26

27
STRATEGIC ALLIANCE MAGAZINE | Q4 • 2014

Q4 • 2014 | STRATEGIC ALLIANCE MAGAZINE

SPECIAL FOCUS

This disruption goes to the heart of the business
model of many technology companies, and those
companies and channel managers who don’t adapt
are doomed. To succeed, today’s channel executives
must become savvy business managers—transitioning to new revenue models, finding new partners,
and working collaboratively to understand and
serve entirely new groups of customers outside of
the information technology (IT) department.
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Kempton Izuno, global alliances manager at New
Relic, a born-in-the-cloud software analytics company, explains, “The resale margins on SaaS are
smaller than on-premise equipment or perpetual
licenses. As your on-premise business declines,
the recurring business does not ramp fast enough
at first to make up the difference. The longer you
wait, the worse it gets. More competition sets in,
your margins continue to erode and you can’t make
the investment since you don’t have the cash flow
from the on-prem business to fund the transition.”
“I’m glad to be on the disrupter side and not the
disrupted side,” adds Izuno.
Izuno is challenged to find the right channel partners for his product. “If their first question is ‘how
much margin,’ I know they are not the right partner. We are betting on the pure cloud plays.” Izuno’s
most successful partners are not half in, half out.
They have committed to the cloud model and are
focused on delivering cloud services and maintenance support. As a platform that enables partners
to deliver their core services more effectively and

“I’m glad to be on the disrupter side and not
the disrupted side.”
—Kempton Izuno, global alliances manager at New Relic

profitably, New Relic is not in itself a revenue
source. It’s the razor, not the blade.
While making the leap from the legacy transactional VAR model to the transformational “comfortable
in the cloud” model presents challenges, it also
presents opportunities. In particular, companies
28
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find opportunity in becoming the trusted advisor
to customers trying to implement cloud solutions,
helping them to understand for example whether
a private, public, or hybrid cloud model is best for
their business.
Brocade, a data and storage networking company,
is looking proactively at how these disruptive technologies will impact its channel. “As a ‘best of breed
solution,’ Brocade’s products are a component of a
complex portfolio of technology that must be integrated end-to-end. Partners are the glue,” says
Kristina Scott, manager of global channel marketing.

The Cloud Buyer is a Whole New Persona

SPECIAL FOCUS

cision-making process happens on-line, through
search and social media, before a sales person is
contacted.
Marketo, a provider of engagement marketing
software and solutions, has benefitted from this
trend. Marketo’s clientele includes twenty of the
year 2013’s “Fifty Most Disruptive Companies,” as
identified by MIT Technology Review. This has led
Marketo to build a cloud ecosystem of partners that
supports both the technical and business needs of
the marketing function.
Marketing agencies are not
usually thought of as a
technology channel. Yet,
because they

According to technology research analyst Gartner,
twelve years ago technology spending outside of IT
was only 20 percent of total technology spending;
by the end of this decade it will become almost 90
percent—a tectonic shift in IT purchase decision
making. IT purchasing power is shifting to lines
of business, that is, to marketing, sales, human resources, and so forth. The lines of business often
decide what they need, fund it out of operational
expenses, and rely on the IT department only as a
consultant to the process.
This means that VARs and technology purveyors
have unprecedented direct access to these lines of
business buyers, changing both the dynamics of the
sale and the conversation.
“There are more buyer personas,” comments Scott.
“Customers need the options explained in the language they understand.” This means making the
translation from technical benefits to business impact. These shifts are leading Brocade and other
technology vendors to re-evaluate whether they
have the right partners in their channel and what
they can offer their current partners to gain new
skills.
The corporate marketing budget for technology is
now larger than for IT, as companies make the shift
to digital marketing. Driving that shift is customer
behavior. It is estimated 60-70% of a buyer’s de-

have the expertise and client relationship to sell to
the chief marketing officer, they are a key component of the Marketo partner ecosystem.
These agencies may use the platform to deliver
marketing campaigns and services to their client,
thereby acting as a managed service provider. In
other cases, they may provide creative services and
act as a reseller, or they may recommend Marketo
for a referral fee.
Marketing agencies and their clients appreciate “intelligent insight on marketing campaigns and the
linkage to actual sales,” explains Christine Hansen,
senior director of strategic alliances at Marketo, because it helps them show “the agencies’ ROI in a

business that for many years was trust me, we just
need it.”

If you can’t beat ‘em, join ‘em
What has also become prevalent is the ability to
extend and integrate cloud applications. There are
currently over 1,000 players in the digital marketing space providing services and products that
optimize social, mobile and advertising. It’s simply
not reasonable to expect that one solution can do
it all. Marketo enables technology partners to create product integrations by way of
an open platform and application programming interfaces
(APIs). These are sources of
competitive differentiation
and revenue streams for
these partners. Channel partners can also
add product extensions
as well as provide integration and advisory
services to customers
based on their business
requirements, elevating
their value to customers as a
trusted advisor versus playing
a more singular role as a simple
technology vendor.

Born-in-the-cloud
In truth, the gulf between the business models of
second platform and third platform companies
reveals something deeper: psychographic differences. “Born-in-the-cloud” companies think
differently. Steve White, program director, Strategic Alliances Leadership Council at IDC, a market
intelligence analyst for technology, explains the
behavioral differences of those companies that are
born-in-the-cloud.
“There are no rules!” he exclaims, “and failure
doesn’t matter.” What does matter is the pace of
change and the agility to react. “Demand can be
gone before you have all the planning done.”
Q4 • 2014 | STRATEGIC ALLIANCE MAGAZINE
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The traditional start-up partnering model was to
associate with big brand names to build credibility
with customers. “Today, that may be a disadvantage. It is more important to find a likeminded
partner with some synergy in the partnering opportunity and just go. Have some success or, if you
fail, fail fast and move on,” advises
White.
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This rate of change can
be staggering. In the
first two years that
Adobe
launched
the Creative Cloud,
they
introduced
700 updates. That’s
one a day! Compare that to the
18-24 month new
release cycles that
are more traditional. The ability for
born-in-the-cloud
companies to respond to customer
demands and market shifts is not
constrained by internal processes but
driven by cultural
ability to react.

Enabling the
Leap
“Second platform”
vendors find themselves divided in
sustaining profitability in their traditional businesses while shifting gears to make the leap to the
third platform. Many of these large and successful
companies also have large and successful partner
ecosystems that must make the shift with them.
Given the differences in technology and skill sets
(both technical and business), some are bifurcat30
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ing their business—maintaining a stagnating, yet
profitable business on one hand, and preparing for
the economics and skills driven by disruption on
the other. This requires a heavy investment riding
out the business model transition, plus investment
in skills and training for channel partners and the
channel partner managers.
Adobe committed to the Creative Cloud transformation
in 2011, and did so by enabling greater margins
for its channel than its
shrink-wrapped software. In the longer
run, the subscription
business is more profitable for Adobe and
channel alike, but the
initial jolt to the new
revenue model is traumatic. The recurring
revenue stream takes
two years or more to
make up the difference
in perpetual license
sales.
Channel
organizations are building new
specializations
and
certifications for their
partners to gain the
skills they will need
to consult and implement these converging
technologies. But they
may also need to invest
in preparing channel
partners to become business advisors as well. As
the buyer is shifting to the lines of business, VARs
and resellers need to gain those skills and expertise
to be able to advise the non-technical, business oriented buyer how to select the technology that will
have the best business outcomes for their business.

Talent management software is a good example of
this. Traditional talent software, such as PeopleSoft,
was sold by technology VARs to the IT department.
HR organizations now have a myriad of options
delivered in the SaaS model that take very little
involvement from IT. Their conversation with the
VAR is more likely to be around, “How does this
software help me recruit and retain the best people?” This is a very different conversation than,
“What is the network load of running a cloud application?” Both conversations are needed.

Evolution of the Channel Manager as
Business Coach
Becoming comfortable in the cloud may be more
about a cultural change.
Responsibility for recruiting cloud savvy partners and helping existing partners transform falls
to the channel partner manager. Many are facing
a new and unique challenge as well. Training for
channel managers often deals with introducing
new products, setting quotas, building a pipeline
based on unit sales, and utilizing the benefits and
navigating the processes of the channel program.
Channel managers rarely receive training around
how to help their partners morph their business or
to embrace new opportunities. Nellie Scott, channel
enablement manager at SAS, says, “Channel partner
managers need to be business managers. The person in this role requires a sophisticated set of skills,
tools, and training to be successful.”
Channel managers also need to be better partners.
VARs and resellers have been complaining for years
that they want a more collaborative relationship
with vendors. They want to be treated as partners,
not pipelines to the market. This requires a set of
soft skills that are often overlooked. Channel managers must be able to build relationships.
“That requires empathy and an ability to listen,”
shares IDC’s Steve White. He goes on to describe
the new breed of channel manager as “Go get ’em,
blue sky thinkers not constrained by convention.” In
other words, having one’s head in the cloud is an advantage in this world of unparalleled disruption. n

THE 3RD PLATFORM ERA IGNITES
HYPER-CHANGE
IDC’s concept of the 3rd Platform of computing
recognizes the continued evolution of distributed
technology solutions. While the 1st Platform
was the era of the mainframe, the 2nd Platform
marked the shift to more PC-based or client/
server computing. In the 3rd Platform era, the
latest shift is driven by the mass consumerization
of technology combined with a tighter integration
of cloud, analytics, mobile, and social.
Source: IDC 2014 Partner Success with
the 3rd Platform

Norma Watenpaugh, CSAP, is founding principal of Phoenix
Consulting Group, a firm that specializes in helping
companies such as Cisco, PayPal, Amazon.com, Intel, and
Microsoft gain more value from their strategic business
relationships. A longtime ASAP volunteer and board
member, she was the lead editor of the ASAP Handbook of
Alliance Management: A Practitioner’s Guide.
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View from Under the Map
Facilitating Partnerships Between Local Governments
with Geographic Information Systems
By Gregory Burge, CSAP

When disaster strikes a community, who responds? It takes preliminary collaboration between local county and city governments to prepare for possible disaster,
to choose the appropriate first-responders’ response, and to decide how disasters
shall be communicated to emergency personnel, volunteers and residents.

Yet even the most organized government can be
stymied by problems when it lacks the appropriate resources to address catastrophes. Partnering
with private industry can help local governments
to prepare.
One technology is emerging as an invaluable
resource for planning for, responding to, and ongoing recovery from disasters and emergencies:
Geographic Information Systems (GIS). GIS tech32

nology has been around for over two decades. Yet
advances in computing power, software, and manufacturing processes in recent years have also led to
advances in GIS. As a result, local governments are
now allying with GIS manufacturers such as ESRI,
Integraph, NAVTEQ and MapInfo along with
service providers like Geographic Technologies
Group, VESTRA Resources, Inc., and TC Technology, to name a few.

A Geographic Information System integrates
data, hardware, software and GPS to assist in the
analysis and display of geographically referenced
information.1 GIS allows users to view, understand, question, interpret, and visualize data in
multiple ways. With GIS, organizations can more
easily evaluate trends, collaborate between disciplines, understand the landscape, and make
better, more informed decisions about complex
scenarios and policy.

Coupled with the explosive growth and impact
of the Internet, spatial data affords governments
a timely and relevant technology that invites collaboration—in contributing as well as using the
information. Dennis Pedersen, who heads GIS
services at the state of Tennessee’s department of
finance and administration, describes GIS as an
effective tool that enables government to leverage
geospatial information and services to accomplish
important goals. “Spatial information is becoming

1. http://gps.about.com/od/glossary/g/GIS.htm
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a crucial component for government agencies to
manage resources and make effective and efficient
business decisions to improve service and the quality of life for its citizens,” Pedersen explains.

On the Map

U
N
D
E
R

In January 2013, I was invited to establish GIS
partnerships with California’s San Mateo County’s
twenty incorporated cities. (Counties are regions
within US states that provide some governmental
functions and services.) Reyna Farrales, deputy county manager, said it was my role to help in
“shaping the future of Geographic Information System (GIS) in San Mateo County.”
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In practical terms, this means it was my job to
lead an outreach campaign to identify each city’s
shared-service’s needs, match that need with the
County’s GIS ability to improve, and then compare
the match with current effective County/City GIS
partnerships. Finally, I was charged with developing
a proposal that illustrated next steps for the County
and the board of supervisors. In the proposal, I was
to include supporting evidence, as well as a formal
funding request by County GIS under the County’s
Information Systems Department (ISD).

Spatial data, a.k.a. geospatial data:
points, lines, polygons and other
geographic and geometric data
primitives, which can be mapped by
location, stored with an object as
metadata or used by a communication
system to locate end user devices
The County and its cities already had existing plans
for disaster preparedness and human services such
as health, housing, workforce and economic development, but the plans were based on printed maps.
A solution based on current technology was needed.

Identifying a City/Partner’s Needs and
Capabilities
All cities were invited to collaborate with the County’s GIS to support the services they provide.
“One of the County’s priority projects in its IT
strategic plan this year is to prepare a GIS business
plan,” John Maltbie explained as he introduced the
concept to San Mateo County’s city managers at the
start of the collaboration.
As manager of San Mateo County, Maltbie was fully
engaged in the process and outcomes. “In addition
to its core mapping functions, GIS is evolving to
become a critical tool for allocating resources and
delivering services in the community. We believe
it will be an essential shared resource among local
agencies, including the county, cities, schools, special districts and community-based organizations.”
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The city of Pacifica needed complete, ongoing support. With no existing
GIS infrastructure, Pacifica required a set of available services and rates
to streamline communication between projects and each relevant city
department.
With a GIS infrastructure already in place, Redwood City’s system provided services for its residents, thus demonstrating what is possible
when a larger city with sizeable assets and data in place collaborates
with the County’s GIS. The only challenge was keeping the data flow
up-to-date between county and city.

Facilitating Collaboration between a GIS and a Community
Alliance
At the time of my involvement with this project, the Central County
Fire District (CCFD) was responsible for the fire safety needs of four cities, and so required immediate assistance and on-road access across the
multiple city jurisdictions. CCFD’s intention was to build a temporary
fire station in the city of Burlingame that would serve all four cities and

Matching City/Partner’s Needs with
County GIS
The County controls a vast array of GIS resources
within a multitude of different departments. Each
department has its own servers, software, storage and accumulated data. Naturally, the volume
and complexity of this data, whether structured,
unstructured, tabular, or spatial, requires daily
administration and maintenance. It also requires
integration to a self-service platform for accessibility and ease-of-use by the cities and, preferably, by
the residents.
Although a local government’s organization and
processes differ from those in the private sector,
the fundamental lessons of strategic alliance management still apply. The communication, planning,
governance and personal relationships I led prior
to my involvement with San Mateo County’s GIS
partnership served me well in this role. Among the
cities, widely disparate capacity and expertise levels
existed. Thus, each community’s need for support
from the County’s GIS varied, and continues to
vary. Some cities required occasional updates. Other communities needed complete, ongoing support.

adjoining unincorporated areas, but CCFD needed a new GIS solution
to provide a county-wide perspective in assuring data completeness and
integrity.
The Central County Fire Department was formed when the City of
Burlingame and Town of Hillsborough decided to merge their fire departments in April 2004. In 2012, the cities of Millbrae and San Bruno
merged their fire departments with CCFD. CCFD planned construction of a temporary fire station in Burlingame until a permanent CCFD
fire station plan is approved.

IDENTIFYING BEST PRACTICES
IN GIS/LOCAL GOVERNMENT
COLLABORATION
n An additional aspect of the
County GIS business plan is to
identify best practices as a reference
tool for County GIS and other
departments dependent on these
recommendations. The following four
categories exemplify best practices in
this type of partnership.
CITY (PORTAL) CONNECTION
San Diego GIS
n I recommended the County
approach their GIS outreach to cities
with more rigor and focus. As an
example, I suggested SDC promote
each city’s jurisdictional and GIS URLs
from the County’s GIS webpages
as San Diego’s SanGIS (http://
www.sangis.org/gis/other.html) has
done. This recognition highlights
each city’s place in the broader
scope of the county, and will ease
the city’s reticence about nudging its
collaboration with the county further.
PROPERTY/TAX/PARCEL
Alameda County
n Alameda County residents wanted
easier access to information about
their property. When I asked, “what
could be easier?” the answer was
clear. On my recommendation,
Alameda County leveraged its GIS
to improve residents’ web access on
matters important to them, like property
tax and assessments. Today, the
county’s site (http://www.acgov.org/
assessor/maps2.htm) requires typing
in an address, an Assessment Parcel
Number, or visually selecting your
home’s outline (parcel) on the map.
Continued on page 37
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Continued from page 35

PLANNING/ZONING/CODE ENFORCEMENT
Palm Beach County
n Palm Beach County faced similar challenges to Alameda County: ease-of-use for residents, contractors
and other levels of government using their zoning map webpage. Through the county partnership with GIS
providers, we upgraded (http://www.
co.palm-beach.fl.us/pzb/Maps/zoning_
maps.htm) with links to a County-wide GIS
interactive map, a GIS data catalog, and
a link to the County’s street atlas. The street
atlas provides another layer of information
on more generic maps like you might see
with Google Maps.
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A GIS mapping technology identifying the areas
requiring approval for the shared services would
have accelerated this approval process significantly, as each city council required geospatial data to
approve the temporary fire station. However, the
GIS technology was not in place. Thus, each city
relied on its own resources to obtain and share the
information their city councils required to approve
the station. Without the GIS mapping technology,
a county-wide perspective of CCFD is unavailable,
and the value of a more cost-effective, shared fire
service is lost.
Recently, the Central County Fire District project
was put on hold because the stakeholders in Burlingame revised their decision about a temporary fire
station. Elected city officials supported their residents’ amended view of the temporary fire station
and withdrew from the CCFD collaborative effort.
Although disappointing, it is not surprising to strategic alliance professionals when the stakeholder
sacrifices the needs of the partnership for parochial
needs.
For more info about the Burlingame/ CCFD project that
was put on hold, visit:
http://www.burlingamevoice.com/2013/05/hold-thefire-station-move.html
36
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On the other hand, as of October 15, 2014, San
Mateo County began accepting proposals from
qualified firms to conduct a comprehensive GIS
needs assessment, develop a conceptual system
design, and prepare an implementation plan for its
enterprise GIS. I recommended this approach, so I
am pleased it is being put to full use and is entering
the next phase.

OVERALL
Los Angeles County Enterprise GIS
n My final recommendation is the most
challenging because it requires building, and
funding, an Enterprise Data Management
System. Yet in assuming the role of trusted
advisor for gnarly multi-jurisdictional
decision making such as with the Central County Fire District (CCFD), the need for a holistic, federated data
management system is pivotal. Los Angeles County Enterprise GIS (http://egis3.lacounty.gov/egis/) is an
excellent example of a regional approach with a dominant city in Los Angeles, the other 87 cities in the
County and layers of information around water, health and housing. Rarely can one uphold Los Angeles as a
model for anything in the San Francisco Bay Area; this is an exception.
FAST FACTS ABOUT SAN MATEO COUNTY
n FOUNDED: April 19, 1856
n SIZE: 455 square miles of land;
292 square miles of water
n INCORPORATED CITIES: 20
n COASTLINE: 57.7 miles
n ELEVATION: Sea level to 2,629 feet
(near Long Ridge Road, La Honda)
n POPULATION: 739,311
n NUMBER OF HOUSING UNITS: 271,333
n UNEMPLOYMENT RATE: 5.1 percent (October 2013)
n PER CAPITA INCOME: $45,346
n MEDIAN HOUSEHOLD INCOME: $87,633
n ASSESSED VALUE OF TAXABLE PROPERTY:
$156 billion in 2013
n TAXABLE SALES: $13.02 billion in 2011
n AGRICULTURAL PRODUCTION: $140 million in 2012

In ASAP, we often think of companies as alliance
partners, while forgetting other types of organizations. In local government, cities are partners
too. A skilled collaborative approach is valuable
to the cities, counties, and even private stakeholders. It requires shepherding disparate groups, in a
non-threatening way, toward a pivotal, collective
decision. The disparate groups appreciate individuals who can assume responsibility in leading the
effort. When local governments and their communities achieve their objectives together, it results in
a better quality-of-life for everyone. n
Gregory Burge, CSAP, is an independent alliance
management professional based in San Jose, Calif.
A Board member in ASAP’s Silicon Valley Chapter,
Greg has spent the past 17 years as an alliance
management executive working in high tech,
financial services and local government in the
public sector.

MAP SOURCE: County of San Mateo, GIS
http://isd.smcgov.org/county-gis
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Alliance Case Study:
The Off-Site Governance Meeting
By Steven E. Twait, CSAP and David Thompson, CA-AM

Eli Lilly and Company
uses case studies as

when Xander Klung’s

alliance management

company arranges a

training. Learn from

summit in NYC to

all-too-real story.

work through alliance

You even can get the

management issues

authors’ discussion

with its Finnish partner

guide and attend their
ASAP Virtual Workshop

Alliance manager Xander Klung stepped
aboard the Boeing 737 and wedged himself into
his coach-class seat, glancing around as he did so
at the seven colleagues who would occupy many
of the seats around him for the next several hours
on the return flight to Indianapolis. He turned on
his iPod, put on his noise-canceling headphones,
and closed his eyes to tune out the pandemonium

last day in his mind to figure out where it had all
gone wrong. Touching down 12 hours earlier that
day, everything had seemed perfect. It was a gorgeous Monday in New York City, and everyone on
his company’s alliance team was in good spirits.
The shuttle was waiting, just as he had arranged, to
whisk the group straight to the hotel for the governance meeting. When they arrived, Xander asked

Anticipation is high

part of its internal

the fictional Xander’s

EDITORIAL SUPPLEMENT

organization. Yet things

on Jan. 29, 2015

go horribly wrong. What

(details on p. 44)

could Xander have done
in advance to ensure a
productive and successful
meeting of the alliance
teams?

Steven Twait, CSAP, is senior
director of alliance management
and M&A integration at Eli Lilly and
Company.
David Thompson, CA-AM, is chief
alliance officer at Eli Lilly and
Company and is a member of the
ASAP board of directors.

of luggage and people surrounding him. What had
happened during the past 12 hours was an experience Xander would rather forget. Unfortunately,
the events of the past day would undoubtedly resurface at year’s end as a “miss” on his performance
management plan.
How could the meeting of the alliance steering
committee have gone that badly? He replayed the

the clerk at the front desk to direct them to the
Birchwood Room. “Oh,” replied the clerk, “do you
mean the restaurant? It’s downstairs.”
Having arrived at the hotel 15 minutes late due to
heavy traffic, Xander and his team hurried down
to the restaurant where steering committee representatives from the partner company
were already waiting. The partner

40

41
STRATEGIC ALLIANCE MAGAZINE | Q4 • 2014

Q4 • 2014 | STRATEGIC ALLIANCE MAGAZINE

EDITORIAL SUPPLEMENT

Team members exchanged pleasantries as they settled in for the day-long meeting. It had been several
months since many had seen one another, so some
catching up was in order. While Xander was enjoying a doughnut and his second cup of coffee, a
partner team member tactfully reminded him that
the meeting was already several minutes behind
schedule. Given the full agenda, Xander realized
they would do well to get to work.
Xander noticed that the co-chairs were catching
up over a quick conversation. Alan Peabody was
the co-chair from the partner company. He was a

For Xander, the shuttle-bus ride back to the
airport seemed to last forever. He looked
over at his company’s manufacturing
representative, and the look on her face
was one of frustration.

42

dynamic speaker who, if given the podium, could
make even the most uninteresting topics come to
life. Alan looked the part
of a corporate executive,
from his custom-made
Italian shoes to his perfectly manicured hair.
His reputation in the
industry was matched
only by his expertise in
fine wines, and he had
even published an article on a particularly rare
and desirable vintage.
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Alan knew the business well and had a knack for
choosing team members who were extremely talented and sticklers for detail.
Joe Simmons was the co-chair from Xander’s company. He was a no-nonsense leader who let the facts
speak for themselves and had a reputation for being
able to digest and draw relevant conclusions from
copious amounts of data. His ability to synthesize
information and transform it into working strategies and tactics had made him a powerful force
in his own company. Joe surrounded himself with
talented people whom he rewarded for openly challenging his own views. Joe felt that this collision of
ideas made for better overall results.
As he called the meeting to order, Xander quickly
reviewed the agenda. While all of the topics—manufacturing capacity, the recent alliance health
survey, and launch readiness in Mexico—were important, they paled in comparison to the first topic:
how to improve the performance of the alliance’s
product in Finland, the partner’s home country.
The steering committee needed to leave the meeting with a clear decision on what strategy to employ
and who would be responsible for implementing it.
The eight-hour meeting got underway with the
introduction of four guests from Xander’s company’s Finnish affiliate, who worked closely with five
members of the alliance partner’s team who were
also in attendance. This was the first time the steering committee had invited this many guests to a
meeting. Both groups from Finland presented their
side of the story and recommended strategies to
address the product’s poor performance. “We just
need another six to nine
months,” committed one
participant, “and everything should be back on
track.”
As the morning wore on,
the guests from Finland
continued to dominate
the discussion as they
defended their marketing strategy and asked for

more time. When the steering committee co-chairs
reached the limit of their patience, one of them
spoke up, and the group agreed to stop for lunch.
The plan was to regroup after the break with the
goal of resolving the strategy question and deciding
on the best way to move forward.

After the meeting adjourned, people quickly packed
their briefcases and hustled out of the restaurant to
catch a taxi. Everyone had a plane to catch or wanted to beat the traffic home.
For Xander, the shuttle-bus ride back to the airport seemed to last forever. He looked over at his
company’s manufacturing representative, and the
look on her face was one of frustration. “We never
even got to my topic today,” she commented, “and
this took up a lot of my time.” Xander also knew he
would soon be on the receiving end of a voicemail
from the representative from the Mexican affiliate,
who had stood by on the phone all day waiting for
his topic to be discussed.

Unfortunately, things didn’t go much better after
lunch. The debate continued about the product’s
poor performance in Finland. Fingers were pointed, and people in the meeting seemed generally
unhappy. Several options were brainstormed—new
marketing materials, adding to the sales force, alternative dosing strategy, and so on—but the group
couldn’t seem to align on an idea.
The next thing Xander knew it was 5:00 p.m. International flights were due to take off in two hours, so
he had to end the meeting without recording a decision on how they would proceed in Finland. The
steering committee co-chairs agreed they would
follow up via phone and try to resolve the issue.
None of the other topics on the agenda were even
discussed.

Q

D

FOR

team’s trip had originated in Europe, and their
group had arrived at the hotel the evening before.
Xander quickly scanned the huge dining area, noticing the large kitchen doors swinging open and
closed. Small dining tables had been pushed toward
the outside of the room and had been replaced by a
large conference table and 20 chairs. “Not an ideal
setup,” thought Xander, “but we’ll get through this
I’m sure.”
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uestions

Actually, Xander knew exactly how they felt. The
countless hours he had spent on the alliance health
survey presentation seemed wasted, as his presentation never saw the light of day. Xander felt like all
eyes were on him. “All I can hope is that the plane
is full and they ask for one volunteer to take a later
flight,” he thought. “If they do, I’m on it.” n

iscussion

1. What issues have unfolded during the past 48 hours?
2. What first-order, second-order, and third-order consequences will likely result from this disappointing
		 governance meeting?
3. What could have been done prior to the governance meeting to make for a more productive interaction?
4. Give examples where Xander should have used his vision, judgment, and influence to improve the
		 outcome of this governance meeting.
5. What human risks are unfolding at this governance meeting?
6. What business risks are unfolding at this governance meeting?
7.

What legal uncertainties are associated with this meeting?

8. At which life cycle phase is Xander’s alliance?
9. How do the personalities of each company’s leaders affect the dynamic of the
		 governance meeting?
10. How can Xander add value to his company and to his partners? What is his role? Who
		 are his customers? How will or should he be measured as it pertains to this meeting?
Get the answers to these questions—and learn from Xander’s disaster—on January
29, 2015 at our ASAP Online Workshop. Turn the page to find out more.
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ASAP Virtual Workshop

YOUR

Career

Thursday, Jan. 29, 2015—12 p.m. to 1:30 p.m. EST

“LESSONS TO LEARN—OFF-SITE GOVERNANCE MEETING CASE STUDY”

1

Presented by David Thompson, CA-AM, and Steve Twait, CSAP, Eli Lilly and Company

REGISTRATION IS SUPER EASY....

2

Join the authors of this month’s editorial supplement,
“Case Study: Off-Site Governance Meeting,” for
a unique 1.5-hour training session based on the
fictional (yet all-too-real) story of Xander Klung’s
disastrous one-day meeting in New York City. Based
on Lilly’s in-house training programs but designed to be
relevant to alliance managers in any industry, this online
workshop will explore in depth how alliance executives can
prepare for and manage effective governance meetings
under the most trying of circumstances.

All virtual workshop participants receive
the Off-site Governance Discussion
Guide and Answer Key (also available for
purchase separately). Thompson and
Twait are donating their time and training
materials for this event; all proceeds go to support
ASAP and Strategic Alliance Magazine.

3

Space is limited! Register today at
strategic-alliances.org—click on the Events
tab. The Discussion Guide and Answer Key also
is available on the site at the ASAP Store tab.

Virtual Workshop:
Members $99 USD | Non-members $179 USD
Discussion Guide:
Members $39 USD | Non-members $69 USD

Below is a Sample Excerpt from Off-Site Governance Meeting Discussion Guide and Answer Key—
Question 3 (previous page):

Certification

The Fulcrum Under The Lever
That Is Partnering

Xander was the “owner” of the meeting. To ensure the highest probability of success,
he could have done several things:
a. Because the partner’s representatives were arriving on Sunday, Xander could have encouraged other members of
		
		

his own team to travel to NYC that day to have dinner with the partner. Often, important business discussions
occur over dinner, and a number of issues might have been resolved ahead of the actual meeting.

b. Even if Xander wasn’t able to influence other members of his team to spend their Sunday traveling to New York
		
		

City, Xander could have flown in the day before his team arrived Many of the logistical issues could have been
resolved if he had arrived the night before, and it would have been an important gesture to the partner.

c. Xander should have held a pre-meeting for his company’s steering committee members to review the key topics
		
		
		

that would be discussed and to gain alignment on any issues prior to the meeting. Xander should also have
scheduled a pre-meeting for the co-chairs to meet (via telecom) to discuss the agenda and align on which issues
would be discussed at the meeting.

By Genevieve C. Fraser

The leveraging value of a strong, healthy
“Give me a lever long enough, and
a fulcrum on which to place it, and
I shall move the world.”
—Archimedes,
as quoted by Steve Lyle, Citrix Solutions, Inc.

strategic alliance is widely recognized in business today. Although partnering is embraced
throughout the world, certification in alliance
management is not always given equal weight.
By weaving partnering into the fabric of their
corporate culture, and providing key players with
matching “toolkits,” numerous companies have
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excelled in today’s fiercely competitive market.
Covance, Citrix Systems, and Schneider-Electric
are three organizations thriving, due in part to the
benefits of ASAP certification.
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Bigger Numbers = Greater Leverage
Covance, a contract research organization (CRO)
that provides pharmaceutical development, nutritional chemistry and food safety services, is one of
the largest companies of its kind in the world, with
annual revenues of over $2 billion, and over 11,000
employees in more than 60 countries. Covance’s
partners include pharmaceutical giant Lilly,
which formed a 10-year strategic alliance with the
CRO in 2008. Covance performs a multiplicity of
services for Lilly, from early discovery through
clinical trials.
Close collaborative relationships that ensure improved efficiency and outcomes are essential in the
“pharma/CRO environment,” according to Andrew
Eibling, Covance’s global vice president of alliance
management. Currently, Covance has over 20 roles
across the company dedicated to managing key relationships, with many more in supporting roles.
Over half of their current dedicated team is ASAP
certified.
Since its founding twenty-five years ago, Citrix
has worked to position itself as a leader in mobile
workspaces, providing virtualization, mobility
management, networking and cloud services to

Professional certification provides
individual team members with the added
benefit of confidence in themselves and their
processes, and offers the entire team
confidence in the individual.
people through instant access to apps, desktops,
data and communications on any device, over
any network and cloud. An organizational commitment to strategic partnering has helped to
transform the company from a $10 million orga-

nization with one product, one customer segment
and one go-to-market path, to a global powerhouse
with annual revenues of $2.9 billion and 100 million users worldwide.
Today, Citrix has over 50 alliance professionals,
many who have worked in senior alliance functions
at other IT companies. Citrix’s alliance management team focuses on solution co-development
with alliance partners. A financial measurement
model is used to track progress and revenue generated from partner solutions and programs.
“Currently our virtual team consists of 74 individuals,” shares Alistair Pim, vice president of business
development and alliances for Schneider Electric.
“Of those, 40 to 50 have a CA-AM, and 6 hold a
CSAP. I’ve been CSAP certified for years.”
Schneider Electric, a global specialist in energy
management, works to make energy safe, reliable,
efficient, productive and green. One of the cornerstones of the business is the creation of Smart
Cities. Pim is responsible for alliance strategy
and process involved in forming alliances in the
energy management field especially as it relates to
Smart Cities.
Pim describes the conundrum: more than fifty
percent of the population lives in cities, and the
projections are that seventy-five percent may live
in cities by 2050. Thus, the energy efficiency battle will be focused on cities. Pim is building a new
partnership team to help implement the strategies
devised to enable city energy sources to become
cleaner and more efficient, even as they grow more
and more complicated. The question he asks himself is: who needs to get involved? Which partners
does Schneider need to create a Smart City? Once
that’s answered, the question is: who else needs to
be involved? Currently, Smart Cities are being developed in the United States, in China and parts of
Europe and the Middle East.
“Fortunately, large companies in the IT space are
used to forming partnerships and alliances with
one another to jointly serve customers. They have
well-established best practices for how to make the
partnerships work to the benefit of both sides and,
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most importantly, for the customer. Forming similar alliances to address energy issues on a city wide
scale gets a little trickier because you’ve got a mix
of players involved, from large vendors to various
government entities, utility firms, real estate developers and, often, academic institutions and startup
companies with interesting new technologies to offer,” Pim states.
“Designing Smart Cities is a matter of system integration. There isn’t one company that can do
everything,” Pim explains. “Clearly, other tech
companies must be integrated into any plan, along
with urban planners who create a master plan for
a city and engineering firms—those who design
buildings and traffic systems. The question then
becomes: what will be used to power the energy in
a building? That’s where the utilities get involved.
How will this be managed? What about water management and security systems?”

That type of confidence benefits alliance managers
in all industries. Pharma is a fiercely competitive,
extremely complex industry, and Eibling says his
client partners are under extreme pressure to produce positive results and innovate new solutions.
Pharma companies look for expanded capabilities
from their service providers, and the leadership
team at Covance knew developing partnerships
with other organizations would be an important
part of gaining access to those capabilities. Eibling explains, “Any advantage we can leverage to
demonstrate our position as the preferred partner
is critical.”
Eibling and his team value the confirmation of
competency that ASAP certification provides.
They believe certification also signals an organization’s commitment to ongoing development and
improvement in alliance management capabilities.

Certification as Fulcrum
In planning, developing and creating smart cities, the team assembled
needs to assess how energy can be
used more efficiently before control
systems can be developed. Pim says
it helps if alliance partners are also
members of ASAP. ASAP members
share a common language and a
common approach to partnering
that makes it easier to tackle issues
around smart city technology.
Professional certification provides
individual team members with
the added benefit of confidence in
themselves and their processes, and
offers the entire team confidence in
the individual. “There’s a credibility that comes with certification,
along with the fact that you’re more productive,”
Pim says. “You get the job done more quickly, more
efficiently. That’s why I encourage team members
to get their certification.”

“It is valued by organizations and partners and reflects well on individuals,” claims Eibling. “Having
certified alliance professionals sends a strong signal
to our existing and potential partners that we are
committed to managing our partnerships effec-

46

47
STRATEGIC ALLIANCE MAGAZINE | Q4 • 2014

Q4 • 2014 | STRATEGIC ALLIANCE MAGAZINE

YOUR C AREER

tively. It provides a competitive advantage to our
organization. Our [prospective] partners see the
potential for a more positive outcome is greater
when they work with us.”
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“We are forming alliances with clients in the biopharma space, as well as technology partners that
broaden or enhance our service offerings,” Eibling
continues. “We are also always considering new
ways to drive improved outcomes to patients, the
ultimate consumer in our industry.”
Eibling sees the investment in certification as “the
potential for positive return in terms of
more partnerships, reduced risk of poor
performance, and increased chances of
value creation.” Since this puts Covance
on the increasing value side of the curve,
Eibling recommends CSAP and CA-AM
certification to colleagues. In fact, he
instructs his team members to make certification a priority. He says it’s a critical
measure of the capability an individual or
alliance management team possesses.

Lyle says going through ASAP certification training
helps practitioners establish a disciplined approach
to: doing business within a partnering culture,
thinking strategically, and running each alliance as
an individual business.
“The certification training and coursework provide
effective tools to help plan and build an alliance
strategy, whether for a single alliance or a partner
ecosystem. A joint strategy, value proposition and
business plan, for example, are all critical for the
ongoing success of an alliance,” Lyle explains.

“We not only work closely with other software
companies, but also develop joint solutions with
the leading IT vendors making servers, storage,
networking, personal systems and mobile devices,
backing this up with consulting, system integrator and support partnerships,” Lyle explains. “Our
partner leverage has been a key differentiator for
our innovation, growth and efficiency.”
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end business impact of our alliances helps Citrix
outmaneuver and out-innovate our competition.
Professional consistency and predictability allows
us to quickly identify the unique joint value proposition and win-win opportunities.”

Is Certification a Magic Solution?

In short: no. Some alliances fail—or fail to achieve
the goals set for them. Yet, as Pim points out, getting certified enhances the possibility of success.
“It’s easier to define common goals when you have
a common vocabuEibling sees the investment in certification as “the
lary and have rules of
potential for positive return in terms of more partnerships, engagement. This is a
team sport that can get
reduced risk of poor performance, and increased
pretty intense, but it’s
also a big opportunity
chances of value creation.”
with lots of players.” n

Lyle says investing time in the training and examination should be a priority. “The CSAP in
particular really helps one to understand and appreciate the full life cycle of alliance management
from inception to termination. I highly recommend
both. They provide a great opportunity to grow professionally and further your business career.”

Stephen Lyle, a strategic alliances senior
director at Citrix who recently earned his
CSAP, manages the company’s strategic alliance with Hewlett-Packard. He believes a
partnering culture has always been one of
Citrix’s core strengths.
Because customers invariably want a
seamless solution, often from multiple
vendors, Citrix developed a well-integrated ecosystem of partners, to complement their software
and cloud networking solutions. Their market position in this area puts Citrix in a prime position for
strategic partnering, as business models and technologies continue to evolve.

YOUR C AREER

FOOTNOTE: Although only three organizations

are featured in this article, many other
organizations within ASAP support and
promote certification within their companies.

You Might Think You’re a Perfect Fit, But Can
Your Partnership Deliver
Healthy Outcomes?
Citrix partners with organizations across the full
spectrum of information technology. The organization’s certified alliance professionals promote a
disciplined partnering culture, because they share
consistency in training, language and understanding of best practices, along with a constant focus on
governance.
“Having trained and certified alliance managers also helps foster a collaborative culture across
the company, with senior level participation and
support and key stake holders involved across development, operations, marketing, and sales,” Lyle
asserts. “Because ‘Collaborate and Compete’ is the
reality, a disciplined partnering approach, with
a clear strategy, and measurement of the end-to-

Go Beyond the “Free Clinic”
Alliance Health Check—with the VitalSigns™
Assessment Performed by The Rhythm of Business
Typical alliance health checks focus on “fit.”
Our VitalSigns™ Alliance Operations Effectiveness
Assessment focuses on outcomes, to deliver a comprehensive
view of where your alliance is running smoothly and fulfilling
its promise—and where the metrics show gaps in perceptions
of operations and results.
Learn more about partnering for healthy outcomes and download
VitalSigns™ case studies and our assessment framework at
rhythmofbusiness.com/vitalsigns-assessment/.

Bring us your toughest collaboration challenges™
+1 617 965 4777 | rhythmofbusiness.com
Follow us on Twitter @RhythmOfBiz
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Disruption, Disruption, Everywhere
And Not A Moment To Think
By Rebekah L. Fraser

“A wave of emerging tech and innovation that

empowers the consumer is coming,” predicted Kevin Little, PhD, CSAP, during his speech at ASAP’s
2014 BioPharma Conference.
You see, even at the BioPharma conference we were
talking about how tech is disrupting business as
usual. In today’s pharmaceutical climate, the business case
must be solidly in the black for
a company to produce a device
or drug. Otherwise, the risk of
producing it and having little
or nothing to give shareholders
is too great. Little predicts empowered consumers will make
a big impact on the biopharma
industry’s M.O. Will they also
affect the biopharma industry’s performance on
Wall Street?
Thanks to tech’s influence in everything from
healthcare to auto making to retailing, we now have
wearable monitors that, essentially, tell us when to
see the doctor: “Ding! Heart rate too high.” Our cars
tell us when to take them in for servicing: “Ding!
B1 service due. Oil life = 20%.” Our cell phones let
us know when we’re near our favorite coffee shop:
“Ding! You can use Membership Rewards points to
pay for your beverage.”
For consumers, this is great in many ways. For
shareholders, the value of constant and increasing
levels of disruption in the industries in which they
invest remains to be seen. Will increasing consumer
empowerment disrupt business-as-usual to such a
degree that systems actually begin to unravel?
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Personally, I doubt it…. If author Jeremy Rifkin is
correct, systems won’t unravel so much as morph
into completely different systems. Let’s just say massive tech disruption is going to push the fabric of
our economy and society toward Version 3.0.
For example, if they take off, IBM’s and Airlight’s
electric sunflowers, which
do more than simply generate energy, could cause major
disruption in the petroleum
industry. It’s safe to say that,
presuming it’s successful, the
entire smart cities movement,
designed to make energy production and use more efficient,
will create additional upheaval for oil, gas, natural gas, and
coal producers. Of course, the key point is not who’s
disrupting whom, but rather how they’re doing it—
through partnership.
From Sweden to India to Silicon Valley, the disruptors are forming strong interdisciplinary,
multi-sector collaborations. These alliances, with
their creative power, their passion for improvement,
and their ability to anticipate both societal needs
and the needs of their partners, are just beginning
to shake the earth to its very core.
So, whether you’re in tech or in another industry,
get ready to shake, rattle and roll. If you need a little
help standing strong while the earth moves, hang on
to the sage advice ASAP CEO Mike Leonetti shared
at the close of the 2014 BioPharma Conference:
“It’s time for you to innovate, deal with the
disruptions, and be successful.” n

Alliance Management
Tools Every Professional
Should Have
ASAP Alliance Management Simulations

Nine real world case studies and simulated training exercises each within
a key alliance management competency.

Simulation Modules:
n
n
n
n
n

Resolving Conflict
Aligned Decision Making
Developing Influence Strategies
Enhancing Trust
Performance Management

n
n
n
n

Competition within the Alliance
Renegotiating Agreements
Letter vs. Spirit of Agreement
Contingency Planning

Each Simulation Includes:
n Experiential training and
		 receive immediate feedback
		 on path taken
n Feedback incorporated into
		 the storyline
n Written feedback report and
		 scorecard at completion
n CEP’s for every passed test at
		 the end of each module

THIS TRAINING IS INTENDED FOR INDIVIDUAL USE.

For more information visit | www.strategic-alliances.org/simsoverview
ASAP MEMBERS

$349 USD for All 9 Modules or $69 each | www.strategic-alliances.org/simsmembers
NON-MEMBERS

$559 USD for All 9 Modules or $109 each | www.strategic-alliances.org/simsnonmember

The ASAP Handbook of Alliance Management: A Practitioner’s Guide
This compendium of alliance management practices, principles, and
current professional standards puts all the information you need in
one unique, indispensable resource that exists nowhere else.

Handbook includes:
n
n
n

Emerging topics in alliance management
Evolving thinking on alliance capability, networks, and portfolios
Editable tools and checklists that can be customized to any alliance

Hard Copy Cost:
$139 USD | Members
$299 USD | Non-members
Go to www.strategic-alliances.org/handbook
and purchase your hard copy today.

The ASAP Handbook of Alliance Management: A Practitioner’s Guide | e-Handbook
The streaming e-Handbook enables easy access from any computer or tablet with an online
connection and provides the following features:
n

Renewable yearly subscription

n Zoom option enables text sizing
		 to suit any monitor or tablet.

n Search through links from the table of
		 contents, text search or by bookmarks created.
n Print single pages allowing the
		 use of forms and tables.

e-Handbook Cost:
$79 USD | ASAP Members | www.strategic-alliances.org/ebookmbr
$159 USD | Non-Members | www.strategic-alliances.org/ebooknonmbr

strategic-alliances.org
Volume discounts begin at 5 or more hard
copies or eHandbook subscriptions. Please
contact the office at +1-781-562-1630 for
more details

For more information call +1-781-562-1630 or email info@strategic-alliances.org

