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1 .  W A R  S T O R I E S
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2 .  N E G O T I AT I O N
W E ’ L L  TA L K  A B O U T



3 .  F R A M I N G
W E ’ L L  TA L K  A B O U T
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H I G H  M A N E U V E R A B I L I T Y
T- A C T I X



T W O  G R O U P S  O F  
C U S T O M E R S
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Few 

Bureaucratic 

Long conversations 

Rare live meetings 
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Lower net income 

Slow decisions 
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T R U S T  I S  A  L E N S



C O N T R A C T S  A R E  FA K E  T R U S T



F I X E D  P R I C E



T I M E  &  M AT E R I A L S



AT  L E A S T  O N E  E X A M P L E



A  R E A L  L I F E  E X A M P L E



E X A M P L E



EXAMPLE



8  P R I N C I P L E S





T R U S T  I S  A M O N G  P E O P L E
C O M P L E X  D O M A I N



C O N T R A C T S  =  N I T P I C K I N G
C O M P L I C AT E D  D O M A I N



8  P R I N C I P L E S



S K I N  I N  T H E  G A M E



T H E  U LT I M AT E  M E T R I C  O F  
H E A LT H  F O R  A  C O L L A B O R AT I O N



I N  T H E I R  S H O E S



VA L U E  C E N T R E D



W E  S H O U L D N ’ T  C H A R G E  
F O R  C O S T S



– A L A N  W E I S S

“My fee represents my contribution to this project 
with a dramatic return on investment for you and 

equitable compensation for me.” 



A N Y T H I N G  L E S S  T H A N  G E N E R AT E D  
VA L U E  I S …



TA L K  T O  T H E  O R G A N  G R I N D E R



– N A S S I M  N .  TA L E B

“Never trust the thought of anyone who is not 
free.” 



E T H I C S  O V E R  R U L E S



N I T P I C K I N G  M A K E S  Y O U  
N O  S A F E R



C H A O S  I N  S M A L L  D O S E S



O P T I O N A L I T Y



What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

Through which Channels do our Customer Segments 
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?
 

For whom are we creating value?
Who are our most important customers?

What type of relationship does each of our Customer
Segments expect us to establish and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our business model?
How costly are they?

What value do we deliver to the customer?
Which one of our customer’s problems are we helping to solve? 
What bundles of products and services are we offering to each Customer Segment?
Which customer needs are we satisfying?

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquiring from partners?
Which Key Activities do partners perform?

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

Day Month Year

No.
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O N E - P I E C E  V S  S E R I A L



E V E R Y T I M E  W E  D E S I G N  A  P R O D U C T  
O R  A  S E R V I C E  W E  A R E  I N  A  C O M P L E X  
D O M A I N .



“ N E G O T I AT I O N ”  
M E A N I N G



M A K I N G  D E C I S I O N S  
T O G E T H E R



1 . E V E R Y B O D Y  I S  A  
N E G O T I AT O R  E V E R Y D AY



D I S C R E T I O N A R Y  T I M E  I S  
T H E  U LT I M AT E  W E A LT H



“Slave, noun: a person who is the legal property of 
another and is forced to obey them.” 



B E  S L AV E R Y- A W A R E



2 . W I T H O U T  A  P R O P E R  
A G R E E M E N T  Y O U  A R E  A  S L AV E



Q & A



Book in english soon!



J A C O P O R O M E I . C O M

http://jacoporomei.com


T H A N K  Y O U


