NEVER
EAT ALONE

And Other Secrets to
Success, One Relationship

at a Time

Keith Ferrazzi
with Tahl Raz

g




Never Eat Alone



This book has been optimized for viewing
at a monitor setting of 1024 x 768 pixels.



Never Eat Alone

And Other Secrets to Success, One Relationship at a Time

KEITH FERRAZZI
with Tahl Raz

CURRENCY +« DOUBLEDAY

v

NEW YORK LONDON TORONTO SYDNEY AUCKLAND



A CURRENCY BOOK
PUBLISHED BY DOUBLEDAY
adivision of Random House, Inc.

CURRENCY is atrademark of Random House, Inc., and
DOUBLEDAY is aregistered trademark of Random House, Inc.

Copyright 2005 by Keith Ferrazzi

Cataloging-in-Publication Datais on filewith the Library of Congress
elSBN: 0-385-51529-4

Book design by Fearn Cutler de Vicq

All Rights Reserved
All trademarks are the property of their respective companies.

SPECIAL SALES

Currency Books are available at specia discounts for bulk
purchases for sales promotions or premiums. Specid editions,
including personalized covers, excerpts of existing books, and
corporate imprints, can be created in large quantities for specia
needs. For more information, write to Specid Markets, Currency
Books, specialmarkets@randomhouse.com.

Visit our web site at www.randomhouse.com/doubleday

vl.O


mailto:specialmarkets@randomhouse.com
http://www.randomhouse.com/doubleday

Contents

SECTION ONE

The Mind-Set

1. Becoming a Member of the Club
2. Don't Keep Score
3. What's Your Misson?

Connectors' Hall of Fame Profile: Bill Clinton 40
4. Build It Before You Need It

5. The Genius of Audacity
6. The Networking Jerk

Connectors' Hall of Fame Profile: Katharine Graham 61

SECTION TWO

The Skill Set

7. Do Your Homework

8. Teke Names

9. Warming the Cold Cdl

10. Managing the Gatekeegper—Artfully
n. Never Eat Alone

12 Share Your Passions

N IR 1w

8 1& 18

67
73
e
87
%4



Vi Contents

13. Follow Up or Fail

14. Be a Conference Commando

15. Connecting with Connectors

Connectors' Hall of Fame Profile: Paul Revere 136

16. Expanding Your Circle
17. The Art of Small Talk

Connectors' Hall of Fame Profile: Dale Carnegie 155

SECTION THREE

Turning Connections into Compatriots

18. Health, Wealth, and Children
19. Social Arbitrage

Connectors' Hall of Fame Profile: Vernon Jordan 177
20. Pinging—All the Time
21. Find Anchor Tenants and Feed Them

SECTION EOUR

Trading Up and Giving Back

22. Be Interesting

Connectors' Hall of Fame Profile: Dalai Lama 220
23. Build Your Brand
24. Broadcast Your Brand
25. The Write Stuff
26. Getting Close to Power
27. Build It and They Will Come

Connectors' Hall of Fame Profile: Benjamin Franklin 264

105
110
128

139
143

161
171

181
190

203

224
231
246
249
259



Contents

28. Never Give into Hubris

29. Find Mentors, Find Mentees, Repeat

Connectors' Hall of Fame Profile: Eleanor Roosevelt 283

30. Balance Is B.S.
31. Welcome to the Connected Age

I ndex

vii

268
273

286

201

299






Never Eat Alone






SECTION ONE

The Mind-Set






CHAPTER 1

Becoming a Member of the Club

Reationships are dl there is. Everything in the universe only
exids because it is in relationship to everything dse. Nothing
exigsinisolation. We have to stop pretending we areindividuds
that can go it done,

—MARGARET WHEATLEY

ow on earth did | get in here?" | kept asking mysdf in those
early days as an overwhelmed first-year student at Harvard
Business Schoal.

There wasn't a single accounting or finance class in my back-
ground. Looking around me, | saw ruthlessly focused young men
and women who had undergraduate degrees in business. They'd
gone on to crunch numbers or analyze spreadsheets in the finest
firms on Wal Street. Most were from wedlthy families and had
pedigrees and legacies and Roman numerals in their names. Sure,
| was intimidated.

How was a guy like me from aworking-class family, with alib-
erd arts degree and a couple years at a traditional manufacturing
company, going to compete with purebreds from McKinsey and
Goldman Sachs who, from my perspective, seemed as if they'd
been computing business data in their cribs?

It was a defining moment in my career, and in my life.

| was a country boy from southwestern Pennsylvania, raised
in a small, hardworking steel and coa town outside of Latrobe
caled Youngstown. Our region was so rural you couldn't see
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another house from the porch of our modest home. My father
worked in the loca sted mill; on weekends he'd do construction.
My mother cleaned the homes of the doctors and lawyers in a
nearby town. My brother escaped small-town life by way of the
army; my sister got married in high school and moved out when |
was atoddler.

At HBS, dl the insecurities of my youth came rushing back.
You see, athough we didn't have much money, my dad and mom
were set on giving me the kind of opportunities my brother and
sster (from my mom's previous marriage) never got. My parents
pushed me and sacrificed everything to get me the kind of educa-
tion that only the well-to-do kids in our town could afford. The
memories rushed back to those days when my mother would
pick me up in our beat-up blue Nova at the bus stop of the private
elementary school | attended, while the other children ducked
into limos and BMWs. | was teased mercilessy about our car and
my polyester clothes and fake Docksiders—reminded daily of my
station in life.

The experience was a godsend in many ways, toughening my
resolve and fueling my drive to succeed. It made clear to me there
was a hard line between the haves and the have-nots. It made me
angry to be poor. | felt excluded from what | saw as the old boys
network. On the other hand, dl those fedings pushed me to work
harder than everyone around me.

Hard work, | reassured mysdf, was one of the ways I'd beaten
the odds and gotten into Harvard Business School. But there was
something dse that separated me from the rest of my class and
gave me an advantage. | seemed to have learned something long
before | arrived in Cambridge that it seemed many of my peers
had not.

Asakid, | caddied at the loca country club for the homeown-
ers and their children living in the wealthy town next to mine. It
made me think often and hard about those who succeed and those
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who don't. | made an observation in those days that would alter
the way | viewed the world.

During those long stretches on thelinks, as| carried their bags,
| watched how the people who had reached professional heights
unknown to my father and mother helped each other. They found
one another jobs, they invested time and money in one another's
ideas, and they made sure their kids got help getting into the best
schools, got the right internships, and ultimately got the best jobs.

Before my eyes, | saw proof that success breeds success and,
indeed, the rich do get richer. Their web of friends and associates
was the most potent club the people | caddied for had in their
bags. Poverty, | reaized, wasn't only alack of financial resources; it
was isolation from the kind of people that could help you make
more of yourself.

| came to believe that in some very specific ways life, like galf,
isagame, and that the people who know the rules, and know them
well, play it best and succeed. And the rule in life that has unprece-
dented power is that the individual who knows the right people,
for the right reasons, and utilizes the power of these relationships,
can become a member of the "club,” whether he started out as a
caddie or not.

This realization came with some empowering implications. To
achieve your gods in life, | realized, it matters less how smart you
are, how much innate talent you're born with, or even, most eye-
opening to me, where you came from and how much you started
out with. Sure dl these are important, but they mean little if you
don't understand one thing: You can't get there alone. In fact, you
can't get very far at dl.

Fortunately, | was hungry to make something of mysdlf (and,
frankly, even more terrified that I'd amount to nothing). Other-
wise, perhaps | would have just stood by and watched like my
friends in the caddy yard.

| first began to learn about the incredible power of relation-
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ships from Mrs. Poland. Carol Poland was married to the owner
of the big lumberyard in our town, and her son, Brett, who was
my age, was my friend. They went to our church. At the time, |
probably wanted to be Brett (great athlete, rich, dl the girlsfaling
over him).

At the club, | was Mrs. Poland's caddie. | wasthe only onewho
cared enough, ironicaly, to hide her cigarettes. | busted my
behind to help her win every tournament. I'd walk the course the
morning before to see where the tough pin placements were. 1'd
test the speed of the greens. Mrs. Poland started racking up wins
left and right. Every ladies day, | did such a great job that she
would brag about me to her friends. Soon, others requested me.

I'd caddie thirty-six holes a day if | could get the work, and |
made sure | treated the club caddie-master asif hewereaking. My
first year, | won the annual caddie award, which gave me the
chance to caddie for Arnold Palmer when he came to play on his
hometown course. Arnie started out as a caddie himsdf at the
Latrobe Country Club and went on to own the club as an adult. |
looked up to him as arole model. He was living proof that success
in gdf, and in life, had nothing to do with class. It was about
access (yes, and talent, at least in his case). Some gained access
through birth or money. Some were fantastic at what they did, like
Arnold Pamer. My edge, | knew, was my initiative and drive.
Arnie was inspirational proof that your past need not be prologue
to your future.

For years | was a de facto member of the Poland family, split-
ting holidays with them and hanging out at their house nearly
every day. Brett and | were inseparable, and | loved his family like
my own. Mrs. Poland made sure | got to know everyone in the
club that could help me, and if she saw me dacking, I'd hear it
from her. | helped her on the golf course, and she, in appreciation
of my efforts and the care | bestowed upon her, helped me in life.
She provided me with a simple but profound lesson about the
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power of generosity. When you help others, they often help you.
Reciprocity is the gussied-up word people use later in life to
describe this agdess principle. | just knew the word as"care.” We
cared for each other, so we went out of our way to do nice things.

Because of those days, and specificdly that lesson, | came to
redlize that first semester at business school that Harvard's hyper-
competitive, individualistic students had it al wrong. Success in
any field, but especialy in business, is about working with people,
not against them. No tabulation of dollars and cents can account
for one immutable fact: Business is a human enterprise, driven
and determined by people.

It wasn't too far into my second semester before | started jok-
ingly reassuring mysdf, "How on earth did dl these other people
get in here?'

What many of my felow students lacked, | discovered, were
the skills and strategies that are associated with fostering and
building relationships. In America, and especidly in business,
we're brought up to cherish John Wayne individualism. People
who consciously court others to become involved in their lives are
seen as schmoozers, brown-nosers, smarmy sycophants.

Over the years, | learned that the outrageous number of mis-
perceptions clouding those who are active relationship-buildersis
equaled only by the misperceptions of how relationship-building
is done properly. What | saw on the golf course—friends helping
friends and families helping families they cared about—had noth-
ing to do with manipulation or quid pro quo. Rarely was there any
running tally of who did what for whom, or strategies concocted
in which you givejust so you could get.

Over time, | came to see reaching out to people as a way to
make a difference in people's lives as well as away to explore and
learn and enrich my own; it became the conscious construction of
my lifés path. Once | saw my networking efforts in this light, |
gave mysdf permission to practice it with abandon in every part
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of my professional and persona life. | didn't think of it as cold and
impersonal, theway | thought of "networking." | was, instead, con-
necting—sharing my knowledge and resources, time and energy,
friends and associates, and empathy and compassion in a contin-
ual effort to provide value to others, while coincidentally increas-
ing my own. Like business itsdf, being a connector is not about
managing transactions, but about managing relationships.

People who ingtinctively establish a strong network of rela-
tionships have dways created great businesses. If you strip busi-
ness down to its basics, it's ill about people sdlling things to other
people. That idea can get lost in the tremendous hubbub the busi-
ness world perpetually stirs up around everything from brands
and technology to design and price considerations in an endless
search for the ultimate competitive advantage. But ask any accom-
plished CEO or entrepreneur or professiona how they achieved
their success, and | guarantee you'll hear very little business jar-
gon. What you will mostly hear about are the people who hel ped
pave their way, if they are being honest and not too caught up in
their own success.

After two decades of successfully applying the power of rela
tionships in my own life and career, I've come to believe that con-
necting is one of the most important business—and life—skill
sets you'll ever learn. Why? Because, flat out, people do business
with people they know and like. Careers—in every imaginable
field—work the same way. Even our overall well-being and sense
of happiness, as a library's worth of research has shown, is dic-
tated in large part by the support and guidance and love we get
from the community we build for ourselves.

It took me a while to figure out exactly how to go about con-
necting with others. But | knew for certain that whether | wanted
to become president of the United States or the president of alocal
PTA, there were a lot of other people whose help | would need
along the way.



Becoming aMambe' of the Club 9

Self-Help: A Misnomer

How do you turn an aspiring contact into a friend? How can
you get other people to become emotionally invested in your
advancement? Why are there some lucky schmoswho dways leave
business conferences with months' worth of lunch dates and a
dozen potential new associates, while others leave with only indi-
gestion? Where are the places you go to meet the kind of people
who could most impact your life?

From my earliest days growing up in Latrobe, | found mysdlf
absorbing wisdom and advice from every source imaginable—
friends, books, neighbors, teachers, family. My thirst to reach out
was almost unquenchable. But in business, | found nothing came
close to the impact of mentors. At every stage in my career, |
sought out the most successful people around me and asked for
their help and guidance.

| first learned the value of mentors from alocal lawvyer named
George Love. He and the town's stockbroker, Walt Saling, took me
under their wings. | was riveted by their stories of professiond life
and their nuggets of street-smart wisdom. My ambitions were
sown in the fertile soil of George and Walt's rambling business
escapades, and ever since, 1've been on the lookout for others who
could teach or inspire me. Later in life, as | rubbed shoulders with
business leaders, store owners, politicians, and movers and shak-
ers of dl stripes, | started to gain a sense of how our country's
most successful people reach out to others, and how they invite
those people's help in accomplishing their godls.

| learned that real networking was about finding ways to make
other people more successful. It was about working hard to givemore
than you get. And | cameto believe that there was alitany of tough-
minded principles that made this softhearted philosophy possible.

These principles would ultimately help me achieve things |
didn't think | was capable of. They would lead me to opportunities
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otherwise hidden to a person of my upbringing, and they'd come
to my aid when | faled, as we dl do on occason. That aid was
never in more dire need than during my first job out of business
school at Deloitte & Touche Consulting.

By conventional standards, | was an avful entry-level consult-
ant. Put mein front of a spreadsheet and my eyes glaze over, which
is what happened when | found mysdf on my first project, hud-
dled in a cramped windowless room in the middle of suburbia,
files stretching from floor to ceiling, poring over a sea of datawith
a few other first-year consultants. | tried; | redly did. But | just
couldn't. I was convinced boredom that bad was lethal.

| was clearly well on my way to getting fired or quitting.

Luckily, |1 had already applied some of the very rules of net-
working that | was gill in the process of learning. In my spare time,
when | wasn't painfully attempting to analyze some data-ridden
workshest, | reached out to ex-classmates, professors, old bosses,
and anyone who might stand to benefit from a relationship with
Delaitte. | spent my weekends giving speeches at small conferences
around the country on avariety of subjects | had learned at Har-
vard mostly under the tutelage of Len Schlessinger (to whom | owe
my spesking style today). All this in an attempt to drum up both
business and buzz for my new company. I had mentors throughout
the organization, including the CEO, Pat Loconto.

Still, my first annual review was devastating. | received low
marks for not doing what | was asked to do with the gusto
and focus that was expected of me. But my supervisors, with
whom | had already developed relationships and who were aware
of dl my extracurricular activities, had another idea. Together, we
cooked up ajob description that previoudy did not exist at the
company.

My mentors gave me a $150,000 expense account to do what |
had already been doing: developing business, representing the
firm with speaking engagements, and reaching out to the press
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and business world in ways that would strengthen Deloitte's pres-
ence in the marketplace. My supervisors bdief in me paid of.
Within a year, the company's brand recognition in the line of
business on which | focused (reengineering) moved from bottom
of the consulting pack to one of the top of the industry, achieving
a growth rate the company had never known (though, of course,
it wasn't dl my doing). | went on to become the company's chief
marketing officer and the youngest person ever tapped for part-
ner. And | was having a blast—the work was fun, exciting, inter-
esting. Everything you could want in ajob.

While my career was in full throttle, in someways it dl seemed
like alucky accident. In fact, for many years, | couldn't see exactly
where my professional trajectory would take me—after Deloitte, a
crazy quilt of top-level jobs culminating in my founding my own
company. It's only today, looking in the rearview mirror, that it
makes enormous sense.

From Deloitte, | became the youngest chief marketing officer
in the Fortune 500 at Starwood Hotel & Resorts. Then | went on
to become CEO of a Knowledge Universe (Michad Milken)-
funded video game company, and now, founder of my own com-
pany, Ferrazzi Greenlight, a sdles and marketing consulting and
training firm to scores of the most prestigious brands, and an
advisor to CEQOs across the world. | zigged and zagged my way to
the top. Every time | contemplated a move or needed advice, |
turned to the circle of friends | had created around me.

At first | tried to draw attention away from my people skills for
fear that they were somehow inferior to other more "respectable”
business abilities. But as | got older, everyone from well-known
CEOs and politicians to college kids and my own employees came
to me asking for advice on how to do those things | had dways
loved doing. Crain's magazine listed me as one of the forty top
business leaders under forty, and the World Economic Forum
labeled me as a "Globa Leader of Tomorrow." Senator Hillary
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Clinton asked me to use my connecting skills to raise money for
her favorite nonprofit organization, Save Americas Treasures.
Friends and CEQOs of Fortune 500 companies asked if | could help
them throw more intimate dinner parties for their lead prospects
and clients in key regions of the country. MBA students sent me
e-mails hungry to learn the people sKills their business schools
weren't teaching them. Those turned into formal training courses
now taught at the most prestigious MBA programs in America

The underlying "softer” skills | used to arrive at my success, |
learned, were something others could benefit from learning.

Of course, building aweb of relationships isn't the only thing
you need to be successful. But building a career, and alife, with the
help and support of friends and family and associates has some
incredible virtues.

1. It's never boring. Time-consuming, sometimes; demanding,
perhaps. But dull, never. Youre dways learning about yoursdf,
other people, business, and the world, and it feds great.

2. A relationship-driven career is good for the companies you
work for because everyone benefits from your own growth—
it's the value you bring that makes people want to connect with
you. You fed sdatisfaction when both your peers and your
organization share in your advancement.

3. Connecting—with the support, flexibility, and opportunities
for self-development that come along with it—happens to
make a great deal of sensein our new work world. The loyalty
and security once offered by organizations can be provided by
our own networks. Lifetime corporate employment is dead;
were dl free agents now, managing our Own careers across
multiple jobs and companies. And because today's primary
currency isinformation, awide-reaching network is one of the
surest ways to become and remain thought leaders of our
respectivefields,



Becoming aMember of the Club 13

Today, | have over 5000 people on my Pam who will answer
the phonewhen | cal. They are there to offer expertise, jobs, help,
encouragement, support, and yes, even care and love. The very
successful people | know are, as a group, not especidly talented,
educated, or charming. But they dl have a circle of trustworthy,
talented, and inspirational people whom they can cdl upon.

All of this takes work. It involves alot of sweat equity, just as it
did for me back in the caddie yard. It means you have to think
hard not only about yourself but about other people. Once you're
committed to reaching out to others and asking for their help at
being the best at whatever you do, you'll redlize, as | have, what a
powerful way of accomplishing your gods this can be. Just as
important, it will lead to a much fuller, richer life, surrounded by
an ever-growing, vibrant network of people you care for and who
care for you.

This book outlines the secrets behind the success of so many
accomplished people; they are secrets that are rarely recognized
by business schools, career counselors, or therapists. By incorpo-
rating the ideas | discuss in this book, you too can become the
center of a circle of relationships, one that will help you succeed
throughout life. Of course, I'm a bit of a fanatic in my efforts to
connect with others. | do the things I'm going to teach you with a
certain degree of, well, exuberance. But by ssimply reaching out to
others and recognizing that no one does it alone, | believe you'll
See astounding results, quickly.

Everyone has the capacity to be a connector. After dl, if a
country kid from Pennsylvania can make it into the "club,” so
can youl.

Seeyou there.



CHAPTER 2

Don't Kegp Score

Thereisno such thing asa"sdf-made’ man. We are made up of
thousands of others. Everyone who has ever done akind deed for
us, or gpoken oneword of encouragement to us, has entered into
the make-up of our character and of our thoughts, aswdl asour
SUCCESS.

—GEORGE BURTON ADAMS

hen | give talks to college and grad students, they dways

ask me, What are the secrets to success? What are the
unspoken rules for making it big? Preferably, they'd like my
response wrapped up in atight package and tied with a neat little
bow. Why not? | wanted the same thing at their age.

"So you want the inside scoop,” | respond. "Fair enough. I'll
sum up the key to success in one word: generosity.”

Then | pause, watching the faces of the kids in the crowd as
they look back at me with quizzical expressions. Haf the group
thinks I'm about to tell them a joke; the other haf thinks they
would have been better off getting a beer rather than attending
my talk.

| go on to explain that when | was young, my father, a Pennsyl-
vania steelworker, wanted more for me than he ever had. And
he expressed this desire to a man whom up until that moment
he had never met, the CEO of his company, Alex McKenna
Mr. McKenna liked my dad's moxie and helped me get a scholar-
ship to one of the best private schools in the country, where he was
atrustee.
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Later, Else Hillman, chairwoman of the Pennsylvania Repub-
lican Party, whom | first met after she read in the New York Times
about my unsuccessful bid for New Haven City Council in my
sophomore year at Yde, lent me money and advice and encour-
aged me to attend business school.

By the time | was your age, | tell the students, | had been
afforded one of the best educational opportunities in the world,
almost purely through the generosity of others.

"But,” | continue, "here's the hard part: You've got to be more
than willing to accept generosity. Often, you've got to go out and
as for it."

Now | get that look of instant recognition. Almost everyonein
the room has had to reach out for help to get ajob interview, an
internship, or some free advice. And most have been reluctant to
ask. Until you become as willing to ask for help as you are to give
it, however, you are only working half the equation.

That's what | mean by connecting. It's a constant process
of giving and receiving—of asking for and offering help. By
putting people in contact with one another, by giving your time
and expertise and sharing them fredy, the pie gets bigger for
everyone.

This karma-tinged vision of how things work may sound naive
to those who have grown cynica of the business world. But while
the power of generosity is not yet fully appreciated, or applied, in
the halls of corporate America, its value in the world of networks
IS proven.

For example, | enjoy giving career advice and counseling. It's
amost a hobby. I've done this with hundreds of young people,
and | get enormous satisfaction hearing from them later on as
thelir careers progress. There aretimeswhen | can amake abig dif-
ference in ayoung person'slife. | can open adoor or place acadl or
St up an internship—one of those simple acts by which destinies
are altered. But too often the offer is refused.
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The recipient will sy, "Sorry, but | can't accept the favor
because I'm not sure I'll ever be able to repay you"; or "I'd rather
not be obligated to anyone, so I'll haveto pass." Sometimes, they'll
ingst right there and then that they return the favor somehow. To
me, nothing is as infuriating as encountering such blindness
about how things work. Nor isit, as one might assume, a genera
tional issue. I've gotten similar reactions from people of dl ages
and in dal walks of life.

A network functions precisely because there's recognition of
mutual need. There's an implicit understanding that investing
time and energy in building persona relationships with the
right people will pay dividends. The majority of "one percenters,”
as | cdl the ultra-rich and successful whom many of my mentees
aspire toward, are one percenters because they understand this
dynamic—because, in fact, they themselves used the power of
their network of contacts and friends to arrive at their present
station.

But to do so, first you have to stop keeping score. You can't
amass a network of connections without introducing such con-
nections to others with equa fervor. The more people you help,
the more help you'll have and the more help you'll have helping
others. It'slike the Internet. The more peoplewho have access, and
useit, the more valuable the Internet becomes. | now have a smdll
army of former mentees, succeeding in any number of industries,
helping me to mentor the young people that come to me today.

Thisis not softhearted hokum; it's an insight that hard-headed
business people would do wdl to take serioudy. We live in an
interdependent world. Flattened organizations seek out strategic
aliances at every turn. A growing pool of free agents are finding
they need to work with others to accomplish their gods. More
than ever before, zero-sum scenarios where only one party wins
often mean, in the long run, that both parties will lose. Win/win
has become a necessary redlity in a networked world. In a hyper-
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connected marketplace, cooperation is gaining ground on compe-
tition.

The game has changed.

In 1956, William Whyte's bestselling book The Organization
Man outlined the archetypal American worker: We donned our
gray suit for alarge corporation, offering our loyalty in exchange
for job security. It was glorified indentured servitude, with few
options and few opportunities. Today, however, employers offer
little loyaty, and employees give none. Our careers aren't paths so
much as landscapes that are navigated. We're free agents, entre-
preneurs, and intrapreneurs—each with our own unique brand.

Many people have adapted to these new times with the belief
that it's gill a dog-eat-dog world, where the meanest, baddest
dog in the neighborhood wins. But nothing could be further from
the truth.

Where employees once found generosity and loyalty in the
companies we worked for, today we must find them in a web of
our own relationships. It isn't the blind loyalty and generosity we
once gave to a corporation. It's a more persona kind of loyalty
and generosity, one given to your colleagues, your team, your
friends, your customers.

Today, we need each other more than ever.

Sadly, plenty of people still function asif it were 1950. We have
atendency to romanticize independence. Most business literature
gtill views autonomy as avirtue, as though communication, team-
work, and cooperation were lesser values. To such thinkers, inter-
dependence is just a variation of outright dependence. In my
experience, such aview is a career-killer.

Autonomy is alife vest made out of sand. Independent people
who do not have the ills to think and act interdependently may
be good individual producers, but they won't be seen as good
leaders or team players. Their careerswill begin to stutter and stall
before too long.
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Let me give you an example. When | was at Deloitte, | was
working on a project for the largest HMO in the country, Kaiser
Permanente, forcing me to travel between their two headquarters
in San Francisco and Los Angeles, and back to my home in
Chicago on the weekend.

It was clear to me early on that | hoped to use the consulting
world as a gateway into some other field. Since | was in Los Ange-
les, | wondered how | might begin to create inroads into the enter-
tainment industry. | wasn't looking to accomplish anything in
particular; | just knew that | was interested in the industry, and
when the day came to move on, | wanted to break into Hollywood
without having to deliver some agent's mail.

Ray Galo, my best friend from my undergraduate days, was
practicing law in Los Angeles, so | caled him to get some advice.

"Hey, Ray. Who do you know in the entertainment world that
| can talk to for some advice about breaking into the industry?You
know any people who'd be open for a short lunch?"

"There's a guy named David who | know through mutual
friends who aso went to HBS. Give him acdl.”

David was a smart entrepreneur doing some creative deds in
Hollywood. In particular, he had a close connection with a senior
executive a one of the studios whom he had dso gone to school
with. | was hoping | might get achanceto get to know both of them.

David and | met for a cup of coffee a an outdoor cafe in Santa
Monica. He was dressed in very dapper casud L.A. attire. | wore a
suit and tie, befitting the buttoned-down Midwestern consultant
that | was at the time.

After agood ded of back-and-forth, | asked David a question.

"I'm thinking about transitioning into the entertainment
industry at some point. Is there anyone you know who you think
could lend some helpful advice?' | was a good friend of a close
friend of his. This seemed like a mild request given the strength of
our meeting.
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"I do know somebody," hetold me. "Sheis a senior executive at
Paramount."

"Great, 1'd love to meet her,” | sad excitedly. "Is there any
chance of arranging a quick introduction? Maybe you could pass
on an email?'

"l can't," he told me flatly. | was shocked, and my face showed
it. "Keith, here's the situation. It's likely that at some point I'm
going to need something from this person or want to ask a per-
sona favor. And I'm just not interested in using the equity that |
have with this individua on you, or anyone else, for that matter. |
need to save that for mysdf. I'm sorry. | hope you understand.”

But | didn't understand. | still don't. His statement flew in the
face of everything | knew. He thought of relationships as finite,
like a pie that can only be cut into so many pieces. Teke a piece
away, and there was that much less for him. | knew, however, that
relationships are more like muscles—the more you work them,
the stronger they become.

If I'm going to take the time to meet with somebody, I'm going
to try to make that person successful. But David kept score. He
saw every socid encounter in terms of diminishing returns. For
him, there was only so much goodwill available in a relationship
and only so much collateral and equity to burn.

What he didn't understand was that it's the exercising of equity
that builds equity. That's the big "ah-ha' that David never seemed
to have learned.

Jack Pidgeon, the headmaster of the Kiski School in southwest-
ern Pennsylvania, where | went to high school, taught me that les-
son. He'd built an entire institution on his asking people not
"How can you help me?' but "How can | help youT

One of the many times Jack came to my aid was when | was a
sophomore in college. I'd been enlisted to work during the sum-
mer for awoman who was running for Congress against a young
Kennedy. Running against a Kennedy in Boston, and for Jack
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Kennedy's former congressional seat to boot, was for many people
alost cause. But | was young and naive and ready for battle.

Unfortunately, we barely had time to don our armor before we
were forced to wave the white flag of surrender. A month into the
campaign, we ran out of money. Eight other college kids and |
were literaly thrown out of our hotel room, which doubled as our
campaign headquarters, in the middle of the night by a genera
manager who had not been paid in too long a time.

We decided to pack our duffd bags into arented van, and not
knowing what dse to do, we headed to Washington, D.C. We
innocently hoped we could latch onto another campaign. Boy, we
were green.

In the middle of the night, at some anonymous rest stop on the
way to Washington, | called Mr. Pidgeon from a pay phone. When
| told him about our situation, he chuckled. Then he proceeded to
do what he has done for severd generations of Kiski aums. He
opened his Rolodex and started making calls.

One of those people he called was Jm Moore, a Kiski alum
who was the former Assistant Secretary of Commerce in the Rea
gan administration. By the time our caravan of lost souls made it
to D.C, we dl had places to stay and we were on our way to get-
ting summer jobs. I'm pretty sure that Mr. Pidgeon had made a
few similar cdls for Jm in his day.

Mr. Pidgeon understood the value of introducing people to
people, Kiski boy to Kiski boy. He knew not only the impact it
would have on our individua lives, but that the loyaty such acts
engender would ultimately reap rewards for the nearly bankrupt,
small, five-building facility in southwestern Pennsylvania he was
trying to establish.

And so it has. Jm and | are now on the Board of Directors at
our dmamater. And if you were around when Jack first took over
the school, today you'd barely recognize the place, with its ski
dopes, golf course, fine arts center, and the sort of sophisticated
technology that makes it look like some midwestern MIT.
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My point is this. Relationships are solidified by trust. Institu-
tions are built on it. You gain trust by asking not what people can
do for you, to paraphrase an earlier Kennedy, but what you can do
for others.

In other words, the currency of rea networking is not greed
but generosity.

When | 1ook back on dl the people who have taught me invalu-
able lessons about creating lasting relationships—my father, Else,
my mentees and the college kids | spesk with, Ray, Mr. Pidgeon, the
people I've worked with—I come away with several fundamental
insights and observations:

1. Yederday we had the new economy. Today we have the old
economy (again!), and no one can predict what's going to be
thrown at us next. Business cycles ebb and flow; your friends
and trusted associates remain. A day might well come when
you step into your bosss office some afternoon to hear, "I'm
sorry to have to tel you this, but..." Tough day, guaranteed.
The experience will be awhole ot easier to handle, however, if
you can make afew cdls and wak into someone's office soon
after to hear, "I've been waiting for this day to come for a long
time. Congratulations ..."

Job security? Experience will not save you in hard times,
nor will hard work or talent. If you need ajob, money, advice,
help, hope, or ameans to make a sde, there's only one surefire,
fal-safe place to find them—uwithin your extended circle of
friends and associates.

2. There's no need to ponder whether it's their lunch or yours.
There's no point in keeping track of favors done and owed.
Who cares?

Would it surprise you if | told you "Hollywood" David
isn't doing that well any longer? David hoarded the relational
equity he had until he eventually looked around and discov-
ered there was nothing more to hoard. Ten years after | met
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him at that Santa Monica cafe, | haven't heard from him. In
fact, no one dse | know has heard from him either. Like so
many industries, entertainment is a small world.

Bottom line: It's better to give before you receive. And

never keep score. If your interactions are ruled by generosity,
your rewards will follow suit.
The business world is a fluid, competitive landscape; yester-
day's assistant is today's influence peddler. Many of the young
men and women who used to answer my phones now thank-
fully take my calls. Remember, it's easier to get ahead in the
world when those below you are happy to help you get ahead,
rather than hoping for your downfall.

Each of usis now a brand. Gone are the days where your
value as an employee was linked to your loyalty and seniority.
Companies use branding to develop strong, enduring relation-
ships with customers. In today's fluid economy, you must do
the same with your network.

| would argue that your relationships with others are your
finest, most credible expression of who you are and what you
have to offer. Nothing ese compares.

Contribute. It's like Miracle-Gro for networks. Give your time,
money, and expertise to your growing community of friends.
In thinking about what Jack Pidgeon did for me and countless
others, and the legacy he will leave behind because of it, I've
become more convinced than ever that sharing what I've
learned from him about reaching out to others is the greatest
way to repay my former headmaster. Thanks again, Mr.
Pidgeon.



CHAPTER 3

What's Y our Mission?

"Would you tell me, please, which way | ought to go from here?'
"That depends agood ded on where you want to get to,” said
the Cat.
"l don't much carewhere—" sad Alice
"Then it doesn't matter which way you go," sad the Cat.

—Alice's Adventures in Wonderland BY LEWIS CARROLL

D 0 you want to become a CEO or a senator? Rise to the top of
your profession or to the top of your child's school board?
Make more money or more friends?

The more specific you are about what you want to do, the eas-
ier it becomes to develop a strategy to accomplish it. Part of that
strategy, of course, is establishing relationships with the people in
your universe who can help you get where you're going.

Every successful person I've met shared, in varying degrees, a
zed for god setting. Successful athletes, CEOs, charismatic lead-
ers, rainmaking salespeople, and accomplished managers dl know
what they want in life, and they go after it.

As my dad used to sy, no one becomes an astronaut by
accident. Luck has little to do with achievement, as a study cited
in Success magazine makes clear. In the study, researchers asked
Ydes dlass of 1953 a number of questions. Three had to do with
gods.

Have you set gods?

Have you written them down?

Do you have a plan to accomplish them?
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It turned out that only 3 percent of the Yde class had written
down their godls, with a plan of action to achieve them. Thirteen
percent had gods but had not written them down. Fully 84 per-
cent had no specific gods at al, other than to "enjoy themselves."

In 1973, when the same class was resurveyed, the differences
between the goa setters and everyone dse were stunning. The 13
percent who had goals that were not in writing were earning, on
average, twice as much as the 84 percent of students who had no
gods at al. But most surprising of al, the 3 percent who had writ-
ten their gods down were earning, on average, ten times as much
as the other 97 percent of graduates combined!

My own focus on goa setting started early. As a Yde under-
grad, | thought | wanted to become a politician, a future governor
of Pennsylvania. (I really was that specific, and that naive.) But |
learned that the more concrete my goal, the more | could accom-
plish toward it. In my sophomore year, | became chairman of
Ydes political union, where so many alumni had cut their teeth
before going on to careers in politics. When | became interested in
joining a fraternity, 1 didn't smply join the first organization
available to me. | researched which fraternity had the most active
politicians as alumni. Sigma Chi had a rich tradition and an
alumni roster of impressive leaders. But the fraternity wasn't char-
tered a Yde at that time. So we founded a chapter.

Eventually | ran for New Haven City Council. | lot, but in the
process met everyone from William F. Buckley and Governor of
Pennsylvania Dick Thornburg to the president of Yde Bart Gia-
matti. | made regular visits to see Bart up until he died; he was a
virtual oracle of advice and contacts for me. Even then, | recog-
nized how something as simple as a clearly defined goa distin-
guished me from dl those who simply floated through school
waiting for things to happen. Later, | would apply this insight with
even more vigor.

At Deloitte & Touche, for example, it was one of the ways |
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differentiated mysdf from the other postgrad consultants. | knew
| needed a focus, a direction that | could pour my energies into.
An article by Michael Hammer that | read in business school gave
me that focus. Coauthor of Reengineering the Corporation, Ham-
mer's ideas were taking the business world by storm and were on
the verge of creating a new segment for consulting services.

Here was a chance to become an expert on a relatively new
body of knowledge and research that was quickly becoming in hot
demand. | read dl the case studies and attended every conference
or lecture | could. Wherever Michael Hammer was, there was I.
Over time, he thankfully saw me less as a stalker and more as a
pupil and friend. My access to Michael Hammer, and my growing
knowledge in the field, helped me broker a much stronger rela
tionship between my company and one of the business world's
most influential and respected thinkers. Publicity and profits fol-
lowed for Deloitte as they became a company at the forefront of
the reengineering movement. And with that success, my career,
which had once been on shaky ground, began to soar.

Countless books have been written about god setting over
the last few decades. Yes it redly is that important. Over the years,
I've refined my own goal-setting process into three steps. But
the key isto make setting gods a habit. If you do that, god setting
becomes a part of your life. If you don't, it withers and dies.

Step One: Find Your Passion

The best definition of a "goal" I've ever heard came from an
extraordinarily successful saleswvoman | met at a conference who
told me, "A god is adream with a deadline." That marvelous defi-
nition drives home avery important point. Before you start writ-
ing down your goals, youd better know what your dream is.
Otherwise, you might find yourself headed for a destination you
never wanted to get to in the first place.
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Studies indicate that wdl over 50 percent of Americans are
unhappy at work. Many of these people are doing well, but they
are doing well a something they don't enjoy. How we got our-
sves into such a situation isn't difficult to understand. People get
overwhelmed by the decisions they have to make about their jobs,
their families, their businesses, their futures. There are too many
choices, it seems. We end up shifting our focus to talents we don't
have and careers that don't quite fit. Many of us respond by sm-
ply faling into whatever comes down the pike without ever asking
ourselves some very important questions.

Have you ever sat down and thought seriously about what you
truly love? What you're good &? What you want to accomplish in
life? What are the obstacles that are stopping you? Most people
don't. They accept what they "should" be doing, rather than take
the time to figure out what they want to be doing.

We dl have our own loves, insecurities, strengths, weaknesses,
and unique capabilities. And we have to take those into account in
figuring out where our talents and desires intersect. That intersec-
tion iswhat | cdl your "blue flame"—where passion and ability
come together. When that blue flame is ignited within a person, it
is a powerful force in getting you where you want to go.

| think of the blue flame as a convergence of mission and pas-
sion founded on a redistic self-assessment of your abilities. It
helps determine your lifés purpose, from taking care of the d-
derly to becoming a mother, from being a top engineer to becom-
ing a writer or a musician. | believe everyone has a distinct
mission inside of him or her, one that has the capacity to inspire.

Joseph Campbell, who coined the phrase "follow your bliss' in
the early 1900s, was agraduate student at Columbia University. His
blue flame, he decided, was the study of Greek mythology. When
he was told there was no such mgjor, he devised his own plan.

After graduation, he moved into a cabin in Woodstock, New
York, where he did nothing but read from nine in the morning
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until sx or seven each night for five years. There isn't exactly a
career track for lovers of Greek myth. Campbell emerged from the
woods a very, very knowledgeable man, but he sill had no clue
what to do with his life. He persisted in following his love of
mythology anyway.

The people who met him during this time were astonished by
his wisdom and passion. Eventualy, he was invited to speak at
Sarah Lawrence College. One lecture led to another, until finaly,
when Campbell looked up one day twenty-eight years later, he was
a famous author and professor of mythology, doing what he
loved, at the same school that had given him hisfirst break. "If you
follow your bliss, you put yourself on akind of track that has been
there dl the while, waiting for you, and the life that you ought to
beliving is the oneyou are living."

So how do you figure out your bliss?

Campbell believed that deep within each person, there's an
intuitive knowledge of what she or he wants most in life. We only
have to look for it.

Well, | agree with Dr. Campbell. All good decisions, I'm con-
vinced, come from good information. Deciding on your passion,
your bliss, your blue flameis no different. There are two aspects to
getting good information. One part comes from within you; the
other part comes from those around you.

1. Look inside

There are many ways to conduct a self-assessment of your goas
and dreams. Some people pray. Others meditate or read. Some
exercise. A few seek long periods of solitude.

The important thing when conducting an internal review is to
do without the constraints, without the doubts, fears, and expec-
tations of what you "should" be doing. You have to be able to set
aside the obstacles of time, money, and obligation.
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When I'm in the right frame of mind, | start to create alist of
dreams and goals. Some are preposterous; others are overly prag-
matic. | don't attempt to censure or edit the nature of the lis—I
put anything and everything down. Next to that first list, | write
down in a second column dl the things that bring me joy and
pleasure: the achievements, people, and things that move me. The
clues can be found in the hobbies you pursue and the magazines,
movies, and books you enjoy. Which activities excite you the
most, where you don't even notice the hours that pass?

When I'm done, | start to connect these two lists, looking for
intersections, that sense of direction or purpose. It's asimple exer-
cise, but the results can be profound.

2. Look outside

Next, ask the people who know you best what they think your
greatest strengths and weaknesses are. Ak them what they admire
about you and what areas you may need help in.

Before long, you'll find that the information you're getting
from your own review and the input you receive from others will
lead you to some very concrete conclusions about what your mis-
sion or direction should be.

Some of the business world's toughest CEOs and entrepre-
neurs are big believers in this notion of the blue flame—although
they probably don't cdl it that.

James Champy, celebrated consultant and coauthor of Reengi-
neering the Corporation, clams that success isfirst and foremost a
matter of our dreams. In his book The Arc of Ambition, Champy
found that the abilities of successful leaders like Ted Turner, Michee
Ddl, and Jack Welch are lessimportant than the fact that each shares
aclearly defined mission that drives him in dl that he does.

When Champy asked Michael Dl where he found the ambi-
tion to build Dell computers, the CEO started to talk about busi-
ness cycles and technology. Then he stopped.
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"You know where | think the dream redly came from?' he said.
He described driving to school through the suburbs of Houston
and ogling the office buildings with their great flagpoles. Dell
wanted aflagpole. He wanted that kind of presence. To him, it was
a symbol of success, and it drove him to envision starting up his
own company before he could legdly order a drink. Today, he has
three flagpoles. I've spoken to Michael a number of times about
his strategy at Dell, and it's amazing how each and every time this
dream comes through clearly.

Human ambitions are like Japanese carp; they grow propor-
tional to the sze of their environment. Our achievements grow
according to the sze of our dreams and the degree to which we are
in touch with our mission.

Coming up with goals, updating them, and monitoring our
progress in achieving them is less important, | believe, than the
process of emotionally deciding what it is you want to do.

Does that mean a hopeless dreamer could have run GE as well
as Neutron Jack? Of course not. The transformation of a dream
into reality requires hard work and discipline.

"Welch might resent the fact that | say, 'Jack, you're adreamer,™
says Champy. "But the truth is he's a disciplined dreamer. He has
the ability and sensibility that dlows him to wak into various
industries and see where the opportunities are.”

Disciplined dreamers dl have one thing in common: a mis-
sion. The mission is often risky, unconventional, and most likely
tough as hell to achieve. But it is possible. The kind of discipline
that turns a dream into a mission, and a mission into a redlity,
realy just comes down to a process of setting godls.

Step Two: Putting Goalsto Paper

Turning a mission into a reality does not "just happen.” It is
built like any work of art or commerce, from the ground up. First,
it must be imagined. Then, one needs to gather the skills, tools,
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and materials needed. It takes time. It requires thought, determi-
nation, persistence, and faith.

Thetool | useis something | cal the Networking Action Plan.

The Plan is separated into three distinct parts: The first part is
devoted to the development of the goas that will help you fulfill
your mission. The second part is devoted to connecting those gods
to the people, places, and things that will help you get the job done.
And the third part hel ps you determine the best way to reach out to
the people who will help you to accomplish your goals.

It's a bare-bones, straightforward worksheet, but it has been
extraordinarily helpful to me, my sdes g&f, and many of my
friends.

In thefirst section, | list what 1'd like to accomplish three years
from today. | then work backward in both one-year and three-
month increments to develop mid- and short-term gods that will
help me reach my mission. Under each time frame, | create an "A"
and a"B" god that will meaningfully contribute to where | want
to be three years from now.

A closefriend, Jamie, offers a good example of how this works.
Jamie was struggling to find direction in her life. She had gradu-
ated with a Ph.D. in history from Harvard, thinking she'd become
a professor. But she found academia too duffy. She gave business
a shot, but found the world of commerce unrewarding. So Jamie
spent several months living in Manhattan thinking about where
she was going in life, until it occurred to her that what she really
wanted to do was teach children.

| asked Jamie to give my Networking Action Plan atry. She was
skepticd at first. "That may be good for MBA types, but I'm not
sure it works for people like me" she insisted. Nonetheless, she
agreed to try it.

So she et about filling out the worksheet. Her "A" god three
years forward was to be a teacher. Her three-year "B" god was to
be a teacher in a well-respected district located in a place she
wanted to live. Then shefilledin his short-term A and B goals.
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In ninety days, she wanted to be wel on her way toward
becoming certified as a high school teacher, enrolling in some type
of program that would help professionals transition into the field
of education. In a year, she wanted to be teaching full-time; she
made alist of some of the best high schools in Manhattan that she
might enjoy working at.

In the second part of the Plan, broken up in similar timeincre-
ments, she had to name one or two people for each A and B god
who she thought could get her one step closer to making her god
aredity.

Jamie did her research and found the contact for a program
that places midcareer professionas into teaching positions. She
aso found out the names of the people at each of the best high
schools she had listed who were responsible for hiring. Findly, she
found the number for an organization that provides teaching cer-
tification courses.

Within a couple of weeks, Jamie was on her way. She started to
see the symbiotic relationship between god setting and reaching
out to the people who can help us achieve those goals. The more
she accomplished, the bigger her teaching network grew. The big-
ger her teaching network grew, the closer she came to accomplish-
ing her three-year goals.

Ultimately, the third stage helps you assess which of the strate-
gies I'll show you in the following chapters will be most successful.
With some people, it will require you cold-call them (which welll
talk more about later). Others you'll be able to reach through
friends of friends; sill others might best be acquainted through a
dinner party or conference. I'll teach you how to utilize dl these
methods and more.

Jamie is now a tenured high school history teacher in one of
the best high schools in the country, in Beverly Hills, California
And she loves the job.

This process can be used by amost anyone, whatever your
career. After completing the worksheet, you'll have a mission.
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Youll have the name of a flesh-and-blood person who can help
you take the next step in achieving that mission. And you'll have
one, or perhaps severa, ways to reach out to that person.

The purpose of thisexerciseisto show that thereisaprocess, a
system if you will, involved in building anetwork. It's not magical;
it's not reserved for a sdect few born with an inherent gift for
being social. Connecting with others really just involves having a
predetermined plan and carrying it out, whether you want to be a
ninth-grade history teacher or start your own business.

Moreover, you can apply the worksheet to every aspect of your
life: to expand your network of friends, further your education,
find alifelong partner, and search for spiritual guidance.

Once you have your plan, post it in a place (or places) where
youwill seeit on aregular basis. Shareyour godswith others. This
isvery powerful and perhaps one of the most rewarding aspects of
having clear goas—there are hidden opportunities waiting to be
accessed in everyone if you just tell them what you want.

Fill this sheet out now, before going on to the next chapter. |
like to keep some variation of it in my Palm to remind myself reg-
ularly what | need to be accomplishing, and whom | need to reach
out to. A few years ago, | laminated a smal version of the sheet
and kept it in my wallet.

But your goas must be in writing. Have the conviction to put
your intentions to paper. An unwritten wish is just a dream. In
writing, it's acommitment, agoal.

Here are afew other criteriato consider when filling out your
Networking Action Plan, or NAP:

* Your gods must be specific. Vague, sweeping gods are too broad
to be acted upon. They must be concrete and detailed. Know
what steps you'll take to achieve your god, the date by which it
will be accomplished, and the measurement you'll use to gauge
whether you've achieved the god or not. | tell my sadespeople
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that setting a god like "I'm going to have my best quarter ever”
is not enough. Will they make $100,000 or $500,000?

* Your gods must be believable. If you don't believe you can
reach them, you won't. If your god is to increase the revenues
of your business to five million dollars in ayear, and you only
achieve revenues of one million, you're setting yourself up for
fallure. Instead, set your god at half a million dollars for the
year—and beat the heck out of it.

* Your goals must be chalenging and demanding. Step out of
your comfort zone; set goals that require risk and uncertainty.
And when you achieve your goa, set another one. One of the
best salesmen I've ever met is a man my father knew named
Lyle, who sold books door-to-door. He would set annual sales
goals for himsdlf, write them down, and place them wherever
he could: in his wallet, on his refrigerator, in his desk.
Inevitably, he'd reach his goal months ahead of schedule. Then
he'd simply write down another one. The man was never satis-
fied. What matters is the god setting, Lyle would say, not the
god getting. He may have been the only door-to-door book
salesman in Pennsylvania—or anywhere ese, for that mat-
ter—who died arich man.

Next, take ACTIOM It's called a Networking Action Plan for a
reason. To prepare yourself to run a marathon, you must get out
there andjog every day. With a plan in place, it's up to you to start
reaching out. Every day!

Step Three: Create a Personal " Board of Advisors'

Godls, like everything dse | write about in this book, aren't
achieved alone. With a plan in place, you're going to need rein-
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forcement to stay focused. As in any business, even the best-
conceived plans benefit from external vetting.

It helps to have an enlightened counselor, or two or three, to
act as both cheerleader and eagle-eyed supervisor, who will hold
you accountable. | cal this group my Personal Board of Advisors.
They may be made up of family members; perhaps someone
who's been a mentor to you; even an old friend or two.

My board came to my own aid at a critical juncture in my
career after | left Starwood Hotels and Resorts, the company that
owns such brands as the W Hotel and the Westin. | was adrift. For
thefirst timein my life, | couldn't lay claim to atitle or ajob. | had
to reassess my mission.

| had come to Starwood from Deloitte to accept what was an
irresistible offer: to be the youngest chief marketing officer in a
Fortune 500 company (a god | had set for mysdlf three years ear-
lier) and reinvent the way an industry thought about marketing.

But my new job didn't go exactly as planned.

Juergen Bartels, the president at Starwood who recruited me,
promised to mentor me and pave my way toward becoming a
future leader of the company. My gods for the company were
large and required changing an entire company's way of thinking.

Up until that point, marketing in the hospitality industry was
aregiona afair, often left to individual hotels. But the cost of that
arrangement was alack of company-wide brand consistency. Our
plan was to consolidate our marketing functions under one roof
with a globa outlook. Rather than dlow each of our regions
around the world to set their own individual marketing strategies,
| wanted to centralize our marketing operations more in order to
clarify our message and create greater impact in the marketplace
with a cohesive brand. After dl, our primary customers—business
travelers—were increasingly global and expected consistency.

Shortly after 1 was hired, however, Juergen Bartels left the
company. Corporations, like any bureaucracy, tend to resst
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change, especidly when the change doesn't have the support of top
management. It became clear, a year into my job, that under the
latest president | wouldn't be able to garner the kind of support
within the company | needed for such aradical reorganization.

The new president made it clear that we would not be moving
forward with our plan to reorganize the marketing department.
The writing was on the wall for the plan and for me personally.
Without the go-ahead needed to make the kind of bold decisions
that | fet would ultimately lead to company success and a more
senior personal position, | knew | wouldn't be able to reach my
gods here.

| was shocked. | left work early that particular day and jogged
mile after mile through the beautiful paths of New York's Central
Park. Exercise has dways been arefuge where | do some of my best
thinking. But some ten mileslater, | was ill in shock.

The next morning, as | waked into the office, | knew that
my future was somewhere dse. All the accoutrements of a top
executive's life—the large, cushy office, the mahogany furniture,
the corporate jet, the fancy title on the door—meant nothing if |
couldn't implement the ideas that made work fun, creative, and
exciting. | officdly resigned soon &fter, and if | hadn't, | know |
wouldn't have been long for the company anyway.

It was time for me to establish a new goal. Should | seek out
another position as chief marketing officer, proving mysdf by
building bigger and better brands, striving for greater revenue
(and profits), and helping to turn a company into a brand icon?
Or should | st my sights even higher? My ultimate goa was to
become a CEO. But it seldom happens for those in marketing. |
had spent the greater part of my career convincing top manage-
ment that marketing can and should directly influence dl operat-
ing activities, yet | was not responsible for al of them.

To truly define the brand, the ultimate marketing job was to be
the CEO. If | chose the latter direction, what else did | need to



36 Never Ea Alone

learn to become CEO? What were my chances of getting such a
job? What sacrifices or risks were involved?

Honestly, these questions weren't clear to me at thetime. Inthe
wake of my disappointment, after years of go-go-go, | fdt lost. |
needed to figure out what | wanted to be al over again.

And | was scared. For thefirst time in ages, | had no company
to attach to my name. | loathed the thought of meeting new peo-
ple without a clear explanation of what | did.

Over the next few months, | had hundreds of conversations
with the people | trust. | took a Vipassana meditation retreat
where | sat for ten hours each day for ten days straight—in slence.
For aguy like me, who can't shut up, it was torture. | wondered if
| might fritter away dl my time thinking. | wondered if | should go
back to Pennsylvania and find a smaler pond to inhabit.

During that time | wrote a detailed twelve-page mission state-
ment asking such questions as What are my strengths? What are
my wesknesses? What are the various industry opportunities
avallable to me? | listed the venture capitalists | wanted to meet,
the CEOs | knew, the leaders | could turn to for advice, and the
companiesthat | admired. | |eft dl my options open: teacher, min-
ister, politician, chief executive officer. For each potential new
direction, | filled out a Networking Action Plan.

When everything was laid out, | reached out to my personal
board of advisors. | didn't have the qualifications to be appointed
a CEO with amgjor corporation. Yet when | looked inside mysdf,
that was exactly what | wanted to do.

Sitting down with Tad Smith, a publishing executive and one
of my best friends and advisors, | was told | had to get over the
prestige of working for a Fortune 500 company. If | wanted to be
CEOQ, | had to find a company | could grow with.

It was exactly the advice | needed to hear. | had been too
focused on big companies. While the dot-com crash had made
entering the digital world awhole lot less palatable, there were ill
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some very good companies in need of business fundamentals.
Now | knew this was where | needed to look, and | began refining
my action plan.

From that day on, many of the calls | made, and the meetings
and conferences | attended, were aimed at finding the right smal
company to cal home. Three months later, | had five job offers.

One of the people | reached out to was Sandy Climan, awell-
known Hollywood player who once served as Michadl Ovitz's
right-hand man at Creative Artists Agency and who then ran an
L.A.-based venture-capital firm called Entertainment Media Ven-
tures. | had gotten to know Sandy during my time with Deloitte,
when | was exploring paths into the entertainment world. Sandy
introduced me to the people at a company cdled YaYa one of the
investments in his firm's portfolio.

Yara was a marketing company pioneering the creation of
online games as advertising vehicles. They had agood concept and
the strength of committed employees and founders. They needed
a bigger vision to get the market's attention, some buzz for their
then-unknown product, and someone who could use dl that to
s, sl I

In November 2000, when the Ya¥a board offered me the CEO
position, | knew it was the right fit. The company was located in
Los Angeles, and it offered the sort of unconventional route into
the entertainment world | had been looking for and a chance to
bring my experience as a marketer to the CEO job.

If Virginia Can Do It, You Can Too

A few months ago, a friend of mine told me about a woman named
Virginia Feigles, who lived not too far away from where | grew up.
He had been inspired by her tale of triumph. Hearing her story, 1 felt
the same way.
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At forty-four, Feigles decided she no longer wanted to be a hair-
dresser; she wanted to be an engineer. From the get-go, there were
naysayers, people who insisted it couldn't be done. Their negativity
simply provided more fuel for her fire.

"l lost a lot of friends during this whole thing," Feigles says. "Peo-
ple become jealous when you decide to do what no one thought
you would, or could. You just have to push through."

Her adventure reads like a Cliffs Notes guide to career manage-
ment where a bold mission and a commitment to reach out to oth-
ers combine to create opportunities previously unavailable to a
high school graduate. It also conveys a harsh dose of reality:
Change is hard. You might lose friends, encounter seemingly insur-
mountable obstacles, and face the most troubling hurdle of all—
your own self-doubt.

Feigles had always planned to go to college. Raised by a single
mother in small-town Milton, Pennsylvania, the opportunities were
slim. She was married by seventeen and pregnant a year later. She
worked full time as a hairstylist in her husband's salon and raised
her only son. Twenty years went by. With her second divorce,
Feigles rethought her life. Growth, she reflected, came only from
change. And change came only from new goals.

She was working part-time as a secretary at the chamber of com-
merce when she realized life had more to offer. "I just thought, 'This
is stupid. Why am | on the wrong end of this? Not everyone who
has a Ph.D. in physics is Albert Einstein."

While it's true not every engineer is a genius, they all know alge-
bra—something Feigles couldn't claim. So she buckled down and
learned the subject within a few months.

After a summer stint at community college, she decided to apply
to a top-tier civil engineering school at Bucknell University. The
associate dean, Trudy Cunningham, didn't sugarcoat the situation.

"When she arrived, | told her that life was about to get hard.
She's an adult with a life, an apartment, a car, and she was com-
peting with kids who were living in dorms and having their meals
cooked."”

Luckily, Feigles had always been an avid connector all her life.
She was a member of a number of community organizations, serv-



What's Y our Mission?

ing on the boards of the YMCA, Milton Chamber of Commerce,
and Parks and Recreation Committee. She also had stints serving as
president of the Garden Club and the Milton Business Association.
She had supportive friends and advisors all around.

For the other students, the end of class meant keg parties and
football games. For her, it meant a night working at the salon fol-
lowed by grinding study sessions. Feigles doesn't remember a day
she didn't think of quitting.

She remembers getting back her first physics test. She failed.

"Another student thought it was the end of the world. | told her
not to worry, | wasn't about to commit suicide," she recalls with the
wry insight reserved for someone who's been through it. She ended
up with a C in the class.

Many sleepless nights and several Cs later, Feigles found herself
among 137 other engineers in the graduating class of 1999. No
one was more astonished than the graduate herself: "I just kept on
thinking, '‘What have | done?' And then repeating to myself, 'I've
done it, I've actually done it!""

With her goals completed, her network has grown—and not
only in terms of friends and new business contacts. Today, she's
newly married—to her former boss at the chamber of commerce—
and busy with a budding career at the state's Department of Trans-
portation. Recently she became chairperson of the Planning
Commission, where she used to take notes as a secretary.

Reaching your goals can be difficult. But if you have goals to
begin with, a realizable plan to achieve them, and a cast of trusted
friends to help you, you can do just about anything—even becom-
ing an engineer after the age of forty.

39
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CONNECTORS' HALL OF FAME PROFILE
Bill Clinton

"Know your mission in life."

In 1968, when William Jefferson Clinton was a Rhodes Scholar at
Oxford University, he met a graduate student named Jeffrey Stamps
at a party. Clinton promptly pulled out a black address book.
"What are you doing here at Oxford, Jeff?" he asked.

“I'm at Pembroke on a Fulbright,” Jeff replied. Clinton penned
"Pembroke" into his book, then asked about Stamps's undergradu-
ate school and his major. "Bill, why are you writing this down?"
asked Stamps.

“I'm going into politics and plan to run for governor of Arkansas,
and I'm keeping track of everyone | meet," said Clinton.

That story, recounted by Stamps, epitomizes Bill Clinton's forth-
right approach to reaching out and including others in his mission.
He knew, even then, that he wanted to run for office, and his sense
of purpose emboldened his efforts with both passion and sincerity.
In fact, as an undergraduate at Georgetown, the forty-second pres-
ident made it a nightly habit to record, on index cards, the names
and vital information of every person whom he'd met that day.

Throughout his career, Clinton's political aspirations and his abil-
ity to reach out to others have gone hand-in-hand. In 1984, when
he was governor of Arkansas, he attended, for the first time, a
national networking and thought leadership event called Renais-
sance Weekend in Hilton Head, South Carolina. Clinton secured
an invitation through his friend, Richard Riley, who was then gover-
nor of South Carolina. Attending Renaissance Weekend was like a
trip to a toy store for a guy like Clinton, who wasted no time meet-
ing others and making friends. Here's how a Washington Post arti-
cle from December 1992 describes Clinton in action at the event:

Many guests, reflecting on Clinton's presence, remember
images more than words: how he would roam from discus-
sion to discussion and take a spot at the side of the room,
leaning casually against the wall; how he would seem to
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know everyone, not just from their name tags, but remember
what they did and what they were interested in. "He hugs
you," said Max Heller, the former mayor of Greenville. "He
hugs you not only physically, but with a whole attitude."

What Heller is referring to is Clinton's unique ability to create an
almost instantaneous intimacy with whomever he's talking to. Clin-
ton doesn't just recall your personal information; he uses the infor-
mation as a means to affirm a bond with you.

From Clinton, two lessons are clear: First, the more specific you
are about where you want to go in life, the easier it becomes to
develop a networking strategy to get there.

Second, be sensitive to making a real connection in your inter-
actions with others. There is almost an expectation among us that
whoever becomes rich or powerful can be forgiven for high-handed
behavior. Clinton illustrates how charming and popular you can
become, and remain, when you treat everyone you meet with
sincerity.
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CHAPTER 4

Build It Before You Need It

Build alittle community of those you love and who love youl.

—MITCH ALBOM

Forget the images we dl have in our heads of the desperate,
out-of-work individuals scooping up every business card in
sight while fervently mingling at business conventions and job-
hunting events. The great myth of "networking” is that you start
reaching out to others only when you need something like a job.
In redlity, people who have the largest circle of contacts, mentors,
and friends know that you must reach out to others long before
you need anything at dl.

George, for example, is a smart guy in his twenties who
was introduced to me through a mutual friend. George worked in
public relations in New York and aspired to start his own PR
business. He asked me to lunch one day looking for advice and
encouragement.

Ten minutes after we sat down, | knew he was on the wrong
track.

"Have you started to reach out to potential clients?' | asked.

"No," hetold me. "I'mtaking it step by step. My plan isto work
my way up in my current company to a point where | can afford
to leave. Then I'll incorporate, get an office, and start searching for
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my first customers. | don't want to start meeting with potential
clients until 1 can present mysdf as a credible PR person with my
own firm."

"Youve got it totally backwards," | told him. "You're setting
yourself up for falure."

My advice was to start finding future clients today. Had he
thought about what kind of industry he wanted to specidize in?
Had he thought about where the top people in that industry hang
out? Once he could answer those questions, the next step was to
go hang with this new circle of people.

"The most important thing is to get to know these people
as friends, not potential customers,” | said. "Though you're right
about one thing: No matter how friendly you are, if the people
you approach are any good at what they do, they won't hire you
right off the bat to do their PR. Which is why you should offer
your services for free—at least a first. For instance, maybe you
can volunteer your time to a nonprofit organization they're
involved in, or aid in publicizing a school fundraiser their kids
areinvolved in."

"But won't my employer be angry at my expending so much
energy on other things?' George asked.

"Doing good work for your employer comesfirst,” | told him.
"Finding time to manage your outside work is your responsibility.
Concentrate on an industry that your present employer doesn't
service. Remember, if you haven't done the necessary legwork on
the day you decide to open your own business, you'll be back at
your oldjob in no time flat."

"So | should work for these people for/ree?

"Absolutdy,” | said. "Today you are unproven, and breaking in
is tough. Eventualy you'll have a growing circle of people who
have seen your work and who believe in you. That's the kind of
connections you're looking to create if you're going to start abusi-
ness, or if you're looking to change jobs or careers.
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"At some point, while you're still working for your current
employer, start looking to turn one of your contacts into a real,
paying client. Once you've got an established client that will pro-
vide references and create some word-of-mouth, you're hafway
home. Then, and only then, is it time to go back to your company
and ask to go half time, or better yet, turn them into your second
big client. If you quit at that point, you've hedged your bets. You
have a group of people who will help transition you into a new
caree."

The last haf hour of our lunch was spent thinking about al
the people he dready knew who could help him get started. |
offered a name or two from my own network, and George's confi-
dence started to soar. I'm confident that now, when he reaches
out, his interactions won't be tainted by desperation. Hell be
looking for ways to help others, and everyone can benefit from a
little bit of that.

The ideas behind starting a business aren't that different from
the ideas that will make you a hot commodity within your com-
pany—not to mention give you job security. | know that's hard to
believe given the current job environment. According to a recent
study of business school programs, the percentage of MBAS in
2004 who were without a job three months after graduation
tripled from the year before to an alarming 20 percent. Scores
of people are out of work or living in dread that the ax will fdl
on their heads. A blizzard of pink dips has convinced job seekers
that they must do more than scan the help-wanted ads or send
resumes.

Too often, we get caught up efficiently doing ineffective things,
focusing solely on the work that will get us through the day. The
idea isn't to find oneself another environment tomorrow—be it a
new job or a new economy—but to be constantly creating the
environment and community you want for yourself, no matter
what may occur.
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Creating such a community, however, is not a short-term solu-
tion or one-off activity only to be used when necessary. The
dynamics of building a relationship is necessarily incremental.
You can only truly gain someone's trust and commitment little by
little over time.

Right now, there are countless ways you can begin to create the
kind of community that can help further your career. You can: (1)
create a company-approved project that will force you to learn
new skills and introduce you to new people within your company;
(2) take on leadership positions in the hobbies and outside organ-
izations that interest you; (3) join your local alumni club and
spend time with people who are doing the jobs you'd like to be
doing; (4) enroll in a class a a community college on a subject
that relates to either the job you're doing now or a job you see
yoursdlf doing in the future.

All of these suggestions will help you meet new people. And
the law of probability ensures that the more new people you
know, the more opportunities will come your way and the more
help you'll get at critica junctures in your career.

My first year in business school, | started consulting with my
friend Tad Smith, who is now President of the Media Division at
the large magazine publishing company Reed Business Informa
tion. The idea wasn't to create a sustainable consulting company
that we would run after school. Instead, we wanted to offer our
knowledge and work ethic to small companies for cut-rate prices.
In exchange, we'd learn about new industries, gain real-world
skills, and have a list of references and contacts when we gradu-
ated, as well as make some ready cash.

What about the world you inhabit right now? Are you making
the most of the connections you already have?

Imagine, for a moment, that dl your family and friends and
associates are a part of a garden. Take a stroll through that rela
tionship garden. What do you see?
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If you're like most people, you see atiny parcel of cleanly cut
grass that represents the usual suspects of an ordinary Rolodex. It
consists of your immediate friends, coworkers, and business part-
ners. the most obvious people.

Your real network, however, is an overgrown jungle with an
infinite variety of hidden nooks and crannies that are being neg-
lected.

Your potential for connecting is at this moment far bigger than
you redlize. All around you are golden opportunities to develop
relationships with people you know, who know people you don't
know, who know even more people.

There are a number of things that you can do to harness the
power of your preexisting network. Have you investigated the
friends and contacts of your parents? How about your sblings?
Your friends from college and grad school? What about your
church, bowling league, or gym? How about your doctor or lawyer
or realtor or broker?

In business, we often say that your best customers are the cus-
tomers you have now. In other words, your most successful saes
leads come from the sdling you've aready done. The highest
returns don't come from new sdes; they come on top of the cus-
tomer base you've aready established. It's easest to reach out to
those people who are at least tangentially part of your network.

The big hurdles of networking revolve around the cold cdls,
meeting of new people, and dl the activities that involve engaging
the unknown. But the first step has nothing to do with strangers,
you should start connecting with the people you do know.

Focus on your immediate network: friends of friends, old
acquaintances from school, and family. | suspect you've never
asked your cousins, brothers, or brothers-in-law if they know any-
one that they could introduce you to to help fulfill your godls.

Everyone from your family to your mailman is a portal to an
entirely new set of folks.
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So don't wait until you're out of ajob, or on your own, to begin
reaching out to others. Youve got to create a community of col-
leagues and friends before you need it. Others around you are far
more likely to help you if they already know and like you. Start
gardening now. You won't believe the treasures to be found within
your own backyard.



CHAPTER 5

The Genius of Audacity

SHzethisvery minute; what you can do, or dream you can, begin
it; Boldness has genius, power and magicin it.

—JOHANN WOLFGANG VON GOETHE

I\/I y father, Pete Ferrazzi, was a first-generation American, a
Merchant Marine sailor in World War 11, and an unedu-
cated steelworker whose world was hard hours and low wages. He
wanted more for me, his son. He and | were inseparable when |
was growing up (his friends called me "re-Pete" because he took
me everywhere with him). Heknew | would have a better life if he
could help me find away out of our working-class heritage.

But my dad didn't know the exits. He'd never been to college.
He knew nothing of country clubs or private schools. He could
picture only one man who would have the sort of pull that could
help me: hisboss. Actudly, the boss of his bosss bosss boss—Alex
McKenna, CEO of Kennametal, in whose factory my dad worked.

The two men had never met. But Dad had a clear sense of how
the world worked. He'd observed, even from the plant floor, that
audacity was often the only thing that separated two equally tal-
ented men and their job titles. So he asked to speak with
McKenna. McKenna, upon hearing the request, was so intrigued
that he took the meeting. In the course of the meeting, he agreed
to meet me—but nothing more.
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It turned out that McKenna liked me—partly because of the
way | had come to his attention. He served on the board of alocal
private elementary school, the Vdley School of Ligonier, where dl
the wedlthy families sent their children; by reputation it was one
of the best elementary schools in the country. Strings were pulled,
and Mr. McKenna got us an appointment with Peter Messer, the
headmaster.

Theday | enrolled in the Vdley School, on scholarship, | entered
anew world that st me on an entirely new course, just as my father
had hoped. Over the next ten years, | got one of the best educations
in America, starting with Vdley School, then Kiski School, Yde
Univergity, and on to Harvard Business School. And it would never
have happened if my father hadn't believed that it never hurtsto ask.

As | look back on my career, it was the single most important
act in my life. Moreover, the lesson | learned from my father's
action, like no other, informed dl that | have done since.

My father smply couldn't be embarrassed when it came to ful-
filling his family's needs. | remember once we were driving down
the road to our home when Dad spotted a broken Big Whed! tri-
cyde in someone's trash. He stopped the car, picked it up, and
knocked on the door of the home where the discarded toy lay
waiting to be picked up.

"| spotted this Big Whed in your trash," he told the owner. "Do
you mind if | take it? | think | can fix it. It would make me fed
wonderful to give my son something like this."

What guts! Can you imagine such a proud, working-class guy
approaching that woman and, essentialy, admitting he's so poor
that he'd like to have her garbage?

Oh, but that's not the haf of it. Imagine how that woman felt,
having been given an opportunity to give such a gift to another
person. It surely made her day.

"Of course" she gushed, explaining that her children were
grown and that years had passed since the toy had been used.
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"Y ou're welcome to the bicycle | have, too. It's nice enough that |
just couldn't throw it away..."

So we drove on. | had a"new" Big Whed to ride and a bike to
grow into. She had a smile and a fluttering heart that only benev-
olence breeds. And Dad had taught me that there is genius, even
kindness, in being bold.

Every time| start to set limitsto what | can and can't do, or fear
starts to creep into my thinking, | remember that Big Whed tri-
cyce | remind mysdf how people with alow tolerance for risk,
whose behavior isguided by fear, have alow propensity for success.

The memories of those days have stuck with me. My father
taught me that the worst anyone can say is no. If they choose not
to give their time or their help, it'stheir loss.

Nothing in my life has created opportunity like a willingness
to ask, whatever the situation. When | was just an anonymous
attendee at the Davos Economic Forum in Switzerland, | walked
onto a hotel bus and saw Nike founder Phil Knight. Knight was
like a rock star to me, given his extraordinary success at creating
and building Nike, and the many marketing innovations he intro-
duced over the years. Was | nervous? You bet. But | jumped at the
opportunity to speak with him, and made a bedline for the seat
next to his. Later, he would become Yards first blue-chip cus-
tomer. | do this sort of thing al the time, whatever the situation.

Sometimes | fal. I've got an equally long list of people I've
attempted to befriend who weren't interested in my overtures.
Audacity in networking has the same pitfals and fears associated
with dating—which I'm not nearly as good at as | am the business
variety of meeting people.

Sticking to the people we aready know is atempting behavior.
But unlike some forms of dating, a networker isn't looking to
achieve only a single successful union. Creating an enriching cir-
cle of trusted relationships requires one to be out there, in the mix,
al the time. To this day, every time | make a cdl or introduce
mysdf to people | don't know, the fear that they might rgject me is
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there. Then | remember the Big Whed my father got me, and push
ahead anyway.

Most of us don't find networking the least bit instinctive or
natural. Of course, there are individuals whose inherent sdf-
confidence and socid skills enable them to connect with ease.

Then there are the rest of us.

In the early days at Ya¥a | was worried for the company's sur-
vival. For thefirst time in my career, | had to reach out to alot of
people | didn't know, representing an unknown company, push-
ing a product that was untested in the marketplace. It was uncom-
fortable. | didn't want to cold-call executives from BMW and
MasterCard and pitch them my wares. But you know what? Push-
ing to get into BMW was not that difficult when the alternative
was laying off a bunch of my g&ff or falling in the eyes of my
board and investors.

Mustering the audacity to talk with people who don't know me
often simply comes down to balancing the fear | have of embar-
rassment against the fear of failure and its repercussions. For my
father, either he asked or his family didn't have. For me, | either
ask or I'm not successful. That fear dways overrides my anxiety
about rejection or being embarrassed.

Ultimately, everyone has to ask himself or hersaf how they're
going to fal. We dl do, you know, so let's get that out of the way.
The choice isn't between success and failure; it's between choosing
risk and striving for greatness, or risking nothing and being cer-
tain of mediocrity.

For many people, the fear of meeting others is closdly tied to
the fear of public speaking (afear that consistently beats out death
asthe one thing we dread most). Some of the world's most famous
gpeakers admit to feding smilar anxiety. As Mark Twan said,
"There are two types of speakers: those that are nervous and those
that are liars."

The best way to dea with this anxiety is to first acknowledge
that our fear is perfectly normal. You are not alone. The second
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thing is to recognize that getting over that fear is critical to your
success. Thethird isto commit to getting better.

Here are a few things you can do today to make good on that
commitment and get more comfortable at being audacious in
socid situations:

* Find a role model.

We're predisposed to seek out people like us—shy people tend to
congregate with other shy people, and outgoing people congre-
gate with outgoing people—because they unconscioudly affirm
our own behaviors. But everyone knows that one person within
their group of friends and associates who seems to engage others
with little or no fear. If you're not yet ready to take the big leap of
addressing new people on your own, let these people help you and
show you the way. Take them with you, when appropriate, to
socid outings and observe their behaviors. Pay attention to their
actions. Over time, you'll adopt some of their techniques. Sowly,
you'll build up the courage to reach out by yourself.

* Learn to speak.

Many businesses have responded to the nearly infinite number
of people who recognize they need to become better speakers.
These educational organizations redlize you're not looking to give
gpeeches to an audience of a thousand people (at least initialy).
Most people who come to them for help are looking to gain
sdlf-confidence and some trusty tools for overcoming shyness.
They don't offer one or two simple quick-fix cure-alls. What they
do offer is a chance to practice, in a nonintimidating environ-
ment, with an instructor who can guide and push you. There are
hundreds of coaches and schools devoted to this type of training.
One of the most wel known is the Toastmasters Club. They're
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sureto have aloca chapter inyour area. It is awell-run organiza-
tion that has helped millions of people hone their speaking skills
and overcome their fears.

* Get involved.

Youll fed most comfortable when you're doing something you
enjoy with others who share your enthusiasm. Any hobby is an
opportunity to get involved: stamp collecting, singing, sports,
literature. Clubs develop around dl of these interests. Join up.
Become an active member. When you fed up to it, become one of
the leaders of the group. This last step is crucial. Being aleader in
life takes practice—so practice! The possibilities for making new
contacts and reaching out to others will grow and grow.

» Get therapy.

| know, | know, you're probably thinking, "He wants me to go to
therapy to become better at talking to people?' Let me explain.
One, | think merely acting on the desire to be better than you are
now, no matter the venue, is avery important commitment. Two,
some of the most successful people | know have been to athera-
pist at one point in their lives or another. I'm not suggesting ther-
apy will make you a better people person, but it might help you
address your own fears and socia anxieties in a more productive
way. Many studies funded by the National Institute of Mental
Health report a high success rate using counseling to aleviate the
conditions that normally inhibit a shy person.

e Just do it.

Sat agod for yoursdf of initiating a meeting with one new person
aweek. It doesn't matter where or with whom. Introduce yourself
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to someone on the bus. Side up next to someone at the bar and
say hello. Hang out at the company water cooler and force your-
«df to talk to a fedlow employee you've never spoken with. Youll
find that it gets easier and easier with practice. Best of dl, you'll get
comfortable with the idea of rejection. With that perspective, even
fallure becomes a step forward. Embrace it as learning. As the
playwright Samuel Beckett wrote, "Fail, fal again. Fail better."

Fear debilitates. Once you redlize there's no benefit to holding
back, every situation and every person—no matter how seemingly
beyond your reach—becomes an opportunity to succeed.

The Madam of Moxie

When it comes to improving your speaking skills, no one is better
than DeAnne Rosenberg, a thirty-two-year career counselor and
owner of her own management consulting firm, DeAnne Rosenberg
Inc. Rosenberg is the madam of moxie, and for good reason.

In 1969, she read a Wall Street Journal article that noted
the absence of a female voice in the American Management
Association.

"They were interviewing the then president of the A.M.A., who
was quoted as saying, 'We haven't found a woman who can speak
authoritatively in public about management,™ Rosenberg recalls.

She cut the article out and sent a letter to the A.M.A. telling them to
look no further. Two weeks went by and her letter went unanswered.

"Well, that wouldn't do," she snaps. "l wrote another letter straight
to the president, effectively telling them to put up or shut up.”

Two days later, the president of the association called to say that
they had scheduled her for a lecture. DeAnne went on to become
the first woman to speak on behalf of the A.M.A.

The lesson from that fateful series of events remains with her: The
recipe for achievement is a medley of self-assuredness, dogged per-
sistence, and audacity. Encounters of the audacious kind, as
DeAnne learned, are what successful careers are built upon. In her
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many years teaching others to overcome their fears, she's created
a time-tested script that anyone can use when meeting someone for
the first time.

| found the script helpful. | think it can help a lot of you as well,
and | gratefully offer it to you here:

1. State the situation. "You go right in and hit them with how you
see it in the cold light of day, without being too inflammatory
or dramatic," says Rosenberg. She made it clear to the A.M.A.
that a) having no women speakers was wrong, and b) hiring her
would be a step in the right direction. It makes sense that before
you can speak persuasively—that is, before you speak from a
position of passion and personal knowledge—you need to know
where you stand.

2. Communicate your feelings. We downplay the influence of emo-
tions in our day-to-day contacts, especially in the business world.
We're told that vulnerability is a bad thing and we should be
wary of revealing our feelings. But as we gain comfort using "I
feel" with others, our encounters take on depth and sincerity.
Your emotions are a gift of respect and caring to your listeners.

3. Deliver the bottom line. This is the moment of truth when you
state, with utter clarity, what it is you want. If you're going to put
your neck on the line, you'd better know why. The truth is the
fastest route to a solution, but be realistic. While | knew Phil
Knight of Nike wasn't going to buy anything based on one five-
minute conversation on a bus at Davos, | did make sure to get his
e-mail and tell him that I'd like to follow up with him again some-
time. Then | did so.

4. Use an open-ended question. A request that is expressed as a ques-
tion—one that cannot be answered by a yes or no—is less threat-
ening. How do you feel about this? How can we solve this
problem? Can we meet up again sometime soon? The issue has
been raised, your feelings expressed, your desires articulated. With
an open-ended suggestion or question, you invite the other person
to work toward a solution with you. | didn't insist on a specific lunch
date at a specific time with Phil. | left it open and didn't allow our
first exchange to be weighted down by unnecessary obligations.
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CHAPTER 6

The Networking Jerk

Ambition can cregp aswdl as oar.

—EDMUND BURKE

H e is the man or she is the woman with a martini in one
hand, business cards in the other, and a prerehearsed deva
tor pitch dways at the ready. He or she is a schmooze artist, eyes
darting at every event in a constant search for a bigger fish to fry.
He or she is the insincere, ruthlessly ambitious glad-hander you
don't want to become.

The networking jerk is the image that many people have when
they hear the word "networking." But in my book, this breed of
hyper-Rolodex-builder and card-counter fals to grasp the nuances
of authentic connecting. Their shtick doesn't work because they
don't know the first thing about creating meaningful relationships.

As| learned the hard way.

If you knew me as ayounger man, you may not have liked me.
I'm not sure | liked mysdlf that much. | made dl the classc mis-
takes of youth and insecurity. | was pretty much out for mysdf. |
wore my ungquenchable ambition on my deeve, befriending those
above me and ignoring my peers. Too often people put on one
face with their subordinates, another with their boss, and another
one yet with their friends.
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When | became responsible for marketing at Deloitte, | sud-
denly had a lot of people reporting to me. | had some very big
ideas about what | wanted to do—things that never had been
done from a marketing standpoint in the world of consulting.
And now finally | had a team with which to execute them. But
instead of viewing my employees as partners to be wooed in
achieving my long-term objectives and theirs, | saw them as called
upon to carry out my tasks.

Add to thismy young age (I was twenty years younger than any
other member of the executive committee), and you can under-
stand why the resistance among my daff was holding dl of us
back. Tasks that | thought should have taken hours ended up
taking days. | knew | needed to do something, so | reached out to
an executive coach, Nancy Badore, who had been coaching high-
level CEOs before there was a name for such athing.

The day of our first meeting, sitting in my office, we barely had
a chance to exchange pleasantries before | blurted out, "What do |
need to do to become a great |eader?”

She looked around my office for a few moments and said noth-
ing. When shefinally spoke, it struck me to the core. "Keith, look
at dl the pictures on your wall. You talk about aspiring to become
a great leader, and there's not one picture in your whole office of
anybody but you: you with other famous people, you in famous
places, you winning awards. There's not one picture in here of
your team or of anything that might indicate what your team has
accomplished that would lead anybody like me to know that you
care for them as much as you care for yourself. Do you understand
that it's your team's accomplishments, and what they do because
of you, not for you, that will generate your mark as aleader?’

| was floored by her question. She was absolutely right. Had |
shown the genuine concern | had for the lives my employees led
outside of work? Why hadn't | made an effort to make them part
of the leadership? I'd been doing it with my bosses from day one.



58 Never Ea Alone

| redlized then my long-term success depended on everyone around
me. That | worked for them as much as they worked for me!

Politicians understand this in a way too few executives grasp:
We vote for the people we like and respect. Great companies are
built by CEOs who inspire love and admiration. In today's world,
mean guys finish last.

My friend and author Tim Sanders taught me there are two rea
sons for the end of the era of mean business. Firgt, we live in anew
"abundance of choice in business' in everything from products to
career paths. Choice spells doom for difficult colleagues and lead-
ers. "At atimewhen more of us have more optionsthan ever, there's
no need to put up with a product or service that doesn't deliver, a
company that we don't like, or a boss whom we don't respect,” he
writes. The second reason iswhat he cdls the "new telegraph.” "It's
almost impossible for a shoddy product, a noxious company, or a
crummy person to keep its, his, or her sad redlity a secret anymore.
There are too many highly opinionated and well-informed people
with access to e-mail, instant messaging, and the Web."

The bottom lineisif you don't like someone, it's eeser than ever
to escape him. When you don't have others' interests at heart, people
will find out sooner rather than later. Our culture demands more of
usthese days. It demands that we treat each other with respect. That
every relationship be seen in mutually beneficid terms,

When you look back upon a life and career of reaching out to
others, you want to see aweb of friendshipsto fal back on, not the
ashes of bad encounters. Here are a few rules | can suggest from
personal experience to ensure that you never become a Network-
ing Jerk:

1. Don't schmooze.

Have something to say, and say it with passion. Make sure you
have something to offer when you speak, and offer it with sincer-
ity. Most people haven't figured out that it's better to spend more
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time with fewer people at a one-hour get-together, and have one
or two meaningful dialogues, than engage in the wandering-eye
routine and lose the respect of most of the people you meet. | get
e-mails dl the time that read, "Dear Keith, | hear you're a good
networker. | am, too. Let's sit down for fifteen minutes and a cup
of coffee” Why? | ask mysdf. Why in the world do people expect
me to respond to a request like that? Have they appeded to me
emotionaly? Have they said they could help me? Have they
sought some snippet of commonality between us? I'm sorry, but
networking is not a secret society with some encoded handshake
practiced for its own virtue. We must bring virtueto it.

2. Don't rely on the currency of gossip.

Of course, using gossip is easier. Most people lap up such infor-
mation. But it won't do you any good in the long run. Eventualy
the information well will run dry as more and more people redlize
you're not to be trusted.

3. Don't come to the party empty-handed.

Who are the stars of today's Internet world? Bloggers. Those free-
wheeling cybernauts who set up stes and online journals to pro-
vide information, links, or just empathy to a community of
like-minded individuals. They do it for free, and they're often
rewarded with a devout following of people who, in return, offer
as much asthey receive. It's aloop. In connecting, as in blogging,
you're only as good as what you give avay.

4. Don't treat those under you poorly.

Soon enough, some of them will become "overlings.” In business,
the food chain is transient. You must treat people with respect up
and down the ladder. Michael Ovitz, the famed Hollywood super-
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agent, was said to be a master networker. A scathing and relatively
recent Vanity Fair profile, with dozens of anonymous and not-so-
anonymous sources taking shots at the man, was a very public
expression of a dazzling career that had gone somehow horribly
wrong. People asked what happened? Ovitz has some amazing
interpersona skills, but he wielded them disingenuously. People
he no longer needed he treated with indifference, or worse. It
wasn't surprising that these same people not only reveled in, but
may have also contributed to, his fdl.

5. Be transparent.

"I amwhat | am,” the cartoon character Popeye used to say. In the
information age, openness—whether it concerns your intentions,
the information you provide, or even your admiration—has
become a valuable and much-sought-after attribute. People
respond with trust when they know you're dealing straight with
them. At a conference, when | run into someone I've been dying to
meet, | don't hide my enthusiasm. "It's a pleasure to finaly meet
you. I've admired your work from afar for quite some time and
been thinking how beneficid it might be if we could meet one
another.” Coy games may work in abar, but not when you're |ook-
ing to establish a deeper, more meaningful connection.

6. Don't be too efficient.

Nothing comes off as less sincere than receiving a mass e-mail
addressed to along list of recipients. Reaching out to othersis not
anumbers game. Your goa is to make genuine connections with
people you can count on.

I'm embarrassed by the way | learned this lesson. | had dways
heard that sending out holiday/New Year's greeting cards was a
good idea. So | began a practice when | graduated from Yde to send
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aholiday card to everyonein my contact database. By thetime | was
at Deloitte, that list was thousands of people long and | was hiring
temp help to address and even sign the cards at year's end. Well, we
al can seethis coming. The intention was good enough until acol-
lege roommate noted (actually gibed) how appreciative he was to
get not one but actually three cards one year ... dl with different
signatures. It's not about mass, it's about ared connection.

If you're not making friends while connecting, best to resign
yourself to dealing with people who don't care much about what
happens to you. Being didiked will kill your connecting efforts
before they begin. Alternatively, being liked can be the most
potent, constructive force for getting business done.

CONNECTORS' HALL OF FAME PROFILE
Katharine Graham (1917-2001)

"Cultivate trust in everyone."

Tragedy transformed Katharine Graham from wife to publisher
overnight. She took over the Washington Post in 1 963 after the
death of her husband, Philip Graham. Her shy and quiet demeanor
seemed unfit to deal with the demands of one of the most important
newspapers in the country. Graham proved everyone wrong. She
helped to build one of the great newspapers and most successful
businesses in America. During her era, the Post published the Pen-
tagon Papers, took President Nixon head-on over Watergate, and
ruled Washington's political and media scene in a style that was
inimitably her own.

In fact, it was this style that is her most lasting legacy. Running
the Postwith compassion, kindness, and sincerity, Graham became
a powerful figure. Graham's influence gave her an ability to
empower others—from the highest echelons of society to its low-
est—with a sense of dignity and respect.

Richard Cohen, a columnist for the Washington Post, wrote the
following a few days after Graham's funeral:
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On a beastly July Sunday some years ago, | returned to
Washington from the beach and took a taxi to the parking
garage across the street from the Washington Post where |
kept my car. A tent had been erected on the Post's own park-
ing lot. It was for a company party, given for people whose
names you never hear—those un-bylined, non-TV-appearing
types who take the ads or deliver the paper or maybe just
clean the building. In the heat, | saw Katharine Graham plod-
ding toward the party.

She was old by then, and walking was difficult for her. She
pushed her way up the ramp, moving in a laborious fashion.
She had a farm in Virginia, a house in Georgetown, an apart-
ment in New York and, most significantly that hideously hot
day, a place on the water in Martha's Vineyard. Yet here she
was—incredibly, | thought—doing the sort of thing vice presi-
dents-for-smiling do in other companies.

Analyze the life of Katharine Graham, and one inescapable
theme emerges: Despite a lifetime free from financial worry, and
a social status bordering on royalty, she made friends with
everyone—not just those who could assist her newspaper or aug-
ment her position within the Beltway.

Most reports on her funeral mentioned celebrity names like
Henry Kissinger, Bill Clinton, Bill Gates, Warren Buffett, and Tom
Brokaw. But you don't have to do much heavy lifting before you find
an extensive list of non-celebrity attendees. Here's a sampling:

e Irvin Kalugdan, a Fairfax County special-education teacher who
founded a student break-dancing team with a $350 Washington
Post grant

¢ Rosalind Styles, from the Frederick Douglass Early Childhood and
Family Support Center, for which Graham had helped raise money

¢ Henrietta Barbier of Bethesda, a woman retired from the Foreign
Service, belonged to a weekly bridge club of about sixty women
at the Chevy Chase Women's Club. She said Graham never
missed a session: "She was bright about the game, and she took
lessons, and she was serious."



The Networking Jerk

All of which reveals an inner truth about the skill of reaching out
to others: Those who are best at it don't network—they make
friends. They gain admirers and win trust precisely because their
amicable overtures extend to everyone. A widening circle of influ-
ence is an unintended result, not a calculated aim.

Graham's relationship with former Secretary of State Henry
Kissinger, more than anyone, highlighted her flare for friendship
qua friendship, as opposed to friendship for ulterior purposes.

On the surface, the two seemed the unlikeliest of pals: After all,
the crucial moments of Graham's career were stunning blows to
Kissinger's. First, in 1971, there was Graham's decision to publish
the Pentagon Papers, confidential documents detailing the U.S.
involvement in the Vietnam War. A year later the Post, at Graham's
behest, began its Watergate investigations. Both led to the embar-
rassment of the Nixon administration in which Kissinger served.

Yet there was Kissinger, the first speaker to eulogize Graham at
her funeral. He and Graham frequently attended movies together.

How did Graham form such an alliance, such a friendship? How
did she create connections with everyone from anonymous teach-
ers to the world's most famous and powerful? By knowing her
boundaries and cultivating trust in others; by being discreet; by the
sincerity of her intentions; by letting the other person know she had
his or her best interests at heart.

In an interview with CNN, Kissinger remarked: "It was a strange
relationship in the sense that her paper was on the opposite side
from my views very often, but she never attempted to use our friend-
ship for any benefit for her newspaper. She never asked me for spe-
cial interviews or anything of that kind."
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CHAPTER 7

Do Your Homework

Spectacular achievement is aways preceded by spectacular
preparation.

—ROBERT H. SCHULLER

Whom you meet, how you meet them, and what they think
of you afterward should not be left to chance. As Winston
Churchill would tdll us, preparation is—if not the key to genius—
then at least the key to sounding like a genius.

Before | meet with any new people I've been thinking of intro-
ducing mysdf to, | research who they are and what their business
is. | find out what's important to them: their hobbies, challenges,
gods—inside their business and out. Before the meeting, | gener-
aly prepare, or have my assistant prepare, a one-page synopsis on
the person I'm about to meet. The only criterion for what should
be included is that | want to know what this person is like as a
human being, what he or she feds strongly about, and what his or
her proudest achievements are.

Sure, you should aso be up-to-date on what's happening
within the company of a person you want to establish a relation-
ship with. Did the person have a good or bad quarter? Do they
have a new product? Trust me, all people naturally care, generally
above and beyond anything else, about what it is they do. If you
are informed enough to step comfortably into their world and talk
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knowledgeably, their appreciation will be tangible. As William
James wrote: "The deepest principle in human nature is the crav-
ing to be appreciated.”

These days, doing such research is easy. Here are a few places to
start:

* The Internet. Be sure to check out the company's Web site. Use
search engines, like Google, to check a person's dfiliations.
Going to a meeting without Googling someone is unacceptable.

* The public library, where you'll find books, periodicals, maga-
zines, tradejournals, etc. Check for articleswritten by or about
the people you intend to meet. If there aren't any, read up on
the person's industry or type of job. Most of this can be found
online, too.

 Literature from the company's public relations department.
Call and explain that you have a scheduled meeting and would
like some background information.

» Annual reports. They'll give you a good idea of where a com-
pany is headed and what challenges and opportunities lie
ahead.

Setting out to know someone inevitably means understanding
what their problems or needs are. At work, it may be their product
line. But as you talk with the person, you'll dso find out that per-
haps their kids are hoping to land an internship, that they them-
saves have hedlth issues, or they just want to cut strokes off their
golf game. The point is, you have to reach beyond the abstract and
get to someone as an individual. Find a way to become part of
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those things that are of most interest to them, and you will have
found away to become part of their life.

Recently, | took part in a roundtable discussion sponsored by
the Milken Institute's Globa Conference in Los Angeles, an annual
three-day gathering that brings together the world's top thinkers
and CEOs to work over globa problems. There were fifteen partic-
ipants, each one an executive of acompany far bigger than my own.

In many settings, | probably wouldn't have been rubbing
elbows with them, but because | had helped organize the confer-
ence (aways an advantage), | was invited to participate.

The events were planned with a CEO's tight schedule in mind.
There was a brief mixer before the event to alow the participants
to mingle and get to know one another. Then a panel discussion
on the future of marketing, given the challenges facing big brands.
Afterward, a short dinner.

In other words, there was about a three-hour window of
opportunity where | could hope to establish a foundation for one
or two relationships.

A successful conference's agenda is dways created to maximize
the participants' time. My own god at such conferences isto max-
imize the brief windows of opportunity I might get to become
intimate with other interesting people | haven't met before.

Food, | find, has a unique ability to facilitate conversation.
People are usually open, even eager, to be amused while eating.
Meds at conventions, however, are problematic. They're rushed,
frenetic affars that cdl for gracious, but unobtrusive, smal talk.
Youre never sure where you'll end up sitting. And among
strangers, it's usualy difficult to focus beyond the people sitting
either to your left or right.

And during the panel, people are focused on their own presen-
tations.

That Ieft the mixer. During mixers, | like to hang out near the
bar. Virtually everyone gets adrink at some point. Throughout the
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day, | had dso scouted out which rooms the people | wanted to
meet were holding court in for the day, and arranged my schedule
so | could be there as they were walking in or out. It sounds a bit
manipulative, but redly, it'sjust putting yourself in the right posi-
tion at the right time.

The chalenge in such circumstances, asitisin every conversa-
tion, is to try to transcend the triviaities of polite chitchat. | had
gotten to know the lead organizer of the event during the preced-
ing months, and based on casua conversation | generaly knew
who was coming—not privileged information but useful in my
preparation. My office compiled smple bios of the VIPs who were
coming in case | ended up meeting them or sitting next to them.
My assistant prepared afew one-pagers on the one or two individ-
uals | especidly wanted to meet.

Thisis dl part of what | cdl just doing your homework. That
alone, however, is not enough. The ideaisto find a point of com-
mon ground that is deeper and richer than what can be discovered
in a serendipitous encounter. Armed with knowledge about a per-
son's passions, needs, or interests, you can do more than connect;
you'll have an opportunity to bond and impress.

A master politician like Winston Churchill planned his public
encounters in the same way. Churchill today is known as an ora-
tory genius, master of the art of repartee—the kind of fantastic
dinner guest who captures everyone's undivided attention. What
is less known—but which Churchill acknowledged in his own
writing—is the blood, sweat, and tears of preparation that went
into the making of a single sentence or the delivery of a clever
joke. Churchill realized the power of knowing his audience and
knowing how to push their buttons.

So how did | do?

| discovered that one of the CEOs, John Pepper, was aso afd-
low graduate of Yde. | had admired him since | was an undergrad
and had seen him speak on campus. The former CEO of Procter
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& Gamble, Pepper was committed to human rights and making
sure the story of the Underground Railroad was preserved in a
museum devoted to the subject he was founding in Cincinnati.
Pepper was known for his leadership and the innovations in mar-
keting he had brought to Procter & Gamble. Even now, after step-
ping down, he continued to be a powerful influence on P&G's
board and on the boards of severd other companies.

Knowing he had attended Yde | knew that he'd have a bio
listed on the Yde University Web site. So | tapped into my alumni
network for more information. There, | found a treasure trove of
old college &ffiliations and interests. It turned out we had both
been in Berkley College at Yde That meant he must have known
Robin Winks, a warmly admired and much-respected professor
for whom | had worked while in college. When | brought up our
many common experiences, we hit it off.

By the end of our conversation, John was giving me insightful
advice about and contacts for my young company (Yara a the
time). He invited me to keep in touch in the coming years. | hoped
our paths would cross many more times over the years, and they
certainly have. When Professor Winks—Robin—passed away just
aweek |ater, we shared our memories of him. A fev months later,
| met a successful businessman from Cincinnati who was brag-
ging about the museum enshrining the Underground Railroad
and | made a point of putting him in touch with John Pepper for
fundraising. I've probably introduced two or three potentia
donors to John in the last year.

| had no effiliations or organizations in common with the
other CEO | wanted to meet. Luckily, a random Google search
revealed that she had run the New York City Marathon the previ-
ous year. | know firsthand how much commitment and sacrifice it
takes to train day in and day out to run and complete a marathon.
| had tried—and failed. | had begun to train for a marathon one
year, but my knees started to act up, to my disappointment. By the
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way, I'm dways looking for good advice on how | might someday
be able to run a marathon.

When | ran into this CEO, | said, "You know, | don't know how
you do it. | like to think I'm in great shape, but the training for a
marathon killed me. | had to stop."

Of course, she was surprised. "How the heck did you know |
ran amarathon?' she happily quipped.

| never shy away from mentioning the research I've done. "I
adways make a specid effort to inquire about the people I'd like to
meet." Inevitably, people are flattered. Wouldn't you be? Instantly,
the other person knows that rather than suffering through a
strained half hour with a stranger, they're able to connect with
someone with whom they share an interest, someone who has
gone out of hisway to get to know them better.

As it happened, the day before | had gone through "Barry's
Boot Camp,” a tough-as-nails but totaly exhilarating exercise
regimen in West Hollywood, not far from the conference. | said,
"If you want an amazing and different workout sometime, you
should consider boot camp.” In return, | received some welcome
advice for extending my running regimen. Later, she tried boot
camp with me and loved it.

To this day, each time she and | meet, we talk about Barry's
Boot Camp and | give her my progress report on my goa of run-
ning amarathon. And what | have found with those I've converted
to my boot camp workout is that when they visit L.A., they might
not have time to take a meeting or lunch with others, but they
often do make one nonbusiness detour—and we have one hard-
core workout together.

Once again, your god in such a setting is to transform what
could be a forgettable encounter into a blossoming friendship.
There are shortcuts in my system, but this isn't one of them. |
wouldn't have been able to reach out to these individuals, and
truly connect, without doing my homework.
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ce you've taken the time to figure out what your mission is
and where you want to get to, the next step is to identify the
people who can help you get there.

The successful organization and management of the informa-
tion that makes connecting flourish isvital. Tracking the people you
know, the people you want to know, and doing dl the homework
that will help you develop intimate relationships with others can
cause one heck of an information overload. How do you manage it?
Luckily, today we have a whole new s& of software and hardware
tools that can help us deal with the task in an orderly fashion.

But you don't need the latest and greatest gadgets. Ink and
paper are a perfectly suitable way to keep track of the new people
in your expanding socid life. I'm a list-taking madman, and you
should become one, too.

My experience a Yara is a good example of how lists help
people achieve their goads. On my last day at Starwood, | made
more than forty phone cals. One of them was to Sandy Climan.
What's interesting about the call, and the dozens of others like it |
made that day, is that long before any of these people knew me,
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many of them had been on one of many lists I'd been keeping for
years.

It was Sandy who eventually recruited me to Yavra It didn't
hurt that one of the other investors with a stake in the company,
Knowledge Universe, was backed by the famed financier Michael
Milken, who ultimately became a mentor of mine whom I'd met
through a mutual nonprofit interest.

In November 2000, the Yara board named me CEO and
handed me two goals. establish aviable business model, and either
find a mgor investor or sdl the company to a well-hedled strate-
gic acquirer. At the time, Yarahad the technology to invent online
games that corporations could use to attract and educate their
customers, but the company had no customers—or revenue.

First, | sat down and established a ninety-day, one-year, and
three-year mission in my Networking Action Plan. Each god
required me to connect with and develop different parts of my
network.

In ninety days, | had to establish credibility with the board,
gan the trust of my employees, and set a clear direction for the
business.

In ayear, | wanted to have enough blue-chip accounts to be
close to profitability and moving toward making the company
attractive for potential acquisition. Most important, | had to
prove to the outside world that Yara was producing something
worthwhile. The concept of advergaming, which wasn't even a
word then, was not considered a viable segment of the advertising
market. Interactive ads were hopelesdly ineffective, and banner ads
on Web siteswere now considered an industry joke. We had to dif-
ferentiate ourselves.

| wanted a business model in place three years down the road
that could function without me, gain liquidity for my investors,
and solidify the company's standing as a thought leader in the
online marketing arena.
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To make these gods possible, | mapped out the most impor-
tant players in both the online and games industries, from CEOs
and journalists to programmers and academics. My goa was to
get to know almost dl of them within ayear.

To create excitement around our product, | wrote down alist
of people | called "influentials': the early adopters, journalists,
and industry analysts that help spread the initial buzz about a
product or service. Next, | made a list of potential customers,
potential acquirers, and people who might be interested in fund-
ing us down the road. (In creating your own categories, each
should correspond to your own goals.)

When you make such lists, it's important you name the actual
decision makers, and not just an organization. The point hereisto
have a readily accessible and specific list of names.

At the outset, concentrate on the people who are dready part
of your existing network. | bet you have no idea how vast and
widespread it redly is. As | noted in the previous chapter, take the
time to list people such as.

Rdatives

Friends of relatives

All your spouse's relatives and contacts
Current colleagues

Members of professional and social organizations
Current and former customers and clients
Parents of your children's friends
Neighbors, past and present

People you went to school with

People you have worked with in the past
People in your religious congregation
Former teachers and employers
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People you socidize with
People who provide services to you

Next, | enter the gathered names into a database. (I tend to use
Microsoft's Outlook, but there are plenty of programs out there
that arejust as good.) | then create cal sheets by region, listing the
people | know and those I'd like to know. When I'm in a given
town, I'll try to phone as many peopleas| can. | have the numbers
in my Pam and BlackBerry; both devices have unique and impor-
tant functionality to me, so I've kept both.

| dso print out and carry these lists around with me wherever
| go. They focus my effortsin cabs between meetings. | have some-
thing pal pable to encourage me to reach out. Some of the lists you
create will be related to your action plans; others are more general,
helping you to stay connected. The way you organize your lists can
befluid. | havelists by geographical location, by industry, by activ-
ity (other runners, for instance, or people who like to go out on
the town), whether they're an acquaintance or friend, and so on.

Adding to the names on your listsis simply a matter of looking
in the right place. In the beginning stages at Yayg | read dl the
trade magazines having to do with advertising and games. If | read
about someone who fdl into one of my categories, 1'd put him on
alist and find out his contact information.

When you're looking for people to reach out to, you'll find
them everywhere. One great resource for making lists is—it
amost sounds absurd—other people's lists. Newspapers and
magazines do rankings of this sort dl the time.

Long before | became one of CrairCs"40 Under 40," for exam-
ple, | had been ripping out that list for years. | clip out lists of top
CEQOs, most admired marketers, the nation's most progressive
entrepreneurs—all of these kinds of lists are published in loca
and national publications; every industry has something similar.

You want not only to know who the players in your field are
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but eventually to be recognized as one of those players. The peo-
ple who are on Crain's "40 Under 40" aren't necessarily the forty
best businesspeople. They are, however, probably the forty most
connected. And they probably al have lunched with one another
at one time or another. When you get to know these people, and
the people they know (including the journalists at Crain's respon-
siblefor the"40 Under 40"), you're that much more likely to be on
the list yoursdlf the next time it appears.

There's another category you might want to add, something |
cadl my "aspirational contacts." There are those extremely high-
leve people who have nothing to do with my business at hand but
arejust, well, interesting or successful or both. The people on that
list maybe anyone from heads of state and media moguls, to artists
and actors, to people others speak highly df. | list these people, too.

If you could see my Palm, | could show you the contact infor-
mation for Richard Branson, chairman of the Virgin empire. Now,
| don't know Richard Branson ... yet. But | want to. If you scroll
down a bit farther, you'll find Howard Stringer, CEO of Sony
Corp. of America He was on my aspirational list once. | now
know Howard.

People get a chuckle out of this, but the results speak for
themselves.

Remember, if you're organized, focused, and a stickler for taking
names, there's no one that's out of reach.

As for me, my three years a Yara came to a close. In 2002,
Forbes magazine reported on our extraordinary riseto successasa
start-up that had come from nowhere with atotally new concept.
The concept of advergaming gained a cultural currency in the
marketplace, and the term is now used by CEOs and journalists
alike. The other day | overheard a CEO, who didn't know we
had created the word, bragging about the innovative tool called
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"advergaming” that had led to a measurable increase in the sales
and recognition of his product. As planned, Yara was ultimately
sold to a public company, giving investors access to the liquid cur-
rency they were looking for and giving Yara the operating capital
it needed. And it's clear that without that bunch of lists to thank,
Yarawould never have made it beyond the first year of operations.



CHAPTER 9

Warming the Cold Call

Cld cdls turn even the most competent of souls into neu-
otic messes. | can relate to those who go catatonic at the
very idea of cdling a stranger.

So how do you manage a cold cdl?

First, it's dl about attitude. Your attitude. You're never going
to be completely ready to meet new people; there is no perfect
moment. Your fears will never be completely quieted, because
inviting rejection is never going to be appealing. There are dways a
hundred reasons to procrastinate. The trick is to just plunge right
in. Remember, if you don't believe you are going to get what you
want from the call, you probably won't. So, in the words of Caddy
Shack, "Bethebal." You have to envision yoursalf winning to win.

You have to view getting to know new people as a chalenge
and an opportunity. The very idea should spark your competitive
fires, slencing the wadlflower in dl of us that shies away from
socidly adventuresome behavior.

And second, cold cdls are for suckers. | don't cadl cold—ever.

I've created strategies that ensure every cdl | make is awarm
one.
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Let me give you an example. Jf Arnold, founder of WebMD,
isafriend. He had recently bought out the rights and patents for a
technology that puts digital content on a miniature DVD disk for
a unique delivery. One use for this technology is placing these
smal disks on the lids of fountain beverages. Picture getting a
soda from McDonald's; on the top of your drink isasmall diskette
containing games, music, and/or videos. With 20 billion or so
fountain beverages sold each year, this is a compelling new form
to get digital content into American hands.

In talking with Jf and his partner, Thomas lull, | was told
about the dedl they had just closed with a movie theater company
to distribute their DVDs on beverages sold at theaters. Jf and
Thomas thought that, given the demographics of moviegoers, a
company like Sony Electronics could stand to benefit from this
new distribution technology. But they didn't know whom to con-
tact at Sony and came to me for thoughts.

| had met Sr Howard Stringer, CEO of Sony, a number of
times, so | put acdl into his office. But instead of just waiting for
Howard to get back to me, | wanted to find a few other paths as
well. At the time, | couldn't think of anyone ese within my net-
work of contacts who could hook me up with the right decision
maker within Sony. When no one responded to my phone cdls or
e-malls, | researched which agencies serviced Sony, and | found
that Brand Buzz, a marketing agency within advertising giant
Young & Rubicam, counted Sony as one of its top clients.

Furthermore, the person who was CEO of Brand Buzz at the
time, John Partilla, is a close friend of mine.

So | caled him. "Hey, John, I've got two things for you. One,
| want you to meet a buddy of mine named J&f Arnold. He's
brilliant and creative and you should know him. He's the guy
who founded WebMD and he's started a new company, Convex
Group, which may need your services down the line. And two,
Convex is putting out this incredible technology that distributes
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digital content in anew way. | think Sony would appreciate being
aware of it."

In a sense, by reaching out in thisway, | was offering John two
opportunities. a chance to know someone of importance and
interest, perhaps for new business, through Jf, and a chance to
look good with the business he aready had—Sony—by bringing
them new opportunities.

John was happy to make the connection. He knew the perfect
guy, the new head of Media & Internet Strategies at Sony, Serge
Dd Grosso. | asked John to send abrief introductory e-mail ahead
of my cdl and CC me in the process. By having him copy me on
the e-mail, in dl subsequent correspondence to Serge, | could
include John, and put some urgency behind our meeting. Tacitly,
as aresult, both John and | were now waiting for a meeting with
Serge.

As with so many business dealings, that alone didn't do the
deed. Serge was busy, and | heard nothing back from him or his
administrative assistant after severa e-mails. This isn't unusual.
Frequently, people won't get back to you. You have to put your ego
asde and persist in caling or writing. And when you do finaly
connect, don't sabotage your efforts by expressng how annoyed
you are that they didn't get back to you as quickly as you would
have liked. Nor should you apologize for your persistence. Just
dive in asif you caught him on the first call. Make it comfortable
for everyone.

Setting up such meetings takes time. It is up to you to take the
initiative. Sometimes, you have to be aggressive. After afew weeks
of no reply, | called Sony information and eventually got Serge's
direct line. When | cdl someone directly whom | haven't spoken
with before, | try to cdl at an unusual time. Someone who is busy
ismore likely to pick up their own phone at 8:00 A.M. or 6:30 P.M.
Plus, they're probably less stressed out since they're not facing
typical nine-to-five pressures.
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| caled in the early morning, but got Serge's voice mail. So
| left a message: "'l just want to reiterate my excitement regarding
our meeting. I've never heard John tak so flatteringly of a
business associate. | understand how busy you must be. | haven't
heard from your administrative assistant, but I'm sure | will.
See you soon.” At no point do you want your interactions to
become strained. Creating and maintaining a sense of optimism
and gentle pressure around the appointment is dl part of the
dance.

When | ill didn't hear from his office, | caled Serge's direct
line after hours, around 6 PM. This time, Serge picked up the
phone himself and | gave him the pitch.

"Hi, Serge. It's Keaith Ferrazzi. John's talked highly of you for
some time, and I've finaly got a nice excuse to give you a cdll.
I'm calling for my friend J&f Arnold, the founder of WebMD, who
has a new, very powerful way to distribute digital content. With
some of the new products you'll be launching this quarter, it could
make for the perfect partnership. I'll be in New York next week.
Let's get together. Or, if getting together this trip isn't convenient,
I'll make room in my schedule for whenever it's more convenient
for you."

In fifteen seconds, | used my four rules for what | cal warm
cadling: 1) Convey credibility by mentioning a familiar person
or institution—in this case, John, Jf, and WebMD. 2) State your
value proposition: Jeff's new product would help Serge sl his
new products. 3) Impart urgency and convenience by being pre-
pared to do whatever it takes whenever it takes to meet the other
person on his or her own terms. 4) Be prepared to offer acompro-
mise that secures a definite follow-up at a minimum.

The result? | was in Sergé's office the next week. And, while his
budgets didn't allow a short-term application, he totally under-
stood the power of the medium for his audience. Don't be sur-
prised if sometime soon your movie-theater beverage has a cool
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little DVD on the lid brimming over with some of Sony's newest
technology.
Here are some of the rules | follow fleshed out in more detail:

1. Draft off a reference.

The reason a cold cdl feds like torture was set out in vivid detail
fifty or so years ago in an advertisement, recaled by Harvey
Macka, in his book Snvim with the Sharks. It pictures a corporate
killjoy facing the reader, who is cast in the role of the salesman.
The killjoy says.

| don't know who you are.

| don't know your company.

| don't know what your company stands for.
| don't know your company's customers.

| don't know you company's products.

| don't know your company's reputation.
Now—what was it you wanted to sdl me?

You can see the total lack of credibility one has when making a
cold call. Credibility is the first thing you want to establish in any
interaction, and ultimately, no one will buy from you unless you
establish trust. Having a mutual friend or even acquaintance will
immediately make you stand out from the other anonymous indi-
viduals vying for a piece of someone's time.

What do | mean by that? If you are caling on behaf of the
president, | guarantee you Mr. Killjoy on the other end of the line
will listen to what you have to sy. Drafting off the brands of
others, whether personal references or organizations, is a helpful
tactic to get past someone's initia reluctance.

Most of us, however, don't work for Microsoft or know the
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president of the organization were trying to reach out to. Our
task, then, is to tap our network of friends, family, clients, neigh-
bors, classmates, associates, and church members to find a path
back to the person we're trying to reach. When you mention
someone both of you have in common, al of a sudden the person
you're caling has an obligation not only to you but aso to the
friend or associate you just mentioned.

Today, finding aline into someone's office is alot easer than
when | started out.

Again, the wonderfully effective search engine Google.com is
nearly invaluable in this process. Do a name search and youlll
likely find where a person went to school, what his or her interests
are, and what boards he or she sits on—you'll get a perspective on
the person's life that should give you ideas on where amutual con-
tact might be found. What sports do they play? What nonprofits
do they care about? Do you know other people involved in similar
causes?

A whole host of new companies, like Spoke and Linkedin, spe-
cidize in helping you find connections to people you want to get
in touch with. A company cdled Capital 1Q aggregates market
data and information on executives, for example, to make it very
easy to find out whom they know that you know. Other compa-
nies, like Friendster, Ryze, and ZeroDegrees, help to broker con-
nections inside and outside of companies around the world. Some
of these networks are better for finding a date, so you'll have to see
for yourself which one makes more sense for you.

People used to say there were only sx degrees of separation
between anyone in the world. Today, we're only one or two mouse
clicks awvay.

2. Sateyour value.

Acquiring a reference or institution to draft off of is only a start-
ing point. It will help you get your foot in the door. Once you have
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someone's commitment to hear you out for thirty seconds, you'll
need to be prepared to deliver a high-value proposition. Youve
got very little time to articulate why that person should not try to
get off the phone as quickly as possible. Remember, it's dl about
them. What can you do for them?

When researching for a connection to the people you want to
meet, first do some reconnaissance about the company and indus-
try they're sdling in. Sdling is, reduced to its essence, solving
another person's problems. And you can only do that when you
know what those problems are. When | finally got a chance to talk
with Serge, for instance, | dready knew he was preparing to
launch some new products in the upcoming quarter, and in the
busy holiday season he was going to need something that would
redly stand out. | aso knew his target audience aligned wdl with
those going to the theaters.

| can cut through the clutter of other cold cdls by personaliz-
ing my cal with specific information that shows I'm interested
enough in their success to have done some homework.

3. Talk a little, say a lot. Make it quick, convenient,
and definitive.

You want to impart both a sense of urgency and a sense of conve-
nience. Instead of closing with "We should get together some time
soon," | liketo finalize with something like "1'm going to bein town
next week. How about lunch on Tuesday? | know thisis going to be
important for both of us, so I'll make time no matter what."

You will, of course, need to provide enough information about
your value proposition to make the person want to spend some
time talking. But dso, don't talk too much. If you launch into a
long sdes pitch without finding out the other person's thoughts,
you can turn them off immediately. It is a dialogue, not a scripted
monologue. Even my fifteen-second intro above left time for the
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casud "ah huh, yes' or "hmm" from the other person. Don't ever
talk at someone. Give them time to come along with you.

Remember, in most instances, the sole objective of the cold
cdl is, ultimately, to get an appointment where you can discuss the
proposition in more detail, not to close the sale. In my experience,
dedls, like friendships, are made only one-to-one, face-to-face.
Take as little time as possible in your cold cdl to ensure that the
next time you speak to them it's in their office, or better yet, over
some linguine and wine.

4. Offer a compromise.

In any informal negotiation, you go big at the outset, leaving room
for compromise and the ability to ratchet down for an easer close.
| closed my pitch to Serge by suggesting that even if he didn't want
to hear anything about digital content, I'd love to get together
with him just to meet, given our mutual friend's admiration and
respect.

Robert B. Ciadini'sbook The Psychology of Persuasion shows
how compromise is a powerful force in human relations. An
example used to illustrate this idea concerns Boy Scouts, who are
often turned down initially when trying to sdl raffle tickets. It has
been statistically shown, however, that when the Scout then offers
candy barsinstead, aless costly item, customerswill buy the candy
even if they don't really want it. In giving in to the concession,
people fed as if they're holding up their socid obligation to oth-
ers. So remember, try for alot—it will help you settle for what it is
you really need.



CHAPTER 10

Managing the Gatekeeper
Artfully

L et's face it, having a list of names of people you want to reach
in business, and a plan for what to say to them when you've
got them on the phone, doesn't mean much if you never get them
on the phone. Half the difficulty in reaching out to others is actu-
aly reaching somebody at dl. It's even more difficult when that
somebody is a Big Kahunawith athicket of protective voice mail-
boxes, blind e-mail addresses, and defensve assistants running
interference.

So how do you open the door?

First, make the gatekeeper an dly rather than an adversary.
And never, ever get on his or her bad side. Many executive assis-
tants are their bosses minority partners. Don't think of them
as "secretaries’ or as "assistants." In fact, they are associates and
lifdlines.

Every time | have ever tried to go head-to-head with an
administrative assistant, I've lost. It's like that childhood game:
rock, paper, scissors. Well, in this game, as Mary Abdo taught me,
the "associate” trumps all.

Mary was the assistant to Pat Loconto, the CEO of Deloitte
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(and I guess 4till is, even though Pat is retired), and in the begin-
ning, we got along great. | remember once finishing up a dinner
with Pat and Mary. Mary had to leave early, so | walked her out-
sde while she got ataxi. The next day, | caled to say thanks for
arranging such awonderful evening.

Apparently, people rarely caled Mary to thank her for organ-
izing events, and she was very grateful. She even bragged the next
morning to Pat about how much she liked me.

Mary was ablast: fun and full of energy and wonderful stories.
In my early days at Deloitte, when I'd cdl Pet, I'd spend an extra
few minutes kibitzing. "Mary, you're a hoot to talk to." Looking
back, my relationship with Mary was clearly one of the most
important reasons | was given such easy access to Pat. And my
relationship with Pat was one of the most important relationships
of my business life.

However, with Mary and me there was a time when dl that
began to change. | had just become chief marketing officer.

At that time, | got my very own full-time administrative assis-
tant, who I'll cdl Jennifer. | thought Jennifer was everything I'd
want in an assistant: smart, organized, efficient. We got along gredt.
The only problem was she didn't get long with Mary—at dll.

Mary managed dl the administrative assistants in our execu-
tive suite. Almost immediately, Jennifer and Mary were butting
heads. Jennifer was digging in her heels and not letting up. | just
thought they'd work it out eventualy.

"It's dl a power play. She's wasting my time,” Jennifer com-
plained.

| wanted to be supportive. Jennifer's complaints and concerns
seemed reasonable to me, but | was hearing only one side of the
story. | encouraged Jennifer to work harder at the relationship.
And one day, after | had been pulled into the middie of another
bout between them, | asked Mary if she could just work harder to
get along with Jennifer.
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Mary didn't take my suggestion well. Before long, getting on
Pat's calendar became more and more difficult. Bypassng corpo-
rate bureaucracy, which was a breeze in the past, now became
impossible. My expense accounts were getting micro-scrutinized,
taking up my time, and the pressure on Jennifer was greater than
ever, which made her react even worse.

I'd had enough. | went up to Pat's office and said bluntly, "L ook,
Mary, this has to stop."

If I thought Mary had been upset before—yikes'—it was noth-
ing compared to her ire now.

Office life became a nightmare for a period of time.

Findly, Pat drew me aside. "Keith," he said, "you've gone about
this dl wrong. Now this whole ordeal is making my life difficult.
Think about it: | get to hear dl thisfrom Mary's side as well about
your administrative assistant, and | don't really want to have to
dedl with this. Second of dl, you're being stupid. Mary likes you
and aways has. Do yoursdlf a favor. Do me a favor. Whatever it
takes, smooth things over with Mary. When it comes to these
issues, sheruns this place.

Persondly, | had dways cared for and respected Mary, but now
| learned something else—an assistant like Mary has enormous
power. Secretaries and assistants are more than just helpful associ-
ates to their bosses. If they are any good, they become trusted
friends, advocates, and integral parts of their professional, and
even personal, lives.

One day Jennifer, who was as loyd to me as Mary was to Pat,
came to me and offered to resign. "Listen, I'm miserable and your
career is going to bejeopardized if dl this doesn't get straightened
out,” shetold me. It was an amazingly gracious gesture, aswell as
away to restore sanity in her life. I promised to help find Jennifer
another job (which she did quickly), and we remain good friends
to this day.

When | went to hire my next assistant, | did two things. First, |
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asked if Mary would prescreen dl candidates and rank her top
choices. | went with her first choice. | dso told my new administra-
tive assistant to do whatever Mary instructed. It didn't take long for
me to make up with Mary, either. Pat was right: Mary did like me
and | just had to better understand her role. Pat started getting my
messages again and al of our lives were so much eeser.

As important as gatekeepers are within an organization, they're
that much more important when you're working from the
outside.

At about the same time, Kent Blossil, an advertising sdes rep-
resentative for Newsweek magazine, was one of twenty ad sdes-
people banging on my door looking to make a sde. But | had a
media buyer at the agency whom we paid to take those meetings
for me, and as arule, | never met with ad saes reps.

Kent was different. He knew the kind of influence a gatekeeper
wields.

Kent would cdl Jennifer once a week. He was deferential and
overwhelmingly kind. Every so often, he would surprise her with
abox of chocolates or flowers or something. Still, despite my assis-
tant's suggestions, | saw no reason to take the meeting.

Jennifer persisted, however, and Kent must've been scheduled
into my calendar on ten different occasions without my knowl-
edge. Each time, 1'd cancel. But she'd just keep plugging her good
friend into my schedule because she fdt he was different and had
amore innovative approach than the others.

"Have him go meet with my buyer," | finaly said one day.

"No, you're going to meet with him. You can takefive minutes
out of your day. He's very nice and creative and worth five min-
utes." So | relented.

Kent certainly was nice, but he aso came to the meeting pre-
pared with a deep understanding of my business and an interest-
ing value proposition. At our meeting, almost the first thing out of
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his mouth was"If it's okay with you, | would like to introduce you
to the top three senior editors of Newsweek. Would you be inter-
ested in that?' As someone who relied on getting the media to
cover Deloitte's intellectual property, this was an important offer.

"Of course," | told him.

"By the way, we're having a conference in PAm Springs where
some other CMOs are getting together with our editors and
reporters. It's going to be a redly good conference about media
strategies in the New Economy. Can | put you on the guest list?"
He was offering a red business value, as many of the other CMOs
would aso be Deloitte customers. It would be a personal network-
ing opportunity among my peers.

"Yeeh, I'd like to go to that."

"Also, | know your media guy has been evaluating a proposal
we put in afew months ago. I'm not going to waste your timewith
the details. | just want you to know that it would be great if we
could do business together sometime.” That was it. That was Ken's
five-minute sales pitch. It was 98 percent value-add for me, 2 per-
cent sdes pitch by him.

| cdled our media guy after Ken left my office "Go to
Newsweek," | told him. "Quote them a fair price relative to the
other magazines we were considering, and give them our business
in this segment. Make it work." And you know that when Ken
went to another magazine, so did my business.

My point? Always respect the gatekeeper's power. Treat them
with the dignity they deserve. If you do, doorswill open for you to
even the most powerful decison makers. What does it mean to
treat them with dignity? Acknowledge their help. Thank them by
phone, flowers, anote.

And yes, there are times, of course, where the situation cals for
more than niceties and pleasant gifts. At times, you'll need to use
street smarts to get a meeting.
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Last summer, | met a former Disney executive on a flight to
New York. In the course of our conversation, | mentioned that |
was afairly new transplant to Los Angeles and | was dways |ook-
ing to meet good, smart people. She suggested that | might like to
get to know an up-and-coming executive by the name of Michael
Johnson, the president of Walt Disney International.

There wasn't anything obvious that Johnson could do for my
company or me at that point, but | fdt he was someone | should
meet. | was running a computer games company, and who could
sy whether Disney might someday be interested in the video
games space. The only problem was getting through Johnson's gate-
keeper; a a huge company like Disney, that's often a big problem.

| cdled Michael Johnson when | got home from my travels
and, unsurprisingly, got a neutral to cold reception.

"I'm sorry, Mr. Johnson is traveling, and hell be gone dl
month," his administrative assistant told me.

"That's okay," | replied. "Why don't you tell him a friend of
Jane Pemberton's called. Please tell him to cadl me back when he
gets a chance.”

With a first cdl you don't want to come off as aggressive.
Remember, you never, ever want to anger the gatekeeper.

My second cdl was more of the same: establishing my presence
and making it known | wouldn't go away.

"Hi, thisisKeith Ferrazzi. I'm just caling back because | haven't
heard from Michael." Here, again, without being too pushy, you
begin to create the presumption that his return cdl is imminent
and expected. Johnson's gatekeeper politely took down my mes-
sage and thanked me for calling. | asked for his e-mail address, but
she wouldn't give it to me, stating privacy concerns.

On the third attempt, she was less polite. "Listen,” she told me
with a little edge in her voice, "Mr. Johnson is very busy and |
don't know who you are." Now, | could either match her tone and
this would spira downward, or ...
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"Oh, I'm redly sorry, I'm a personal friend of afriend of his. |
just moved into the city, and Jane suggested that | should meet
Michael, and honestly, | don't even know why besides the fact that
Jane is a good friend of Michael's. Maybe you're right. Maybe it's
al wrong. Maybe Michagl doesn't know Jane well and he wouldn't
want to meet me. | apologize if thisis the case”

By being so candid and even vulnerable, | put the assistant on
alert. She now fears that perhaps she's been too gruff, perhaps
inappropriate, to afriend of a friend of her boss. After al, I'm just
a guy following a friend's advice. Most likely shelll back off, wor-
ried that she's closed the gate too tight. Then | made a suggestion:
"Why don't | just send Michael an e-mail?' And at this point, she's
thinking, "I want to be out of the middle of thisthing." So, finally,
| got his email address.

The email | sent was simple: "Dear Michael, I'm a friend of
Jane's, and she suggested | talk with you ... Jane thinks we should
know each other." If | had had something specific to discuss, |
would have put it right up front, but the best value proposition |
had was the mutual friend who fdt this would be a win-win.

It's sometimes effective to utilize severd forms of communica-
tion when trying to reach an important new contact. An e-mail,
letter, fax, or postcard often has a better chance of landing directly
in the hands of the person you're trying to reach.

Johnson's reply was cordia and short. "When convenient, 1'd
be happy to meet.”

So | went back to his assistant with the information that
Michadl said he'd be happy to meet and that | was now calling to
find out when. And finally, we did in fact meet.

Situations that cal for this amount of maneuvering are, unfortu-
nately, not rare. It'sred work and it takes afinessethat only practice,
practice, practice can master. But once you recognize the importance
of gatekeepers, and turn them into dlies with respect, humor, and
compassion, there will be few gates that aren't open to you.



CHAPTER 11

Never Eat Alone

The dynamics of a network are similar to those of awould-be
celebrity in Hollywood: Invisibility is a fate far worse than
failure. It means that you should aways be reaching out to others,
over breakfast, lunch, whatever. It means that if one meeting hap-
pens to go sour, you have six other engagements lined up just like
it the rest of the week.

In building a network, remember: Above dl, never, ever
disappear.

Keep your socid and conference and event calendar full. As an
up-and-comer, you must work hard to remain visible and active
among your ever-budding network of friends and contacts.

Let me give you an example of what | mean. A few years back,
| got the opportunity to travel with then First Lady Hillary Clin-
ton on a C130 troop carrier, crisscrossing the Southwest from one
politica event to another. She was up at 5 in the morning for
breakfast and phone cdls back to the East Coast. She gave at least
four or five speeches, attended a few cocktall parties where she
constantly reached out to scores of individuals, and visited severa
people's homes. She must have touched 2,000 hands that day
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alone. At the end of the night, when most of our entourage strug-
gled to get back on Air Force One, she huddled her g&ff, sat up
cross-legged, and began to joke and chitchat with them about dl
that happened that day. An hour or so of frivality, and Mrs. Clin-
ton moved on to scheduling the next day. No matter what your
politics, you have to respect that kind of determination and sheer
work ethic. | was shocked by the number of individuals she
remembered by name aong thetrip. | was having a tough enough
time with remembering everyone's name in our group.

| see examples of this kind of persistence and determination
everywhere. My particular heroes, because of my background, are
those people who came from humble origins. A fellow CEO friend
came from a blue-collar family in the Midwest—his father, like
mine, was a laborer for forty-odd years. Hell tell you he isn't the
smartest guy in the room, he doesn't have the Ivy League pedigree
of his colleagues, and he hasn't climbed the greasy pole by getting
aboost from his family. But today, he is one of the most respected
CEOs in hisindustry.

Hisformulais not complicated, but it isrigorous. He talks to at
least fifty people each day. He spends hours a week walking his
company plant talking to employees up and down the ladder. If
you send an e-mail to him or his assistant, you can be sure there
will be a response within hours. He attributes his success to the
blue-collar work ethic and sensibilities he was raised with by his
father. About his more starched white-collar colleagues, he once
told me that while he had learned what these people know, they
would never have an opportunity to learn what he knew.

Now, you have to work hard to be successful at reaching out
to others, but that doesn't mean you have to work long. There
is a difference. Some people think building a network requires
eighteen-hour days dogging through meetings and phone calls. If
I'm dogging, or even if it feds like dogging, I'm not doing my
job—at least not well. Or perhaps I'm in the wrong job. Building
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a network of friends and colleagues is about building relation-
ships and friendships. It should be fun, not time-consuming.
When your network is set, your goas written down, you'll find
plenty of hours during the day to do what needs to be done.

How do | meet everyone | want to meet during the course of a
week? Someone once remarked cynicadly, "1'd have to clone mysdlf
to take dl the meetings you take."

"Ah, youre onto something,” | responded. "I don't clone
mysdf. | clone the event.”

Heréswhat | mean. A few monthsago, | flew into New York for
atwo-day business stint. There were a number of people | wanted
to see an old client and friend of mine who was the former presi-
dent of Lego and was now trying to figure out what he wanted to do
with the rest of hislife, the COO of Broadway Video, with whom |
wanted to discuss a new branded entertainment TV show for one of
my clients, and a close friend that | hadn't seen in too long.

| had two days, three people | wanted to see, and only one
available time dot to see them al. How do you manage a situation
like this?

| "cloned" the dinner and invited dl of them to join me. Each
would benefit from knowing the others, and I'd be able to catch
up with dl of them and perhaps even get some creative input
about the new TV show. My friend, who has a fantastic sense of
humor, would enjoy the group and add a little levity to what
might have been just a stodgy business meeting.

| asked my friend to join me a haf hour in advance at the hotel
| was staying at for alittle one-on-one time. And if the details of
the project | was discussing with the COO were private, | might
schedule a little one-on-one time with him after dinner.

The point is I'm constantly looking to include others in what-
ever I'm doing. It's good for them, good for me, and good for
everyone to broaden their circle of friends. Sometimes I'll take
potential employees for aworkout and conduct the interview over
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a run. As a makeshift gaff meeting, I'll occasionally ask a few
employees to share a car ride with me to the airport. | figure out
ways to as much as triple my active working day through such
multitasking. And, in the process, I'm connecting people from dif-
ferent parts of my "community."

The more new connections you establish, the more opportuni-
ties you'll have to make even more new connections. As Robert
Metcdfe, the inventor of Ethernet, says. The value of a network
grows proportional to the square of the number of its users. In the
case of the Internet, every new computer, every new server, and
every new user added expands the possibilities for everyone dse
who's dready there. The same principle holds true in growing
your web of relationships. The bigger it gets, the more attractive it
becomes, and the faster it grows. That'swhy | say that anetwork is
like a muscle—the more you work it, the bigger it gets.

Such cloning is dso agood way to ensure that ameeting or get-
together is worthwhile. If I'm meeting someone whom | don't
know that well, I might invite someone | do know just to make
sure the meeting does not become a waste of time. Mentees, for
instance, get a specia kick out of sitting in on such meetings—
and it can be a great learning opportunity. It gets them face time
with me, they get a chance to see business in action, and | make
sure our reason for the meeting gets accomplished. In most cases,
they end up contributing something to the meeting as well. Don't
underestimate young peopl€e's ability to find creative new insight.

When you try this sort of thing, pay specia attention to the
chemistry between people. Do you have a sense of who will get on
well with each other? It doesn't mean that everyone has to have the
same background and sengbility. In fact, a nice mix of different
professions and personalities can be the perfect recipe for aterrific
gathering. Trust your instincts. One litmustest | often useisto ask
mysdf if | think I'll have fun. If the answer is yes, that is usualy a
good sign that the dynamic will work.
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Have you taken a colleague to lunch lately? Why not invite him
or her out today—and include a few other people from different
parts of your company or business network.

Soon, youll have an ever-expanding web of friends and
contacts.

Learn from Your Setbacks

For all his legendary success and greatness as a president, Abra-
ham Lincoln lost all the time. Lincoln experienced numerous busi-
ness, political, and personal setbacks over his life. But he never let
any of his failures discourage him from pursuing his goals.

Lincoln failed in business. He failed as a farmer. He lost running
for state legislature. He had a nervous breakdown. He was rejected
for a job as a land officer. When he was finally elected to the
legislature, he lost the vote to be speaker. He ran for Congress
and lost. He ran for and lost a U.S. Senate seat. He ran for vice
president and lost. He ran for the Senate and lost again. And, when
he was finally elected president, the nation he was elected to lead
broke apart. But by this time, all the activities, experiences, and
people he came to know in the process helped him set a direction
for that country that will stand as one of America's great legacies.

My point is, behind any successful person stands a long string of
failures. But toughness and tenacity like Lincoln's can overcome
these setbacks. Lincoln knew the only way to gain ground, to move
forward, to turn his goals into reality, was to learn from his set-
backs, to stay engaged, and press on!



CHAPTER 12

Share Your Passions

I have a confession to make. I've never been to a so-called "net-
working event" in my life.

If properly organized, these get-togethersin theory could work.
Most, however, are for the desperate and uninformed. The average
attendees are often unemployed and too quick to pass on their
resumes to anyone with afree hand—usually the hand of someone
else who is unemployed looking to pass on his resume. Imagine a
congregation of people with nothing in common except jobless-
ness. That's not exactly arecipe for facilitating close bonds.

When it comes to meeting people, it's not only whom you get
to know but aso how and where you get to know them.

For example, take the first-class section on an airplane. Flying
first cassis not something most people can aford, but there's an
interesting camaraderie among those front seats that you won't
find back in coach. To begin with, there are dways a number of
movers and shakers up front, in close quarters, for hours at atime.
Because they've dapped down an absurd premium for the luxury
of getting off the plane a few seconds earlier than the rest of the
passengers, fellow first-classers assume you, too, are important,
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and they often seek to quench their curiosity about who you are
and why you're as dumb as they are to pay such an inflated price.
| can't tell you how many valuable clients and contacts I've met
during a conversation struck up during an in-flight meal. (By the
way, this is the only acceptable time to bother your seat mate.)

At a so-cdled "networking event," the dynamics are just the
opposite. People assume you're in the same boat they are—des-
perate. Credibility ishard to gain. If you're jobless, doesn't it make
more sense to hang with the job-givers than fellow job-seekers?

There are better ways, and better places, to spend your time.

Shared interests are the basic building blocks of any relation-
ship. Race, religion, gender, sexua orientation, ethnicity, or busi-
ness, professiona, and personal interests are relational glue. It
makes sense, then, that events and activitieswhereyou'll thrive are
those built around interests you're most passionate about.

Friendship is created out of the quality of time spent between
two people, not the quantity. There is a misconception that to
build a bond, two people need to spend a great deal of time
together. This is not the case. Outside your family and work, you
probably can count the people you see agreat ded of in the course
of a month on two hands. Ye, surely, you have more than ten
friends. It iswhat you do together that matters, not how often you
meet. That's why you have to pay specid attention to where you're
most comfortable and what activities you most enjoy.

Usudly it's the events and activities you excd at that you're
most passionate about. So it makes sense to make these the focus
of your efforts. For me, my love of food and exercise has led to the
most amazing get-togethers. For others, it maybe stamps, baseball
cards, politics, or skydiving that brings you together.

The power of shared passion in bringing people together can
be seen today in the rising trend of blogs, or Web logs. Blogs are
onlinejournals, usually dedicated to an individual's interests, con-
taining commentary and links to relevant news and information.
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Popular blogs attract like-minded legions to their sites. The blog-
osphere (the community of active bloggers writing on topics that
range from spirituality to sports) has grown from a dozen or so
Web logs in 1999 to an estimated five million today.

When they write the history of the 2004 presidentia cam-
paign, an entire chapter could be dedicated to blogs. No other
innovation in the last twenty years has influenced electora poli-
tics quite like these impassioned online communities. They've gal-
vanized an unprecedented number of voters into action, raised
millions, and given people an outlet to participate in the political
process. It's amazing to think that one person, writing about what
or whom they love, could have so much influence or create acom-
munity of people so quickly.

When we are truly passionate about something, it's conta-
gious. Our passion draws other people to who we are and what we
care about. Others respond by letting their guard down. Which is
why sharing your passion is important in business.

| can tell more about how someone is likely to react in a
business situation from my experience with them at an intimate
dinner, or after just one strenuous workout, than | can from any
number of in-office meetings. We just naturally loosen up outside
the office. Or perhaps it's the venue itsef—not to mention the
wine over dinner. It's astonishing how much more you can learn
about someone when you are both doing something you enjoy.

| have a friend who is the executive vice president of a large
bank in Charlotte. His networking hotspot is, of al places, the
YMCA. He tells me that at 5 and 6 in the morning, the place is
buzzing with exercise fanatics like himself getting in a workout
before they go to the office. He scouts the place for entrepreneurs,
current customers, and prospects. Then, as he's huffing and puff-
ing on the StairMaster, he answers their questions about invest-
ments and loans.

Besides food and exercise, | sometimes take people to church.
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That's right, church. | attend a mostly African-American and His-
panic Catholic Church in Los Angdes—St. Agathas. It's wonder-
fully "unorthodox." Instead of "passing the peace" in the form of a
simple handshake, a gospd choir belts out uplifting tunes while
the congregants walk around the church hugging each other for
ten minutes. It's an amazing scene. | don't try to foist my beliefs on
anyone; the people | bring along—whether an actor or lawyer or
an atheist or Orthodox Jew—tend to see my invitation as akind of
personalized gift. It shows them that | think so highly of them that
I'm willing to share such a deeply personal part of my life.

Contrary to popular business wisdom, | don't believe there has
to be arigid line between our private and public lives. Old-school
business views the expression of emotions and compassion as vul-
nerability; today's new businesspeople see such attributes as the
glue that binds us. When our relationships are stronger, our busi-
nesses and careers are more successful.

Take Bonnie Degrius, a consultant who used to work at the
Gartner Group. Bonnie sends her list of contacts and associates an
annual newdletter that is, well, dl about her. She writes of the new
and exciting things she's working on, or about her family. She
wrote about how the death of her father changed her life. You
might think those who received this letter were uncomfortable
with such a public display of emotion. Just the opposite. More and
more people—men, women, colleagues, and strangers aike—
asked to receive Bonni€e's letter. They'd write her back and tell her
of smilar experiences they'd been through. After afew years, Bon-
nie had a network that stretched across the nation. She's poured
her heart and passion onto the page and, because of it, she's
received the trust and admiration of hundreds in return.

Make a list of the things you're most passionate about. Use
your passions as a guide to which activities and events you should
be seeking out. Use them to engage new and old contacts. If you
love baseball, for example, take potential and current clients to a
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ballgame. It doesn't matter what you do, only that it's something
you love doing.

Your passions and the events you build around them will

create deeper levels of intimacy. Pay attention to matching the
event to the particular relationship you're trying to build. I've got
an informal list of activities | use to keep in touch with my busi-
ness and personal friends. Here are some things | like to do:

1.

Fifteen minutes and a cup of coffee. It's quick, it's out of the
office, and it's a great way to meet someone new.

Conferences. If I'm attending a conference in, sy, Sesttle, I'll
pull out alist of people in the area | know or would like to
know better and see if they might like to drop in for a particu-
larly interesting keynote speech or dinner.

Invite someone to share a workout or a hobby (galf, chess,
stamp collecting, abook club, etc.).

A quick early breskfast, lunch, drinks after work, or dinner
together. There's nothing like food to break the ice.

Invite someone to a specia event. For me, a specia event such
as the theater, a book-signing party, or a concert is made even
more specid if | bring aong a few people who | think might
particularly enjoy the occasion.

Entertaining at home. | view dinner parties at home as sacred.
| like to make these events as intimate as possible. To ensure
they stay that way, | generally will invite only one or two peo-
plel don't know that well. By dinner's end, | want those people
leaving my home feding as if they've made a whole new set
of friends, and that's hard to do if it's a dinner filled with
strangers.

Of course, we dl need to schedule the appropriate time

with friends and family as well, or just to read or relax. While
enriching your life to include others whenever and wherever you
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can, make sure you're not neglecting the key relationships in
your life

When your day is fuded by passion, filled with interesting
people to share it with, reaching out will seem lesslike a challenge
or a chore and more like an effortless consequence of the way
you work.



CHAPTER 13

Follow Up or Fail

ow often do you find yourself standing face-to-face with
someone you've met before, but you can't recal their name?

We live in a fast-paced digital world that bombards us with
information. Our inboxes are a constant procession of new and
old names demanding our attention. Our brains are in constant
overdrive trying to keep track of dl the bits and bytes and names
that cross our desk each and every day. It's natural that to stay
sane, we must forget or ignore most of the data clamoring for a
diver of red estate in our already overcrowded noggins.

In such aworld, it's incomprehensible that only a small per-
centage of us decide to follow up once we've met someone new. |
can't say this strongly enough: When you meet someone with
whom you want to establish a relationship, take the extra little
step to ensure you won't be lost in their mental attic.

Just recently, | was down in Florida giving a speech at an
awards ceremony for past and present members of my college fra
ternity, Sigma Chi. | probably gave my card and e-mail address out
to at least a hundred people that night. After the black-tie affar
had ended, | retreated to my hotel in the wee hours of the morn-
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ing and checked my e-mail. There, in my inbox, was asimple gra-
cious note from a young fraternity brother expressing his thanks
for the speech, what it meant to him as someone who came from
a smilar background, and his hopes that someday he and | might
st down for a cup of coffee. Within the next two weeks, well over
ahundred people e-mailed or caled to express smilar sentiments.
Thefollow-up | remember best isthe one | got first.

The most memorable gifts | have ever received are those whose
value could not be measured in terms of dollars and cents. They
are the heartfelt letters, e-mails, and cards | receive from people
thanking me for guidance and advice.

Do you want to stand out from the crowd? Then you'll be
miles ahead by following up better and smarter than the hordes
scrambling for the person's attention. The fact is, most people
don't follow up very well, if a al. Good follow-up aone eevates
you above 95 percent of your peers. The follow-up is the hammer
and nails of your networking tool kit.

In fact, FOLLOW-UP IS THE KEY TO SUCCESS IN ANY
HELD.

Making sure a new acquaintance retains your name (and the
favorable impression you've created) is a process you should setin
motion right after you've met someone.

Give yourself between twelve and twenty-four hours after you
meet someone to follow up. If you meet somebody on a plane,
send them an e-mail later that day. If you meet somebody over
cocktails, again, send them an e-mail the next morning. For ran-
dom encounters and chance meetings, e-mail is a fine tool for
dropping a quick note to say, "It was a pleasure meeting you. We
must keep in touch." In such an e-mail, | like to cite something
particular we talked about in the course of our conversation—
whether a shared hobby or business interest—that serves as a
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mental reminder of who | am. When | leave the meeting, | put the
name and e-mail address of the new acquaintance in my database
and program my PDA or BlackBerry to remind me in a month's
time to drop the person another e-mail, just to keep in touch.

Why go to dl the trouble of meeting new people if you're not
going to work on making them a part of your life?

In the aftermath of a business meeting, I've taken to doing
something my classmate at HBS and former COO James Clark
swears by. In his follow-up, he dways reiterates the commitments
everyone has made, and asks when a second follow-up meeting
can be arranged.

When the other person has agreed to do something, whether
it's meeting for coffee next time you're in town or signing a major
ded, try to get it inwriting. It's shouldn't be formulaic or ironclad,
just something such as "It was great talking to you over lunch yes-
terday. | wanted to follow up with some thoughts we discussed
yesterday. | believe FerrazziGreenlight can serve the interests of
your company, and I've had time to work out the finer details. The
next time I'm in town, 1'd love to get on your calendar and chat for
five or ten minutes."

Nine times out of ten, the person will casualy write back
accepting your offer to meet again. Then, when the time comes to
take that person up on his offer to talk again, you can cal him
with the force of his email commitment "in writing" behind you.
He's dready agreed to meet. Now the question is when, and your
persistence will assure that happens at some point.

But remember—and this is critical—don't remind them of
what they can do for you, but focus on what you might be able to
do for them. It's about giving them areason to want to follow up.

Another effective way to follow up is to clip relevant articles
and send them to the people in your network who might be inter-
ested. When people do this for me, I'm tremendously apprecia
tive; it shows they're thinking about me and the issues I'm facing.
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While emall is one perfectly acceptable way to follow up, there
are other methods to consider. A handwritten thank-you note
these days can particularly capture a person's attention. When's
the last time you received a handwritten letter? When you get
something addressed to you personally, you open it.

The thank-you note is an opportunity to reinforce a percep-
tion of continuity in arelationship and create an aura of goodwill.
Mention any pertinent information you faled to bring up in your
meeting. Emphasize both your desire to meet again and your offer
to help.

Here are a few more reminders of what to include in your
follow-ups:

» Always express your gratitude.

* Be sure to include an item of interest from your meeting or
conversation—ajoke or a shared moment of humor.

* Redffirm whatever commitments you both made—going both
ways.

» Bebrief and to the point.

» Always address the thank-you note to the person by name.

* Use email and snail mail. The combination adds a personal-
ized touch.

» Timelinessiskey. Send them as soon as possible after the meet-
ing or interview.

* Many people wait until the holidays to say thank you or reach
out. Why wait? Your follow-ups will be timelier, more appro-
priate, and certainly better remembered.

» Don't forget to follow up with those who have acted as the go-
between for you and someone else. Let the origina referrer
know how the conversation went, and express your apprecia-
tion for their help.
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Make follow-up a habit. Make it automatic. When you do,
the days of struggling to remember people's names—and of other
people struggling to remember yours—will be a thing of the
past.



CHAPTER 14

Be a Conference Commando

I\/I ilitary strategists know that most battles are won before
the first shot is fired by the side that determines where,
when, and how an engagement is fought. And so it is with most
successful conferences. Turning a conference into your own turf
and setting gods ahead of time is what turns a casua conference
attendance into a mission.

Don't just be an attendee; be a conference commando!

Conferences are good for mainly one thing. No, it's not the cof-
fee and cookies at breaks. It's not even pricey business enlighten-
ment. They provide a forum to meet the kind of like-minded
people who can help you fulfill your mission and goals. Before
deciding to attend a conference, | sometimes informally go so far
as using a smple return-on-investment-type thought process. Is
the likely return I'll get from the relationships | establish and build
equa to or greater than the price of the conference and the time
| spend there? If so, | attend. If not, | don't. It's that simple. That
may seem like an awfully pragmatic view of conferences, but it
works.

Right after we sold Yara the new owners instituted a set of
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cost-cutting policies relative to travel and conferences. | thought
the policies were fundamentally off the mark.

The owners saw conferences as boondoggles—pleasant afairs
for indulgent executives rather than as revenue generators. To our
new parent company, the costs of sending people to afew events
each year seemed like an unnecessary expense on a start-up com-
pany's balance shest.

| strongly disagreed and promised to convince them other-
wise. | set about recording the actua number of revenue-generating
projects that came directly from people | had met at conferences.
The owners were stunned when | presented a spreadsheet show-
ing successive deals and how a significant chunk of revenue could
be traced back to one conference or another.

Their ill-tempered disposition toward these business get-
togethers—and these executives are far from alone in holding
such attitudes—stems from an all-too-common misperception
that conferences are places to find insight. Wrong. Red, action-
able insight mostly comes from experience, books, and other
people. Roundtable discussions and keynote speeches can be fun,
even inspirational, but rarely is there the time to impart true
knowledge.

But there may be no better place to extend your professiona
network and, on occasion, get deds done. Let me give you an
example based on sdes. In the old model of selling, 80 percent of
a salesperson's time went into setting up meetings, giving a pre-
sentation, and trying to close a deal. The other 20 percent was
spent developing a relationship with the customer. Today, we
focus mostly on relationship sdlling. Smart salespeople—in fact,
smart employees and business owners of dl stripes—spend 80
percent of their time building strong relationships with the people
they do business with. The dickest PowerPoint presentation can't
compete with the development of rea affection and trust in cap-
turing the hearts and minds of other people.
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Those who use conferences properly have ahuge leg up at your
average industry gathering. While others quietly st taking notes,
content to sp their free bottled water, these men and women are
Setting up one-on-one meetings, organizing dinners, and, in gen-
eral, making each conference an opportunity to meet people who
could change their lives.

If these people seem as if they aren't playing by the same rules
as their fellow attendees, you're right. They've gone well beyond
the traditional, warmed-over advice to Wear Your Badge, Warmly
Greet Everyone, Establish Firm Eye Contact, and other common
refrains that fal to distinguish them from the rest of the horde.

Yes there's a guide to getting the most out of a conference. My
friend Paul Reddy, a software executive, claims people are either
bowling bals or pins at a conference. If you're the ball, you wak
(or roll) into a conference, event, or an organization, and you
blow it apart. With a dash of bravado and ingenuity, you leave a
positive impression in your wake, create friendships, and achieve
the gods on your agenda. The pins st placidly by, waiting for
something, anything, to happen to them.

Don't think of your next conference as a business-related retreat.
Think of it as awell-coordinated campaign to further your mission.
Here aretherules| follow at each and every event | attend:

Help the Organizer (Better Yet, Bethe Organizer)

Conferences are logistical nightmares. There are a thousand
different things that go into pulling off a successful business gath-
ering. The mess that can ensue is an opportunity for you to come
in and help out—and become an insider in the process.

Onceyou're on the inside, you can find out who will be attend-
ing and what the hot events will be. And you'll find yourself at dl
those unlisted dinners and cocktail parties that are thrown for the
conference poobahs.
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How do you find yourself part of the process? It's not redly dl
that hard. First, review the event's materials, visit its Web site, and
find out who the main contact is for putting together the confer-
ence. Put in aphone cal. The person responsible for these kinds of
events is generally overworked and stressed out. | like to cdl these
people afew months ahead of the event and sy, "I'm really looking
forward to the conference you're putting together. I'm interested in
helping make this year be the best year ever, and I'm willing to
devote a chunk of my resources—be it time, crestivity, or connec-
tions—to make this year's event a smash hit. How can | help?”’

| guarantee the coordinator will be shocked with delight. | say
that because | was once responsible for those stressed-out plan-
ners back in my early days as CMO of Deloitte.

Deloitte Consulting was working with Michael Hammer to
grow a credible reengineering practice. We thought a conference
might be a great way to introduce our relationship with Michael
to the market, strengthen our brand, and win afew customers to
boot. So we proposed a joint conference hosted by Deloitte and
Michael Hammer. We would bring the industry expertise and case
studies, and Michael would bring his expertise in reengineering
and his understanding of how to run aworld-class conference.

It gave me a chance to see the inner workings of how a success-
ful conference is orchestrated and of course build a great relation-
ship with Mike. | became acutely aware of how powerful it was to
know, in advance, who would be attending; why some speakers
were chosen and some were not; and what the best forums were
for networking.

From the outset, our idea was to apply some method to the
usua conference madness. A tracking system was put in place that
recorded daily our progress against the objectives we st for our-
sdves Each Deloitte partner's objective was to meet two people who
were assgned to them from the guests we knew would be attending.
Each was given one person as a primary target—someone we really



114 Never Ea Alone

wanted to win as a client. The other person was someone we
thought Deloitte would benefit from knowing, perhaps a member
of the media. The basic god remained, quite smply, to meet new
people.

Because we knew who was attending beforehand, the partners
got a one-page bio on the people assigned them, listing who they
were, what they did, their accomplishments and hobbies, and the
potential challenges their company faced that Deloitte might be
able to address. This was enough information to make a real con-
nection when the partner finally met the individual.

We dso gave the partnersalist of ideas of how to actually catch
up with their targets and what to say when they met them. At
the end of each day, the partners would report whom they met,
where, and how the encounter went. If someone had a difficult
time meeting their target person, we strategized for the next day,
making sure that the partner and the individua they were
assigned to would st a the same dinner table the following
evening, or I'd make a point of making the introduction mysdf, or
we'd ask Mike to make an intro in afew cases.

What | had unknowingly created was a unit of conference
commandos, prepared in advance with information on who they
were to meet, how (we had done research), and where. The results
were astounding. The conference was packed. As aresult, Deloitte
saw an unprecedented amount of business come its way. We have
since perfected this art at FerrazziGreenlight, and not only do we
advise companies on how to get the most out of their conferences,
but aso big conference-givers like Forbes and PeopleSoft come to
us to help them design conferences that will have world-class out-
comes for both these companies and their conference attendees.

The key is to work hard to make the conference a success for
everyone. At the Hammer conference, dl attendees, almost across
the board, were shocked by how much business they got done.
The right environment was set for networking success.
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Of course, Michael Hammer was brilliant, as always, and there
was much for dl of us to learn from him on content. But every-
one's success came from organizing a conference around its red
function: an intimate gathering of like-minded professionalsin an
atmosphere that facilitates profitable relationships.

Listen. Better Yet, Speak

Areyou someone who thinks becoming a speaker is abig ded?
That's true for alot of people. I'm here to tell you it's not as tough
as you might think, but it is dso perhaps more important than
you can imagine

Nothing frightens the daylights out of some people like the
thought of spending fifteen minutes talking about what they do in
front of an audience, even if the audience is made up of generaly
receptive folks (like family and friends!).

Cam yoursdf. First, you should know that giving speeches is
one of the easest and most effective ways to get yoursdf, your
business, and your ideas seen, heard df, and remembered, and you
don't need to be Tony Robbins to find yourself a forum of people
willing to hear you out.

How many people find themsealves in front of an audience on
any given day? The numbers are shocking. There are thousands of
forums and events going on—for every imaginable reason—each
and every day. All these forums need a warm body to say some-
thing the dightest bit inspiring or insightful to their guests. Most
speakers, unfortunately, deliver neither.

If you think the people delivering this insight are only those at
the top of their respective fields, you're mistaken. So how do you
get experience?

Toastmasters International, for instance, provides a forum for
the development of speaking skills. With more than 8,000 clubs
meeting weekly in groups of up to thirty or forty people, there are



116 Never Ea Alone

awhole lot of speeches, and speakers, being made. On a larger
scale, the national speaker circuit ishuge. The American Society of
Association Executives (ASAE) says the meetings industry is a
nearly $83 hillion market, with over $56 billion being spent annu-
aly on conventions and seminars alone. That ranks conferences—
get thisl—as the twenty-third-largest contributor to the Gross
National Product. The point here is that the opportunity to speak
exists everywhere, paid or unpaid. It'sfun, it can be profitable, and
there's no better way to get yourself known—and get to know oth-
ers—at an event. Study after study shows that the more speeches
one gives, the higher one's income bracket tends to be.

As a speaker a a conference, you have a specid status, making
meeting people much easer. Attendees expect you to reach out
and greet them. They, in turn, give you respect that they don't
accord their fellow attendees. Instant credibility and faux-fame is
bestowed upon you when you're on a stage (and pretty much any
stage, at that).

How do you become a speaker at a conference? First, you need
something to say: You need content (which I'll discuss in another
chapter). You need to develop a spiel about the niche you occupy.
In fact, you can develop a number of different spiels, catering to a
number of different audiences (again, I'll get to that later).

If you take the first step and get to know the organizer, landing
a speaking gig isn't that tough. In the beginning, it's best to start
small. Let me give you an example. A friend of mine left his big
firm years ago to start his own consulting business. He needed to
establish himsdf as an expert in the field of branding, and while
he was terrified of public speaking, he knew it would be the best
way to interact with potential customers and hone his message.
He started small, getting to know dl the organizers of small, local,
industry-specific events. He would ask these people, in return for
his help, to give him a room during an off-hour at the end of the
event, so he could spesk to a smdl gathering of people that he
would organize.
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Initialy, he wasn't even listed on the conference agenda. Held
meet people throughout the conference and tell them that he was
organizing an intimate gathering of professionas interested in
talking about their branding issues. The informa atmosphere
alowed him to ddiver his content without the pressure of a big
audience, while at the same time getting valuable feedback from
the people that attended. In short order, the rooms he spoke at
started getting bigger, his speeches became more refined, and the
audience went from intimate to intimidating—though, by then,
he had worked through most of his fears.

What if you are at a conference and you're not a speaker? There
are other places to distinguish yoursdf. Remember, you're not
there just to learn new things from other people—you're there to
meet others and have others meet and remember you.

When sessions open up for questions, try and be among the
first people to put your hand in the air. A really well-formed and
ingghtful question is a mini-opportunity to get seen by the entire
audience. Be sure to introduce yoursdf, tell people what company
you work for, what you do, and then ask a question that leaves the
audience buzzing. Idedly, the question should be related to your
expertise so you have something to say when someone comes up
and says, "That was an interesting question.”

GuerrillaWarfare:
Organize a Conference Within a Conference

True commandos aren't restricted by the agenda that they
recelve at registration. Who says you can't arrange your own din-
ner while at the conference, or put together an informal discus-
sion on a particular topic that matters to you?

The dinners a your average event are often a total mess.
Peopl€'s attention is scattershot; everyone is trying to rise above
the noise and be polite and engaged with ten different strangers,
listen to a keynote address, and get a few mouthfuls of mediocre
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food dl at the same time. It doesn't make for a good setting for
conversation.

At times like these, I've been tempted to go back to my room,
order room service, and spend the rest of the night in front of my
laptop. That, however, would be a terrible lost opportunity.

The dternative is to commandeer the useless hour or two by
throwing a dinner of your own.

| like to do this at least once during most conferences. Before
the event, I'll scout out a nice nearby restaurant and send out pre-
invites to a private dinner that I'll host aongside the scheduled
afar. You can do this ad hoc during the day or you can send out
offidd invites beforehand. Oneway I've had big success is sending
a fax to the hotel (most conferences have one host hotel where
most VIPs will be staying) that the individuals get when they
arrive the night before the conference asking them to join a group
for dinner or drinks that night. Think about it: no secretaries to
screen the message. Likely those people have no plans when they
arrive, and even if they do, you will aready stand out when you
ultimately meet them during the conference, and | assure you they
will be grateful for your having thought of them. If the keynote
address is being given by someone particularly interesting, I'll
turn my own affar into pre- or post-dinner drinks.

Often, creating your own forum is the best way to assure that
people you'relooking to meet will be in the same place at the same
time. ldedly, you'd like to invite a stable of speakers to your din-
ner, which will provide a star-studded draw to your little event.
Remember, even an unknown becomes a mini-star after their talk
at an event.

| do this each year at Renaissance Weekend, an annual New
Yea's weekend gathering for politicians, businesspeople, and
other professionds. | send out a funny invite asking a few people
if they'd like to play hooky from an officid dinner and go to anice
restaurant elsewhere. At Renaissance Weekend, they even have a
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night designed for going off on your own to do just this. This
works best at long three-day conferences. As with college, every-
one likes to get off campus. If the conference isin your hometown,
be bold enough to invite people to your home for ared treat, as |
have dways done with the Los Angeles-based Milken Globa Con-
ference. This conference is one of the best in the United States for
both content and guests. Each year | hold a dinner party at my
house the day before the event is set to begin. People generally
arrivein town aday early anyway, and afun, intimate dinner party
is dways preferable to eating hotel food alone.

Dinner is not the only way to organize a conference within a
conference. Long conferences are often filled with socid out-
ings—golf, tours, and visits to historic sites. Too often, such events
arejust plain terrible. Have you ever goneto amuseum in a crowd
of 400 people? You fed like aherded cow.

Theré€'s no reason why you can't take the lead in developing
your own persona tour or visit to an out-of-the-way place that
convention organizers might not have thought about. An old col-
league from Starwood used to do this at winter conferences. An
avid skier, he'd research the best skiing in the area—usually some
out-of-the-way dopes that no one had taken the time to discover.
He'd have no problem attracting a few other skiers who were
jazzed about the prospect of some fresh powder.

The more active you become in playing "host" of your own
conference within a conference, the better you'll be at helping
other people make connections, making you a center of influence.
When you meet people at your dinner party or event, don't smply
introduce yoursdf; introduce the folks you meet to other people.
If your new acquaintances don't quickly take up the conversation,
offer a fact about one guest to another. "Sergio was in charge of
Coke's globa branding efforts in their heyday. Aren't you looking
to refurbish your company's brand, David? You couldn't find a
better sounding board than Sergio.”
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Draft Off a Big Kahuna

If you get to know the most popular man or woman at the
conference—the one who knows everyone—you'll be able to
hang with them as they circle through the most important people
at the conference. Conference organizers, speakers, and name-
brand CEOs and professionals attending the event are dl worthy
kahunas.

Check the convention program for the names of luminaries
and key figures. Make those the sessons you attend. Arrive early at
events where they'll be speaking. Stand near key entrances or reg-
istration tables. Be ready to introduce yoursdf, or stay behind for
a quick chance to meet them.

You must remember to talk with speakers before they've hit the
stage. Often, that anonymous schlub slurping yogurt at the break-
fagt table will take on the aura of a celebrity after he's spoken on
stage. Find them before they've gained celebrity status, and you
have a better chance to connect. Or ask the conference organizer
(who has become your buddy anyway) to point them out if you
don't know what they look like.

Be an Infor mation Hub

Once you've created an opportunity to meet new people,
establish yourself as an "information hub"—a key role of any
good networker. How? Go beyond just memorizing the confer-
ence's brochure. Identify information the people around you
would like to know, and come prepared. This might include infor-
mation about trade gossip, the best loca restaurants, private par-
ties, etc. Pass key information along, or let others know how they
can obtain it. This role does not end with the networking event, of
course. As an information resource, you're someone adways worth
knowing.
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Master the Deep Bump

The bump is the main weapon in your conference commando
arsenal. Reduced to its essence, it is the two minutes you're given
with someone you're "bumping into" whom you are looking to
meet. Your god should be to leave the encounter with an invita
tion to reconnect at a later time.

The bump, like other practices, is nuanced. The perfect bump
is one that feds both fast and meaningful at the same time. | call
thisided a"deep bump."”

Deep bumps are an effort to quickly make contact, establish
enough of a connection to secure the next meeting, and move on.
Youve just paid a boatload of money to be at this conference
(unless you're a speaker, when it's usualy free!), and you want to
meet as many people as you can in the time that you have. You're
not looking to make a best friend. You are looking, however, to
make enough of a connection to secure a follow-up.

Creating a connection between any two people necessitates a
certain level of intimacy. In two minutes, you need to look deeply
into the other person's eyes and heart, listen intently, ask questions
that go beyond just business, and reved a little about yoursdf in
away that introduces some vulnerability (yes, vulnerability; it's
contagious!) into the interaction. All these things come together
to create a genuine connection.

Not possible, you exclam. Ah, but I've seen it done and | do it.
The deep bump is not just theoretical mumbo jumbo.

There are some people who need just seconds, rather than min-
utes, to pull off a degp bump. Former President Bill Clinton, for
instance, isthe master. I've watched him up close asheworks aline
of well-wishers and fans (and sometimes, strident opponents).
With each person, President Clinton will reach out to shake his or
her hand. Mogt of the time, helll use two hands or clasp a person's
elbow to create instantaneous warmth. He'll make direct eye con-
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tact and, in that fleeting moment, ask a persona question or two. |
don't know how many times I've heard different people from the
same event comment about how incredible it was to be the sole
focus of the man's attention. And that's even the Republicans.

The profoundness of that connection doesn't come from the
President's desire to impart his opinion or riff on policy. His god
is a once very simple and powerful. The President wants you to
like him (so in his own now-famous words, he "fedls’ what you
feel). When he shows in those brief moments that he likes and
cares about you, the human response is to reciprocate. He is finely
tuned in to the radio station that we each listen to, WIIFM, dso
known as What's In It for Me? | never once heard Clinton ask for
avote or talk about himself when engaged in these quick, casud
encounters. His questions aways revolved around what the other
person was thinking, what was troubling them.

Most people think a conference is a good time to market their
wares. They rush from room to room desperately trying to <l
themselves. But a commando knows that you have to get people to
like you first. The sles come later—in the follow-up discussions
you have &fter the conference. Now is the time to begin to build
trust and a relationship.

Know Your Targets

You're ready to bump. Now you just need someone to bump
againgt.

At each conference, | keep alist of three or four people I'd most
like to meet on afolded piece of paper in my jacket pocket. | check
off each person as | meet them. Besde their name, I'll jot down
what we talked about and make a note about how I'm going to
contact them later. And, once you've met with and engaged some-
one, you find yoursalf chatting again and again throughout the
conference.



Be a Conference Commando 123

You can't, however, rely solely on chance to find them at cock-
talls or on abreak. | usualy ask the conference organizer to point
to the areawhere they'll be and | watch where they sit. Most peo-
ple continue to St in the same seats throughout the conference.

For example, Barry Diller, the CEO of InterActiveCorp.,
was someone I'd wanted to meet for years. He's a visionary in
commerce and media, with an uncanny ability to foresee, before
anyone else, where innovation will turn into profit. He smells
money.

Researching one of my conferences, | noticed he was scheduled
to speak. | found out when and where and got access to the area
where he would have to get on and off the stage. | positioned
mysdf in a place where it would be damn near impossible to get
by without giving me alittle nudge.

As he waked by, | got his attention. "Mr. Diller, my name
is Keith Ferrazzi. | work for Barry Sternleicht as his CMO at
Starwood. He's mentioned before that you and | should talk and
| thought I'd just make the introduction mysdf. I know you're
busy, but I'm wondering if | can cal your office and arrange a
time to meet with you when we get back home?' [Pause—to
which he responded, "Sure, cdl my New York office”] "Gredat,
| wanted to talk to you about a number of ideas | have about
your business, but I've dso admired your career and pioneer-
ing work you've done for along time." That was it. | played my
heaviest and hardest card, which was my boss, a fdlow visionary
entrepreneur for whom Diller held respect. With aname as big as
Diller, sometimes the bump can't be as deep as you'd like. Still,
with limited time | managed to gain credibility by dropping a
familiar and trusted name, show a bit of vulnerability in admit-
ting | admired his career, and suggested | had vaue to offer with
my ideas. That bump went on to redize ajob offer and introduc-
tions within his company that are now important clients for
FerrazziGreenlight.
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Your sound-bite introduction will change depending on the
circumstances. Generaly, it will be a two- or three-sentence
opener, tailored to the event, about what you can or want to do
for them.

Breaks Are No Timeto Take a Break

Breeks are where the red work happens at a conference.

Make sure and stake out the right place. Have you ever noticed
how guests gather in the kitchen or some other central place when
you have gatherings at home? One warm and centrally located
spot is often the center of any party. The same holdstrue at abusi-
ness gathering. Determine where most people will gather, or at
least pass, and station yoursdlf there. This might be near the food
table, the bar, or the reception area.

Beonyour gameduring thesetimes. U.S News & World Report
revedled Henry Kissinger's technique for commanding a room:
"Enter the room. Step to the right. Survey the room. See who is
there. You want other people to see you."

Kissinger knows that great networkers know how to make a
memorable first impression. They see a room of people as a play-
ing field. Remember to look sharp. Don't underestimate the
importance of dressing well in places where you'll be noticed. And
start bumping.

Follow Up

If you didn't think | was a nut before, now it's a certainty.
| know I've told you to follow up dready, but that's how vitaly
important | think it is. So here it is again: follow up. After that,
follow up again. Then, after you've done that, follow up once more.

| don't like to put it off or it might not get done. How many of
you have cards from events that occurred months ago or even
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longer? That's a lost opportunity. During speeches, I'll sit in the
back and write follow-up e-mails to the people | just met at the
previous break. Everyone you talked with at the conference needs
to get an e-mail reminding them of their commitment to talk
again. | also like sending a note to the speakers, even if | didn't get
a chance to meet them.

Here's an actual example of one of my follow-up e-mails:

HeyCarla,

Wow, what a funtime. | didn't expect tequila shotsto he a part
of the Forbes CI O conference. We definitely have to make thisan
annual occurrence. Hey, | also wanted to follow up with our dis-
cussion on your marketing strategy and your interest in the Fer-
razziGreenlight loyalty strategy work we've doneasaway to help
reach your adult women demographic. When can you do a call
thisweek, or at your leisure?

Also, | wanted to say that | heard no fewer than three separate
peopletalk about your session and what a great speaker you were.
Congrats!

Best,

Keith

It'sthe People, Not the Speakers

You've probably already figured this rule out by now. | don't
often find the content of conferences particularly useful. | read a
lot. | think about these subjects constantly and talk to alot of peo-
ple. By the time | get to a conference, | know the substance of
what's going to be said.

Of course, there are exceptions, like when Michael Hammer
talked about reengineering and then would magically turn the
talk into both a lesson in life and a stand-up comedy routine.
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Epiphanies aside, most conference speeches are about one more
IBM or Microsoft senior VP talking about his or her process-
improvement project. Even when the speaker is interesting, the
mentality is the same: It's dways about the people.

Don't Be This Person

THE WALLFLOWER: The limp handshake, the position in the far cor-
ner of the room, the unassuming demeanor—all signs that this per-
son thinks he or she is there to watch the speakers.

THE ANKLE HUGGER: The ankle hugger is a total codependent and
thinks that the first person they meet is their BFF (best friend forever).
Out of fear, they shadow their BFF the entire conference. You've
spent too much money not to leverage the opportunity to meet many
different people. So bump! You have a lifetime to build relationships
with these people. Collect as many follow-ups as you can.

THE CELEBRITY HOUND: This type of person funnels every bit
of their energy into trying to meet the most important person at
the event. The problem is, if the person they want to meet truly is the
most important person at the conference, that person will be on
their guard. And maybe even guarded, literally. A young friend of
mine went to see the King of Jordan speak recently and came back
ecstatic. He had waited an hour or more, along with 500 other
people, for a chance to shake the King's hand. | asked him, "How,
exactly, did you benefit from that encounter?"”

"l can say | met him," he sheepishly replied. | told him that there
were probably at least a handful of dignitaries and members of the
King's cabinet in that room whom no one knew or wanted to know.
Wouldn't it have been better for my young friend to actually have
had a conversation with one of them, instead of a handshake with
someone who will not remember him beyond the handshake?
Maybe he could have struck up a relationship. Instead, he got a
photo and a handshake.
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THE SMARMY EYE DARTER: Nothing will give you a bad rap in
less time. Be Bill Clinton instead. If you spend only thirty seconds
with someone, make it thirty seconds of warmth and sincerity. Noth-
ing will give you a good rap in less time.

THE CARD DISPENSER/AMASSER: This guy passes his card out
like it had the cure for cancer written on its back. Frankly, cards
are overrated. If you perform the bump successfully, and extract a
promise for a future meeting, a piece of paper is irrelevant. This
person gloats over the number of "contacts" he's made. In reality,
he's created nothing more valuable than a phone book with peo-
ple's names and numbers to cold-call.



CHAPTER 15

Connecting with Connectors

I t has become part of our accepted wisdom that six degreesis dl
that separates us from anyone ese in the world. How can that
be? Because some of those degrees (people) know many, many
more people than the rest of us.

Cdl them super-connectors. We dl know at least one person
like this individual, who seems to know everybody and who
everybody seems to know. Youll find a disproportionate amount
of super-connectors as headhunters, lobbyists, fundraisers, politi-
cians, journalists, and public relations specidists, because such
positions require these folks innate abilities. | am going to argue
that such people should be the cornerstones to any flourishing
network.

What Michael Jordan was to the basketball court, or Tiger
Woods is to gaf, these people can be to your network. So who are
they, redly, and how can you get them to become prized members
of your circle of associates and friends?

In his bestselling book The Tipping Point, Malcolm Gladwell
cites a classc 1974 study by sociologist Mark Granovetter that
surveyed how a group of men in Newton, Massachusetts, found
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their current job. The study, appropriately titled "Getting a Job,"
has become a semina work in itsfield, and its findings have been
confirmed over and over again.

Granovetter discovered that 56 percent of those surveyed
found their current job through a personal connection. Only 19
percent used what we consider traditional job-searching routes,
like newspaper job listings and executive recruiters. Roughly 10
percent applied directly to an employer and obtained the job.

My point? Personal contacts are the key to opening doors—
not such arevolutionary idea. What is surprising, however, is that
of those personal connections that reaped dividends for those in
the study, only 17 percent saw their personal contact often—as
much as they would if they were good friends—and 55 percent
saw their contact only occasiondly. And get this, 28 percent barely
met with their contact at al.

In other words, it's not necessarily strong contacts, like family
and close friends, that prove the most powerful; to the contrary,
often the most important people in our network are those who are
acquaintances.

As aresult of the study, Granovetter immortalized the phrase
"the strength of wesk ties' by showing persuasively that when it
comes to finding out about new jobs—or, for that matter, new
information or new ideas—"weak ties" are generally more impor-
tant than those you consider strong. Why is that? Think about it.
Many of your closest friends and contacts go to the same parties,
generdly do the same work, and exist in roughly the same world
as you do. That's why they seldom know information that you
don't already know.

Your wesk ties, on the other hand, generally occupy avery dif-
ferent world than you do. They're hanging out with different peo-
ple, often in different worlds, with access to a whole inventory of
knowledge and information unavailable to you and your close
friends.
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Mom was wrong—it does pay to tak to strangers. As Malcolm
Gladwell wrote, "Acquaintances, in short, represent a source of
socid power, and the more acquaintances you have, the more
powerful you are."

Throughout this book, | try to emphasize that what's most
important is developing deep and trusting relationships, not
superficia contacts. Despite Granovetter's research, | believe
friendships are the foundation for a truly powerful network. For
most of us, cultivating alengthy list of mere acquaintances on top
of the effort devoted to your circle of friends is just too draining.
The thought of being obligated to another hundred or so peo-
ple—sending birthday cards, dinner invites, and al that suff that
we do for those close to us—seems outlandishly taxing.

Only, for some, it's not. These people are super-connectors.
People like me who maintain contact with thousands of people.
The key, however, is not only that we know thousands of people
but that we know thousands of people in many different worlds,
and we know them wedl enough to give them a call. Once you
become friendly with a super-connector, you're only two degrees
away from the thousands of different people we know.

A socid psychologist by the name of Dr. Stanley Milgram
proved thisideain a 1967 study. He ran an experiment that set out
to show that our big, impersonal world is actually quite small and
friendly.

It was Milgram's experiment that created the notion of "six
degrees of separation.” In the experiment, he sent a package to a
few hundred randomly selected people in Nebraska with the
instructions that they forward the package to an anonymous
stockbroker in Boston whom they did not know. Each person
could send the packet only to someone whom they knew on afirst-
name basis, and who they thought was more likely to know the
stockbroker than they were themsalves. About athird of the letters
reached their destination, after an average of only sx mailings.
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What was surprising was that when al those chains of people
were analyzed, Milgram found that a majority of the letters passed
through the hands of the same three Nebraskans. The finding
drives home the point that if you want access to the socia power
of acquaintances, it helps to know afew super-connectors.

Connectors can be found in every imaginable profession, but
I'm going to focus on seven professions where they most com-
monly congregate. Each of these kinds of connectors provides me
with alink to an entire world of people, ideas, and information
that, in avery sgnificant way, has made my own life alittle more
fun, helped my career along, or made the businesses | worked for
more successful.

1. Restaurateurs

Fifty-seventh Street isn't exactly lower Manhattan, but it was
downtown to Jmmy Rodriguez, the nightlife impresario who
made the Bronx hip for the A-list with his first eatery. Jmmy's
Downtown, his second restaurant, lured the same set of celebrities,
politicians, and athletes looking for good food and good times.

When | wasin New York, it was my spot. The scene was exclu-
gve without being pompous. soft light, a gleaming onyx bar, and
a pumping R&B soundtrack makes the place fed like a hip coun-
try club. Jimmy would fly around tables hooking you up with free
appetizers and introducing you to people he thought you might
want to meet.

It was like a private club, without membership dues.

My memories of immy were of a true-blue connector. In fact,
it's arequisite for most people who own restaurants. When | was
in Chicago, it was Gordon's Restaurant, and in L.A., it is Wolfgang
Puck. The success of their enterprise depends on a core group of
regulars who see the restaurant as a home away from home.

And it's quite easy to get to know a restaurateur. The smart
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ones will go out of their way to make your experience delightful.
All you have to do is reach out and go there often enough.

When in anew city, | generally ask people to give me alist of a
few of the hottest (and most established) restaurants. | like to cdll
ahead and ask to speak with the owner (though the maitre d' will
do) and tel them that | go out regularly, sometimes in large par-
ties, and I'm looking for a new place to entertain, alot!

If you don't go out as often as | do, find one or two restaurants
that you enjoy and frequent them when you do go out. Become a
regular. Make a point of meeting the gaf. When you're entertain-
ing for work, bring others there. When you have to cater an event,
use them.

Once you get to know the owner, it'll become like your very
own restaurant—a place that has the patina of exclusvity and
cachet a private club imparts with dl the warmth and comfort of
your own home.

With some advance planning and alittle loyaty, a restaurateur
will not only share the bounty of his kitchen with you but intro-
duce you to his other roster of clients as well.

2. Headhunters

Recruiters. Job-placement counselors. Search executives. They are
like gatekeepers. Instead of answering to one executive, however,
the really successful ones may answer to hundreds of executives in
the field in which they recruit.

Headhunters are professonal matchmakers, earning their
wage by introducing job candidates to companies that are hiring.
Should you get thejob, the headhunter gets a sizable commission,
typically a percentage of the successful candidate's first year's
compensation.

As aresult, headhunters are an interesting blend of salesman
and socidite. To find candidates, headhunters often placejob ads.
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They dso contact likely candidates directly, perhaps on the refer-
ra of afriend or colleague. In the industries in which they specia-
ize, they become invaluable resources of names and information.

The sweet spot for a headhunter revolves around two issues.
You're either hiring them to do a search or you're helping them do
a search on behalf of someone ese. If you're in the market for a
jab, let as many search firms as are willing hit the phones for you.

| keep afile of headhunters: who they are and what they're
looking for. And | return every cdl from them, helping to tap my
network to find people for their jobs. | know they'll help me with
access to some of their clients when | need their help. After al,
they are in the networking business!

Can anyone contact a headhunter? To be honest, headhunters
prefer to be the one contacting you. But if you're careful about not
trying to sdl yoursalf before you offer up the network of contacts
you can provide to them, they'll be receptive. In the early years
of my career, when | was not in the position of hiring them and
didn't know people who were using search consultants, | would
ask pointedly, "What searches are you working on? How can | help
you find people?'

The other advice in this areais to act as a pseudo-headhunter
yoursdlf, dways on the lookout to connect job-hunters and job-
seekers or consultants and companies. When you help people land
a new gig, they'll be inclined to remember you if they hear of a
new position opening. Moreover, if you help, sy, a vendor of
yours land a new client, they'll usually be more open to negotiat-
ing prices on your next project. Helping others find good employ-
eesisared currency.

3. Lobbyists

Wil informed, persuasive, and self-confident, lobbyists are gener-
aly impressive networkers.
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By virtue of their job, they are intimately familiar with the
ways of large organizations and how local and national govern-
ment work. They are amost uniformly passionate people whose
god isto sway politicians to vote on legidation in away that favors
the interest they represent.

How do they work? Lobbyistswill often host cocktail parties and
dinner get-togethers, allowing them to interact with politicians—
and their opponents—in a casud atmosphere. Their more grass-
roots efforts involve long hours spent on the phone and in writing
letters, trying to rouse the community to get involved behind an
issue. All of which makes them a rather easy group to please. Can
you hold an event for them? Volunteer your services? Refer other
volunteers to their cause? Introduce them to potential clients?

Lobbyists tend to bump up againgt alot of people who it might
be hdpful to know, including those who are powerful and successtul.

4. Fundraisers

"Follow the money" are words fundraisers live by. They know
where it is, what it will take to get it, and most important, who's
most likely to give it avay. As a result, fundraisers, whether they
work for a political organization, university, or nonprofit group,
tend to know absolutely everybody. And while they have the
unenviablejob of trying to convince people every day to part with
their well-earned money, they are aimost dways incredibly well
liked. It's a sdfless job often done for the best of reasons, and most
people recognize that anyone who has a good friend who is a
fundraiser has an open door to awhole new world of contacts and
opportunities.

5. Public relations people

PR people spend their whole day calling, cgoling, pressuring,
and begging journalists to cover their clients. The relationship
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between mediaand PR is an uneasy one, but at the end of the day,
necessity brings them together like long-lost cousins.

A good friend who works in PR can be your entree into the
world of media and, sometimes, celebrity. Elana Weiss, who co-
leads the PR firm | used cdled The Rose Group, introduced meto
Arianna Huffington (through someone she knew in her office),
the noted author and politica columnist. Arianna has since
become a friend and confidante and one of the dazzling lights at
my dinner partiesin L.A.

6. Politicians

Politicians at every level are inveterate networkers. They have to
be. They shake hands, kiss babies, give speeches, and go to dinners,
dl in the name of gaining the trust of enough people to get
elected. The stature of politicians is derived from their political
power rather than their wealth. Anything you can do to help them
gain power with voters, or exercise power in office, will go along
way to ensuring you a place in their inner circle.

What can a politician do for you? Locd city hall politicians can
be key to working through the thicket of loca governmental
bureaucracy. And politicians at any levd, if successful, are celebri-
ties—and their networks reflect that.

How can you reach out? Join your locad Chamber of Com-
merce. Locd executives, businesspeople, and entrepreneurs gener-
aly populate the Chamber. In every community, there are plenty
of young politicos looking to climb the political ladder. Early on,
before their rise to prominence, you can engender alot of loyalty
and trust by supporting their gods and chipping in when they
decide to run for office

7. Journalists

Journalists are powerful (the right exposure can make a company
or turn anobody into a somebody), needy (they're aways looking
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for a story), and relatively unknown (few have achieved enough
celebrity to make them inaccessible).

For years, since | was back at Deloitte, I've called on journalists
at different magazines, taking them to dinners and pumping them
full of good story ideas. | now know people in top positions at
amost every major business magazine in the country. Which is
one of the reasons why in less than ayear after | took over Yara
with barely a shred of revenue to its name, the company—and,
more important, the idea Yara was trying to sell—appeared in
publications like Forbes, the Wall Sreet Journal, CNN, CNBC,
Brand Week, Newsweek, the New York Times... the list goes on.

These are seven different professions tailor-made for super-
connectors. Reaech out to some. And there are others—lawyers, bro-
kers, etc. Become apart of their network and have them become a
part of yours. Cut the umbilical cord to the folks around the office
water cooler. Mix it up. Hunt out people who look and act and
sound nothing like you do. Seek out ideas from people you don't
ordinarily talk to who inhabit professona worlds you don't ordi-
narily travel in.

In one word: Connect. In four better words. Connect with the
connectors.

CONNECTORS' HALL OF FAME PROFILE

Paul Revere (1734-1818)

Understanding Paul Revere's legacy to the world of networking is
as simple as grasping the following: Some people are much more
well connected than others.

If you moved to a small town and wished, for some reason, to
meet everyone in town, what would you do? Go door-to-door,
greeting one resident at a time? Or would you try to find one
plugged-in resident who could open all the doors for you?
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The answer is clear.

Today, that plugged-in townie might be, say, the high school
principal, the Little League commissioner, or the church pastor. But
in Paul Revere's day—think of the 1770s in the Boston metro
area—the most plugged-in people were like Revere, the owner of
a silversmith shop in the city's North End, businessmen and mer-
chants who dealt with individuals at every level of Boston society
and culture.

Revere was also an extremely social individual: He formed sev-
eral clubs of his own and joined many others. As a teenager, he
and six friends formed a society of church bell ringers; as an adult,
he joined the North Caucus Club, a society founded by Samuel
Adams's father to choose candidates for local government. In
1774, when British troops began to seize munitions, Revere formed
yet another club, of sorts, responsible for monitoring the movements
of British troops. In addition, Revere belonged to the Masonic
Lodge of St. Andrew, through which he was friendly with revolution-
ary activists such as James Otis and Dr. Joseph Warren.

All of which helps to explain why Revere, among all Bostonians
in the year preceding the Revolution, served as courier for the
Boston Committee of Correspondence and the Massachusetts Com-
mittee of Safety, riding express to the Continental Congress in
Philadelphia. It was also he who spread the word of the Boston Tea
Party to New York and Philadelphia. Revere, in short, was a man
who knew not only people—he knew gossip, he knew rumors, he
knew news, and he knew it from every level of Boston society.

In April 1775, Revere caught wind of British orders to capture
rebel leaders and forcibly disarm the colonists. So Revere and his
fellow rebels devised a warning system: Two lanterns shining from
the steeple of Boston's Old North Church (the city's tallest building)
indicated that the British troops were advancing on Boston by sea;
one candle indicated a land advance. Either way, the rebels in
Boston and its surrounding suburbs would know when and where
to flee and take up arms.

We all know the "one if by land, two if by sea" part of this story.
What's less known is that Revere's networking savvy is what
allowed him—and maybe only him—to be the one entrusted with
illuminating the church steeple.
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The church, as it happened, was Anglican; the rector strongly
supported the Crown. But Revere knew the vestryman, John Pulling,
through the North Caucus Club. And through his shop, he knew the
sexton, Robert Newman, who had a key to the building.

Revere's connections were crucial to him that fateful night. After
lighting the lanterns, Revere needed to reach Lexington, to warn
rebel leaders Sam Adams and John Hancock. First, two acquain-
tances rowed Revere across the Charles River, to Charlestown;
there, a horse was waiting for Revere, lent to him by another pal,
Deacon John Larkin.

Chased by Redcoats, Revere was diverted north of Lexington, to
the town of Medford. Because he knew the head of Medford's mil-
itary, Revere rode to his house and warned him. With the militia-
man's help, Revere alerted the town of Medford before heading to
Lexington.

Most of us know the Lexington part of the story. Less known is that
on the same night that Revere made his midnight ride, a man named
William Dawes went galloping off in the other direction to muster the
militias to the west of Boston. Revere's ride stirred up an army, while
something like three people showed up from the towns Dawes vis-
ited. Why? Revere was a connector: He knew everybody, and so
was able to storm into one village after another, banging on all the
right doors and calling out all the right people by name.

Historians say Revere was blessed with an "uncanny genius for
being at the center of events." But it doesn't take genius for that—
just involvement and active interest in your community and a friend-
ship (or two) with a connector.



CHAPTER 16

Expanding Your Circle

The most efficient way to enlarge and tap the full potential of
your circle of friends is, quite smply, to connect your circle
with someone elsgs. | don't think of a network of people as a
"net," into which you wrangle contacts like a school of struggling
cod. Again, it's like the Internet, an interconnecting series of links
inwhich each link works collaboratively to strengthen and expand
the overall community.

Such collaboration means seeing each person in your network
as apartner. Like abusiness in which cofounders take responsibil-
ity for different parts of the company, networking partners help
each other, and by extension their respective networks, by taking
responsibility for that part of the web that is theirs and providing
access to it as needed. In other words, they exchange networks.
The boundaries of any network are fluid and constantly open.

Let me give you an example of what | mean from my own life.
One Saturday afternoon, | went to join my friend Tad and his wife
Caroline at the Hotel Bd-Air in Los Angeles. Tad introduced me
to Lisa, the manager of the hotel, who cuts a striking pose: tall,
blond, articulate, charming, funny, and casud dl at the sametime.
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"If between the two of you there's someone in L.A. you don't
know, I'll be very surprised,” Tad told us. In his eyes, we were both
master networkers. Lisawas, as many in the hospitality business
are, a super-connector.

Within ten minutes of meeting each other, we knew we were
going to be great friends. Lisa and | spoke the same language.

Lisa had heard about the dinner parties | regularly threw for
business. Your guests should be staying at the Bd-Air during their
L.A. jaunts, shetold me. [, in turn, looked around the Bd-Air and
thought how memorableit would be to hold some of my eventsin
such swanky surroundings. Could Lisa and | form a socid part-
nership?

So | made a simple suggestion.

"Lisa, let's share a few months of dinner parties. You hold a
dinner party at the Bd-Air and give me hdf the invitelist. Then I'll
hold one of my dinner parties and give you half of the list. Well
split the tab for each event, saving each of us a bundle of money,
and together well meet alot of new, exciting people. By cohosting
the events, well make them that much more successful.”

Lisa agreed, and our dinner parties were a huge success. The
unique mix of people from the worlds of business and entertain-
ment was fun and interesting. Not only did we introduce our
friends to an entirely new group of people, but the dynamic at the
parties was exhilarating.

Politicians, the inveterate masters of networking, have
exchanged their networks in this fashion for years. They have
what are caled "host committees,” groups of people hailing from
different socid worlds who are loyd to a specific politician and
charged with introducing their candidate to their respective circle
of friends. A typical well-established politician will have a host
committee of doctors, lawyers, insurance professionds, college
kids, and so on. Each committee is made up of well-connected
people in their respective worlds who organize parties and events
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granting the politician access to dl their friends. To my mind, it
offers a great template for people looking to expand their own
network.

Are there worlds you want more access to? If so, see if you
can find a central figure within that world to act as your own
one-person host committee. In a business context, say you plan on
sling a new product that your company is introducing severa
months down the line, and most of your customers will be
lawyers. Go to your persona lawyer, tell him about the product,
and ask him or her if they'd be willing to come to a dinner with a
few of their lawyer friends that you'd like to host. Tdl them that
not only will they get an early look at this fabulous new product,
but they'll have an opportunity to meet your friends, who could
become potential clients. They'll become responsible for holding
events that will usher you into their group of friends. Youll
become responsible for doing the same for them. This is exactly
what | am doing at FerrazziGreenlight Training & Development
as we roll out our training course "Relationships for Revenue
Growth" into the legd profession. This training and development
has been successfully taught at consulting firms, financia services
companies, and to software saes forces and many others. But who
better to capitalize from relationship sdlling but lavyers?

Thiskind of partnering works wonderfully. But the underlying
dynamic at work has to be mutual benefit. It should be awin-win
for dl involved.

If you are sharing someone dse's circle of friends, be sure that
you adequately acknowledge the person who ushered you into
this new world, and do so in al the subsequent connections that
they helped fogter.

Never forget the person who brought you to the dance. | once
mistakenly invited a brand-new friend to a party without inviting
the person who introduced us. It was a terrible mistake, and an
unfortunate lapse in judgment on my part. Trust is integral to an
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exchange of networks that demands treating the other person's
contacts with the utmost respect.

As your community grows, partnering becomes more of a
necessity. It becomes a matter of efficiency. One contact holds the
key to maintaining dl the other relationships in his or her net-
work. He or she is the gatekeeper to a whole new world. You can
meet dozens, even hundreds of other people through your rela
tionship with one other key connector.

Two quick rules of thumb:

1. You and the person you are sharing contacts with must be
equa partnersthat give as much as they get.

2.You must be able to trust your partners because, after all,
you're vouching for them and their behavior with your net-
work is areflection on you.

A word of caution—never give any one person compl ete access
to your entire list of contacts. Thisis not a free-for-all. You should
be aware of who in your network is interested in being contacted
and how. Exchanging contacts should take place around specific
events, functions, or causes. Consider carefully how your partner
wants to use your network and how you expect to use his. In this
way, you'll be more helpful to the other person, which isthekind of
genuine reciprocity that makes partnering, and the world, work.



CHAPTER 17

The Art of Small Tak

We al have what it takes to charm everyone around us—
colleagues, strangers, friends, the boss. But having it and
knowing how to work it is the difference between going through
life in the shadows and commanding center stage wherever you
happen to be.

So you weren't born with that essentia ingredient of charm,
the gift of gab. So what? Few are.

Weve dl struggled with that ancient fear of walking into a
room full of complete strangers and having nothing to say. Instead
of looking out at a sea of potential new friends and associates, we
see terrifying obstacles to the wet bar. 1t happens at business meet-
ings, conferences, PTA meetings, and in just about every forum
where being socid matters. That's why small talk is so important.
That's dso why, for those of us without aknack for smdl talk, sit-
uations such as these that can help us meet so many othersare dso
the situations that make us fed the most naked and uneasy.

And in this area, technology hasn't helped one bit. Walflowers
see email and instant messaging as a nifty escape hatch from hav-
ing to interact with others. The truth is, however, that these new
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modes of communication aren't particularly good for creating
new relationships. The digital medium is al about speed and
brevity. It may make communication efficient, but it's not effec-
tive when it comes to making friends.

Ye some are able to negotiate socid situations with relative
ease. How do they do it?

The answer, most people assume, is that the ability to make
successful small talk is somehow innate, is something you're born
with. While comforting, this assumption is entirely untrue. Con-
versation is an acquired skill. If you have the determination and
the proper information, just like any other skill, it can be learned.

The problem is that so much of the information out there is
flat-out wrong. |1 know too many CEOs who take pride in their
terse, bottom-line behavior. They proudly assert their disinterest
in "playing the game"; they reve in their inability to be anything
but gruff.

But the fact is that small talk—the kind that happens between
two people who don't know each other—is the most important
talk we do. Language is the most direct and effective method for
communicating our objectives. When playwrights and screen-
writers develop characters for their work, the first thing they
establish is motivation. What does the character want? What is he
or she dter? What are his or her desires? The answers dictate what
that character will and won't say in dialogue. That exercise is not
particular to the dramatic world; it's a reflection of how we
humans are hardwired. We use words not only to articulate and
make concrete our own deepest desires, but aso to enlist othersin
guenching those desires.

About ten years ago, Thomas Harrell, a professor of applied
psychology at Stanford University Graduate School of Business,
st out to identify the traits of its most successful alumni. Study-
ing a group of MBAs a decade &fter their graduation, he found
that grade-point average had no bearing on success. The one trait
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that was common among the classs most accomplished graduates
was "verbal fluency." Those that had built businesses and climbed
the corporate ladder with amazing speed were those who could
confidently make conversation with anyone in any situation.
Investors, customers, and bosses posed no more of a threat than
colleagues, secretaries, and friends. In front of an audience, a a
dinner, or in a cab, these people knew how to talk.

As Harrell's study confirmed, the more successfully you use
language, the faster you can get ahead in life,

So what should your objective be in making small tak? Good
question. The god is smple: Start a conversation, keep it going,
create abond, and leave with the other person thinking, "I dig that
person,” or whatever other generational variation of that phrase
you want to use.

A lot has been said about how one should go about doing that.
But in my opinion, the experts have gotten wrong the one thing
that works the best. Thefirst thing small-talk expertstendto do is
place rules around what can and can't be said. They clam that
when you first meet a person, you should avoid unpleasant, overly
personal, and highly controversia issues.

Wrong! Don't listen to these people! Nothing has contributed
more to the development of boring chitchatters everywhere. The
notion that everyone can be everything to everybody at dl timesis
completely off the mark. Persondly, I'd rather be interested in
what someone was saying, even if | disagreed, than be catatonic
any day.

When it comes to making an impression, differentiation is the
name of the game. Confound expectation. Sheke it up. How?
There's one guaranteed way to stand out in the professional world:
Be yoursdf. | believe that vulnerability—yes, vulnerability—is one
of the most underappreciated assets in business today.

Too many people confuse secrecy with importance. Business
schools teach us to keep everything close to our vest. But the
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world has changed. Power, today, comes from sharing informa-
tion, not withholding it. More than ever, the lines demarcating the
personal and the professiona have blurred. Were an open-source
society, and that cdls for open-source behavior. And as arule, not
many secrets are worth the energy required to keep them secret.

Being up front with people confers respect; it pays them the
compliment of candor. The issues we dl care most about are the
issues we dl want to talk about most. Of courseg, thisisn't acdl to
be confrontational or disrespectful. It's a cdl to be honest, open,
and vulnerable enough to genuinely alow other people into your
life so that they can be vulnerable in return.

How many negotiations would have ended better if both par-
ties involved were smply honest and forthright about their needs?
Even when there is disagreement, I've found people will respect
you more for putting your cards on the table.

Whether at the negotiating table or at the dinner table, our
penchant for inhibition creates a psychological barrier that sepa-
rates us from those we'd like to know better. When we leave afor-
mal, hesitant, and uncomfortable conversation where weve held
back our true sdves, we console oursalves by dismissing the
encounter, or more often the person, by thinking, "We had noth-
ing in common anyway."

But the truth is everyone has something in common with
every other person. And you won't find those similarities if you
don't open up and expose your interests and concerns, alowing
othersto do likewise.

This has some comforting implications.

Once you know heartfelt candor is more effective than canned
quips in starting a meaningful conversation, the idea of "breaking
the ice" becomes easy. Too many of us believe "breaking the ice"
means coming up with abrilliant, witty, or extravagantly insight-
ful remark. But few among us are Jay Leno or David Letterman.
When you redlize the best icebreaker is a few words from the
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heart, the act of starting a conversation becomes far less daunting.

Agan and again I'm surprised by the power of the vulnerabil-
ity principle in the art of making small talk. Recently | attended a
Conference Board meeting, an annual gathering for executives in
marketing and communications. As is the custom, participants
gather for a dinner the night before the event.

That night, sitting around the table were the heads of market-
ing for companies like Wal-Mart, Cigna, Lockheed, Eli Lilly, eBay,
and Nissan. All of them were people who managed significant
marketing budgets. Their importance to my business is signifi-
cant. Thiswas an occasion that caled for my being at my best.

Problem was, | left my best somewhere over Pittsburgh on the
flight there. The soundtrack of my life that night was the "Blues.”
Hours before, | had received the final and definitive e-mail that
confirmed my worst fears: | was single again. | had just experi-
enced the end of atraumatic and emotionally draining breakup. |
was in no mood to talk.

Sherry, the woman | was sitting beside, whom | had just met,
had no idea | wasn't being mysdf. As the conversation raged on at
the dinner table, | redlized | was doing dl the things | tell people
never to do. | was hiding behind polite, inconsequential questions
about nothing in particular.

Here we were, Sherry and |, looking at each other and talking,
but redly saying nothing. It was clear we both couldn't wait for
the check.

At some point, | recognized how absurd | was behaving. I've
aways told people | believe that every conversation you have is an
invitation to risk revealing the real you. What's the worst that can
happen? They don't respond in kind. So what. They probably
weren't worth knowing in the first place. But if the risk pays off,
well, now you've just turned a potentially dull exchange into
something interesting or even perhaps personally insightful—and
more times than not, ared relationship is formed.
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It was at that point that | just came out and said what | was
feeling. "You know, Sherry, I've got to apologize. We don't know
each other very well, but | tend to be a whole lot more fun than
I'm being this evening. It's been a tough day. | just had a board
meeting where my board members put me through the wringer.
More important, | just suffered a pretty difficult breakup and it's
gill got me down." Just like that, the rabbit was out of the hat. A
risky opening, aflash of vulnerability, a moment of truth, and the
dynamics of our conversation changed instantly.

Sure, she could have fdt uncomfortable with such a personal
admission. Instead, it put her at ease. "Oh my, that's no problem.
Trust me, | understand. Everybody goesthrough it. Let metell you
about my divorce."

We became engaged in ways we hadn't expected. Sherry's
shoulders relaxed. Her face loosened. She opened up. | fet drawn
into the conversation for the first time that night. She went on to
tell me about her painful divorce and dl the things she had gone
through in the months after it. All of a sudden, the discussion
went into the emotional ramifications of breakups and how chal-
lenging they can be. For both of us, it turned out to be a cathartic
moment. More than that, Sherry gave me some wonderful advice.

What happened next surprised even me. Upon hearing our
conversation, severa normally buttoned-up members of the group
stopped their conversation and were drawn to ours. The entire
table bonded over the very common trials and tribulations of mar-
riage and relationships: men, women, gay, straight, it didn't matter.
People who had been pensive and withdrawn were suddenly giving
personal testimonies while the rest of usjoined in supportive sto-
ries of our own. By evening's end, we were laughing and talking
intimately; it turned into one incredible dinner. Today, | redly ook
forward to seeing my friends at this quarterly event. They are
important people to me—yes, some of them have become cus-
tomers, but more of them are red friends | fed | can count on.
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The message here is that we can go through life, particularly
conferences and other professona gatherings, making shalow,
run-of-the-mill conversation with strangers that remain strangers.
Or we can put alittle of ourselves, our red selves, on the line, give
people a glimpse of our humanity, and create the opportunity for
a deeper connection. We have a choice.

These days, | rarely blanch at the chance to introduce topics of
conversation that some consider off-limits. Spirituality, romance,
politics—these are some of the issues that make life worth living.

Of course, there are dways fall-safe conversation starters suit-
able for every business function: How did you get started in your
business? What do you enjoy most about your professon? Tdl me
about some of the challenges of your job? But safety—whether in
conversation, business, or life—generaly produces "safe’ (read:
boring) results.

The real winners—those with astounding careers, warm rela-
tionships, and unstoppable charisma—are those people who put
it dl out there and don't waste a bunch of time and energy trying
to be something (or someone) they're not. Charm is simply amat-
ter of being yoursdf. Your unigqueness is your power. We are dl
born with innate winning traits to be a masterful small talker.

The best way to become good at smal talk is not to talk small
a dl. That's the art; here is some of the science:

Learn the Power of Nonverbal Cues

Youre at a meeting when you turn to the person standing next
to you. She turns to face you, and within a fraction of a second
your mind makes a thousand computations. In that instant, you're
trying to figure out whether you should run, fight, or be friendly.
What you're doing, anthropol ogists say, isthinking like a caveman.

Deep in our genetic code, we are conditioned to be afraid of
strangers. Will they eat us or feed us? That's why we form first
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impressions so quickly; we have to decide whether or not it is safe
to approach.

You have about ten seconds before a person decides, subcon-
scioudy, whether they like you or not. In that short period of time
we don't exchange alot of words; our judgment is mostly based on
nonverbal communication.

How do you get someone who doesn't know you to fed com-
fortable talking?

Thisisnot thetimeto play hard-to-get, keep adistance, or play
mysterious. These all-too-common reactions may work for the
likes of Marlon Brando, but for the rest us, such poses register as
"keep away!" in our prehistoric minds. Instead, we should take the
initiative in creating the impression we want to give. People are
wowed by socid decisveness when it's offered with compassion
and warmth. How another person perceives you is determined by
anumber of things you do before you utter your first word.

» Firg, givethe person ahearty smile. It says, "I'm approachable.”

* Maintain a good balance of eye contact. If you maintain an
unblinking stare 100 percent of the time, that qualifies as leer-
ing. That's plain scary. If you keep eye contact less than 70 per-
cent of the time, you'll seem disinterested and rude. Somewhere
in between is the balance you're looking for.

» Unfold your arms and relax. Crossing your arms can make
you appear defensve or closed. It aso sgnals tension. Relax!
People will pick up on your body language and react
accordingly.

* Nod your head and lean in, but without invading the other
person's space. Yau just want to show that you're engaged and
interested.
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» Learnto touch people. Touching is a powerful act. Most people
convey their friendly intentions by shaking hands; some go
further by shaking with two hands. My favorite way to break
through the distance between me and the person I'm trying to
establish a bond with is to touch the other person's ebow. It
conveys just the right amount of intimacy, and as such, is a
favorite of politicians. It's not too close to the chest, which we
protect, but it's dightly more persona than a hand.

Be Sincere

Whether you spend five seconds or five hours with a new con-
tact or acquaintance, make the time count. In Los Angeles, where
| live, eye darters are a party staple. They're constantly looking to
and fro in an attempt to ferret out the most important person in
the room. Frankly, it's adisgusting habit, and one that's sure to put
off those around you.

The surest way to become specid in others' eyes is to make
them fed specia. The correlate, of course, is equally true: Make
people fed insignificant and your significance to them shal cer-
tainly diminish.

Develop Conversational Currency

When meeting someone new, be prepared to have something
to say. Keep up with current events. Cultivate some niche interest.
A single narrow speciaty (cooking, gaf, stamps) for which you
have passion will have surprising expansive powers.

After business school, | indulged my passion for food and took
a few months off taking courses a Le Cordon Bleu Culinary
School in London. Back then, | thought it was a frivolous expen-
diture of my time. But my knowledge and passion for cooking
that came from that experience has come into playtime and again
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in casual conversations. Even people who aren't that interested in
food enjoy hearing my funny and sometimes embarrassing stories
about learning my way around a French kitchen in London. What
you talk about is ultimately less important than how. It's edifying
and interesting to hear someone talk about something they have a
great interest in. Which means you can aso talk about other peo-
ple's passions. My COO, James Clark, for example, climbed Mt.
Everest while performing his duties virtually for al but the week
he was summiting. The astounding stories he has told me about
the experience are now excellent conversation fodder.

Just remember not to monopolize the conversation or go into
long-winded stories. Share your passion, but don't preach it.

Adjust Your Johari Window

The Johari Window is amodel, invented by two American psy-
chologists, that provides insight into how much people reved of
themselves. Some people areintroverted, revealing little; they keep
their window relatively closed. Other people are extroverted,
revealing a great deal and keeping their windows open. These
tendencies adso fluctuate in different environments. In new and
strange situations, with people we are unfamiliar with, our win-
dow remains small; we reved little and expect others to do the
same. If, on the other hand, the climate is safe and trusting with
others that are similar to us, we share more of ourselves. Our win-
dows open wider.

Successful communication depends, according to the model,
on the degree to which we can aign ourselves and our windows to
match those we interact with.

Greg Sed, one of my earliest mentors who recruited me to
Deloitte, brought this ideato my attention, and I'm forever grate-
ful. As abrash, outspoken young guy, my window was wide open.
Whether | was trying to sdll consulting servicesto a shy CEO of an
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engineering company or working with that company's rowdy sales
g&ff, my brash, outspoken style remained constant. Back then it
wasn't clear to me why, for instance, the sdes gaff came out of
meeting with me jazzed and the CEO couldn't wait for me to leave
his office. When Greg introduced the idea of the Johari Window,
and the need to adjust how open or closed that window was
depending on with whom you were speaking, it made perfect
sense. Greg remained true to himself no matter whom he spoke
with, but he delivered his message in a tone and style that fit that
person best.

Every person's Johari Window can be more or less open
depending on the circumstances. And different professions—
from those that demand a lot of interpersonal skills, like sales, to
those that, like engineering, are essentialy solitary—attract peo-
ple whose windows share similar tendencies. A computer pro-
grammer's window, for example, generally never opens wide
unless he or sheisaround peers. A strong marketing person's win-
dow, on the other hand, tends to be open regardiess of the envi-
ronment.

The key isknowing that in conducting small talk, we should be
aware of the different styles at play and adapt to the person we're
talking with. 1 know | can be gregarious and fun and outspoken
when meeting with the FerrazziGreenlight Training & Develop-
ment gaff. In a meeting with my loyalty-management strategy
consultants, who are much more anaytical, | ratchet down the
excitement and focus on being more deliberate and precise. If we
address someone with the wrong style, the window may close shut
with nothing revealed. No connection is made.

Throughout my day, | come into contact with hundreds of dif-
ferent people, each with their own distinct communication style.
The concept of the Johari Window has helped me become con-
scious of my need to adapt my conversational approach to each
person | want to connect with.
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One helpful technique | use is to try and envison mysdlf as a
mirror to the person with whom I'm speaking. What's the cadence
of their speech? How loudly do they tak? What's their body lan-
guage? By adjusting your behavior to mirror the person you are
talking to, hell automatically fed more comfortable. This doesn't
mean, of course, that you should be disingenuous. Rather, it
shows that you're particularly sengtive to other people's emo-
tional temperaments. Youre just tweaking your style to ensure
that the windows remain wide open.

Make a Graceful Exit

How do you conclude a conversation? During meetings and
socid gatherings, I'm often quite blunt. I'll mention something
meaningful that was said in the course of our conversation and
sy, "There are so many wonderful people here tonight; 1'd fed
remissif | didn't a least try and get to know a few more of them.
Would you excuse me for a second?' People generally understand,
and appreciate the honesty. There's dso dways the drink option.
I'll say: "1'm going to get another drink. Would you like one?' If
they say no, | don't have an obligation to come back. If they say
yes, I'll be sure to enter into another conversation on my way to
the bar. When | return with a drink, I'll say, "l just ran into some
people you should meet. Come on over."

Until We Meet Again

In order to establish a lasting connection, small talk needs
to end on an invitation to continue the relationship. Be comple-
mentary and establish a verbal agreement to meet again, even
if it's not business. "You redly seem to know your wines. I've
enjoyed tapping your wisdom; we should get together sometime
to talk about wine. We can both bring one of our more interesting
bottles."
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Learn to Listen

As William James pointed out, "The deepest principle in
human nature is the craving to be appreciated.”

You should be governed by the idea that one should seek first
to understand, then to be understood. We're often so worried
about what we're going to say next that we don't hear what's being
said to us now.

There are few ways to sgnd to your listener that you are inter-
ested and listening actively. Take the initiative and be the first per-
son to say hello. This demonstrates confidence and immediately
shows your interest in the other person. When the conversation
starts, don't interrupt. Show empathy and understanding by nod-
ding your head and involving your whole body in engaging the
person you're talking with. Ask questions that demonstrate (sin-
cerdy) you believe the other person's opinion is particularly
worth seeking out. Focus on their triumphs. Laugh at their jokes.
And aways, dways, remember the other person's name. Nothing
IS Sweeter to someone's ears than their own name. At the moment
of introduction, | visually attach a person's name to their face.
Seconds later, I'll repeat the person's name to make sure | got it,
and then again periodically throughout the conversation.

If All Else Fails, Five Words That Never Do

"You're wonderful. Tdl me more."

CONNECTORS' HALL OF FAME PROFILE
Dale Carnegie (1888-1955)

“Learning to 'small talk'is vital."

The late professor Thomas Harrell of Stanford's Graduate School of
Business loved researching the traits of alumni. His chief finding, as
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you now know, is that successful graduates are social, communica-
tive, and outgoing. "Getting-along skills," more than anything else,
determined who got ahead.

And that's why the legacy of Dale Carnegie—the first person to
sell small talk as a corporate skill—remains intact, nearly seven
decades after the 1936 release of his bestseller How to Win
Friends and Influence People.

For Carnegie, too, small talk became a means for self-advance-
ment.

Born in 1 888, the son of a Missouri pig farmer who struggled all
his life, Carnegie grew up ashamed of being poor. The feeling
never quite wore off, and, as a young man, he contemplated sui-
cide. When he was twenty-four, and struggling for subsistence
in New York City, Carnegie offered to teach night classes in
public speaking at the 1 25th Street YMCA. Fewer than ten students
attended his first class. For weeks, Carnegie shared with his stu-
dents the skills he'd learned as a standout high school debater and
as a student at Missouri State Teachers College. He taught people
how to shirk shyness, boost self-confidence, and ease worry, using
ideas that amount, then and now, to common sense. Remember
people's names. Be a good listener. Don't criticize, condemn, or
complain.

After his first several classes, Carnegie ran out of stories to tell.
So he asked his students to stand up and talk about their own expe-
riences—and offered feedback on their performances. It was then
that he realized that as students overcame their fear of taking the
floor, and became more comfortable talking openly about them-
selves, their self-confidence rose accordingly.

In Carnegie's classes, businessmen, salesmen, and other profes-
sionals found a place devoted to affordable, commonsensical self-
improvement. By 1916, Carnegie's course was so successful that
he needed to train, for the first time, official "Dale Carnegie
Course" instructors. By 1920, Carnegie had published Public
Speaking, an official text that he used to launch Carnegie courses
in Boston, Philadelphia, and Baltimore.

And it's possible none of it would've happened had not
Carnegie encouraged his initial classes to open up and to share
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their stories. It's no wonder Carnegie never failed to stress listening
as a crucial networking skill. In an age when computers and e-mail
take the personal touch out of doing business, Carnegie's home-
spun logic remains as relevant as ever. People, after all, are still
people, and who couldn't use a reminder of lessons like:

« "Become genuinely interested in other people."

* "Be a good listener. Encourage others to talk about themselves."
« "Let the other person do a great deal of the talking."

* "Smile."

« "Talk in terms of the other person's interests."

e "Give honest and sincere appreciation.”

Though he successfully applied the fundamentals of smart small-
talking to his own life, Carnegie was reluctant—at first—to share his
secrets in book form. The course cost $75, and Carnegie wasn't keen
on giving away its content. But Leon Shimkin, an editor at Simon &
Schuster, was a passionate graduate of Carnegie's classes. Shimkin
finally convinced Carnegie, to the benefit of us all, to write a book.
"Perhaps by practicing the very sort of flattery and persistence that
Mr. Carnegie himself advocated and admired—Mr. Shimkin won
him over," wrote Edwin McDowell in the New York Times in 1986.

For Shimkin, and millions more like him, Carnegie emboldened
us with the belief that we can learn to get along better with other
people—and achieve great success—no matter who we are or how
poor we were.






SECTION THREE

Turning Connections
iInto Compatriots






CHAPTER 138

Health, Wedlth, and Children

What do you redlly want? Side by side, those five words may
be the most universally resonant in the English language.

As | discussed in the chapter "What's Your Mission?' the
answer to "What do you readly want?' determines dl that you do
and dl the people who help you accomplish it. It provides the
blueprint for dl your efforts to reach out and connect with others.
Likewise, when you understand someone else's mission, you hold
the key to opening the door to what matters most to them. Know-
ing that will help you create deep, long-lasting bonds.

In my initial conversation with someone I'm just getting to
know, whether it'sanew men tee or smply anew business contact,
| try to find out what motivations drive that person. It often
comes down to one of three things: making money, finding love,
or changing the world. You laugh—most people do when con-
fronted with the reality of their deepest desires.

Get comfortable with that redlity. Learning to become a con-
nector means in some sense learning to become an armchair ther-
apist. As you continue down this path, you'll become a keen
observer of the human psyche. Youll have to learn what makes
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people tick and how best to satisfy whatever tick that may be. It
means calling something BS when you see people being less than
honest with themselves.

The most successful relationship builders are, indeed, a nifty
amagam of financid guru, sex therapist, and all-around do-
gooder.

Connecting isaphilosophy of life, aworldview. Its guiding princi-
pleisthat people, dl people, every person you meet, is an oppor-
tunity to help and be helped. Why do | place so much importance
on mutual dependence? For starters, because, as amatter of neces-
gty, we are dl socid beings. Our strength comes from what we do
and know cumulatively. The fact is, no one gets ahead in this
world without a lot of help.

Eliminating things like intimidation and manipulation, there
is only one way to get anybody to do anything. Do you know what
itis?

Thisisfar from atrivia question. Busnessis, after dl, the abil-
ity to motivate a group of individuals to move an idea from con-
cept to redlity; to take atheory and make it a practice; to gain the
buy-in of your employees and colleagues; to encourage others to
execute your plans.

If you're gtill not sure what the answer is, take heart; many
people don't. There are hundreds of new books published each
year grappling with how to engender loydty and motivation.
Mogt arrive at the wrong answer.

They get it wrong because of the assumptionsthey make. It'sin
vogue for people to exclam: Everything is new! Everything is dif-
ferent! Business has changed! The answers, people suggest, must
be found in technology or new forms of leadership or funky orga-
nizational theories. But is there anything redly new or different
about people? Not redly.
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The principles of how to dea with other people are the ones
Dae Carnegie espoused over sixty years ago that have proven to
be universal and timeless.

The only way to get people to do anything is to recognize their
importance and thereby make them fed important. Every per-
son's deepest lifelong desire is to be significant and to be recog-
nized.

What better way is there to show appreciation and to lavish
praise on others than to take an interest in who they are and what
their mission is?

There is an added nuance to discovering what matters to peo-
ple. Helping someone accomplish his or her deepest desiresis crit-
ica not only to forming a bond with someone but to keeping that
bond strong and growing. Loyaty may be the forgotten virtue of
the modern age, but it remains the hallmark of any strong rela
tionship and a value many companies are working hard to bring
into their day-to-day practices.

Loydty, to me, means staying true to someone (or something,
like abrand or a customer segment) through thick and thin. Loy-
alty is a marathon rather than a sprint. As any good brand man-
ager knows, you don't win customer loyalty quickly. It has to be
earned. How?

Let metdl you astory about Michael Milken: yes, the financia
and deal-making guru but also a man who is a philanthropist and
deeply indgghtful human behaviorist. Through Entertainment
MediaVentures (EMV), Mikewas an investor in the start-up com-
pany | joined after Starwood. And, during my recruitment as
CEOQO, | made it clear to him and my friend Sandy Climan, who led
EMV, that a big motivation of taking the job would be to learn
from Mike while running the company. | had aready gotten to
know Mike independently a few years back while acting as an
advisor to DuPont, when the company was starting a consumer
soy-milk joint venture. Mike was someone | had dways wanted to
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meet—one of my early aspirational contacts. | had discovered
through some articles | had read about him that he had a great
ded of interest in oy and its curative effects. He had suffered a
bout with prostate cancer, which he turned into a passion for
health care and the importance of preventative medicine. To
Mike, diet was an integral component in that mix, and it became
a persona and philanthropic passion.

From the beginning of my tenure as CEO, | sought to build the
company and further my relationship with Mike. He, in turn, took
me under his wing and opened his world to me.

If he was going to New York for one of his many CapCure
fundraisers, which support scientific research to find cures for
prostate cancer, or traveling to someplace to give out recognition
and money to exceptiona teachers through the Milken Family
Foundation, | would try to catch aride. My only goa wasto watch
how he worked and perhaps glean a few insights in the process. |
made it a point to identify customers or prospects at whatever
destination city he was going to, so it was time well spent for Yara
aswell.

Most of the time, wewould sit quietly working. He would plow
through one of the ten bags of reading he lugs with him wherever
he goes, and I, of course, would be pounding avay on my com-
puter, e-mailing and connecting with abandon for Yara revenue
generation and business development. There was much to be
learned in simply watching what he read and how he thought or
reflected.

On one trip in particular, Mike and | began to talk about
people's passions, what redly mattered to people. It was then that
| received profound insight about people and loyaty. You see,
Mike, in addition to having a brilliant quantitative mind, is dso a
relationship artist.

| have seen him spend hours talking to people you'd never
expect him to take an interest in: secretaries, the very old and the
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very young, the powerful and the powerless. He loves people, their
stories, and how they view the world. When | mentioned that to
him, | was reminded of what Raph Wado Emerson once sad:
"Every man | meet is my superior in someway. In that, | learn of
him." Everyone had something to teach him.

This focus on people was the reason so many of them showed
so much loyalty to him. | fed that same loyalty. | asked how so
many people became so invested in their relationship with him.
What did he know that others didn't? Mike paused for amoment,
as he does when he particularly likes (or didikes) a question. Then
he smiled.

"Keth," he said, "there are three things in this world that
engender deep emotional bonds between people. They are health,
wealth, and children.”

There are alot of things we can do for other people: give good
advice, help them wash their car, or help them move. But health,
wedth, and children &fect us in ways other acts of kindness
do not.

When you help someone through a health issue, positively
impact someone's personal wealth, or take a sincere interest in
their children, you engender life-bonding loyalty.

Mike's experiencewas, in fact, backed by research. Psychologist
Abraham Madow created a theory outlining human beings hier-
archy of needs. We al have the same needs, Masow believed, and
our more basic needs must be satisfied before our higher needs
can be addressed.

The highest human need, said Madow, isfor self-actualization—
the desire to become the best you can be. Dale Carnegie astutely
recognized this. But Masow argues we can't attend to our highest
needs until we attend to those at the bottom of the pyramid, like
the necessities of subsistence, security, and sex. It is within this
lower group—where health, wealth, and children reside—that
Mike was saying loydty is created. In addressing those three
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fundamental issues, you accomplish two things: 1) You help
someone fulfill those needs they most need met, and 2) You alow
them the opportunity to move up the pyramid of needs to tackle
some of their higher desires.

| reflected on my own experience and found he was absolutely
right.

Recently, a friend of mine was diagnosed with prostate cancer.
Because of my relationship with the CapCure foundation, | knew
the lead doctor there. | gave him a cdl to see if he could spend
some time with my friend. Another friend, Mehmet Oz, the wun-
derkind who directs the Cardiovascular Institute at Columbia
University and is a founder and director of the Complementary
Medicine Program at NewY ork-Presbyterian Hospital, is dways
taking the cdls of people | send his way.

| know intimately how in atime of anxiety a reassuring expert
is worth dl the wedth in the world. Throughout my father's
heart-related illness, a family friend named Arlene Treskovich,
who worked for one of the best heart doctors in Pittsburgh, gave
us access to medical advice few blue-collar Pittsburgh families can
afford. Shewasjust doing what she was taught; her mother, Marge,
had worked at the Latrobe Hospital and used to make sure that
any member of our family or friends of our family who were hos-
pitalized were treated like royalty, even if it wasjust an extra Jal-O
from the kitchen when it was closed. To this day, | would do any-
thing Arlene asked of me.

Sometimes, dl it requires is taking an interest and providing
emotional support. Let me give you an example. Robin Richards
was the founding president of music portal MP3.com and built
one of the highest-profile Internet companies in the world. He
sillfully navigated MP3.com through a very difficult period
before sdling it to Vivendi Universal, which subsequently hired
him as a key executive. | met Robin around this time because he
was leading a negotiation to buy our company.


http://MP3.com
http://MP3.com
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The ded ultimately fel through, but during the process, |
learned Robin had ayoung child who had suffered from aterrible
form of cancer. When he shared this deeply painful and private
piece of information over dinner with me, the dynamics that so
often attend a negotiation flew out the window. We discussed our
shared experiences and | introduced him to Mike, who was
equally passionate about finding a cure for this form of cancer.
Robin and | are still good friends to this day, and | know we would
both bend over backward for the other.

Have you helped someone lose weight by passing on a good
diet? Have you found a particular vitamin or supplement that has
helped you and passed it on to others? These may seem like little
things. But with these three issues, health and diet included, the
little things mean everything.

When it came to wedlth, | thought of the many men and women
whom I've helped find jobs. While it's not the same as making
someone millions through innovative financing instruments, as
Mike had done for many people, ajob sgnificantly atered these
friends economic situation. If someone | know islooking for ajob,
| reach out through my network for leads. If they've already found
ajob they're interested in, | cdl the decision maker. Sometimes I'll
smply help someone revise his or her resume, or act as a reference.
Whatever | can do. And | do the samefor businesses. For the restau-
rants | frequent, for example, | make it my mission to send as much
business their way as possible. | work hard to funnel customers to
al my contacts who are consultants, vendors, and suppliers of dl
stripes. | know they are good, | trust them, and | want othersto ben-
efit from their expertise as well.

Peopl€'s children mean everything to them. | take it upon
mysdf to mentor kids. It's fun, it's helpful, and teaching is the
finest method | know for learning. The loyalty I've gained from
placing a person's child in an internship, whether at my company
or afriend's company, is immeasurable.
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Take my experience with Jack Vaenti, the former Chairman
and Chief Executive Officer of the Motion Picture Association.
Texas born, Harvard educated, Vaenti has led severa lives a
wartime bomber pilot, advertising agency founder, political con-
sultant, White House Specid Assistant, and movie industry leader.
He knows everyone; more important, every one who knows him
has loads of respect for the man (in an industry not keen on dol-
ing out respect to anyone).

Vaenti had been an aspirational contact of mine for some
time. | never sought him out, but he was somebody | knew would
be very interesting, a hardworking Italian guy who worked hisway
up from nothing. | figured we had plenty in common.

Our first encounter was pure serendipity. | attended a lunch-
eon for cabinet members at the Democratic National Convention
in Los Angdles during President Clinton's last year of office. | spot-
ted Jack among the attendees. When we dl sat down for lunch, |
made sure he and | were sitting next to each other.

Our conversation that afternoon was good, entertaining, and
polite. I had no mission or purpose. | hoped it might, someday,
form the basis for something more substantive.

Not long after, a friend called me, knowing | was passionate
about mentoring. "You know, Jack Vaenti's son is looking for
work in your industry. You might want to meet with him and give
him some advice."

Jack's son is a very bright chip off the old block, both charm-
ing and smart. | gave him some advice, introduced him to some
people within the industry that he should know, and that was it.

Severd months later, at the Yde CEO conference, | saw Jack
again.

"Jack," | said, "I'm sure you don't remember me. There's no
reason you should. We sat together for lunch once at a Democra-
tic convention. But | met with your son afew months ago to give
him some career advice. | was wondering how he is doing?’
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Jack dropped everything he was doing and couldn't have been
more interested. He peppered me with questions about his son
and what the best tack was to enter my industry.

| followed up our encounter a day later with a dinner invita-
tion, along with an array of politica and entertainment honchos
he could meet.

"Sure, I'd love to cometo dinner if my schedule dlows," hetold
me. "But more important, I'd like to get together for lunch with
you, me, and my son.”

Jack probably wasn't that interested in my dinner invitation.
Who knows? But he was interested in the wefare of his son. Jack
regards my dinner invitations with alot more excitement than he
would have if | had not had the chance to give his son some sm-
ple and sound advice.

Too many people think an invitation alone is enough to engen-
der loydty. Back in my days at Deloitte, and | see it today in my
consulting practice, a lot of people fet that taking clients and
prospects out to afancy dinner, aballgame, or a show was the way
to build loydty. I've fdlen into that trap mysdf. In the beginning
of a relationship, those kinds of outings are merely forums that
allow you to connect strongly enough with the other person to
help them address the issues that matter to them most. However,
weve encouraged some of our biggest Fortune 100 clients to
begin to invite their clients and prospects into their executives
homes to have dinner, meet the family, and understand how they
can redly help their clients as individuals.

But remember, if you're going to deal with people's most
important issues, give those issues the commitment that they
deserve. If not, your best intentions will backfire. Hell hath no
fury like a person for whom you've promised the most intimate of
help and delivered none.

Can you wak the tak? It's easy for someoneto say, "I care about
people. | believe in helping and being helped. | believe that helping
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people become healthy or make money or raise successful children
is paramount in life" Many people say those things—but then you
see their actions, you hear about them from their own networks,
and you discover they redly don't believe any of it. You can be sure
your network will broadcast your true colors very quickly and with
lasting effects to dl its members.

Where do you start? You start with the philosophy, the world-
view, that every human is an opportunity to help and be helped.
The rest—whether it means helping with someone's health, wealth,
children, or any other unsatisfied desres—follows from that.



CHAPTER 19

Social Arbitrage

Sme people become power brokers through sheer intimida-
on and force of will; others, generdly with far better results,
learn to become indispensable to the people around them.

| still remember the advice that made me aware of these two
routes to power. Greg Sed pulled me into his office one day not
long after 1 had been hired at Deloitte, sat me down, and said,
"Stop driving yourself—and everyone else—crazy thinking about
how to make yoursalf successful. Start thinking about how you're
going to make everyone around you successful.”

From the moment | had arrived at Deloitte, | was aman on a
mission. | wanted to work more hours, meet more partners, be on
the biggest projects solving the biggest problems—and | wanted
to do it dl now, because | was desperate to make a name for
mysdf. In the wake of my ambition, a whole lot of people didn't
likeme. And at Deloitte, asin dl organizations, it isn't easy getting
things done when your peers didike you.

That you'd anger and abuse some people on your way to the
top used to be accepted practice. Michael Kordas 1975 book on
the secrets to becoming a corporate chieftain, Power! How to Get
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It, How to Uselt, advised that "master players... attempt to chan-
nel as much information as they can into their own hands, then
withhold it from as many people as possible” But if thirty years
ago power was attained through a monopoly of information (and
awhole lot of angry people), today the system is more akin to
socid arbitrage: a constant and open exchange of favors and intel-
ligence, as Greg had so wisely advised.

How does this work? Think of it as a game. When someone
mentions a problem, try to think of solutions. The solutions come
from my experience and knowledge, and my tool kit of friends and
associates. For example, if I'm in a conversation and the other per-
son mentionsthey'relooking to buy ahousein Los Angeles, thefirst
thing I think is"How can my network help?' And there'snotimeto
linger. Mid-conversation, I'll pull out my cdl phone and locate
someone who can help my companion buy ahome. As I'm dialing,
| might say something like, "You need to meet this Redltor | know
named Betty. No one knows the Los Angeles area better. Here's her
phone number, but hold on—" Now Betty is on theline. "Hi, Betty,
it'sso niceto hear your voice. It has been too long. Listen, I'm stand-
ing here with a friend who is in need of your wisdom. | just gave
him your number and wanted to tell you personally he'd be cdling."
The connection is made, the work is done, and whatever happens
next, both parties are pleased by my efforts on their behdf.

This is socia arbitrage at work. And the first key is, don't wait
to be asked. Just do it.

Let me give you another example, an interaction | had with
Hank Bernbaum, the CEO of High Sierra, a smal bag manufac-
turer out of Chicago. Hank had seen a short profile on me and my
marketing expertise in the magazine Fast Company. He called me
out of the blue and said, "The article on you was excellent.”

Already, he had my attention.

"We're atiny company,” he said, "and we're terrible at market-
ing. Weve got the best duffels and bags in America, but no one
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knows it. Our revenue and market sze is a quarter of what it
should be. Can you help?’

He added, "By the way, we don't have alot of money to burn."

| usually love taking these cdls when time alows, because I'm
able to play confidante, counselor, or even concierge, for so many
different people. I'm constantly introducing two people from dif-
ferent parts of my life who might benefit from knowing each
other. It's a sort of ongoing puzzle, matching up the right people
and the right opportunities. Once you, too, start to see the world
this way, it opens up exciting opportunities. It's both rewarding
and fun. Hank needed some consulting help and his bags needed
exposure. | caled Peter, a consultant who had worked with me at
Starwood Hotels, aterrific marketing guy and someone who loved
the outdoors. A perfect fit. Then | caled another friend who is
head of marketing at Reebok. Their bags never sold aswell astheir
other products, and | thought the two might benefit from sharing
insights and experiences. | even "cloned" a meeting | had with a
marketing executive at Reebok, and brought Hank along to make
face-to-face introductions.

Then | asked Hank if he'd ever had any publicity. He hadn't. |
sent a couple of Hank's totes to Alan Webber, the editor of Fast
Company. A few months later, the magazine did a piece on High
Sierra products after Alan had his writers evaluate a particularly
innovative travel bag we had sent.

Hank was ecstatic. But then | added one more thing: "Hank,
the cdls I'm making on your behaf, you need to be doing this for
yoursdlf. Do you belong to the Executive Club in Chicago?'

"I've been thinking about it," he said. "Why?"'

"Youve got to stop thinking of yoursdlf and your company as
an isand. You need to meet people. There are a lot of CEOs and
smart people in the Executive Club who could've done what I'm
doing for you, only a few years ago. You need to be making these
connections.”
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Soon after, Hank started networking locally with other execu-
tives. Hank's products are superb; what he needed was the net-
work. However, it's not just he and | who have prospered. My
former colleague, Peter, the outdoorsy marketer from Starwood,
used the experience to build the confidence he needed to ulti-
mately go out on his own. He now has athriving consulting firm
in New York. The CMO at Reebok? He was grateful for an intro-
duction that might help him boost his bag business. What started
with one man and a problem, ended with severd people and
many solutions.

My point? Red power comes from being indispensable. Indis-
pensability comes from being a switchboard, parceling out as
much information, contacts, and goodwill to as many people—in
as many different worlds—as possible

It's a sort of career karma. How much you give to the people
you come into contact with determines how much you'll recaeive
in return. In other words, if you want to make friends and get
things done, you have to put yoursdlf out to do things for other
people—things that require time, energy, and consideration.

Successfully connecting with others is never about smply get-
ting what you want. It's about getting what you want and making
sure that people who are important to you get what they want
first. Often, that means fixing up people who would otherwise
never have an opportunity to meet.

The best sort of connecting occurs when you can bring
together two people from entirely different worlds. The strength
of your network derives as much from the diversity of your rela
tionships as it does from their quality or quantity.

Most of us know the people within our own professiona and
socid group, and little more. Through other connectors, and on
your own, | would urge you to make a point of knowing as many
people from as many different professons and socid groups as
possible. The ability to bridge different worlds, and even different
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people within the same profession, is akey attribute in managers
who are paid better and promoted faster, according to an influen-
tial study conducted by Ron Burt, a professor at the University of
Chicago Graduate School of Business.

"People who have contacts in separate groups have a competi-
tive advantage because we live in a system of bureaucracies, and
bureaucracies create walls," says Burt. "Individual managers with
entrepreneurial networks move information faster, are highly
mobile relative to bureaucracy, and create solutions better
adapted to the needs of the organization."

His research goes a long way toward answering that persis-
tently nagging question: Is it what you know or who you know
that leads to success? For Burt, it's both. Who you know deter-
mines how effectivdly you can apply what you know. Getting
things done, and climbing the walls of your company, require hav-
ing the right relationships.

I've dways been well aware of this idea. At Deloitte, | got to
know the CMOs of our largest competition. At Starwood, |
quickly became familiar with the industry influencers. When |
became CEO of Yara | set out to meet the leadership in the media
and computer games industry. What | didn't redize was that al
along | was setting the groundwork for the success of Ferrazzi-
Greenlight at the same time. No matter what the job, if | was going
to push my company's product into an important brand position
among those who mattered, | needed to be able to converse with
the players inside and outside the industry who could help me
make that happen. One of the ways | achieved this was by helping
them get to know one another—which they, too, knew was benefi-
cid for their business. | was surprised, for instance, that the heads
of marketing for the big consulting firms didn't know one another.

Maybe you're thinking to yourself, "But | don't know any exec-
utives or key people in my industry! And why would they want to
get to know me anyway?' Not a problem. Performing socid arbi-
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trage when your financial and relational resources are thin is actu-
aly not too big a hurdle. The solution is knowledge, one of the
most valuable currencies in socia arbitrage. Knowledge is free—it
can be found in books, in articles, on the Internet, pretty much
everywhere, and it's precious to everyone.

The ability to distribute knowledge in a network is afairly easy
skill to learn. So easy, in fact, you should get started today. |dentify
some of the leading thinkers and writers in your industry. Do
these figures have any new books on the market? Look at what's
hot on the nonfiction New York Times bestseller list. Or for busi-
ness bestsellers, check out the Wall Street Journal'slist in the Per-
sona Journal section on Friday. Buy the book, read it, and take
some notes summarizing the Big Idea, afew of itsinteresting stud-
ies or anecdotes, and why it's relevant to the people you're think-
ing about passing your knowledge on to. Youve just created your
own Big Idea of the Month Cliffs Notes (or whatever snazzy title
you choose). Now pick a few people, some whom you know well
and some you don't, and e-mail them your work. All you have to
say is"Here are some cool ideas | think you'd like to be on top of"

Presto! Y ou're now aknowledge broker. After you get the swing
of it, you might want to send out a monthly Big Idea Cliffs Notes
e-mail. Turn it into a newdetter. If one month you don't have the
time, you could forward some particularly helpful article you
read. Or, if the book is particularly interesting and you really want
to make an impression, send the book itsdf.

It's easy enough to make knowledge brokering a habit. Let's
sy, for instance, someone mentions over lunch or in the minutes
before the start of a meeting that they are having a hard time deal-
ing with their teenage son or daughter. You should hear "prob-
lem." As a practitioner of socia arbitrage, you think "need to find
asolution." If you don't have any personal advice, the solution will
come from asking yoursdf, "How can my network of friends and
contacts help? Which one of my friends has teenagers?' It proba-
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bly won't take long before you come up with someone you know,
maybe your own parents, who handled their own teenage kids in
a constructive manner. Get on the phone and ask them if they
have any advice, or if they used any books or articles to help them
through the process. Now passit on.

Or let's say you're a real estate agent but you aspire to be a
clothing designer. |1 don't know too much about clothes, but as
with just about any subject, I'm sure others do (one of those peo-
ple has amost certainly written a book about it). Do a search on
Amazon.com, and find something that seems helpful to someone
looking to become a clothing designer. Then send the aspiring
clothing designer alink or even the book itsdf, or broker a direct
conversation—that would be real value.

Yes this kind of reaching out takes time and a certain thoughtful-
ness. But that is exactly why it's so appreciated. Facilitating dl those
connections, dl that knowledge, and ultimately al that happiness
iswhat being atruly modern-day "power broker" is al about.

To paraphrase Dae Carnegie: You can be more successful in
two months by becoming redlly interested in other peopl€e's suc-
cess than you can in two yearstrying to get other people interested
in your own SUCCeSss.

CONNECTORS' HALL OF FAME PROFILE
Vernon Jordan

"Make yourselfindispensable to others."

Vernon Jordan, dealmaker extraordinaire, former Clinton advisor,
and Washington super-lawyer, currently sits on ten corporate
boards, including American Express, Dow Jones, Revlon, and
Xerox. He's the Senior Managing Director for Lazard, an interna-
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tional investment bank, and also a high-ranked senior counsel at
the Washington, D.C., law firm of Akin Gump. Fortune ranked him
ninth on its list of the most powerful black executives.

According to Time magazine, Jordan earns a seven-figure
income from a "law practice that requires him to file no brief and
visit no courtroom, because his billable hours tend to be logged in
posh restaurants, on cellular phones . . . making a deft introduction
here, nudging a legislative position there, ironing out an indelicate
situation before it makes the papers.” He doesn't just talk a good
game. He makes things happen.

Its hard enough, in this life, to hold down just one job in a high-
powered organization. But Jordan has made himself so valuable—so
coveted—to so many employers that he actually works for several at
once—and none of them seem to mind his vocational polygamy.

Along the way, Jordan has become one of Washington's most
networked individuals, a man who seems to have friends and influ-
ence in every quarter and province. He's connected Lou Gerstner
with IBM. He approached Colin Powell about replacing Warren
Christopher as Secretary of State. He helped James Wolfensohn
become President of the World Bank.

How has he done it?

Jordan has used social arbitrage to make himself indispensa-
ble—he is, in every sense of the word, a modern-day power broker.
But he wasn't always at the vortex of everything that happens in
Washington. He didn't even live full-time in Washington until Akin
Gump hired him in 1982. By the time he arrived there, he'd done
enough in his career—having built up several decades of contacts
made and favors done—to know that, before long, he'd become a
man of influence in his new town. Akin Gump knew it too, which is
one reason they hired him: "I knew he would fit into the Washing-
ton legal community and come to be a dominant figure in it," said
Robert Strauss, a senior partner. "This is a town built on the use of
power and on relationships, and Vernon is about as good a people
person as | know."

Jordan became a household name to all Americans in the 1 990s
because of his relationship with Bill Clinton. But long before then,
Jordan was well known to the black community.



Soad Arbitrage 179

In the '60s, Jordan was an active civil rights lawyer in Atlanta.
Later, he became a field secretary for the NAACP, fighting for
school integration and registering black Georgians to vote. In
1964, Jordan left the NAACP to head the Southern Regional Coun-
cil's Voter Education Project (VEP). His role was to find volunteers
who could organize voter drives, and to raise money for the proj-
ect. Raising money compelled Jordan to travel throughout the
South, pitching wealthy foundations on why they should grant
money to the VEP. It was this position that allowed Jordan to gain
respect as a man who could fight for the cause from within the
establishment. His Rolodex began to expand as he forged connec-
tions with both the heads of foundations and the VEP supervisors in
Washington, D.C.

Jordan first ingratiated himself to the Fortune 500 community
when, in 1966, he was invited to President Johnson's White House
conference on civil rights, which was attended by hundreds of
CEOs. For the remainder of the '60s and '70s, he traveled as a
plugged-in member of both corporate and civil rights circles. His
involvement in one circle made him all the more valuable to the
other. Favors done and friends made in one circle could be lever-
aged to do favors and make friends in the other.

Jordan's full-time jobs allowed him to keep one foot in each
world. In 1970, he became executive director of the United Negro
College Fund. In 1972, he became president of the National
Urban League, a pro-business civil rights organization—a job he
held for ten years. Both posts allowed Jordan to gracefully expand
his personal network, to the point where, in 1 982, Akin Gump paid
him quite a hefty price for his services. "Vernon did not come
cheap," said Strauss. "But | told him: 'We'll carry you for a few
years until you figure out what it's all about here, then you will carry
us for a long time after that.™

Jordan's career is awonderful example of the opportunity that
comes from bringing different people together from different
worlds and different organizations to do good things. When Jor-
dan became a public figure during the Clinton-Lewinsky scandal,
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he was challenged on his claim that it was normal for him to help
avirtual stranger like Monica Lewinsky find ajob. His network
once again came to his aid. Washington attorney Ledie Thornton
detailed in the Wall Street Journal how Jordan had gone out of
his way to help her and others. She reveded what many young
black and white professonas had long known privately: Jordan
had been opening doors for people of dl colors and creeds for
decades.



CHAPTER 20

Pinging—All the Time

I f 80 percent of success is, as Woody Allen once said, just show-
ing up, then 80 percent of building and maintaining relation-
ships isjust staying in touch.

| cdl it "pinging." It's a quick, casua greeting, and it can
be done in any number of creative ways. Once you develop
your own style, you'll find it easer to stay in touch with more
people than you ever dreamed of in less time than you ever imag-
ined.

Yes there's grunt work involved. Pinging takes effort. That's
the tough part. You have to keep pinging and pinging and pinging
and never stop. You have to feed the fire of your network or it will
wither or die.

How many times have you asked yoursdf, "What's his face ...
Yaknow, that guy ..." Or "I know her, | just can't remember her
name . . ." We dl face that situation al too often, to my mind.
Every time | hear those statements uttered, | sense a network or
community of contacts withering.

These days we're overwhelmed with so much information that
our minds can prioritize only the most recent data. What does it
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take to break through the white noise of information overload?
Becoming front and center in someone's mental Rolodex is con-
tingent on one invaluable little concept: repetition.

» People you're contacting to create a new relationship need to
see or hear your name in at least three modes of commu-
nication—by, sy, an e-malil, a phone cal, and a face-to-face
encounter—Dbefore there is substantive recognition.

* Once you have gained some early recognition, you need to
nurture a developing relationship with a phone cdl or e-mall
at least once a month.

 If you want to transform a contact into a friend, you need a
minimum of two face-to-face meetings out of the office.

* Maintaining a secondary relationship requires two to three
pings ayear.

Using the above rules of thumb should give you an idea of
what it'll take to keep your own network humming. | make hun-
dreds of phone cdls a day. Most of them are simply quick hellos
that | leave on afriend's voice mail. | aso send e-mail constantly.
Using a BlackBerry, I've found | can do the majority of my ping-
ing while in trains, planes, and automobiles. | remember—or at
least my PDA remembers—persona events like birthdays and
anniversaries, and | make a specid point of reaching out to people
during these times.

When it comes to relationship maintenance, you have to be on
your game 24/7, 365 days ayedar.

There's no doubt you have to bring a certain vigor to this part
of the system. But hey, this isjust my way of doing things. Youll
figure out your own way. The governing principle here is repeti-
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tion; find a way to ensure that you'll contact people regularly
without putting too much strain on your schedule.

One way I've found to make maintaining my network of
contacts, colleagues, and friends easer is to create a rating sys-
tem for the network that corresponds to how often | reach out.
First, 1 divide my network into five general categories. Under
"Persond,” | include my good friends and social acquaintances.
Because I'm generdly in contact with these people organicaly,
| don't include them on a contact list. The relationship is estab-
lished, and when we talk, it's as if we'd been in touch every day.
"Customers' and "Prospects’ are sdlf-explanatory. "Important
Business Associates' is reserved for people I'm actively involved
with professiondly. I'm either doing business with them currently
or hoping to do business with them. This is the mission-critical
category. Under "Aspirational Contacts,” | list people I'd like to
get to know, or I've met briefly (which is anyone from your boss's
boss to a worthy celebrity) and would like to establish a better
relationship with.

After reading the chapter on taking names, you've probably
already begun to segment and categorize your network in a way
that works for you—there is no standard method here. Create a
segmentation that works for you and your objectives. This is a
good habit and one that deserves repeating. All successful people
are planners. They think on paper. Failing to plan, as they say, is
planning to fal. And a plan is alist of activities and names.

The next step is to print out your master list of contacts that
contains dl the people in your network under the categories
you've placed them in. The question now is How often do you
contact each person on the lig? | use a pretty simple system, but
there's no reason you can't improve upon it. I'll go down my mas-
ter list and add the numbers 1, 2, or 3 next to each name.

A "1" gets contacted at least each month. This means I'm
actively involved with the person, whether it's a friend or a new
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business associate. With new relationships, a" 1" generally means |
have yet to solidify the relationship with at least three different
forms of communication. Each time | reach out to a person, | like
to include avery short note next to their name telling me the last
time | contacted them and how. If last month | sent an e-mail say-
ing hello to a potential customer rated " 1," this month I'll give a
cal. Also, contacts designated " 1" | add to my cdl phone's speed
dia. (How | love thee, speed dial, let me count the ways! It dlows
me quick reference and an easy way to get in touch fast.) If | have
afree moment in a cab, I'll just go down the speed dia and make
severd cdls to keep in touch with people I've not spoken to
recently.

A "?2" rating indicates my "touch base" people. These are either
casua acquaintances or people whom | already know well. They
get a quarterly cdl or eemail. | try to include these people in mass
e-mails about my business. And like the rest of my network, they
get either an annual holiday card or birthday call.

Those people rated "3" are people | don't know well, who,
because of time and circumstance, I'm unable to devote any Sg-
nificant energy to pinging. These people are strictly acquain-
tances, people I've met in passing, but who have found their way
into my address book. | hope to reach this group, in some way,
at least once a year. The surprising thing about this category is
that, because you don't know the person dl that wel when you
do reach out with a card or e-mail, the reaction is wonderful.
Most people are delighted, and their curiosity piqued, when
someone they don't know dl that well sends them anote, however
short.

Thethird step, as | mentioned in the chapter on taking names,
is segmenting your network into cal lists. In time, your master list
will become too unwieldy to work from directly. Your call lists will
save you time and keep your efforts focused. They can be organ-
ized by your number ratings, by geography, by industry, and so
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on. It's totally flexible. If I'm flying to New York, for example, I'll
print out a"New York list" and make afew cdlsto my "Is" when |
got off the plane. "Hi, Jan. Just landed in New Y ork and it made me
think of you. No time to meet this trip, but | just wanted to touch
base” This New York list dso proves very helpful a week in
advance of the trip in trying to fill in those extra dots of time |
may have in my schedule.

Where do | find the time? Again, you find time everywhere. |
ping in the cab, or in my car. | ping in the bathroom (BlackBerry
only). When I'm bored a a conference, | ping via email. I've
developed the habit of saving every email |1 send and receive. |
put each e-mail, when | receive it, in one of my categories, and
Outlook records whether I've returned the e-mail or not. Then |
just open up thosefilesand respond, pinging avay. | make a habit
of reviewing my master list a the end of the week and cross-
checking it with the activities and travel plans | have for the fol-
lowing week. Inthisway, | stay up-to-date and have my trusty lists
at my side dl week long.

Another time-saver is to pay close attention when you place
your phone cdls. There are times, amusingly enough, when| cdl in
order NOT to get through. Sometimes you don't have time for an
in-depth conversation; you just want to drop aline and say hello. |
try and take mental notes of people's phone habitsif | want to Sim-
ply leave amessage, I'll cal when | know they're not around. Call-
ing their office redly early or late usually does the trick.

The important thing is that you build the concept of pinging
into your workflow. Some organizations go so far asto make ping-
ing integral to their organizational processes. I'm told that the
consulting firm McKinsey and Company actualy has a rule of
thumb that one hundred days after a new CEO takes charge of a
company, McKinsey assigns one of their consultants to cal and
see how McKinsey might help. One hundred days is, McKinsey
figures, just enough time for the new CEO to fed that he or she



186 Never Ea Alone

knows what the issues and problems are, but not enough time to
have gotten his or her arms around the solutions.

With pinging gaining credibility as an important business
practice, it shouldn't surprise you that some ingenious new soft-
ware has been devel oped to makeit easer. Plaxo is aneat new pro-
gram, which | mentioned briefly in the chapter on technology,
that I've found redly helpful. The software this company has
developed keeps people connected by solving the common but
frustrating problem of out-of-date contact information. The soft-
ware goesinto your database of contacts, pulls out everybody with
an e-mail address, sends the record that you have of them, and
asks them to update it. When they do so, it sends you back an
e-mail stating their new information. Automated pinging!

| do it every Sx months or so and have become atrue devotee.
Not long ago, | did aPlaxo update. A few days later, | got an e-mail
from a former prospect I'd lost contact with who wrote, "We
talked a year ago. Nothing came of it. Now might be a better time
to tak." The emall turned into a two-million-dollar account.

The medium and message of a ping runs the gamut. Thereis
the "l just called to say | care" ping that | use for closer contacts.
Essentidly, | want to convey the message, "Hey, it has been too
long since we've spoken and | wanted you to know that | missyou,
that you are important to me." And then there are the more pro-
fessond versions of the above. But dways try to make any mes-
sage as personal as possible.

For people important to my career or business, | tend to favor
the value-add ping. Here I'm trying to provide something of value
in my communication, recognizing when someone | know gets a
promotion, or the company he or she runs has a good financial
guarter, or he or she has achild. | dso liketo send relevant articles,
short notes of advice, or other small tokens that convey that | am
thinking of them and am eager to help.

Get credtive. | have one friend who carries a digita camera
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wherever he goes. When he returns from a conference or work-
related travels, he pings the people he met with a quick hello and
a picture attached. It's a great idea that has worked very wdl for
him. I've got another friend who uses music in a similar manner.
When he meets someone new, he asks the person what kind of
music he or she enjoys. This guy has a growing digita music
library that's off the charts, and he's dways on top of the latest
grooves. When he pings, he might write, "It was a pleasure meet-
ing you the other day. You mentioned your love of jazz. It just sO
happens that | have a rare recording of Miles Davis. | thought
you'd get akick out of it. Let me know what you think."

Once you've cultivated a contact with a new associate or
friend, nurture it by pinging. It's the Miracle-Gro for your bloom-
ing garden of friends and associates.

The Pinging Staple: Birthdays

Standard advice on acknowledging the events in people's lives sug-
gests sending Christmas or Chanukah cards. The holidays, in my
opinion, are not the best time to focus your pinging energies. Why?
Because it's hard to differentiate yourself from the other 150 people
doing the same thing.

My personal favorite pinging occasion remains birthdays, the
neglected stepchild of life's celebrated moments. As you get
older, the people around you start forgetting your big day (mostly
because they think they want to forget their own). Mom might
not call a day late, but your brother or sister will. Your friends will
figure, "Why remind the poor guy he's getting up there in age?"
Before long, that residual disappointment turns into resentment, and
the resentment turns into apathy. Or at least the appearance of
apathy.

"Nah, birthdays aren't my thing," | hear people say all the time.
You persuasively tell your family, "Don't do anything big, but if you
do something, make it small."
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Well, | don't believe it. I'm onto your game, friend. You care,
and so does everybody else.

We've been conditioned since childhood, despite our best
efforts to be "Birthday Scrooges" in adult life, that that day is all
aboutyou. It is your day, and it has been since you were a kid. And
even when you're seventy years old, deep down inside, despite all
your protestations, a little recognition of that seventy-year-old life
feels good even if you don't get a big red wagon anymore.

Don't kid yoursell—EVERYONE CARES ABOUT HIS OR HER
BIRTHDAY!

I was in New York some years back and up popped a reminder
on my Palm: "Birthday—Kent Blossil." Kent was the man who suc-
cessfully got past my gatekeeper. When | met Kent that day, and |
received his contact information, | asked for his birth date, as | try
to do with everyone. It's not intrusive, and most people forget the
moment after they tell me.

Kent was a Mormon. Born in Salt Lake City, Utah, he had
upward of ten brothers and sisters. With such a large family, you'd
think the man's phone would be ringing off the hook on his
birthday.

I hadn't spoken to him for over a year. It was a busy day for me,
and | didn't see the reminder until close to 3:00 PM. that afternoon.
Generally, | like to make birthday calls in the early morning. This
way | get someone's voice mail, and when they come in to work
that morning, they're greeted with my rendition of "Happy Birth-
day." | can't tell you how many New York City cabdrivers must think
I'm an utter lunatic.

So when Kent actually picked up his phone that afternoon, my
personal Pavarotti of "Happy Birthday" greeted him. No greetings.
No niceties. | just let it rip.

Normally, | get laughter and a grateful "Thanks." This time, after
I had finished, the phone went silent. "Kent, you there? It's your
birthday, right?" Nothing. Not a word. | thought I'd made a jerk out
of myself and missed the day or something.

"Kent?"

Finally he stammers out, "Yeah." He was choked up, audibly
holding back tears.
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"You all right?"

"You remembered my birthday?" he said. People are always
shocked by this.

"You know, Keith, this year none of my brothers or sisters or fam-
ily .. . well, nobody remembered my birthday. Nobody remem-
bered," he said. "Thank you so much."

He never forgot. People never do.



CHAPTER 21

Find Anchor Tenants and Feed Them

When | was an insolvent student working his way through
business school, my apartment wasn't what you'd cdl a
spotless designer residence. Minimal, yes. A bit grungy, definitely.
Still, it never stopped me from throwing outrageously fun dinner
parties where | enjoyed the company of good friends—and a few
strangers.

It was in those days that | learned how powerful the art of
throwing dinner parties could be in creating wonderful memories
and strengthening relationships in the process. Today | can safdy
say my strongest links have been forged at the table. The compan-
ionable effects of breaking bread—not to mention drinking a few
glasses of wine—bring people together.

In those early years, my 400-square-foot, one-bedroom apart-
ment opposite the football field, with a kitchen table that could
barely seat two adults, held wild get-togethers for four, Six, even
fifteen guests. The mix was aways a diverse medley of professors,
students, Boston locals, and, sometimes, a person | met in line
while checking out groceries. | never thought twice about some of
the minor inconveniences those impoverished days bestowed on
my events, like forcing my guests to eat with plates in their laps.
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For dl the sheer delight and good times a dinner party can
impart, it seems our fast-food culture has diminished our cen-
turies-old belief in the power of a shared meal in your own home
to comfort, nurture, and connect people. Some people seem to
think it's too hard, too time-consuming. The only image they have
of a dinner party is of those grandly ornate occasions once
glamorized by Martha Stewart, a friend by the way. Maybe those
female-hosted TV shows are, perhaps, another reason why men,
in particular, have forgotten the virtues of hosting a ssimple dinner
gathering. They think it's feminine. But trust me, guys, you can
serve a fine mea in your home and ill be masculine—and, if
you're single, it will do aworld of good for your dating lives.

Nearly once a month an array of different people from differ-
ent worlds gathers at my home in Los Angdles or hotel suite in
New York or a friend's home in San Francisco to have fun, talk
business, and meet new people. But | learned the art of throwing
these events back in my dingy Cambridge apartment.

Before my dinner parties had any cachet, | had to develop a
deliberate strategy for attracting a good mix of people that would
expand my social horizons and get a reputation that would keep
people coming back.

You, me, every one of us—we have an established peer set. But
if you only have dinner parties with the same people, your circle
of relationships will never grow. At the same time, were con-
fronted with a smdl obstacle. Randomly inviting strangers, espe-
cidly strangers who hold a level of prestige and experience above
your own peer s, is rarely effective. These people want to hang
around people of their own background, experience, or socia
status.

Parents tend to stay away from their children's gatherings
unless they expect other parentsto be in attendance aswdll. In col-
lege, juniors and seniors avoid the parties populated solely by
freshmen and sophomores. In the adult world, it's no different. Go
to any cafeteria at any major corporation in the country. Youll
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generdly find each strata of the organization—from the adminis-
trative gaff on up to the executive suite—congregating in their
own cliques to eat their lunches.

To overcome this herd mentality and pull people into my din-
ner parties that would otherwise not come, | developed a helpful
little concept | cdl the "anchor tenant.”

Every individual within a particular peer set has a bridge to
someone outside his or her own group of friends. We dl have, to
some degree or another, developed relationships with older, wiser,
more experienced people; they may be our mentors, our parents
friends, our teachers, our rabbis and reverends, our bosses.

| cdl them anchor tenants; their value comes from the smple
fact that they are, in relation to one's core group of friends, differ-
ent. They know different people, have experienced different
things, and thus, have much to teach.

Identifying and inviting an anchor tenant to your dinner party
isn't hard. Someone you know probably has access and is close
enough to such an individua that an invitation will be wel
received. Youll discover who these people are by paying attention
to your friends' stories and taking notice of the one or two names
that continually pop up. They tend to be the names of people who
have had a positive influence on your friends lives. And it stands
to reason that they can have the same effect on you.

Once you've identified a person outside your socid circle and
successtully invited him or her to a dinner, here's an added little
nuance that pays terrific dividends. Landing an anchor tenant isn't
about entertaining your dinner-party regulars. They'll come no
matter what. But an anchor alows you to reach out beyond your
circle in subsequent invitations and pull in people who wouldn't
otherwise attend. To put it in terms of the company cafeteria, now
that you have the CEO eating lunch at the manager's table, other
executives will jump at the opportunity to eat at the table, too.

Frankly, anyone who can add a little electricity to your dinner
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party is an anchor tenant. Journalists, I've found, are terrific
anchor guests. They aren't particularly wel paid (which makes
them a sucker for a free meal), their profession has a good ded of
intrigue, they are dways on the lookout for good material and see
such dinners as a potential venue for new ideas, they're generally
good conversationalists, and many folks enjoy an opportunity to
get their ideas heard by someone who might publicize them to a
larger audience. Artists and actors, famous or not, fdl into the
same category. On those occasions when you can't land as big a
fish as you might have liked, you can try to pull in a person with
proximity to power: a political consultant to an interesting politi-
cian, the COO of an interesting company under an interesting
CEOQO, and so on. In these cases, it's about brand association.

Once you've landed an anchor tenant, finding the right mix of
people is critical. For me, the invitation list needs to be a mix of
professiona folks | want to do business with today, contacts |
aspire to do business with down the road, and those | cdl "light
attractors'—quests who are energetic, interesting, and willing to
gpeak their mind. Of course, a locd celebrity or two never hurts.
And it goes without saying that you should have your friends and
family present, as well.

Political columnist Arianna Huffington is one of my favorite
dinner guests. She's gracious, fun, and dways outspoken. How did
| land her? Through an intro from my friend Elana Weiss, who
knew someone in Arianna's office, I sent her an e-mail. | told her |
was abig admirer and that | threw these very fun dinner partiesin
Los Angdles and she'd undoubtedly make them better. She showed
up only for cocktalls at first, had a great time, and has become a
regular and a dear friend.

While these kinds of dinners can often cinch an important
business dedl, be careful not to include too many business associ-
ates on the invite list or business agendas in the discussion. Tak-
ing about budgets and other management mumbo jumbo al the
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time will ensure a dull evening. These events are about building
relationships.

Six to ten guests, I've found, is the optimal number to invite to
a dinner. | usudly invite fourteen now, but that's after a lot of
practice. | dso invite an extra Sx or so people to pop in before or
come after for drinks and dessert. This group should be closer
friends who won't get offended for not being a the main event
but will appreciate being part of the group nonetheless. Generdly,
when you invite someone to dinner, you get a 20 to 30 percent
acceptance rate because of scheduling difficulties. When someone
sys they cannot come because of another dinner or engagement,
| often suggest they come before the dinner for drinks and appe-
tizers, or even after, for dessert and drinks.

These "bonus guests’ will arrive alittle before dinner has con-
cluded. I'll havefolding chairs at the ready so they can pull up next
to the dinner table, have dessert, and chat with the guests. Just
when most dinner parties tend to dip and people begin to look at
their watches thinking about what time they have to get up in the
morning, the energy level spikes with a whole new group. Sud-
denly, the dinner turns raucous again.

At about this time, the music that's been playing on the stereo
gives way to alive piano player. | don't announce this. From the
dining room or deck where | serve dinner, guests dowly pick up
on the fact that the music coming from the living room has
changed. Sometimes it's not only the piano. | may hire a singer,
invite a bunch of young vocalists to come show off, or do a bit
more research and find out if there are some loca alumni who
used to be part of Ydes renowned singing group, the Whiffen-
poofs. For areasonable feg, the kids are happy to belt out afew old
tunes for an old alumnus.

As dessert is being served, the Poofs start singing. The after-
party guests arrive, and now the night is swinging. Some people
day at the table, while others adjourn to the living room to sing
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along and hang out. The next thing | know, it's one or two in the
morning and I'm closing down another successful event.

If you like to eat and you enjoy the company of others, you can
pull off your own version of a dinner party that will work beauti-
fully whatever the setting.

My friend Jm Brehm is one of the most elegant designers
in New York. He had a beautiful studio apartment downtown
where he used to host a party every other Thursday. By the
way, Thursdays are wonderful days for dinner parties. It doesn't
cut into people's weekend plans and yet folks are willing to go
a little late knowing that they have only one day left in the work
week.

| marveled at Jm's ability to make simplicity so elegant. |
found the same quality in Jm's architecture and designs. His stu-
dio had a long bench covered in velvet dong one wall and a few
black leather cubesto sit on. Wed be served champagne. Light jazz
music would play in the background. The dinner guests tended to
be a fascinating mix of artists and writers and musicians.

To eat, we'd wak five stepsto asmall simple wooden table with
no tablecloth, adorned with two dlver candles. The chairs were
fold-out. Each plate had abig bowl of homemade chili on it and a
torn-off piece of fresh bread. For dessert, he would serve ice cream
and more champagne. It was simply perfect, and perfectly simple.

Anyone can throw a dinner party. Let me give you an
example—my former business manager, Mark Ramsay. | first met
Mark when he was an accountant for another business manager
who specidized in entertainment clients. He was an unhappy
camper back then, and he wanted to break out on his own. After
mustering enough courage, a the age of twenty-five, he opened
his own operation. | became hisfirst client.

Mark became a regular a my dinner parties in New York. As
a client and a friend, Mark would return the favor by inviting
me out to dinner or to see a show. After a few years, however,
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| asked Mark, "So what's up with not having me over to your
home for dinner?' A meal a someone's home, after dl, iswhat |
enjoy most.

His answer was al too common, especially among the younger
people | mentor. He told me, "I could never do adinner party like
yours. | don't have that kind of money and | live in a run-down
studio. | don't even have adining table."

"Dining table! Who needs adining table?' | said.

With that, | convinced Mark to giveit atry. | told him I'd be his
anchor guest and suggested that he invite four others for dinner. |
told him to get some simple wine, but plenty of it. For appetizers,
st out chips and sdlsa, or dip with vegetables. Buy a foldable
round tabletop that one can easly find and place it on the coffee
table. Voila—you've got yourself a grand dining table.

For food, | told him, forget about cooking. Get some sdads
and a roasted chicken from the deli. For dessert, buy some cookies
and ice cream, and keep the wine flowing.

The party was a huge success. Mark invited a potential client,
me, and a friend | brought aong. All four of us are now his
clients.

You seg, there's only one red rule to these get-togethers: Have
fun. All right, there are afew other rules that might help you along
the way. Among them:

1. Create a theme.

There is no reason that a smal dinner party should not have a
theme. One simple idea can help you pull the food and atmos-
phere together. You can build a party around anything, redly. It
could be your mother's meatloaf recipe, a holiday, black tie (used
rarely, as we want people to be totally comfortable), vegan food,
gpecific music—whatever you like. People will get jazzed when
they know you're being crestive.
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| remember one example of atheme being put to good use that
comes from an article | read years ago in the Washington Post,
about a woman named Perdita Huston. When President Carter
appointed Huston regiona director of the Peace Corps for North
Africa, the Near East, Ada, and the Pacific in 1978, she started her
weekly For Women Only dinner parties.

The dinner partiesfilled avoid for Huston, who explained how
she came up with the idea. "Because of the Sze of the region |
administered for the Peace Corps, | was obliged to do much trav-
eling.

"When | wasn't out of town on Peace Corps business, |
thought it important to be at home with my son, Pierre, who was
then seven years old. Also, because of my travels, | began losing
touch with many of my friends, but instead of trying to see people
one-on-one in restaurant situations, | devised this scheme of giv-
ing weekly dinner parties.

"Right about that same time, | so came to redlize there were
alot of women in my situation: single women in high-level jobs
whose professond lives were presenting certain problems and
often overwhelming their private lives. In many ways, the women
in the Carter administration were pioneers who needed support-
ive networking, so | decided to limit my guests to women only.

"What | did was smply expand my Sunday cooking to include
preparations for a Monday-night meal for twelve. | would often
make couscous or a lamb-based soup, which is used during
Ramadan in Algeria to break the fast a sundown. It's caled
chorba, which means soup; in fact, it's caled The Soup. It's very
spicy and good enough to be an entire meal. Often | would just
prepare a huge tureen of it dong with hot bread and a big salad.
Desserts were smply fruit and cheese.

"The response to my Monday-night For Women Only dinner
was redly overwhelming," she continued. "I aways used my finest
chinaand crystal and slver candlesticks. In other words, | treated
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these occasions the way most hostesses treat conventional male/
female dinner parties.

"Our dinner-table conversations are unusually candid. We
talk—or argue—about U.S. foreign policy or discuss problems
common to women in management positions, such as how to
combat stereotypes or sexism in the workplace.

"We get alot of feedback from each other and, because of our
experience, can suggest various people to see, organizations to
contact, or strategies to develop. Because they are so supportive,
these dinners have become very important to many of us."

Huston's weekly parties became an institution in the Washing-
ton, D.C., area where she lived. It brought like-minded women
together who bonded and supported one another through the
similar trials and tribulations each was going through. There's no
reason you can't do the same thing. Creating a theme around a
point of commonality—be it race, religion, gender, occupation, or
anything else—can infuse your get-togethers with added purpose,
and help you attract others.

2. Use invitations.

While I'm dl for dapdash impromptu parties, the dinner parties
that will be most successful will be those you've devoted some
time and energy to. Whether by phone, e-mail, or handwritten
note, be sure to get your invites out early—at least a month in
advance—so people can have a chance to plan accordingly—and
so you'll know who is and who is not coming.

3. Don't be a kitchen dave.

Therésno sensein aparty being dl work. If you can't hire a caterer,

either cook dl the food ahead of time or just use takeout. If the food

is good and the presentation snazzy, your guests will be impressed.
These days, | usualy opt for a caterer. But you can have asm-
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ilarly elegant party for much less if you're willing to get cregtive
and spend some time preparing. The key to low-budget dinner
partiesisto keep it simple. Make one large dish, like a stew or chili
that can be prepared aday or two ahead of time. Serve it with great
bread and salad. That's dl you need.

Well, maybe not ALL you need. My other expense is alcohal. |
love—lovel—great wine. | dways go a little overboard with the
vino. And redly, could God have blessed us with a better socia
[ubricant? It amounts to the finest party favor ever created. But
again, everyone has their own predilections, and I'm sure you can
pull off a perfectly fabulous dinner party with just soda

4. Create atmosphere.

Make sureto spend an hour or two gussying up your place. Noth-
ing expensive or out of the ordinary, mind you. Candles, flowers,
dim lighting, and music set a good mood. Add a nice centerpiece
to the dinner table. Get a young family member to walk around
serving drinks if you don't have a bartender or waiter. The point is
to give your guests dl the signas they need to understand that it's
time to enjoy.

5. Forget being formal.

Most dinner parties don't cdl for anything fancy. Follow the KISS
principle (Keep It Smple, Silly). Good food. Good people. Lots of
wine. Good conversation. That's a successful dinner party. | dways
underdress just so no one e feds they did. Jeans and ajacket are
my standard fare, but you judge for yoursdf.

6. Don't seat couples together.

The essence of a good dinner party lies in seating everyone prop-
erly. If you seat couples together, things can get boring. Mix and
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match, putting people together who don't know each other but
perhaps share an interest of some kind. | like to set placeholders
where | want people to sit. Each placeholder is a smple card with
the guest's name on it. If | have the time, | love to put an interest-
ing question or joke on the back of the card that guests can use to
break the ice with one another. Or you can go out and buy funny
greeting cards just to make things interesting.

7. Relax.

Guests take their cues from the host—if you're having fun, odds
are that they will, too. The night of the party, your job is to enjoy
al the fruits of your labor. That's an order.
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Trading Up and Giving Back






CHAPTER 22

Be Interesting

I remember when being a marketer was smpler. Essentidly,

marketers were expected to create an ad, get it to the consumer
through one of the few available media sources, and then sit back
and wait.

Those days are good and gone. The way the world speaks and
listens has changed radicaly. And the tools we use to communicate
are changing at a Similar pace. As access to consumers grows, so
does consumer power. They can choose from hordes of entertain-
ment venues, use software tools to filter out unwanted messages,
and shoot down surviving messages with a heightened sense of
cynicism. It'sjust not as easy to be heard. Brand loyalty is tougher
to achieve. Conventiona advertising and marketing just won't cut
it—and neither will traditional thinking among those who want to
get their message across. The CMO of today and tomorrow must
be a strategist, a technologist, creative, and dways focused on the
sdes and financial return on his marketing investments. Not alot
of individuals, consulting firms, or agencies combine dl those
traits. Asaresult, the life of the CMO isalonely one, and the life of
the CEO who expects dl thisistoo often afrustrated one.
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My growing sense of these changes, along with conversations
with respected marketers, is the main reason | founded Ferrazzi-
Greenlight, to focus on marketing strategies and programs that
push the marketing spend closer to actual sales. To count less on
big broadcast advertising and more on building personalized loy-
alty between clients and their customers. That might mean creat-
ing aloyalty program for aretailer smilar to what we operated at
Starwood Hotels. Or designing an infomercia for a complex new
product launch. Or facilitating an "ambassador's program” for a
large engineering firm that targeted just 500 customers, prospects,
and infiuencers in the United States.

| hope it's not a surprise that | see effective marketing as just
building relationships with customers and prospective customers.

Let me trandate this macro trend to avery personal scene that
repeats itsaf over and over again when | give lectures at colleges. It
will take place just before or after I've given my talk. A student will
muster the nerve to approach me, and admiring as | am of such
initiative, I'll be very receptive. Then, remarkably, nothing will be
said beyond, "Hi, I'm so-and-so and your talk was great." Perhaps
I'll ask what they got out of it or how they see what | talked about
playing out around them in the world. Too often, my attempts are
met with comments like "Oh, | don't know," or "I just think what
you said was great. I'm not sure | could ever do dl that..."

Oh, wow, I'd think, it was fantastic talking with you, but I've
got some bathroom tiles that need cleaning. Not to be too rough
here, but how can you talk to someone when they have nothing to
sy? How can you offer your company or your network anything
of valueif you have not thought about how you want to stand out
and differentiate yourself in building that relationship?

Marketers and networkers dike take heed: Be interesting! All
that you've read thus far doesn't relieve you of the responsibility of
being someone worth talking to, and even better, worth talking
about. Virtually everyone new you meet in a situation is asking
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themselves a variation on one question: "Would | want to spend
an hour eating lunch with this person?"

Consultants cdl it the airport question. In the lengthy interview
process that that industry has become famous for—a peppering of
complicated case studies and logic-testing puzzles—the one ques-
tion consultants use to choose one person over a pool of equaly
talented candidates isthe one question they ask only of themselves:
"If I were trapped in John F. Kennedy Airport for afew hours[and
al travel-weary consultants inevitably spend too much timein air-
ports], would | want to spend it with this person?"

Have you mentioned in conversation your large jazz collec-
tion, or the time you spent in the Ivory Coast, or your contrarian
views on some political debate? Squeeze a little time into your
schedule to keep up with what's going on in the world. Pay atten-
tion to interesting tidbits you hear, and work to remember them
so that you can pass them on to people you meet. Get a daily
subscription to the New York Times or the Wall Street Journal.
Remember, people don't only hire people they like, they hire peo-
ple that they think can make them and their companies better.
That means someone with an expanded view of the world. It
means you need to be aware of your intellectual property, and
what you have to say that others might benefit from. It shows
you're interested and involved in the world around you.

What happens when you don't have a platform of idess to
defend? When you're running for office, you lose an election.

In my sophomore year a Yde, | ran for New Haven City Coun-
cil. The party in New Haven wanted an outspoken, presentable
candidate to run against the less-than-exciting opposing candi-
date. | had been known through my involvement in the Political
Union as a very young chairman, having started one of the
first fraternities on campus (Sigma Chi), and therefore had some
name recognition. When offered the opportunity, | jumped at it. |
didn't have athought as to what | had to offer or why New Haven
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might want me as its representative. This was more ego than fore-
thought.

Tothisday, my lossin that election sticksin my craw. | actually
refused to dig in and redly campaign, to learn the loca issues.
My opponent, Jod Ratner, developed a deep local platform and
took to the streets and dining halls. | shied awvay from that level
of engagement, expecting that my dynamic style would carry
the day.

Jod was emboldened by his ideas, and his passion gavanized
voters. I, on the other hand, just thought it would be cool to run
for an elected office. After al, | was recruited. | didn't seek the
office, and | told the party up front that my studies and other lead-
ership responsibilities had to come first.

Wedl, my defeat was embarrassing, and it was my own fault.
The experience taught me an important lesson. No matter what
organization | represented or what professional avenue | pursued
in the future, dl my efforts had to be powered by a deep passion
and a st of beliefs that went well beyond my own personal bene-
fit. To move others, you have to speak beyond yoursdf. Boldly
putting yourself out there was one thing, and a good thing, but
that wasn't enough. There was a difference between getting atten-
tion and getting attention for your desire to change the world.
Congratulations, Joe, | hear you did a great job. The better man
clearly won in that race.

Be a Person of Content: Have a Unique Point of View

Being interesting isn't just about learning how to become a
good conversationalist. Don't get mewrong, that isimportant, but
you need a well-thought-out point of view. | honestly hope from
now on you'll be a newspaper-reading maniac ready to engage the
topics of the day with anyone you meet. But being interesting and
having content are very different. The former involves talking
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intelligently about politics, sports, travel, science, or whatever
you'll need as aticket of admission to any conversation. Content
involves a much more specialized form of knowledge. It's know-
ing what you have that most others do not. It's your differentia-
tion. It'syour expertise. It's the message that will make your brand
unique, attracting others to become a part of your network.

Being known isjust notoriety. But being known for something
is entirely different. That's respect. You have to believe in some-
thing, as Joel Ratner did, for people to believe in you.

Once | learned my lesson, | wasn't going to repeet it. | was not
just going to be another generalist. | was going to have a unique
point of view, an expertise. My first job out of college at Imperial
Chemica Industries, | mastered the ins and outs of Tota Quality
Management. Later, when | worked at Deloitte, reengineering was
my hook. At Starwood, | pushed for direct marketing. Later, |
mastered interactive marketing. Today, |'ve wrapped dl my expe-
riences into a set of beliefs around the radically changing dynam-
ics of marketing overal and its evolution toward relationship
marketing: moving marketing dollars closer to saes.

In every job and at every stage in my career, | had some exper-
tise, some content that differentiated me from others and made
me unique, made me more vauable in my relationships with
others and the company | worked for. It created precious oppor-
tunities for me to gain credibility and visibility in my field. Con-
tent is a cause, an idea, trend, or skill—the unique subject matter
on which you are the authority.

What will set you apart from everybody dse is the relentless-
ness you bring to learning and presenting and selling your content.
Take, for example, my experience when | was hired as CEO of Yara
The company's board was aware of how | had used reengineering
to heighten the market's perception of Deloitte, and how, at Star-
wood, the idea of changing the way the hospitality industry
branded itsdlf generated a wave of publicity. They knew that the
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ability to capture a buzz-worthy message and get it into the
crowded marketplace of ideas would prove crucia for a new com-
pany whose product was totally untested. This seemed right for
me. | was a"market maker": someone who could create excitement
and belief around Yayds point of view. The problem was coming
up with the credible and unique point of view that people were
ready to buy. That was our challenge, or the company would fail.

One of our first godswhen | came to Yarawas to find a hook
that could transform the company's current lack of saes while
aso generating broader intrigue in the marketplace, and redly
create a market. | started, as | dways do, by immersing mysdlf in
the subject. | became a voracious reader and would spend hours
late at night checking out a variety of articles, analyst reports,
books, and Web gites. | talked to CEQOs, journalists, and consul-
tants who specidized in the interactive advertising industry,
games industry, and training world.

This stage can be quite frustrating. There's a huge learning
curve to get up to speed. Suddenly you're confronted with a
miasma of numbers, data points, differing opinions, and a boat-
load of disparate new information. On some occasions, as was the
cae with TQM and reengineering, you can acquire content by
simply appropriating another person's innovative ideas and
become a leader in distributing and applying those ideas. On
other occasions, as with Ya¥a we had to develop the content from
scratch. That meant taking al the disparate dots of information
and connecting them in away others had not.

There should be no mystique around dot connecting among
those who are continually at the forefront of business innovation.
Remember those wise words of Mark McCormack in his book
What They Don't Teach You at Harvard Business School: " Crestivity
in business is often nothing more than making connections that
everyone dse has amost thought of. You don't have to reinvent
the whedl, just attach it to a new wagon."
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As my immersion process continued, | became more and more
frustrated that the marketing and training field was not taking
advantage of the two powerful new mediums that Yara was based
on—the Internet and video games. As | learned more about mar-
keting and training online, | drew anaogies to other new mediums
that changed the landscape. | reminded marketers that when we
first transitioned from radio to television, dl we did was put acam-
erain front of a radio announcer and cal it advertising. It took a
whileto settle into the medium and its new rules. Here again, with
the Internet, we were applying old models to a new environment.
The Net was dl about interactivity and community building,
where concepts or just jokes were spread around the world in
moments. And yet marketerswerejust taking old advertising ideas,
like billboards and bumper stickers, and putting them online in the
form of banner ads. That those ads weren't successful should have
come as no surprise. Training had a similar argument. Would you
rather engage in learning in a fun interactive environment or the
traditional and stale forms of training that employees were being
force-fed today? Which would be more efective?

Then you had the games world in general. The startling num-
bers suggested an untapped phenomenon. In 1999, games rev-
enues surpassed movie box-office revenues. And the demographic
of online gamers was changing radically as content was branching
out to cater to adults and women. The average age of online
gamers is now thirty-five, 49 percent of whom are women. | dso
learned of a German company that developed a cool turkey-shoot
game for Johnnie Walker that got so many downloads, the prime
minister commented that the game had become a drain on
national productivity. Still, no one thought of games as anything
but niche entertainment.

With the information at hand, | now had to connect the dots
and find that new wagon. Thisis actualy the fun part. You start in
a fantasy world with no limitations or constraints. Instead of
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bashing my head against thewall trying harder and harder to solve
a specific problem, | like to ask the question: "If | could use some
magical potion in this situation, what could | do with dl this new
information?' Such fantasizing doesn't have to be, and often
shouldn't be, a solitary endeavor. | get other interested parties—
employees, colleagues, and insiders—to help me create wild sce-
narios and ask seemingly absurd questions. | did thiswith a small
group, and we threw out each and every fantastical idea that came
to us. By fantasizing, using the magic potion, and including agroup
of people to riff without rules, we were able to use our creativity to
find away forward.

These fantasy sessions were productive. We started to imagine
how games might be applied to more than just leisure and enter-
tainment. We started to question assumptions such as what busi-
ness we were in (was it entertainment, marketing, or services?),
what product we should offer (was it games, advertising, training,
consulting, enabling technology?), and who our real customers
could be (geeky adolescents, adults, Fortune 500 companies?). We
started to visuaize how we might connect the gaming medium—
which had a large and growing demographic of users—and the
Internet medium—which had alarge and growing group of com-
panies trying to figure out how best to use it to interact with their
customers.

Asan entrepreneur or an employee, you havethe cregtive abilities
to make similar connections in your own industry. How do | know?
Because everyone has them! Your abilities may be stored away or
infrequently used, but they are there. The question is, how do you
put them to work for you? We went to work to crack this nut.

The results were significant. We redlized there was an opportu-
nity to not just sall games or sl advertising onto game Sites but to
create interactive games online to be used as a powerful and new
immersive form of advertising. When people redefined Yara as a
marketing company rather than a video-game company, we real-
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ized our customers weren't the end users; our real customers were
the companies who wanted access to the end users. The ghift in
focus dlowed us to see games less as a product than a medium
itsdf, able to ddliver any kind of message one wanted to send. You
could use games to train and educate employees, as advertising
vehicles, in brand-awareness campaigns, in direct one-to-one
marketing, as a means for collecting data on the preferences of
customers, and so on. Where television eventually turned to com-
mercials to replace the on-air radio personaity, games could
replace banner ads on the Internet.

And thus the unique point of view for Yara was born. We
began to trumpet advergaming and edutainment as the next pow-
erful communications medium, an untapped marketing segment
perfect for product placements, branded gaming events, custom
games-related training for businesses, and on and on. It wasn't
long before | was not only attending games conferences but adso
speaking at them.

Once aresonating pitch is perfected, getting attention isless of
aproblem. Journalists are hungry for ideas. Getting access to them
is often as smple as caling the magazine or newspaper they work
for, which can be found on their Web site, and asking to speak
with the reporter that covers your beat. I've never met ajournalist
with a gatekeeper. Moreover, I've never had my cdls go unre-
turned after leaving a message that said, "I've got the inside scoop
on how the gaming industry is going to revolutionize marketing.
I've appreciated your work for along time now; | believe you are
the right person to break this story."

I've been leaving those kinds of messages on reporters' voice
mail for years, and reporters are hugely appreciative. Most of the
time, the story doesn't even involve my company or me. I'm just
building the credibility I'll need when the day comes to make my
own pitch. Which is probably why, today, | know people in top
positions at almost every mgor business magazine in the country.
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I've had fdlow CEOs who view, sy, the Wall Sreet Journal or
Forbes as impenetrabl e institutions; they shake their head in won-
derment at how over and over again, no matter where I'm at or
what organization | represent, | never fal to get press. The answer
isthat | understand and give them what they need: great stories.

However, I've dso had a lot of help. Once | had developed
Yards unique point of view, for example, | brought it to the
ad agencies. It was interactive agency KPE that brought Yara and
advergaming to market. They were the agency to "discover” us and
what we were doing. And then the big games companies got
involved. | went to the most progressive guys | knew, people like
Bobby Koatick, the CEO of Activison who, in a partnership with
the Nielsen Company, put his company's influence and money
behind measuring how effective games were as a medium for
advertisers. Bobby and | would be on CNN or CNBC back-to-
back plugging each other's idess.

"Keith, what's your secret? Bribes, blackmail—come on, just
tell me," one CEO friend jokingly asked after Yara appeared in a
major spread in Fortune, while his own company, which was four
times larger than YaYa and severd years older, had barely made it
into its own news etter.

So | told him: "Create a story about your company and the
idess it embodies that readers will care about. That'syour content.
Then share it. Have you ever picked up the phone and actually
talked to areporter about why you think what you do is so specid?
You cannot outsource this to PR; journalists ded with thousands
of PR people a day. Who's going to be more passionate and more
informed than you? Y ou're the expert on what you do."

They Can't Outsource Content Creators

Weve seen how content helped transform a company into a
recognizable brand. But what if YOU are the brand? What's your
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content? What hooks are you sdlling? The same process we used to
figure out how to make Yarainteresting to the marketplace can be
applied to making you interesting to your network and beyond.

A unique point of view is one of the only ways to ensure that
today, tomorrow, and ayear from now you'll have ajob.

It used to be that two arms, two legs, and an MBA were a one-
way ticket to the executive office. That's barely the price of entry
these days. In Americas information economy, we frame our
competitive advantage in terms of knowledge and innovation.
That means today's market vaues creativity over mere compe-
tence and expertise over general knowledge. If what you do can be
done by anyone, there will dways be someone willing to do it for
less. Witness dl those jobs moving offshore to Bangladesh and
Bangalore. The one thing no one has figured out how to outsource
is the creation of ideas. You can't replace people who day in and
day out offer the kind of content or unique ways of thinking that
promise their company an edge.

Content creators have dways been in high demand. They get
promotions. They're responsible for the Big Ideas. They're regu-
larly asked to speak at conferences and are featured in newspapers
and magazines. Everyone within their company—and many
within their industry—knows their name. They are the celebrities
of their little worlds, and their fame comes from aways seeming
to be one step ahead.

So how did they get that way? The easiest route is by expertise.

As | look back on my career, the recipe seems straightforward:
I'd latch on to the latest, most cutting-edge idea in the business
world. I'd immerse mysdf in it, getting to know dl the thought
leaders pushing the idea and dl the literature available. I'd then
distill that into a message about the idea's broader impact to others
and how it could be applied in the industry | worked in. That was
the content. Becoming an expert was the easy part. | smply did
what experts do: | taught, wrote, and spoke about my expertise.
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At ICl, my first job after college, | talked my way into a man-
agement-training program by convincing the interviewer to take
on aliberal arts mgor as an experiment. Every trainee who had
ever been hired prior to that had some fancy degree in chemica
engineering, material sciences, or something technical like that.

There was no way | was going to advance at ICl based on my
engineering expertise. In my first few months of the program,
however, | noticed that Tota Quality Management was dl the
rage, one of those consultant-driven business trends that light the
business world on fire every few years.

In my freetime, | studied dl the textsthat were available. A few
monthsinto my job, | volunteered my "expertise,” citing my back-
ground in organizational behavior (from my total of two under-
graduate courses | had taken!). With one stroke, | became one of
ICl's three go-to guys when it came to TQM. The thing is, | only
realy became an expert once | started trying to teach the disci-
pline within the company. | would go on to parlay my experience
into giving speeches, writing articles, and connecting with some
of the top business minds in the country. After a short period, |
even persuaded the industrial giant ICl to craft a new position for
me within a newly forming group as one of the leaders of TQM in
North America

There's no better way to learn something, and become an
expert at it, than to have to teach it. Some of the best CEOs | know
refuse to turn away business even when it might cal for skills or
experience that their company doesn't have. These CEOs see such
a scenario as an opportunity. "We can do that,” they'll sy. In the
process, both the CEO and their employees learn skills they need.
They jump at trying something new and they get the job done. In
fact, after reading this book, there's no reason you couldn't put
together a course on relationship building or content creation at
your local community college. Youll learn in preparation, and
gain even more interacting with students.
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In short, forget your job title and forget your job description
(for the moment, at least). Starting today, you've got to figure out
what exceptional expertise you're going to master that will pro-
vide red vaue to your network and your company.

How do you start?

Well, there's the easy way and then there's the hard way, and
I've done both. As| did at ICI and Deloitte, you can find someone
who has aready connected the dots and become an expert of their
content. That's the easy way.

The hard way is connecting the dots on your own. The bad
news is there's no concrete blueprint or step-by-step guide for this
process. The good news is that creating content is not an act of
divine inspiration or something reserved for the brilliant. Though
| imagine both brilliance and inspiration could come in handy, |
don't clam either in abundance. Instead, I've relied on some
guidelines, a few habits, and a couple of techniques that have
proven wonderfully useful.

Here are ten tips on helping you on your way toward becom-
ing an expert:

1. Get out infront and analyze the trends and
opportunities on the cutting edge.

Foresight gives you and your company the flexibility to adapt to
change. Credtivity dlows you to take advantage of it. Today, where
innovation has become more important than production, not
moving forward means going backward. Early adaptors, trend-
gpotters, knowledge brokers, change agents, and dl those who
know where their industry is heading and what next big ideas are
coming down the pike have become the stars of the businessworld.

|dentify the people in your industries who dways seem to be
out in front, and use dl the relationship skills you've acquired to
connect with them. Take them to lunch. Read their newdletters. In
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fact, read everything you can. Online, there are hundreds of indi-
viduals distilling information, analyzing it, and making prognos-
tications. These armchair anadysts are the eyes and ears of
innovation. Now get online and read, read, read. Subscribe to
magazines, buy books, and tak to the smartest people you can
find. Eventualy, dl this knowledge will build on itsdf, and you'll
start making connections others aren't.

2. Ask seemingly stupid questions.

If you ask questions that are like no other, you get results that are
unlike any that the world has seen. How many people have the
courage to ask those questions? The answer: dl the people respon-
gble for the greatest innovations. "Don't you think having dl your
MP3s on a little Walkman-like device would be cool?' Thus, the
iPod. "Why can't we view our pictures immediately?' Thus, the
instant photographic industry. "People sure like burgers and fries.
Why not give it to them quickly?' Thus, McDonald's and the fast-
food industry.

The power of innocence in business is wonderfully depicted in
a scene from the movie Big, where Tom Hanks plays a kid trans-
formed into an adult. In one poignant moment, Hanksis sitting in
on an executive meeting at a major toy company, and one vice
president is PowerPointing his way through a presentation about
anew toy. All the numberswork. All the graphs point to a success-
fu product launch. And yet Hanks's childlike innocence prompts
him to say, "l don't get it." In actualy playing with the toy, as he
had, dl the graphs and numbers didn't matter: The toy smply
wasn't fun. Sometimes the numbers do lie. Sometimes dl the
PowerPoint presentations in the world won't provide cover for a
company that has forgotten to ask the most basic of questions.

For years, the people running the companies that produced
games believed they were in the entertainment business. | asked,
"What if we're redly in the marketing business?'
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3. Know yourself and your talents.

| had no chance competing with the science geeks at ICI. In devel-
oping an expertise that highlighted my strengths, | was able to
overcome my weaknesses. The trick is not to work obsessively on
the skills and talents you lack, but to focus and cultivate your
strengths so that your weaknesses matter less. 1'd apply the 80/20
rule in that you should spend some time getting better at your
weaknesses but redlly focus on building your strengths.

4. Always learn.

You have to learn more to earn more. All content-creators are
readers or at least deep questioners or conversationalists. They're
aso sticklerswhen it comes to self-development. Your program of
self-development should include reading books and magazines,
listening to educational tapes, attending three to five conferences
ayear, taking a course or two, and developing relationships with
the leadersinyour field.

5. Say healthy.

Research has discovered that at midafternoon, due to eep depri-
vation, the average corporate executive today hasthe aertnessleve
of a seventy-year-old. You think that executive is being credtive
or connecting the dots? Not a chance. Sounds hokey, but you have
to take care of yourself—your body, mind, and spirit—to be at
your best. As hectic as my schedule can get, | never miss aworkout
(five times a week). | try to take afive-day vacation every other
month (I do check e-mails and catch up on reading). | go on a
spirituality retreat once a month, even if it's a one-day local med-
itation retreat. And | do something spiritual each week—usually
church. That gives me energy to dlow me to keep my otherwise
twenty-four-hour schedule.
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6. Expose yourself to unusual experiences.

When management guru Peter Drucker was asked for one thing
that would make a person better in business, he responded, "Learn
to play the violin." Different experiences give rise to different
tools. Find out what your kids are interested in and why. Stimulate
your creativity. Learn about things that are out of the mainstream.
Travel to weird and exotic places. Knowing one's own industry
and one's native markets is not enough to compete in the future.
Take a deep and boundless curiosity about things outside your
own profession and comfort zone.

7. Don't get discouraged.

My firs e-mail to the CEO of ICl regarding TQM was never
returned. To this day, | face rgjection on a regular basis. If you're
going to be cresative, cutting edge, out of the mainstream, you'd
better get used to rockin' the boat. And guess what—when you're
rockin' the boat, there will dways be people who will try and push
you off. That's the bet you have to take. Deeply committed profes-
sonds need to know the score: Passion keeps you going through
the rough times come hdl or high water, and both will come.
There will be continual changes and challenges requiring you to
be persistent and committed. Focus on the results and keep your
eyes open for what is happening on the edges of your industry.

8. Know the new technology.

No industry moves quicker or places more emphasis on innova-
tion. You don't need to be a "techno geek," but you do need to
understand the impact of technology on your business and be
able to leverage it to your benefit. Adopt a techno geek, or at least
hire or sre one.
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9. Develop a niche.

Successful small businesses that gain renown establish themselves
within a carefully selected market niche that they can redisticaly
hope to dominate. Individuals can do the same thing. Think of
severd areas where your company underperforms and choose to
focus on the one areathat is least attended to.

A former mentee of mine, for example, works for a growing
start-up that offers a new kind of pet product. Not long after he
was hired, he noted that one of the countless issues the start-up
was struggling with was pricey postal rates that were cutting into
the company's margins. Frankly, that's not the kind of issue that
registers very high up on the totem pole of priorities for a start-
up, but then again, this mentee wasn't very high up either.

He took it upon himself to research the problem by caling the
offidd responsible for small business at UPS, FedEX, and others. A
few weeks later, he sent a detailed memo to the CEO about how
the company could reduce its postal costs. The CEO was delighted.
The mentee's niche expertise in mail branded the young man as
a valuable up-and-comer in the company, and these days, he's
developing expertise in issues much farther up the totem pole.

10. Follow the money.

Creativity is worthless if it can't be applied. The bottom line for
your content has to be: This will make us more money. The
lifeblood of any company is sdes and cash flow. All great ideas are
meaningless in business until someone pays for it.
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CONNECTORS' HALL OF FAME PROFILE
Dalai Lama

"Use your content to tell stones that move people.”

Known as a world leader, holy man, diplomat, hero, and the
Tibetan Ghandi, the Dalai Lama simply prefers to be recognized as
"a simple Buddhist monk—no more, no less."

On his great ascent toward world renown ever since his escape
from his homeland in Tibet—fleeing the occupying armies of China
in the late 1950s—this unique national figure has captured the
public imagination, raised millions of dollars, and rallied celebri-
ties, politicians, and laymen alike to his cause of reclaiming his
homeland.

What can the aspiring connector learn from this deeply modest
man?

The answer: Powerful content communicated in a compelling
story can energize your network to help you achieve your mission.

Because here's the thing with the spiritual leader of the Tibetan
people: Folks give him money, love, and support even though he's
peddling neither product nor service. Folks pay him, big time, even
though he makes no promises about a bountiful return on invest-
ment. Folks pay just to hear him speak about life in general, or the
struggles of Tibet, his non-nation nation.

You may have thought that a degree in business, or better yet an
MBA, was needed to become a leader or person with content. Not
true. The Dalai Lama doesn't have a single degree. He does, how-
ever, deliver a simple but profound message of world peace and
compassion packaged in colorful stories and anecdotes—a mes-
sage that earned him the Nobel Peace Prize in 1 989.

Now you might be thinking: "Wait a minute. There's no way you
can compare my white-collar pursuit to connect—and the stories I'd
be telling to win friends and influence people—to the stories that
the Dalai Lama has to share. | eat three meals a day. He's been
without a country since the Fifties."

And you'd be correct. Your story won't be as compelling as his.
But your storyte///ng can be. Here's how:
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In telling a gripping story, the Dalai Lama understands that the
message must be both simple and universal. Journalist Chris Colin,
in speculating why the Dalai Lama's cause is so popular, wrote,
"Perhaps the clarity of the atrocity resonates in the West, where few
international disputes seem so cut and dried . . . Here, in a nation
nostalgic for the seemingly black-and-white struggles of the compar-
atively simpler past, the 'Free Tibet' cause has wings."

Though he is one of the most learned scholars of one of the most
complex of all the world's philosophies, the Dalai Lama is sure not
only to present his cause in a clear, simple-to-understand vision, but
he also goes to great lengths to show how the cause relates to us all.

The most gripping stories are those concerning identity—who
we are, where we've come from, and where we are going. They
tap into something common to all people. The Dalai Lama tells us
that to be concerned with the Tibetan people is to be concerned
with yourself. "The more we care for the happiness of others," he
says, "the greater our own sense of well-being becomes." In this
way, he shows how the basic concerns of all people—happiness
based on contentment, appeasement of suffering, and the forging
of meaningful relationships—can act as the foundation for universal
ethics in today's world. Thus, he appeals to his cause by appealing
to everyone's cause.

That doesn't mean your business, your resume, or whatever con-
tent you're trying to pitch has to actually be oversimplified or overly
universal. But you should figure out how to spin your yarn in a fash-
ion that a) is simple to understand, and b) everybody can relate to.
Another way to think about this is to ask yourself, "How does my
content help others answer who they are, where they are from, and
where they are going?"

On some level, it's still baffling why anyone gives money to the
Tibetan cause. For the Tibetan cause, arguably, is a lost one; after
four decades, China still shows no signs of reversing itself.

And still, the Dalai Lama persuades people to donate their
money and energy. How does he do it? One thing he does is use
facts and historical examples within his stories to stoke our pas-
sions. He does not, as a businessperson might do with graphs and
analysis, attempt to logically convince us of his position. He makes
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us feel his position. For example, check out this Q&A, from a 1997
interview in Mother Jones:

Q: What do you think it will take for China to change its
policy toward Tibet?

Dalai Lama: It will take two things: first, a Chinese leader-
ship that looks forward instead of backward, that looks
toward integration with the world and cares about both world
opinion and the will of [China's] own democracy movement;
second, a group of world leaders that listens to the concerns
of their own people with regard to Tibet, and speaks firmly to
the Chinese about the urgent need of working out a solution
based on truth and justice. We do not have these two things
today, and so the process of bringing peace to Tibet is stalled.

But we must not lose our trust in the power of truth. Every-
thing is always changing in the world. Look at South Africa,
the former Soviet Union, and the Middle East. They still have
many problems, setbacks as well as breakthroughs, but basi-
cally changes have happened that were considered unthink-
able a decade ago.

What truly moves us as human beings, what prompts us into
action, is emotion. Despite the odds, the Dalai Lama makes us
believe that the seemingly impossible is, in fact, possible. In your
own stories, use emotion to convince your doubters that under-
dogs sometimes win and Goliaths sometimes crumble.

Follow the example of this ssimple Buddhist monk who chan-
nels his charm and warmth into compelling stories that energize a
diverse swath of people into action. In this new era of brands, in
an economy that values emotions over numbers, storytellers will
have the edge. As Michael Hattersley wrote in aHarvard Business
Review article, "Too often, we make the mistake of thinking of
business as a matter of pure rational calculation, something that
in a few years computers will handle better than humans. One
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hears this in conference room and corridor: 'What do the num-
bersindicate?' Just give me the facts."Let's weigh the evidence and
make the right decision.'And yet, truth to tell, few talents are more
important to manageria success than knowing how to tell a good
sory."

So forget bullet points and dide shows. When you've figured
out what your content is, tell an inspiring story that will propel
your friends and associates into action with spirit and fearlessness,
motivated and mobilized by your smple but profound story-
telling.
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Build Your Brand

Regardess of age, regardless of position, regardless of the busi-
nesswe happen to bein, dl of us need to understand the impor-
tance of branding. We are CEOs of our own companies. MelInc.
To be in busness today, our most important job is to be head
marketer for the brand cdled You.

—TOM PETERS

A s amarketing professional, I'm keenly aware that perception
drives redlity and that we are al, in some sense, brands. |
know how dl my choices—what | wear, my conversational style,
my hobbies—fashion a distinctive identity.

Image and identity have become increasingly important in our
new economic order. With the digital sea swelling in sameness and
overwhelmed in information, a powerful brand—nbuilt not on a
product but on a personal message—has become a competitive
advantage.

Your content will become the guiding star of your brand, help-
ing to integrate dl your connecting efforts around a uniform and
powerful mission. Good persona brands do three highly signifi-
cant things for your network of contacts. They provide a credible,
distinctive, and trustworthy identity. They project a compelling
message. They attract more and more people to you and your
cause, as you'll stand out in an increasing cluttered world. As a
result, you will find it easier than ever to win new friends and have
more of a say in what you do and where you work.

If | wereto say, "Swoosh," what comes to mind? 1'd be shocked
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if most people didn't respond, "Nike." After exposing consumers
to the Nike swoosh for two decades, and infusing the symbol with
al the athletic grandeur we now associate with the symbol, the
company hastrained usto think "Nike" whenever we seethat sm-
ple little symbol.

Powerful suff, don't you think?

Within a network, your brand can do something similar. It
establishes your worth. It takes your mission and content and
broadcasts it to the world. It articulates what you have to offer,
why you're unique, and gives a distinct reason for others to con-
nect with you.

Branding guru and all-star business consultant Tom Peters
instructs in his customary bravado to "create your own micro-
equivalent of the Nike swoosh." He wants to bring Madison
Avenue to your cubicle, holding out the branding success of
Michael Jordan and Oprah Winfrey as a template for every Willy
Lohman wanting to become Willy Gates.

How have we gone from pitching products to pitching our-
sves?

Peters insists that we live in a"World Turned Upside Down."
The conventions of the past are meaningless. Rules are irrele-
vant. The lines have blurred between new and old economy,
Hollywood, huge corporations, and simply huge incorporated
individuals.

It's what Peters cdls the "white-collar revolution." A conflu-
ence of factors—including a streamlining of business processes,
technology that replaces jobs, an increase in outsourcing to for-
eign countries, and an age of entrepreneurialism where more and
more people see themselves as free agents—are combining in such
away that Peters predicts over 90 percent of al white-collar jobs
will be radically different or won't exist at dl in ten to fifteen years.
He says, "You must think of your job, your department, your divi-
sion as a self-contained'Inc."Y ou must do WOW projects.”
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In terms of branding, then, the bottom line for everyone
comes down to a choice: to be distinct or extinct.

"I'm dick to death of hearing, 'I'd like to, but they won't let
me," Peters preaches, hitting his iconoclastic stride. "Be the CEO
of your own life. Raise hell. Let the chips fdl where they may. It'll
never be easier to change jobsthanitistoday.” Yed Yed Yed

Few things infuriate me more than when people say they're
helpless, or even indifferent, to distinguishing themselves from
their peers and colleagues. | remember giving advice to an
extremely smart young guy named Kevin, who was working at the
consultancy PriceWaterhouseCoopers. In the course of our dis-
cussion, he told me he wasn't happy with what he was doing or
how his career was playing out. He was, he told me, just another
anonymous number cruncher with no alternatives given the staid
environment there.

"Wrong!" | told him. "You have aternatives, you're just not
creating them for yoursdf. You have to start taking ownership of
managing your career. You have to start making an effort to
change your brand from anonymous number cruncher to dightly
famous difference maker."

When | made some suggestions on how he might go about
doing this, he said, "That sort of thing can't be done at abig con-
sulting company.” | thought my head was going to explode. | think
he probably thought so, too.

"Kevin, that's just sdlf-defeating crap. From the first day |
joined Deloitte—that's a pretty large consulting firm, right?—I
went out of my way to take on projects no one wanted and initi-
ated projects no one had thought of doing. | e-mailed my boss,
and sometimes my bosss boss, ideas. And | did it ailmost every
day. What was the worst thing that could happen? I'd get fired
from ajob | didn't like anyway. Alternatively, I'd make the effort to
create the job—regardless of where it was—that | thought would
make me happy."
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FerrazziGreenlight's training-and-development division does
alot of training at professonal schools and new-hire training for
big companies. In our training, we try again and again to hammer
home the message that your career is yours and yours aone to
manage. Every job I've ever had, I've made an effort to brand
mysdlf as an innovator, a thinker, a salesman, and someone who
could get suff done. When | was just a management trainee at
ICl, my first job out of college, | sent a set of recommendations to
the CEO. So he never responded. But | never stopped sending
those e-mails.

It's just dlly to think you can't impact peopl€'s persona and
professional expectations of who you are. By making the effort,
you can break the glass ceiling by expanding people's view of your
capability.

Peters tells his own story of an airline stewardess who sug-
gested that her airline put one dlive in their martinis rather than
two. The suggestion went on to save the company over $40,000 a
year and the stewardess was—instantly—~branded. Today, she's
probably avice president.

The novelist Milan Kundera once reflected that flirting is the
promise of sex with no guarantee. A successful brand, then, is the
promise and guarantee of a mind-shattering experience each and
every time. It's the email you dways read because of who it's
from. It's the employee who dways gets the cool projects.

To become a brand, you've got to become relentlessly focused
on what you do that adds value. And | promise you can add value
to whatever job you're doing now. Can you do what you do faster
and more efficiently? If so, why not document what it would take
to do so and offer it to your boss as something al employees
might do? Do you initiate new projects on your own and in your
gpare time? Do you search out ways to save or make your company
more money?

You can't do dl that if you're solely concerned with minimiz-
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ing risk, respecting the chain of command, and following your job
description to the letter. There's no room for yes-men in this pur-
suit. Those with the gumption to make their work specia will be
the ones to establish a thriving brand.

You can't do meaningful work that makes a difference unless
you're devoted to learning, growing, and stretching your skills. If
you want others to redefine what you do and who you are within
organizational boundaries, then you have to be able to redefine
yoursdf. That means going above and beyond what's caled for. It
means seeing your resume as a dynamic, changing document
every year. It means using your contacts inside and outside your
network to deliver each project you're assgned with inspired
performance. Peters cdls this the pursuit of WOW in everything
you do.

There are awhole lot of road maps out there these days to sHf-
incorporated wow-ness. But the maps often rely more on intu-
ition than navigation. The key generally comes down to a few
simple things: Shake things up! Find your value! Obsess on your
image! Turn everything into an opportunity to build your brand.

So how do you create an identity for abrilliant career? How do
you become the swoosh of your company? Of your network? Here
are three steps to get you on the road to becoming the next Oprah
Winfrey:

Develop a Personal Branding Message (PBM)

A brand is nothing less than everything everyone thinks of
when they see or hear your name. The best brands, like the most
interesting people, have a distinct message.

Your PBM comes from your content/unique value proposi-
tion, as we discussed in the last chapter, and a process of «f-
evaluation. It involves finding out what's redly in a name—your
name. It calsfor you to identify your uniqueness and how you can
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put that uniqueness to work. It's not a specific task so much asthe
cultivation of a mind-set.

What do you want people to think when they hear or read your
name? What product or service can you best provide? Take your
skills, combine them with your passions, and find out where in the
market, or within your own company, they can best be applied.

Your message is dways an offshoot of your mission and your
content. After you've sat down and figured out who you want to
be, and you've written goals in some version of ninety-day, three-
year, and ten-year increments, you can build a brand perception
that supports dl this.

Your positioning message should include a list of words that
you want people to use when referring to you. Writing those
words down are abig first step in having others believe them. Ask
your most trusted friends what words they would use to describe
you, for good and for bad. Ak them what are the most important
skills and attributes you bring to the table.

When | was once hungry to become chief executive officer a a
Fortune 500 company, my PBM read as follows: "Keith Ferrazzi is
defined as one of the most innovative and bottom line-focused
marketers and CEOs in the world. His string of dramatic ‘firsts
have followed every position he has held. His passion gives off a
light that he carries wherever he goes”

Package the Brand

Most people'sjudgments and impressions are based on visuals—
everything other than the words you spesk that communicates to
others what you're about. For everyone in every field—let's be
real—looks count, so you'd better look polished and professional.

Thereis one general, overarching cavest in this step: Stand out!
Style matters. Whether you like it or not, clothing, letterheads,
hairstyles, business cards, office space, and conversational style are
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noticed—big time. The design of your brand is critical. Buy some
new clothes. Take an honest look at how you present yourself. Ak
others how they see you. How do you wish to be seen?

The bottom line is you have to craft an appearance to the out-
sde world that will enhance the impression you want to make.
"Everyone seeswhat you appear to be," observed Machiavelli, "few
realy know what you are."

When | was younger, | used to wear bow ties. | fdt that it was
a signature that people would not quickly forget, and it worked.
"You were the guy who spoke at the conference last year wearing
the bow tie," I'd hear over and over again. Over time, | was ableto
give up that signature, as my message and delivery became my
brand and | didn't think the bow tie corresponded to my evolving
image of someone on the cutting edge of ideas.

Why not create a personal Web gte? A Web steis aterrific and
cheap marketing tool for your brand, and a great way to force you
to clearly articulate who you are. With a good-looking site, you
look as polished and professiond as any major corporation on the
Internet.

This may sound trivial, but it's not. Little choices make big
impressions.

Broadcast Your Brand

Y ou've got to become your own PR firm, as I'll talk about in the
next chapter. Take on the projects no one wants at work. Never ask
for more pay until after you've been doing the job successfully and
become invaluable. Get on convention panels. Write articles for
trade journals and company newdetters. Send e-mailsfilled with
cregtive ideas to your CEO. Design your own Me, Inc. brochure.

Theworld isyour stage. Your message isyour "play." The char-
acter you portray isyour brand. Look the part; live the part.
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Broadcast Your Brand

ow you have your "content,” and the beginnings of a brand.

Y ou're getting good, redly good. That'show you've becomean
authority in your company. But your job is not done. If the rest of
the world isn't familiar with how good you are, you and your com-
pany are only gaining part of the benefit. The fact is, you've got to
extend your reach and leve of outside recognition. That's how you'l
become an authority not just in your company but in your industry.

It comes in part from vishility. I'm not suggesting you stand
on your loca street corner with a sgn on a sandwich board
exclaiming, "Put me on TV!" Though cometo think of it... wel,
let's hold off for now. I've got some suggestions on high-stakes
self-promotion that will make your effort becoming known a lit-
tle bit easer, sans the public embarrassment. And I'm no stranger
to embarrassment. I've taken a few knocks to learn the right and
wrong ways to let others know about what | do.

You don't have to look far to see why increased visibility might
be important for your career, and for extending your network of
colleagues and friends. Take, for example, self-promoting phenom
Donald Trump. How many other real estate moguls do you know
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offhand? Right—I can't name anyone else either. Why is the"The
Donald" considered the ultimate dealmaker? Probably because
he's cdled himsalf that a million times over in any number of arti-
cles and television interviews and now a highly rated TV show.
Because he has abook entitled The Art of the Deal.

But his self-promotion is not just ego (though by how much,
I'm not quite sure); it makes plenty of business sense, too. His
buzz-worthy brand now has a value unto itsdf. Buildings with his
name on it are more valuable and bring in higher rental fees. When
The Donald went bankrupt, banks that would have otherwise fore-
closed on any other struggling mogul gave Trump leaway, not only
because they knew he was good at what he did but because they
knew his name aone would go along way in helping him recover
from his setbacks. Trump is atalented developer, but then so are a
lot of other people. The difference? He promotes himsdf.

The fact is that those people who are known beyond the walls
of their own cubicle have a greater value. They find jobs more
eadly. They usualy rise up the corporate ladder faster. Their net-
works begin to grow without much heavy lifting.

| can hear the groans of discomfort already stirring. You may
be thinking, "I'm shy. | don't like to talk about mysdf. Isn't mod-
esty avirtue?' Wdll, | can assure you that if you hide your accom-
plishments, they'll remain hidden. If you don't promote yourself,
however gracioudy, no one ese will.

Like it or not, your success is determined as much by how well
others know your work as by the quality of your work. Luckily,
there are hundreds of new channels and mediums for you to get
the word out.

So how do you promote Brand You?
Every day, you read or hear about companies in newspapers,
magazines, on television, and on the Web. Most of the time the
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article or story is about celebrity CEOs and big companies. It's not
because they are more deserving of the press than you or me. It's
the result of well-planned and strategic public relations. Big com-
panies have PR machines working for them to shape and control
their image (though not dways successfully).

Smdler companies and individuals have to do it themselves.
But by using some pluck and a strategy of your own, access to the
media is not as difficult as you may think. Journalists do less
deuthing for their stories than you'd imagine. They get a majority
of their stories from people that have sought them out, and not
the other way around. And like everyone dse in any profession,
they tend to follow the herd. Which means once you get written
about, other reporterswill come calling. Assigned you as asubject,
they'll do a quick Google search, and presto: They'll find you are
an aready cited source and will seek you out to cite you again.

One article creates visibility, which in turnwill put you in front
of other journalists, creating the possibility of more articles and
vishility. A journalist's deadlines make magazine and newspaper
work the art of the possible, not the perfect.

The key is to view the exposure of your brand as a PR cam-
paign. How are you going to get your message out there? How are
you going to make sure that the message gets out the way you want
it to get out? Sure, your network is agood start. Everyone you meet
and everyone you talk to should know what you do, why you're
doing it, and how you can do it for him or her. But why not broad-
cast that same message to a thousand networks across the country?

Now we're talking.

As | mentioned before, when | became CEO of YaYg it was a
company with virtually no revenue, and clearly no recognized
market. We had visionary founders, Jeremy Milken and Seth Ger-
son, but we needed a market.

There was, however, one company with a smilar product. I'm
going to cdl them Big Boy Software. They had created a software
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tool that facilitated the actua creation of high-end games. They
too were trying to find their business model and generate revenue.
Both of us were in arace to become the established brand in the
new market we were creating.

Soon &fter we defined the advergaming space, Big Boy saw how
Yara was picking up steam (and generating operating revenue)
saling games to big brands. They followed suit, positioning them-
saves as competitors to Yara The main difference between them
and us was that they had way, way more money. They had raised a
huge amount of capital that put our resources to shame. Thereis
no need to go into the comparative details of who was a better
company (I'm alittle biased, of course). But the fact remains, they
had tons of resources and we did not—at all.

So how did Yara become the market |eader?

The answer is, we created buzz: that powerful, widespread phe-
nomenon that can determine the future of individuals, compa-
nies, and movies dlike. Buzz istheriddle every enterprising person
is trying to solve. It's a grassroots, word-of-mouth force that can
turn a low-budget flick about a witch into a multimillion-dollar
blockbuster. (Ever hear of The Blair Witch Project?) You fed its
energy in Internet chat rooms, at the gym, on the street, and al of
it is stoked by a media hungry for the inside scoop. Buzz is mar-
keting on steroids.

Here's an example of how wdl it works: Remember Napster?
One day it was a clever software idea hatched in some kid's dorm
room alowing users onlineto link up and share MP3 music files.
Sx months later, it was a Slicon Vdley start-up, the source of a
maor lawsuit, playing bandwidth havoc with servers around the
country. Even when it was shut down, the name had enough buzz
to be bought for something like $50 million.

Advertising or a life-empowering endorsement by Oprah had
nothing to do with it. Napster was, well, cool. And as a result of
buzz, it was very famous.
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As amarketer, over the years, | have developed an idea of how
buzz is created. One way is to generate what | cal "catalytic
moments." When you watch a big footbal game, have you noticed
how the tide of a game will suddently turn in favor of one team or
the other? It startswith a huge play, and in many cases is followed
by more key plays. Buzz is like that. It needs a situation, a pivota
moment, an inside scoop, a crazy giveaway—something that will
get the crowd whispering. Unfortunately, Ya¥awas too young and
poor for such a strategy.

Ancther way is to report compelling news by leveraging the
power of the mediato get your brand szzling. The Jesse Venturafor
Governor of Minnesota campaign is a perfect example. Significantly
outspent by two magjor competitors, Ventura gained valuable media
exposure by persuading the media to report on things like his cre-
ative use of advertisng and a G.I. Joe-like action figure. Smilarly, |
look for compelling stories that create buzz within the news media.

That's where feeding the "infiuentials" comes into play. Infiu-
entials are what marketing wonks cal those people who can ignite
brand buzz. They are the small segment of the population that
will adopt a cool product early on and infect everyone ese with
the bug. They are adso the celebrities and experts whose word is
gospdl. It's imperative that you identify those people and get your
brand in front of them.

| mentioned the KPE agency before. They were just what | was
looking for. An interactive marketing and technology consultancy
on the cutting edge, KPE had taken an early interest in the new
space we were creating. They were arecognized name among For-
tune 1000 companies known for spotting the newest trends. Hap-
pily, their head of strategy was Matt Ringel, whom | had gotten to
know from our mutual interest in the nonprofit devoted to pre-
serving objects and places of historical sgnificance, called "Save
American Treasures."

| reached out to Matt and proposed that he lead an effort to
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write an article introducing this space to the market. | knew that a
white paper (research documents that consulting companies put
out on hot topics of the day) introducing us and the technology
from an unbiased perspective would be far more effective and lead
to more credibility than anything we could do ourselves. | worked
with Matt and his right hand, Jane Chen, for weeks on the paper,
giving them examples from Yayg getting clients to speak with
them, introducing methodologies and insights that we had gained
through our experience. | had gone to analysts before this who
were interested in the space and were now willing to speak to Matt
about what we were doing as well.

| was giving KPE another opportunity to look cutting edge and
take aleadership position in the space, whilein return, just by dint of
the access | was giving KPE, | bet that Yara would be the primary
example in the cae study. Great things came from the article,
including the new name for the space, which we cdled (thanksto the
creativity of Jane Chen) "Advergaming." The name alone had buzz.

One lesson we learned from the experience is that your PR
campaign has to be realistic. More often than not, you will haveto
start small. Youll be forced to focus on your local paper, high
school and college newdletters, or industry tradejournals. Or per-
haps just a white paper listed on some consulting company's Web
gte. The pointisto light the fire.

When the white paper was completed, it recelved amazing
publicity thanks to KPE's PR engine (which, unlike us, they could
afford), and we indeed came out as the instant leader of the space.
As an interesting side note, | subsequently recruited both Matt
and Jane into Yara (I wanted the founders of advergaming in my
organization).

It took less than a year for us to appear on the cover of
BrandWeek, in the marketplace section of the Wall Street Journal,
in the technology section of the New York Times, in a feature for
Forbes... thelist goes on. | was consistently on every pand with the
competition (generally | was invited for free while "the boys' paid
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for the opportunity). While money can certainly be a substitute for
good PR, it's hard to have enough of it to offset the credibility one
getsfromjust one articlein Forbesor the New York Times.

The competition, on the other hand, got little press and falled
to create a distinct message. It dl goes back to your content. Once
you have it, you can begin to mold it in a way that will capture
attention. You need to impart a sense of urgency and make the
message timely. Reporters continually ask, "But why isit important
NOW?" If you can't answer that sufficiently, your article will wait.

In Yayds case, | highlighted how the games industry is the
fastest-growing segment of the entertainment business and how
surprisingly no one had figured out how to tap into that growth
for anything other than pure fun and leisure. That isn't dways
enough. | had written a piece for the Wall Street Journal's weekly
column cdled the Manager's Journal. The editor liked the piece
but kept pushing it back so he could publish other pieces that were
timelier. So | began to rewrite the intros to my piece each week, to
relate to something that was in the news at the time. In short
order, the article finally saw the light of day.

Once you light a fire and get the buzz going, you want to get
your story in front of journalists. The misconception is that you
have to "work" the press. But overeager PR professionals, who
don't know the meaning of "No," are working reporters hourly.
Journalists get fed up with people who are nitwits and pitch arti-
cleswithout substance. The media s like any other business. They
have ajob to do. If you can help them do their job better, or easier,
they're going to love you.

You have to start today building relationships with the media
before you have a story you'd like them to write. Send them infor-
mation. Meet them for coffee. Call regularly to stay in touch. Give
them inside scoops on your industry. Establish yourself as a will-
ing and accessble source of information, and offer to be inter-
viewed for print, radio, or TV. Never say, "No comment.”

To illustrate: 1 remember the first time |, as the newly minted
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project leader of Deloitte's reengineering efforts, sat with one of
Fortune'stop journalists, Tom Stewart. My PR firmintroduced Tom
and me, and | came ready to impress. | had read every piece he had
written in the last five years. | playfully gibed him about obscure
predictions he had made years ago in other articles, and was pre-
pared to thoughtfully discuss his most recent column. | wanted to
be as useful as possible, giving him accessto trends, ideas, and dl the
contacts at my disposal. | did the same thing for other journalists at
other mgor newspapers and magazines.

Tom and | had a blast. Tom's energy and intellectua curiosity
was contagious. | suppose | had something to offer him as well,
because he readily took my next lunch offer and the next after that.

It was more than just mutual admiration. | was prepared to
act, sound, and fed like an expert. When | didn't know something,
| was sure to pass him on to the person who did. If you are con-
stantly apologizing with "Well, | am not the expert,” people will
believe you and wonder why you wasted their time.

| never did ask Tom for anything in particular. Wed meet a few
times ayear and I'd try to be as helpful as possible. Sure, | remem-
ber the first time | saw one of my ideas in his column months after
we had discussed it, and lo and behold, a competitor firm was
quoted rather than Deloitte. | went through the roof. My instinct
was to cdl him immediately and express my unhappiness. B,
instead, | held back and ssmply invited him for another lunch.

Is such athing too time-consuming? Not if you're convinced it
behooves your company's efforts and if you enjoy the interaction.
When | was at Deloitte and would show up on TV, | was Delaitte.
When | was in Forbes, it was the company that reaped the benefits
in business devel opment.

Over time, the hours you put in developing relationships with
journalists will pay dff, as it did for me with Tom, both personally
and professondly. Deloitte's name eventually started to pop up
with increasing frequency in the pages of Fortune, because our
stories were being heard by someone who could retell them. |
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never asked Tom for an article, but giving him good ideas in our
lunches certainly didn't hurt. Today, Tom is the editor-in-chief of
the Harvard Business Review, and I'm planning to take him to
lunch soon to hear out afew more ideas. Remember, though, you
can't force-feed or pressure a good journalist. Any attempt to do
so will surely end your professional relationship. The best journal -
ists are amost dways dso the most ethical.

In traversing the media landscape, be aware that there are dso
some land mines. Sometimes what media wants to write, and the
story you think they should write, is avery different thing.

| learned this the hard way. One day | got a cdl from the well-
known reporter Hal Lancaster, who was writing a column about
managing one's career for the Wall Street Journal. The story appeared
Tuesday, November 19,1996.1 know the exact date because | had
the article framed so | would never forget the lesson | |earned.

When Hdl cdled, | was ecstatic. He was afamous reporter for a
prestigious newspaper asking about what | did. | was ardativekid
at Deloitte. Well, that wasn't exactly the dant of the story, but my
excitement got the best of me. Hal said he was doing a piece on the
changing nature of work. He had a hypothesis that the end of the
reengineering movement was having a magor impact on those
who had led reengineering projects and those who had been
affected by the projects.

Rather than listen more closely to his angle, | tried to impress
upon him what | thought the real story was about. Big mistake! If
areporter cdls you, states his story and the angle he's taking, you
can be sureyou'll be used as an example to buttress his angle. Rare
is the occasion that ajournalist will hear you out and say, "Oh my
God, you'reright! I'm going about it dl wrong." Rardly—I meant
never. But back then, | thought I'd set Hal straight. He, however,
ended up straightening me out.

| took alot of time with Hal explaining how | had been on the
normal partner track leading Deloitte's reengineering effort, but
now that the trend was ending, | was transitioning into an exciting
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gpecia project involving marketing. "1'm going to change the way
traditional consulting companies market themselves."

He pushed past my excitement. "Do you fed displaced in the
post-reengineering world?' he wanted to know. Sure, | conceded,
there was some change involved, but certainly nothing traumatic.
He wanted me to say | fdt aimless. But my new gig excited me. |
considered it a huge step up.

The day the story appeared, | ran to the newsstand to get the
paper. There, blaring out for everyone to see, was the heading "A
demotion does not have to mean the end of a fulfilling career.”
Right above the fold in BIG BOLD letterswas my name: "Mr. Fer-
razzi says the change was difficult, but he has embraced the assign-
ment as an opportunity.”

Hewas implying | was demoted!

| got dammed. Oh, and the ribbing I got from my boss, Pat
Loconto. "So, | heard you were demoted and no one reports to
you. That's terrific! 1t will save us tons on HR costs, starting with
that raise of yours."

Be careful. Listen to the reporter when he or she says, "I'm
doing a story about displaced workers .. ." No matter what YOU
sy, that's the story he'll write.

Now that you know a little more about the lay of the land, it's
time to get yoursalf buzzing. Here's an action plan for creating a
PR strategy for Brand You:

You AreYour Own Best PR Representative

You must manage your own media. Public relations companies
are facilitators and act as leverage. I've been represented for years.
The best ones can be grategic partners, but ultimately the press
adways wants to talk to the big guy—you, not a PR rep. Mogt of the
biggest articles about me came from my own contacts. Yes aPR firm
can help you generate those contacts, but early in your career you
won't need them and you probably won't be able to afford them.
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Who better than you to tdll your story with credibility and pas-
son? Start making cdls to the reporters who cover your industry.
Have lunch with them. If something timely occurs around your
content, send a press release. There's no secret behind press
releases. They're nothing more than two or three paragraphs
describing what's memorable about your story. Itis that easy.

Remember, media folks are just plain fun. They tend to be
interesting and smart, and they're paid to be up to speed on every-
thing that is going on in the world. And they need you as much as
you need them. They may not need your exact story at the exact
time you want, but with a little stick-to-itiveness, they'll come
around.

Know the Media Landscape

Nothing infuriates reporters and editors more, I'm told, than
to get a pitch from someone who clearly has no idea what their
publication is about or who their audience is. Remember, mediais
a business, and the companies who are in the media are looking
for ratings or to sdl more issues. The only way they can do that
well is by serving their specific audience. "Listen, I'm a devoted
reader of this magazine," I'll tell editors while mentioning a few
recent articles I've enjoyed. "I've got a story for you that 1 know
your audience will be interested in, as I've been thinking about it
for along time." That's not aline, either. Before | cdl journalists,
I'll spend time reading their articles, figuring out what they cover,
and what kinds of stories their publications like to run.

Work the Angles

There are no new stories, it has been said, only old stories told
in new ways. To make your pitch sound fresh and original, find
an innovative dant. What's your dant? Anything that screams,
"Now!" Let'ssay you're opening a pet store. To a magazine devoted
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to entrepreneurs, perhaps you play up how your store is one
recent example of the entrepreneurial boom in the opening of
locd retail stores. Suggest why this is happening and what the
magazine's readers could learn. Sdling it to your local newspaper
is easy. What caused you to switch careers? What is particular to
your situation that highlights something going on within your
community? And don't forget catalytic moments. Maybe you sl
arare animal no one ese does. Or maybe you plan on giving away
puppies to orphans. That's something worth covering to aloca or
neighborhood newspaper. Get the word out.

Think Small

Are you Bill Gates? No. Maybe you've developed the antidote
for the common cold? No again. Well, the New York Times proba-
bly isn't knocking on your door quite yet. Go locd first. Start a
database of newspapers and magazines in your area that might be
interested in your content. Try college papers, the neighborhood
newspaper, or the free industry digital newsletter you find in your
inbox. Youll get the fire started and learn how to ded with
reporters in the process.

Make a Reporter Happy

They're a rushed, impatient, dways-stressed bunch of over-
achievers. Work at their pace and be available whenever they call
on you. NEVER blow off an interview, and try to facilitate the
contacts they'll need to produce a good story.

Master the Art of the Sound Bite

Tdl me why | should write about you in ten seconds or less. If
it takes more than ten seconds to pitch your content, a television
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producer will assume you won't be able to get your point of view
across to an impatient audience. And a reporter might try to hus-
tle you off the phone.

Learn to be brief—in both your written and phone pitches.
Brevity is cherished in the media. Look at the evolution of the
modern sound bite: Some thirty years ago, a presidential nominee
was alowed an average sound bite of forty-two seconds. Today, it's
somewhere under seven seconds. If the President is only getting a
few seconds, how much time do you think you'll get? Think in
terms of talking points. Pick the three most interesting points
about your story and make them fast, make them colorful, and
make them catchy.

Don't Be Annoying

There's a fine line between marketing yourself properly and
becoming annoying. If a pitch of mine gets rgected, I'll ask
what dse it needs to make it publishable. Sometimes it will
never be right in the editor's eyes, but other times, you can answer
a few more questions or dig deeper and repitch the story. It is
okay to be aggressive, but mind the signas, and back off when
it'stime.

It's All on the Record

Be cautious: What you say can hurt you, and even if you're not
guoted or you say something off the record, a reporter will use
your words to color the dant of the article. I'm not advocating
being tight-lipped. That's what corporate communications direc-
tors get paid for, and I don't know anyone in the press who likes
them. Just remember: All pressis not good press, even if they spell
your name right.
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Trumpet the Message, Not the M essenger

There was a time when | was less aware of the difference
between reputation and notoriety. Boy, there is a big difference!
Early on in my career, | paid too much attention to getting atten-
tion. | was building a brand dl right; but as | look back, it just
wasn't the brand | wanted for mysdf. All your efforts at publicity,
promotion, and branding need to feed into your mission; if they're
only feeding into your ego, you'll find yourself with a reputation
you hadn't bargained for that could hold you back for the rest of
your life. | was lucky. Looking back, | merely wasted alot of time.

Treat Journalists as You Would Any Other Member of
Your Network or Community of Friends

As in any interview, your primary objective when you meet
with amember of the press isto get the person across from you to
like you. The reporter is human (at least most are) and your
empathy for his or her hard work will go along way. Even when |
fed like a piece did not do me justice, | thank the writer for his
hard work. I'll send a short thank-you e-mail no matter the size of
the publication. Journalists, by the nature of their profession, are
natural networkers. Couple that with a media community that's
not dl that large, and you'll understand why you want these guys
on your side.

Be a Name-Dropper

Connecting your story with aknown entity—be it a politician,
celebrity, or famous busi nessperson—acts as a de facto dlant. Bot-
tom line: The media wants recognizable faces in their pages. If
your story will give them access to someone they otherwise
haven't been able to get, they'll make concessions. Or, sometimes,
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you can link a celebrity to your story without really knowing the
person. Leave it to the journalist to track down the star. Youve
done your job by giving them reason to seek her out.

You've Got to Market the Marketing

Onceyou've put in dl that hard work and landed anice article,
it's no time to be modest. Send the article around. Give it to your
alumni magazine. Update your class notes. Use the article to get
even more press coverage. I'll attach a recent article about me to
an e-mail and in the subject line write, "Here's another one of Fer-
razzi's shameless attempts at self-promotion.” Most people get a
kick out of it and it keeps you on everyone's radar.

There'sNo Limit to theWaysYou Can Go About
Enhancing Your Profile

There are literally thousands of different ways to get recogni-
tion for your expertise. Try moonlighting. Seeif you have the time
to take on fredance projects that will bring you in touch with a
whole new group of people. Or, within your own company, take
on an extra project that might showcase your new skills. Teech a
class or give aworkshop at your own company. Sign up to be on
panel discussions at a conference. Most important, remember that
your circle of friends, colleagues, clients, and customers is the
most powerful vehicle you've got to get the word out about what
you do. What they say about you will ultimately determine the
value of your brand.
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The Write Stuff

This is one of those tricks of the networking trade that may
not seem big, but boy, can it come in handy.

If you have any writing skills at all—and yes, the good news is
we dl have some leved of skill—you can get close to amost anyone
by doing a piece on them, or with them, even if it's for your loca
newspaper.

Me, write? | don't have a Shakespearean bone in my body, you
sy. Wéll, no one has had that bone for 500 years.

These days, with the Internet and newsstands busting at their
seams with publications of every imaginable orientation, every-
one can be an author. And writing articles can be a great boost for
your career. It provides instant credibility and vishility. It can
become a key arrow in your salf-marketing quiver, creating rela-
tionships with highly respected people and helping you develop a
skill that's dways in high demand.

First, get over dl the romantic pretensions around writing. In
business school, when | was dreaming about publishing an article
in the Harvard Business Review, | had awonderful encounter with
avigiting professor who had written a number of high-profile arti-
cles and books. | asked her how I, too, could become a writer.
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"Write," shetold me.

Brows furrowed, | nodded. When no more advice came from
her esteemed mouth, | asked: "Anything else?'

"Write, then write some more. When you're done—and here's
the kicker—keep writing.

"Look," she said, "there is no secret. Writing is tough. But
people of dl talents, at dl levels, do it. The only thing necessary
to become a writer is a pen, some paper, and the will to express
yoursdlf."

Bright woman. Want to write something? Write it. Want to get
published? Cdl an editor and tell him you want to submit an arti-
cle. Your first time may be a flaming faillure. Nothing in life is a
sure thing. But that's how people do it.

A lot of business writing is collaborative. While the hunger to
be recognized is great, busy people higher up the ladder often
don't have the extra time to work alone on something like an arti-
cle. Instead, they choose to either contribute their expertise or
work with others to get it done.

The process I've used to pull these types of things off isssmple.
First, what's your content? What kind of interesting things are
going on in your industry or personal life? Have you learned to do
what you do differently or found an easer and more efficient way
of doing it?

Once you've got a hook—some subject of interest you'd like to
explore that you think others will find interesting—get in touch
with the editor of apublication that's likely to publish such mate-
rial. You don't have to make the op-ed page of the New York Times.
Community newspapers, professona newdletters, even in-house
company publications have white space they need to fill. At this
stage, dl you're looking for is some tentative buy-in, a small show
of interest that you can use to gain access to others in researching
the piece. And once you get published, you've got atrack record—
and samples of your work that you can use to snatch more
chances.
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What's an editor going to say when you pitch him or her an
idea? Probably something like "Sure, sounds great. Very busy.
Gottago. Let meseeitwhenit'sdone.” Thisishow editorstalk and
thisiswhat they invariably say.

But now, when you cdl others to interview them, you're not
just Joe Shmo, you're Joe Shmo calling about an article targeted
for the Poughkeepsie Gazette (or something like that). And these
aren'tjust random people you're calling, either. These are the peo-
ple you've painstakingly targeted as the top experts and thinkers
in the subject you're investigating.

What you'vejust unknowingly done, by caling these people and
setting up an interview, is established a terrific environment for
meeting anyone anywhere. The oddswill never be stacked so clearly
in your favor. The subject of conversation is something you know
the other person isfascinated with. And by then, you'll have had the
time to become pretty snazzy with the subject yoursdlf. You're offer-
ing value through the publicity you'll potentialy garner. And the
mutual understanding that you're working together toward a com-
mon objective will make what would normally be a forma affar
into something much closer. It's an opportunity to shine!

Mogt of the time, | like to share credit and offer a byline to the
person who becomes most helpful. Explain that their insights are
truly unique and impressive and that you would welcome their
coauthorship. Youll do the research and writing and dl they haveto
do isgive sometime and energy to the project. Then, once you begin
to collaborate, ask them (or they more than likely will volunteer) to
open their network to you for additional research and interviews.
And just like that, you're expanding your network exponentialy
with contacts that otherwise might have seemed out of reach.

Guess what? By article's end, whether it's been published or not,
you've managed to learn agreat ded and to meet a group of impor-
tant people who potentially might beimportant to your future. And
you now have avery good reason to stay in touch with them.



CHAPTER 26

Getting Close to Power

Aslong asyoure going to think ayway, think big.

—DONALD TRUMP

ewt Gingrich, the famous Republican politician and ail-

about-Washington gadfly, is known to tell a story about a
lion and a field mouse. A lion, he says, can use his prodigious
hunting skills to capture afield mouse with relative ease anytime
he wants, but at the end of the day, no matter how many mice he's
ensnared, helll till be starving.

The moral of the story: Sometimes, despite the risk and work
involved, it's worth our time to go for the antelope.

Are you only connecting with field mice? If you are, start turn-
ing your attention to reaching out to the sort of important people
that can make a difference in your life and the lives of others. The
kind of people who can make you, and your network, sparkle.

The conscious pursuit of people with power and celebrity has
a bad rap. We're taught to see it as an expression of vanity and
superficiality. We regard it as a cheap and easy means of getting
ahead. As a result, instead of acting on our impulses, we repress
them. Webuy celebrity magazineslike People, UsWeekly, or, inthe
case of business folks, Fortune, to peer safely from a distance into
aworld we're so obvioudly hungry to know more about.
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I, on the other hand, think there's absolutely nothing wrong
with pursuing this world more directly. Seeking the influence of
powerful people in our lives is not crass or misguided; it can be
enormously helpful. Again, no one does it alone, whatever our
goa or mission. We need the help of lots of others.

Why is it that we're so taken with the lives of big achievers? If
we measure our accomplishments against the accomplishments of
others, it stands to reason that the more accomplished the people
we associate with, the greater our aspirations become.

People who fit our conventional notions of fame and celebrity
often have qualities or skills that we admire. Many of these people
have achieved great things through risk, passion, focus, hard
work, and positive attitudes. And so many of them have overcome
so much.

Of course, celebrity can mean dl sorts of things to dl sorts of
people. | define celebrity as public recognition by a large share
of a certain group. In other words, fame is a matter of context. In
college, public recognition is given to tenured professors or well-
known deans. In a small midwestern town, the celebrities may be
a politician, successful entrepreneur, or outspoken longtime resi-
dent. These people have a disproportionate degree of influence
over the group they inhabit. That's why it has become popular to
use celebrities as spokespersons for magjor brands. They increase
awareness, create positive fedings around a company, and play an
important role in convincing consumers of a product's attractive-
ness. Locd mini-celebrities within your own group can do the
same for your brand.

That'swhat socid scientists call "power by association”: It'sthe
power that arises from being identified with influentia people.
You can see this phenomenon a work everywhere. Power that
arises from internal associations, for example, can include per-
sonal assistants and gatekeepers who may not be very high on the
ladder in terms of company hierarchy, but who are powerful sm-
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ply because of their proximity and access to the chief executive
officer.

External associations, such as powerful politicians, influentia
news reporters, mass media personalities, and so on, adso help to
enhance one's profile inside and outside an organization. That's
why a smart start-up company, for example, will seek to populate
its board of directors with recognized business personalities who
can impart credibility to a new business. Certainly, having the ear
of influential celebrities or journalists can mean more favorable
coverage of you and your company or an unprecedented amount
of coverage for your charity.

Fame breeds fame. The fact is, dl my prowess for reaching out
to other people would be far less effective if afew of those people
in my Rolodex weren't well-known names. The hard truth is that
the ones who get ahead are usually those who know how to make
highly placed people fed good about having them around. Plus,
they add alittle magic. Red or imagined, these people have that X
factor that can magnify a moment and turn a prosaic dinner party
into something magnificent.

Problem is, while we're excited by the idea of meeting "celebri-
ties," they are often not al that anxious to meet us. So how can we
get close to them?

There are no easy answers. But if you pursue these peoplein a
sincere manner, with good intentions, you're not being manipula-
tive. And if you are emboldened by amission and you've put in the
time and hard work to establish a web of people that count on
you, then the time will come when your growing influence will
put you in a place where you'll be face-to-face with someone who
can convey a lot of sparkle to your next dinner party. Youll get
close to power ssmply by virtue of reaching out and following the
the advice | have offered in this book.

When this does inevitably occur for you, there are a few things
to keep in mind that I've learned through the years.
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While I'm aware of the impact a recognized persona can have
on one's network, and I'm certainly not shy about putting mysalf
in aplace where meeting such people can occur, too much fuss and
adoration will kill your efforts before they begin. Folks are folks.

This came into play years ago when | was at the Vanity Fair
party at the old Russian Embassy following the White House Press
Corps dinner. When | was standing in line for cocktails, the man
beside me seemed awfully familiar. At first, | thought he was a
politician. Then | placed his face as someone who was involved in
politics, but behind the scenes in some manner, one of the Presi-
dent's key advisors.

| was right—sort of. The man was Richard Schiff, the actor
who played the communications advisor to the fictional president
played by Martin Sheen in The West Wing. Out of context, I'm ter-
rible with recognizing TV stars.

Just as casudly as if he were someone | didn't know at al, |
introduced mysdf. He paused dightly, as celebrities are apt to do
before engaging with someone they don't know, and politely said
hello without introducing himself.

"And you are?' | asked. When heredlized | didn't know who he
was immediately, he opened up. We ultimately exchanged e-mails
and stayed in touch.

I've found that trust is the essential element of mixing with
powerful and famous people—trust that you'll be discreet; trust
that you have no ulterior motives behind your approach; trust
that you'll deal with them as people and not as stars; and basically
trust that you fed like a peer who deserves to be engaged as such.
The first fev moments of an encounter is the litmus test for such
a person to Sze up whether he or she can trust you in these ways
or not.

The irony of celebrities is that they often have very fragile egos.
In many cases, something in them drove them to want to be
famous. Imagine being publicly scrutinized by thousands of peo-
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pie each day! However much the world opens up to celebrities, a
part of it dso closes. There is aloss of privacy. And because they
live in aworld of adulation, celebrities struggle every day balanc-
ing their private and public personas. They often fret over the fact
that their public persona becomes indistinguishable from their
private persondity. They fed misunderstood and underappreci-
ated for who they redly are.

To assure them that you're interested in them for themselves,
rather than what the public percelves them to be, stay awvay from
their fame and focus, instead, on their interests. You can certainly
let them know that you respect their work, but don't dwell. Teke
them away from what they are normally barraged with.

Unfortunately, sometimes we make inappropriate exceptions
when talking to exceptional people. You simply have to watch and
listen with your heart as wel as with your eyes. Find out what
thelr passions are.

Not long ago, | saw the then-Governor of Vermont, Howard
Dean, give a speech. It was at Renaissance Weekend and people
were joking about this unknown governor of this small state and
his crazy aspirations to become President. The next time | saw
him speak was a a nonprofit event for human rights in D.C. By
now, he was indeed running for President, although no one took
him serioudly.

Intrigued by Dean and his message, | approached one of the
people in his campaign gaff (which, at the time, was one campaign
aide and a state trooper). | told the aide that | was a politically
active fellow Yde aum who was interested in meeting the presi-
dentia hopeful at some point. The aide and | had a good talk and
| did talk briefly with Dean, as did many other folks at the event.

Two weeks later, there Dean was again at the Gill Foundation's
annual meeting in California, preparing to deliver the same talk |
had heard a couple weeks before. 1t would be the third time | saw
him spesk on essentidly the same subject, and | had some
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thoughts on how he might ddiver his speech more forcefully. |
caught the attention of his aide and asked if | could get a second
with the governor. We found him near the podium where he was
preparing minutes before he was to go on stage. | told him that |
had seen his talk on a number of occasions, | had spoken with his
aide, and | had some ideas for how he could ddiver his speech
with more impact. | suggested that he emphasize a few points
here, play down afew points there, and cut down the length. Yes |
was taking some risk, but what did | have to lose? And | was very
sincere in my suggestions. | cared about his message on human
rights and wanted him to get it across powerfully.

As | sat in the audience, | heard one recommendation after
another come to life in his speech. Holy cow! The Governor of
Vermont and by now full-fledged presidential candidate (although
il aredly long shot) was taking my advice. After his talk, | told
him how impressive the talk was and that | wanted to devote the
rest of the event to introducing him to dl the movers and shakers
(read: big donors) within the Gill Foundation.

Months later, when | saw the governor again at a fundraising
dinner party at the director Rob Reiner's home, he was no longer
an obscure candidate but a popular maverick setting the tone for
the entire Democratic nomination. Someone introduced the
two of us. "Governor, do you know Keith Ferrazzi?' Governor
Dean replied, "Of course | know Keith. He's one of the main peo-
ple responsible for me getting the traction that made such a differ-
ence in the early days" And | truly fdt at that moment that | had
made a difference.

Just remember that famous and powerful people are first and
foremost people: They're proud, sad, insecure, hopeful, and if you
can help them achieve their goals, in whatever capacity, they will
be appreciative. Yes it helps to be at the right places and invited to
the right events. But the fancy weekends and invite-only confer-
ences aren't the only ways to meet important people.
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In America, there is an association for everything. If you want
to meet the movers and shakers directly, you have to become a
joiner. It's amazing how accessible people are when we meet them
at events that speak to their interests.

Here are afew more places that I've found particularly reward-
ing when looking to find people on the rise or who have aready
risen:

Young Presidents Organization (YPO)

This organization is for executive managers under the age of
forty-four and has regiona chapters across the United States. If
you're running a business, or want to, there are plenty of entrepre-
neurial organizations that will put you in front of the corporate
chieftains of tomorrow. Similar professiona organizations exist for
the entire range of vocational pursuits. Graphic artists, lawyers,
computer programmers, and garbage collectors—like every other
occupation—have a union or group that serves as an advocate for
their interests. There is strength in numbers, and when you join
such agroup, and become a central figurein that group's activities,
you'll become someone whom other powerful people will seek to
dedl with.

Political Fundraisers

Although | once ran for office as a Republican, | no longer
openly discuss my politica affiliation. Why? First, because | now
vote the person and the issues, not the party. Also so | have access
to those who are making a difference in both parties. | try and do
three to ten fundraisers at my home each year, supporting both
regional and national politicians who | believe will make a posi-
tive difference from both sides of the aide. Palitics is the nexus of
money, passion, and power. In politics, the unknown person you
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help today is the political heavy that can help you tomorrow. Join
aloca campaign. Become an outspoken advocate on a particular
issue; if it lights your fire, it's sure to light the fire of others: Find
them and work together!

Conferences

When you have something unique to say and become a
Speaker, you momentarily become a celebrity in your own right.
Networking is never easer than when people are coming to you.
There are thousands of conferences that indulge any number of
interests. If you develop a sSide expertise or passion, as I've sug-
gested earlier, you can find out which well-known people share
your interest and attend the conferences that these people will
likely attend. Spirituality in leadership and human rights are two
passions of mine; | try to participate by being active in severd
organizations and speaking at severd conferences ayear. |'ve met
countless prominent people this way.

Nonprofit Boards

Start out by finding four or five issues that are important to
you and then support them localy. Successful nonprofits seek out
a few famous people to st on their boards to help them get pub-
licity. Eventualy, the goad is to become a board member yourself
and st sde by sde with these people. But be sure you care and
indeed want to help the cause.

Sports (Especially Golf)

Sports and exercise are terrific areas where you can meet new,
important people. On the field or court, in the gym or on the
track, it's aleve playing field. Reputation means little. What does
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matter is the kill you have and the camaraderie you can create.
There's something about athletics that gets people to put down
their guard. Maybe competition of this sort taps into our psyche
in a certain way that brings us back to amore innocent time when
we were kids throwing a ball around on the street. Or maybe it's
the venue itsdf—away from the office, on a squash court or the
rolling green hills of a golf course.

Ah, gaf. I would be doing you an injustice if | didn't tell you
squarely that golf, among dl other sports, remains the true hub of
Americas business dlite. I've seen up close and personal how high-
profile CEOs and executives lobby desperately—often for years—
to be admitted into a private golf club. Why do these men and
women of power endure this humiliation to play a round or two?
It is, of course, the relationships, the building of friendships, the
camaraderie that is created with people who they know could be
very important to their company or career.

The rules of conduct are strict. It should never appear to any-
one that you are trying to cash in on relationships or your mem-
bership in the club. At some clubs, to so much as hint a a future
business ded on the course is a breach of etiquette; at others, you
can be rather blatant about it. Youll need to fed that out. But most
avid golfers will admit that the game has opened up countless
opportunities. They do, ultimately, get to do business with one
another—even if it's on the nineteenth hole, at the bar, over
drinks. Golfers dso say that the experience on the course with
another person is very telling. It comes down, again, to trust. A
CEO can tdl if afuture business partner is discreet, if he or she
plays by the rules, if he or she can handle stress or is a pleasure to
be around. It is both a chance to meet new people and see if these
new people are up to suff.

Because the game has proven so useful, there are many ways
one can enjoy its extracurricular benefits at any level. Almost al
industry associations host regular golf outings and tournaments.
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Charities, conferences, and other organizations do the same in
hopes of drawing this distinguished group. You can participate in
any of these events without being a member.

As for me, despite my years caddying and the fact that | played
for my high school team and have won a few tournaments, | don't
play golf. It just takes too much time for me. Four-plus hours is
just too tough. Now | play only a periodic round with friends at a
wedding weekend or at a big event. But for me, it's mostly Barry's
Boot Camp for my kind of sports or squash at the Yde Club in
New York or agreat run in Central Park or around the Hollywood
Hills. Whether it's gdlf, tennis, bowling, or boot camp, the ideais
to make it communal—ijoin a league, a club, or an event, and
you're bound to meet some new, exciting people.

There's nothing wrong with looking for ways to spend time
with people who have accomplished more and have more wisdom
than you. Once you put yoursdlf in position to connect with the
famous and powerful, the key is not to fed as if you're undeserv-
ing or an impostor. You're a star in your own right, with your own
accomplishments, and you have awhole lot to give to the world.
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Build It and They Will Come

Cdl it adan, cdl it a network, cdl it atribe, cdl it a family:
Whatever you cdl it, whoever you are, you need one.

—JANE HOWARD

As ayoung man, | could relate to Groucho Marx. Like the
famous comedian, 1, too, had no interest in belonging to any
club that would have me as amember.

It certainly wasn't because of some misplaced belief in sdf-
aufficiency: | knew then how invaluable and rewarding a gather-
ing of people could be. You wouldn't hear any angry grumblings
out of my mouth about not having enough time. (That excuse
kills me—what could be more important than meeting like-
minded professonals?) And | certainly wasn't shy in large crowds.

It's just that dl the clubs that seemed worth attending
had their doors closed to a young, relatively unconnected man
like me.

These clubs and conferences, with their sdective memberships
and aura of power, exist for good reason: People are dways hun-
gry to congregate with other people with similar interests, to make
a difference in their communities, and to create an environment
that makes it easer to do business. Big company CEOs redlize that
to make big things happen—whether it's public policy or a big
ded with a public company—you need others. And the more
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connected, powerful, and resourceful these people are, the more
you'll accomplish.

That's why theworld's premier power and business gatherings,
like the World Economic Forum in Davos and Renaissance Week-
end, are such tough events to get into. At Renaissance Weekend,
weve seen unknown politicians connect with the type of people
that would lead them to become nationally known figures. At
Davos, we've seen international policies formed and billion-dollar
dedls hatched over a cup of Swiss coffee. Of course, most of us
can't get invited to Davos. But there are dways gatherings and
clubs to which we are not, at least initidly, invited.

So you can't get into the big muckety-muck party tomorrow. Big
dedl. We dl have the entrepreneuria spirit within us—if you can't
play on aspecific mountain, there's no reason not to build your own.

My friend Richard Wurman, an architect by trade, twenty
years ago imagined how a convergence of technology, entertain-
ment, and design was going to shake up the economy. "I was fly-
ing alot, and | found that the only people who were interesting to
talk to on airplanes were people in those three businesses,” he has
said on many an occasion. "And that when they were talking of a
project they had passion about, they dways included those other
two professons” So to bring people in these fields together, he
started the TED conference in 1984—with few attendees and his
friends as guest speakers.

Opening every year with the same line, "Welcome to the din-
ner party | dways wanted to have but couldn't,” TED became the
perfect event—a cross between arollicking party and a mesmeriz-
ing graduate seminar. Year after year, more and more people came
from dl walks of life: scientists, authors, actors, CEOs, professors.
At TED, it wouldn't be odd to see musician/producer Quincy
Jones having a chat with Newscorp CEO Rupert Murdoch, or
movie director Oliver Stone arguing with Oracle's founder and
CEO Larry J. Ellison.
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From money-losing get-together to exclusve confab, TED
eventualy took in upward of $3 million a year, dmost dl profit.
Richard paid no spesker fees and organized the event with just a
few assistants. He sold TED for $14 million in 2001, and is how
busy running a new conference called TEDmed, about the conver-
gence of technology and health, which | highly recommend.

| tried to do something similar when, as a fresh-faced MBA, |
moved to Chicago after taking ajob with Deloitte. | barely knew
anyonein thecity. Thefirst thing | did was ask peopleto introduce
me to their friends in Chicago. As | met with the people my
friends had suggested, | began to inquire what boards | couldjoin
to get more involved in the life of the city. Doing so, | knew, would
inevitably lead to increased business for my new company.

| was so young that no one really took me serioudly. The tradi-
tional options, like the symphony board or country clubs, were
not open to me. | had lots of offers to join the junior boards. But
they were basically socid groups. | wanted to be more of an
activigt, to make a red difference in the community. | didn't just
want to host wine-tastings at a twenty-something dating mixer.

At atimelike this, you have to figure out what is your U.SP—
"unique sdling proposition,” for dl you non-MBA types out
there. What secret sauce can you bring to the table? Y our proposi-
tion can be an expertise, ahobby, or even an interest or passion for
a particular cause that will serve as the foundation from which an
entire organization or club can be established.

All clubs are based on common interests. Members are united
by a similar job, philosophy, hobby, neighborhood, or ssmply
because they are the same race, religion, or generation. They are
bound by a common proposition that is unique to them. They
have, in other words, a reason to hang out together.

You can take your own distinctive proposition and then take
the extra step that most people don't. Start an organization. And
invite those you want to meet to join you. Gaining members will
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be easy. Like most clubs, it starts with your group of friends, who
then sdect their own friends. Over time, those peoplewill bring in
even more new and intriguing people.

This is an enormously successful model that even thriving
businesses have built upon. Think about the successful Internet
gtes that pooled people together around a common proposi-
tion—like political affiliation, gardening, or even, in the case of
iVillage, being a woman—and built profitable enterprises on the
feding of belonging to that community. Think, aso, of airline
miles or your loca grocery store where you get a discount for
being a member of a loyaty program. Building a community of
like-minded people around a common cause or interest is, and
has aways been, avery compelling proposition in its own right.

In those days, my proposition came from my personal interest
in the popular business concept at the time caled Totd Quality
Management (TQM), which, as I've described, formed the basis of
my content that | used to differentiate mysdlf at my firstjob out of
Yde and then during a stint working with one of the professors at
business schoal.

On anational level, the government had established an organ-
ization cdled the Badrige National Quality Program that rewarded
companies who exhibited excdlence in TQM. In Illinois, | thought
| could create a smilar nonprofit organization for loca compa-
nies. With a federd program aready in the works, | figured it
would not be too difficult to find others with a similar interest—
judges and other members of the national organization who lived
in Chicago, consultants, and employees of big corporations whose
job it was to ded with TQM.

Thefirst thing | needed to do was enlist the support of an insti-
tution or expert in TQM in order to attract other potential mem-
bers. | asked the head of TQM for First Chicago, Aleta Belltetete,
to join me as cofounder. She then pulled in her boss and one of
the most influential CEOs in Chicago at the time, Dick Thomas,
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who gave us his blessing and agreed to adopt the initiative as one
he personally supported. With Dick's backing, Governor Jm
Edgar gladly assigned his Lieutenant Governor to our board. In
landing the support of these three people, our start-up organiza-
tion got abig dose of credibility. Soon awhole host of people was
willing to be part of the enterprise, including the leaders of TQM
at Amoco and Rush Presbyterian Hospital, who aso brought their
CEQOs on board. The kicker: Because | had started the organiza-
tion, | was president! Of course, now we had to create, run, and
finance this enterprise. But the hard part was now done. We were
a credible institution, and from here we al just rolled up our
deeves and got to the nitty-gritty work, which is aso critical.

Thus was born The Lincoln Award for Business Excellence
(ABE). The organization till exists today as a successful not-for-
profit foundation that asssts Illinois organizations in building
sound businesses. It has hundreds and hundreds of volunteers, a
large board, and a full-time d&f. Two years after | started it, |
knew every major CEO in Chicago on a first-name basis.

The lesson? Even a Harvard MBA or an invitation to Davos is
no substitute for persona initiative. If you can't find an ouitfit to
join that dlows you to make a difference, then recognize what you
do have to offer—your particular expertise, contacts, interests, or
experience. Rdly people behind them and make your own differ-
ence.

The days when clubs were only for wealthy white men to con-
sort with people just like themselves are over. It doesn't matter if
it'sagroup of carpet salespeople meeting weekly to discussthe tri-
as and tribulations of their jobs; a roundtable of femae Republi-
cans who are dissatisfied with the stance of the state party; or a
group who share a passion for great wines and who come together
monthly to do tastings, hear vintners who are traveling through
the area, and who plan an annual trip to Napa. Whatever it is and
whoever you are don't matter.
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Aslong as it's as an association of people with shared interests
meeting in a specified place (even if that place is cyberspace),
you'll benefit from belonging to something larger than yourself.
You and your fdlow members will be strengthened by a collective
identity. And whereas with business, where boundaries of most
relationships are clearly defined by a specific project or dea and
end when that project or dea is done, membership in a club
(preferably a club you've started) will lead to friendships that will
last for years.

CONNECTORS' HALL OF FAME PROFILE
Benjamin Franklin (1706-1790)

"Can'tjoin a club? Organize your own."

The business term networking, as it happens, joined the English lan-
guage in 1966. But more than two centuries earlier, in Philadel-
phia, a young Benjamin Franklin used this sweet social science to
become one of the most influential men in our as-yet-untitled nation.
Before he became a revered patriot, statesman, and inventor, he
was one of America's most successful businessmen, rising from
indentured servant to printing tycoon.

Flip your calendars, if you will, back to 1 723, at which time the
seventeen-year-old Franklin was neither wealthy nor accomplished.
He was an aspiring entrepreneur—trained in the printing trade by
his brother James—and a fresh face in Philadelphia, having moved
there after failing to find work in New York. Knowing no one in his
new town, but eager to start his own print shop, Franklin began to
flex his connecting mojo.

Within seven months, Franklin—who'd landed a job in an estab-
lished print shop—made the acquaintance of Pennsylvania Gover-
nor William Keith. The governor encouraged young Franklin to
travel to London to buy whatever equipment he'd need to start his
own press. Keith even promised letters of reference and credit, both
of which Franklin would need to purchase a printing press and type.
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But upon reaching London, Franklin found that Keith had not fur-
nished these letters. Franklin spent the next two years earning
enough money to simply sail back to America. On his return voy-
age, Franklin again displayed his networking virtuosity: His first
job, back in Philadelphia, was as a clerk in the store of Thomas
Denham, a fellow passenger on his trans-Atlantic voyage.

Before long, Franklin was back in the print trade, employed in
the same established print shop as before. In the interest of intellec-
tual stimulation and his own self-advancement, Franklin organized
a dozen of his friends into a Friday night social group called the
"Junto"—described, as follows, in The Autobiography.

The rules that | drew up required that every member, in his
turn, should produce one or more queries on any point of
Morals, Politics, or Natural Philosophy [physics], to be dis-
cuss'd by the company; and once in three months produce
and read an essay of his own writing, on any subject he
pleased.

The members of the Junto were young men not yet respectable or
established enough to break into the clubs that served Philadel-
phia's business elite. Like Franklin, they were tradesmen, common
people. No doubt about it—the man loved clubs. Indeed, in addi-
tion to its lessons of thrift, industry, and prudence, Franklin's auto-
biography tells us every man should be part of a social group, if
not three. He believed that a group of like-minded, achievement-
oriented individuals could dramatically leverage each other's suc-
cess to do things otherwise impossible.

Now flash those calendars forward, if you can, to 1731.
Franklin, having earned enough to start his own print shop,
invested in a small failing newspaper, the Pennsylvania Gazette.
Through snappy content and graphics (much of it written or drawn
by Franklin himself) and daring distribution, Franklin turned the
Gazette into a profitable vehicle with the largest circulation in the
colonies. The newspaper's prosperity transformed Franklin into an
eighteenth-century media magnate. Franklin gained enough
renown—and money—to apply himself to public projects, the first
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of which was the establishment of the Library Company of Philadel-
phia, the first circulating library in North America (still in existence).

It was the library campaign—the first of Franklin's several public
projects for Philadelphia—that gave Franklin a deep insight into
one of the crown virtues of networking. The resistance he encoun-
tered, he tells us:

[M]ade me soon feel the Impropriety of presenting one's self
as the Proposer of any useful Project that might be suppos'd to
raise one's Reputation in the smallest degree above that of
one's Neighbors, when one has need of their Assistance to
accomplish that Project. | therefore put my self as much as |
could out of sight, and stated it as a Scheme of a Number of
Friends, who had requested me to go about and propose it to
such as they thought Lovers of Reading. In this way my Affair
went on more smoothly, and | ever after practis'd it on such
Occasions.

And, oh, would there be "Occasions." Following the library in
1731—for which the Junto helped Franklin find his first fifty sub-
scribers—there came Philadelphia's city watch (1735); its first fire
company (1736); its first college, which would two years later
become the University of Pennsylvania (1749); its first—and also
the colonies' first hospital, through a mixture of public and private
funding (1751); and its first fire insurance company (1751).
Franklin also organized Pennsylvania's first volunteer militia (1 747)
and introduced a program of paving, lighting, and cleaning
Philadelphia's streets (1756). Each project depended upon the
assistance of Franklin's network of personal and professional con-
nections, and with each project his network grew, along with his
reputation as a doer of good.

Franklin died in April 1790, about one year into George Wash-
ington's first term. More than 20,000 Americans attended his
funeral.

With networking, as in so much ese, we follow a trail that
Franklin blazed. From him we aso learn the value of modesty and
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the power of teamwork—beginning first with a group of young
tradesmen that he brought together in his Junto and ending with
the powerful men who hammered out the Declaration of Inde-
pendence and the Constitution of the United States.



CHAPTER 28

Never Give in to Hubris

I n my Ph.D. section on connecting, | tried to impart some of the
lessons I've learned as someone known as a master at connect-
ing with people. But I'd be remiss if | didn't tell one short, embar-
rassing story that taught me early on what may be the most
important lesson of dl.

It is acautionary tale about what not to do and how not to act.

The pursuit of a powerful network of friends is not in and of
itsdf a bad thing. But the closer you get to powerful people, the
more powerful you tend to fed. Thereis a point where your reach-
ing out to others will pick up momentum; one powerful contact
will lead to another and then to the next. It can be a very fun and
motivating and important ride.

Don't let a little vanity seep into your actions or excite more
expectations or create a deeper sense of entitlement. Don't get
your Ph.D. in master connecting, and then, for some reason, for-
get dl the classes and values that were your foundation.

Everyonefalsin life. What will you do when the phone cdls that
were once returned immediately now don't even get a response?

When | ran for City Council of New Haven as a sophomore
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against afellow classmate, the idea of akid running for local gov-
ernment made a special-interest news item. It wasn't long before a
reporter from the New York Times showed up to write an article.
Little did |1 know then that that one Times article would provide
me with one of the more painful and useful lessons of my life. For
| had angered William F. Buckley J., the famous Yde alum known
for founding the conservative magazine National Review and
authoring dozens of books.

| ran for office as a Republican. The Republicans needed a can-
didate, and at Yde, they were the minority as opposed to the many
limousine liberals who seemed to a stedworking kid from Pitts-
burgh insincere and unthinking. Anyway, | was ayoungster, and |
was gtill exploring my political sensibilities. | probably aso had a
certain affinity for the traditionalism of the moderate conserva
tive party on campus called the Tories and area fondness for their
parties and the commitment of their leadership and alumni.

But this story is not about politics. It's about pride and ego.

Back then, | hadn't yet realized that my upbringing could be
awd| of strength rather than weakness. Insecurity drove meto act
inways | wish | hadn't. My leadership style, for instance, was far
from inclusive. While | was racking up accomplishments, my
sheer will and ambition alienated alot of people. | trumpeted my
awards and failed to recognize those who had helped make them
possible. Too much hubris and not enough humility, as my dad
might say, though not in so many words.

| was showing al those kids whom | had caddied for back at
the club that | wasjust as good as they were.

| lost the election, asyou know, but the New York Times article
had been read by quite a number of people, and by a few who
thought being a Republican at Yde was a good thing. In my mail-
box, weeks after the election, | received a short note.

"So happy to see that there is at least one Republican at Yde
Come see me sometime. WFB."
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William F. Buckley J. had taken the time to write me\ | was
floored. | became an instant celebrity in our small circle.

Of course, the man had issued an invitation and I, for one, was
going to take him up on the offer. | immediately set about contact-
ing Mr. Buckley to set a date for a meeting. He gracioudy invited
me to his home and even suggested | bring a few friends along.

A few months later, with three other classmates in tow, |
arrived at a Connecticut train station where we were greeted by
none other than Mr. Buckley himself in an old pair of khakis and
awrinkled button-down shirt. He drove us to his home, wherewe
met his wife, who was gardening at the time. It was a glorious day.
We shared a few glasses of wine, talked politics, Mr. Buckley
played the harpsichord, and then we dl sat down for a lengthy
lunch. Afterward, we were invited to take a dip in the Buckleys
beautiful pool with tile mosaics reminiscent of a Roman bath.

| couldn't let the opportunity pass. Mr. Buckley wasn't the only
Yde alum dissatisfied with the political climate at his alma mater.
Other conservative alumni were complaining. Many stopped giv-
ing money to Yde outright. | thought | had a solution that would
be a real win-win for the campus and for these alums.

What if, | suggested, we create a foundation that alowed dis-
enfranchised conservative alums the ability to give money directly
to the undergraduate organizations that represented the tradi-
tional values they supported? Yde wins because it would be get-
ting money that it otherwise wouldn't. Conservative alumni win
because they could again fed good about their school and their
ability to make a contribution. Students win because there would
be more organizational diversity and money for campus clubs.
What could be better?

Widl, | madethe pitch and | thought Mr. Buckley embraced the
idea. He told me that he had started a foundation to fund a stu-
dent publication afew years before that had never quite got off the
ground. There was, he said, till money in the foundation, and he
would be happy to put it toward my idea. That is, at least, what |
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heard. In my excitement, | left the i's undotted and t's uncrossed
for fear of a good thing getting spoiled. "Never sl beyond the
close" asthey say, and | thought | had the close.

Do they ever add that you better be damn sure both parties know
what, exactly, is being closed and that both remember theresfter?

When | returned to campus, | didn't conceal my excitement. |
made sure everyone knew that | was the new president of abrand-
spankin'-new organization. Boy, wasn't | cool? | started searching
out other alumni who might be interested in contributing to the
cause. | hit the phones, and on weekends, 1'd go to New York to
pitch other alumni on the new foundation that William F. Buckley
and | were starting.

"Bill Buckley put in some money. Would you aso like to help
out?' I'd ask them. And they did. On each return trip from New
York, my head got bigger and bigger as | reveled in the famous and
powerful people that were giving me (note the use of "me," not
"us') money.

My poor classmates had to suffer my telling stories of my latest
escapade to New York. Then, as quickly as it started, my ever-so-
brief brush with fame came to a screeching halt.

Asluck would haveit, Mr. Buckley found himself one day in an
elevator with one of the other famous alums who had pledged
money. "Bill," this gentleman said, "I matched your contribution
to this new foundation at Yde" To which Bill replied, "What foun-
dation?'

It turned out that Mr. Buckley did not recall our conversation.
Or maybe he told me one thing and | heard something quite differ-
ent. Maybe hejust thought | wanted to rekindle the magazine. But
by then, it was irrelevant. Mr. Buckley could recdl only his stalled
magazine and a vague reference to restarting it at Yde He told the
other donor he was not the cofounder of a new conservative foun-
dation a Yde which I'm sure was the way he saw it. At which
point, everything unraveled.

The pledges | had received needed to go unrealized, as there
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was no repository for them any longer. Mr. Buckley didn't return
my calls. Most important, and to my shock, my friends who were
present and equally excited that day at Mr. Buckley's didn't come
to my rescue when | pleaded for them to explain that they had
heard exactly what | had heard. My reputation had been tarnished
among some important people. | was embarrassed among my
friends after | had been gloating. And then to add rock sdlt to the
wound, someone at Ydeés college newspaper got wind of dl that
had happened and created an illustration depicting me as getting
wounded by large, famous names being dropped from the ky.
Ouch, indeed, and | deserved it.

Looking back now, I'm appreciative of the experience. | learned
some valuable lessons. For one, | had to begin the journey to
change my leadership style. It wasn't enough to get things done.
You had to get things done and make the people around you fed
involved, and not just part of the process but part of the leadership.
| learned that commitments weren't commitments unless every-
one involved knew what was on the table with absolute clarity. |
learned how truly smal the world is, especidly the world of the
rich and powerful.

Most important, | learned that arrogance is a disease that can
betray you into forgetting your red friends and why they're so
important. Even with the best of intentions, too much hubris will
stir up other peoplé€'s ire and their desire to put you in your place.
So remember, in your hike up the mountain, be humble. Help
others up the mountain along with and before you. Never let the
prospect of a more powerful or famous acquaintance make you
lose sight of the fact that the most valuable connections you have
are those you've already made at dl levels. | reach back into my
past regularly to touch base with the folks who have meant so
much to me since | was akid. | go out of my way to tell the early
mentors what they meant to me and how much they were respon-
sble for my success today.



CHAPTER 29

Find Mentors, Find Mentees,
Repeat

Toteechistolearn again.

—H. J. BROWN

Great musicians know it. So do professond athletes and
world-class CEOs. Successful people in nearly every fidd
know that they can't be their best unless they have a good coach in
their corner. And now the business world knows it, too: In afast-
paced, fluid, and dynamic environment, where flattened organiza-
tions made up of cross-functional teams must respond rapidly to
change, mentoring is one of the most effective strategies to get the
best out of each and every individual.

Many companies have developed formal mentoring programs
with the idea that sharing what you know and learning what oth-
ers haveto teach isjust smart management. At Ferrazzi Greenlight,
we have worked with many companies to create such formal pro-
grams with the idea that helping employees build relationships for
career success reduces turnover and ultimately leads to stronger
external relationships for revenue growth as well. One of the more
historically successful programs was established in 1997 at one of
Intel's largest chip-making facilities in New Mexico.

The people responsible for developing that program wanted to
go beyond the traditional notion of mentoring as a one-way
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process that teamed seasoned executives with ambitious up-and-
comers. To the people at Intel, organization-wide mentoring
meant creating an inclusive learning network matching people
not by job title or by seniority but by specific kills that are in
demand. The company uses an intranet site and e-mail to break
down departmental barriers and create partnerships between two
people who can teach each other different valuable skills that they
need to be better employees. The system enables Intel to spread
best practices quickly throughout the globa organization and
develop the best and brightest employees in the industry.

While it's wonderful the business world isfinally catching on,
mentoring—a lifelong process of giving and receiving in a never-
ending role as both master and apprentice—has dways been the
Holy Grail for those who love to connect people with people.

No process in history has done more to facilitate the exchange
of information, skills, wisdom, and contacts than mentoring.
Y oung men and women learned their trade by studying as appren-
tices under their respective craftsmen. Young artists developed
their individual style only after years working under elder masters.
New priests apprenticed for a decade or more with older priests to
become wise religious men themselves. When finally these men
and women embarked on their own, they had the knowledge and
the connections to succeed in their chosen field.

By studying the lives of those who know more than we do, we
expand our horizons. Asachild, | realized that many of the oppor-
tunities other kids had that would expose them to new things and
new people, like summer camp or extratutoring, were unavailable
to me. | quickly learned that success in my lifewould require deter-
mination, exploration, self-reiance, and astrong will. | dso learned
to rely on other people who were available: my father and some of
the more professona people he knew in our neighborhood.

My mom and dad instructed me to observe how the most suc-
cessful people we knew worked and talked and lived. My parents
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told me | could learn how to live my life by watching others live
their lives. My dad, of course, did al he could to nurture and teach
me what he knew. But he wanted me to know more than that; like
most fathers, he wanted me to be more than he was. He gave me
the confidence | needed to go out, without pride or insecurity, and
develop relationships with the men and women he knew whom
he respected.

Perhaps the value he placed on mentors came from Damon
Runyon, one of my father's favorite authors. A tough guy who
dropped out of school by the sixth grade and bootstrapped his
way to success, Runyon's tough-luck stories about equally tough
characters had a lot of emotional resonance for my dad. His
favorite quote of Runyon's was "Always try to rub up against
money, for if you rub up against money long enough, some of it
may rub off on you." No surprise, then, that my dad wanted me
rubbing up against people with more money, more knowledge,
and more ills than he had.

Before | was eventen years old, | remember him encouraging me
to bike down our dusty driveway to hang out with our neighbors. By
thetime | wasin grade school, | had reached out to George Love, the
father of one of my friends and aloca attorney. Dad would take me
to see WAt Sding, a stockbroker, every so often just to vigt. I'd Sit
close by and pepper Wat with questions about his job and the
people he worked with. When | came home from prep school, Dad
and | would go on our "rounds." Wed go vist those people Dad
thought I'd learn something from: Toad and Julie Repasky, who
owned the loca cement plant and whom Dad used to work for, or
the Fontandlla ssters, who used to tutor me in Latin and math when
| was growing up. These men and women of our town were the
celebrities for our working-class family. They were professonds
with agood education, and that meant they had something to teach.

The fact is, from my father's perspective, everyone had some-
thing to offer. When he'd go out for his weekly sit-down at aloca
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diner with his friends, he took me along. He wanted me to be
comfortable with older, more experienced people and to never
fear seeking their help or asking them questions. When my dad
would show up with me in tow on a Friday night, his buddies
would sy, "Here's Pete [my father's name] and Re-Pete [my nick-
name to his buddies]."

| look back on those times with so much gratitude and emo-
tion. At every turn, and to this very day, | still try to connect with
trailblazers, head honchos, and people who have experienced a
different life than I've had.

My father and Runyon were onto something in away, perhaps,
that was even more profound than they imagined. Research now
backs up their beief that whom you associate with is crucial to
who you become. Dr. David McCldland of Harvard University
researched the qualities and characteristics of high achieversin our
society. What he found was that your choice of a"reference group,”
the people you hang out with, was an important factor in deter-
mining your future success or failure. In other words, if you hang
with connected people, you're connected. If you hang with success-
fu people, you're more likely to become successful yourself.

Let me explain how important mentoring became for me
through an experience | had early on in my career. It was toward
the end of the summer before my second year at business school.
Deloitte and Touche, the accounting and consulting firm | had
been interning with during that summer, was having its annual
end-of-the-summer cocktail party for its interns from al around
the country.

Off to the corner, amid dl the clink of drinks and polite chatter, |
saw abunch of the partners and senior g&ff hanging around thisbig,
gruff, white-haired guy who was holding court. Other interns stayed
in their comfortable cliques, keeping their distance from their
bosses, but | headed straight for the poobahs. It was, redly, no differ-
ent from riding my bike down the road to see the neighbors.
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| went straight up to the man in the center of dl this action,
introduced mysdf, and asked him point blank, "Who are you?"'

"I'm the CEO of thisfirm," he said with an abruptness that Sg-
naled | should have known that, while the partners around him
smiled and chuckled mischievoudy.

He was about six-foot-three, barrel-chested, and very, very
direct. Hesthe kind of guy who just fillsthe room with his presence.

"Well, | guess | should have known that,” | responded.

"Yegh, | guessyou should have," he said. He wasjoking, and as
is often the case with people in positions of power, he liked my
candor and chutzpah. He introduced himself as Pat L oconto.

"Loconto,” | said. "That's agood Jewish name, isn't it?"

He laughed, and | talked with him in the little Italian that he
and | knew. In short order, we were fully engaged, talking about
our families and our similar upbringing. His dad was aso a first-
generation Italian-American who ingtilled in him many of the
same values my father had taught me. | did, in fact, know Pat, but
only by reputation. | had heard about his no-nonsense style—
tough and tireless but warmhearted, too. | decided then and there
that getting to know him better might not be a bad idea.

That | approached him at the cocktail party and discovered
we were cut from similar cloth deepened my respect for the man
and his respect for me. | found out later that quickly after that
exchange, he followed up and found out everything about me and
my summer with the firm. That night | hung out with Pat and the
senior partners into the wee hours of the morning. | didn't try to
be anyone | wasn't. | didn't overstretch and pretend to know more
than | did. Many people believe that's what it takes when reaching
out to those above you, but in truth that often results in making a
jerk out of yoursdlf.

| remembered that my father and mother had told me to spesk
less in such situations; the less you say, the more you'l likely hear.
They were warning me, given my predisposition for dominating a
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conversation from an early age. That's the way you learn from oth-
ers, Dad said, and glean the smadl nuances that will help you engen-
der a deeper relationship later on. There's dso no better way to
ggna your interest in becoming a mentee. People tacitly notice
your respect and are flattered by the attention. That said, quiet for
me isn't exactly quiet. | asked tons of questions, suggested things
that | saw from the summer, and conspired with these leaders of the
firm on what was important to them—making the firm a success

Mentoring is a very deliberate activity that requires people to
check their ego at the door, hold back from resenting other peo-
ple's success, and conscioudly strive to build beneficia relation-
ships whenever the opportunity arises. Other interns at that party
looked at Pat and the other senior partners with intimidation and
boredom (What do | have in common with them?) and therefore
kept their distance. They looked at their job titles versus the big-
wigs and felt excluded, and because of it, they were.

When | finally graduated from school, in typical MBA fashion,
| interviewed with severa companies. My choice was coming
down to Deloitte Consulting and one of their competitors, Mc-
Kinssy. McKinsey was then considered the gold standard of con-
sulting companies. For most of my peers, the choice would have
been obvious.

Then, one afternoon, | got a cal the day before my final Mc-
Kinsey interview. When | picked up the phone, | was met with a
familiar gruff voice. "Accept our offer now and you can come
down to New York for dinner this evening with me and some of
my partners.” Before | had a chance to respond, he said, "It's Pat
Loconto. | want to know if you're coming to Deloitte or not?"

| told Pat, uncomfortably, that | hadn't decided on where I'd
end up. But | had an ideathat might help me through the process.
"Listen, I'm gtill up in the ar,” | told him. "But it would help if |
had dinner with you and a few partners to get a better fed for
what 1'd be doing and where the organization is headed."
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"I'll have dinner with you only if you accept my offer,” he said.
Pat was joking again, and | liked him even more for his unortho-
dox recruiting practices. Then he let me off the hook with, "OK,
get your butt down to New York, and don't worry, well get you
out to Chicago in the morning for your interview." Now, how did
he know about my interview?

So | found mysdlf with Pat and afew partners around atable at
Grifone, their favorite Italian restaurant in Manhattan. The banter
was hard and heavy, as was the drinking. We had gone through
bottles and bottles of great wine and afew cognacs on top of that.
Near the end of dinner, Pat threw out his pitch and actualy
launched into afairly shocking tirade.

"Who the hell do you think you are? You think McKinsey gives
a damn about Keith Ferrazzi?' Before | could answer, he contin-
ued. "You think the CEO of McKinsey knows who you are? You
think any of the senior partners would take a Sunday night to have
dinner with you? Youll be just another number-crunching MBA
grad lost in the shuffle. We care about you. We want you to be suc-
cessful here. More importantly, we think you can make a differ-
enceinour firm."

Was | in? Pat demanded to know.

Wow, his pitch was compelling, and right then my instinct told
me he was right. | knew he was right. But | wasn't about to leave
that dinner without making a small pitch of my own.

"Look, I'll makeyou adedl,” | said. "If | accept your offer, dl |
ask is that you give me three dinners ayear at this very restaurant
for aslong as I'm at Deloitte. I'minif you're in."

He looked me in the eyes and then with the biggest smile said,
"Great. Welcome to Deloitte.”

By the way, | then asked him for more money. He just shook
his head and laughed. Well, it never hurts to ask; the worst he
could have said was no. So, &fter three hours in a restaurant, this
man convinced me to make a life-changing career decision with-
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out one word about title, sdary, or even one detail of how he
expected | might make a difference.

Honestly, | still had my doubts at the beginning that |1 had
made the right move. In consulting, Deloitte's was smaller pota-
toes those days, its prestige didn't compare with McKinsey's.

But what a right move | had made—in fact, it was the best of
my life. First, because | went to Deloitte Consulting, | was given
more responsibilities and | learned more about consulting in the
eight years that followed than most people learn in twenty. Sec-
ond, | found I could make a difference given my access to the sen-
ior partners. Third, and most important, | redized that finding a
talented, experienced mentor who iswilling to invest the time and
effort to develop you as a person and a professiond is far more
important than making career decisions based purely on salary or
prestige.

Besdes, back then the money wasn't important. You learn in
your twenties, as the saying goes, and earn in your thirties. And
boy, did | ever learn. Each year, Pat and | had at |east three dinners
at Grifone, that same Italian restaurant. For my entire tenure at
Deloitte, | had the ear of the CEO, and he kept asking about me
among his partners. He was looking out for me the entire time.

Ultimately, of course, | got to work closaly with Pat and other
amazing men and women at Deloitte, and it taught me the impor-
tance of attaching yourself to great people, great teachers. Not that
working with Pet and his right-hand man Bob Kirk was easy. They
taught me some hard lessons about staying focused; that bold
ideas weren't enough if they couldn't be executed; that the details
are as dgnificant as the theories; that you had to put people first,
all people, not just those above you. Pat probably should have
fired me a few times. Instead, he invested time and energy into
making me the kind of executive—and more important, the kind
of leader—he wanted me to be for the sake of the firm and for the
sake of his role as mentor.
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There were two cruciad components that made my mentorship
with Pat—and makes any mentorship, for that matter—successful.
He offered his guidance because, for one, | promised something in
return. | worked nonstop in an effort to use the knowledge he was
imparting to make him, and his firm, more successful. And two,
we created a situation that went beyond utility. Pat liked me and
became emotionally invested in my advancement. He cared about
me. That's the key to a successful mentorship. A successful men-
toring relationship needs equa parts utility and emotion. You
can't smply ask somebody to be personally invested in you. There
has to be some reciprocity involved—whether its hard work or
loyalty that you give in return—that gets someoneto invest in you
in the first place. Then, when the process kicks in, you have to
mold your mentor into a coach; someone for whom your success
isin some smal or big way his success. | owe so much to Pat. If it
were not for him, | would not be the man | am today. And that
goes for so many others, starting with my Mom and Dad and Jack
Pidgeon from the Kiski School, and my "Uncle" Bob Wilson, to so
S0 S0 many others I've mentioned in thisbook, aswell as those left
unmentioned but to whom | fed so close.

The best way to approach utility is to give help first, and not
ask for it. If there is someone whose knowledge you need, find a
way to be of use to that person. Consider their needs and how you
can assst them. If you can't help them specificdly, perhaps you
can contribute to their charity, company, or community. You have
to be prepared to give back to your mentors and have them know
that from the outset. Before Pat would consider having dinner
with me three times ayear, he had to know that | would be com-
mitted to his firm. That's how | found mysdf so early on in a
trusted position that later turned into a friendship.

If, however, there are no immediate opportunities to help, you
must be prudent and conscious of the imposition you're placing
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on that person. Almost every day, some ambitious young man or
woman sends me an e-mail that states dl too directly, "1 want ajob."
Or, "l think you can help me. Take me on as your mentee." | shud-
der at how deeply these young folks misunderstand the process. If
they're going to get my help, and they haven't even offered their
help in return, then a minimum they should attempt to endear
themsalves to me. Tdl me why you're specid. Tdl me what we have
in common. Express gratitude, excitement, and passion.

The problem is often that these people have never had mentors
before and they have alimited view of how it works. Some people
think there is just one specia person out there waiting to be dl
things at dl times to them. But as my father taught me, mentors
are dl around you. It's not necessarily your boss or even someone
in your business. Mentoring is a nonhierarchical activity that
transcends careers and can cross dl organizational levels.

A CEO can learn from a manager, and vice versa. Some smart
companies, recognizing this fact, actually have programs in place
that view new hires as mentors to the company. After a month on
the job, they'll ask these new employees to jot down dl their
impressions with the idea that a pair of fresh eyes can see old
problems and make innovative suggestions that others can't.

In fact, the people I've learned so much from are my own
young mentees, who help me periodically to update my skills and
view the world anew.

Asmuch asyou stretch yourself by reaching up, be sureyou are
stretching just as far to reach back and help others. I've dways
taken the time to give young people a helping hand. Most of them
actualy end up working for me at some point, either as interns or
employees. People like Paul Lussow, Chad Hodge, Hani Abisaid,
Andy Bohn, Brinda Chugani, Anna Mongayt, John Lux, Jason
Annis. The list goes on and on.

There are those who don't get it at first. They sheepishly ask,
"How can | ever repay you for dl that you are doing?' | tell them
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they're repaying me now. All | really expect is Sincere gratitude,
and to see them apply dl that they are learning.

To see Brindamoving up at Deloitte, Hani becoming a partner
in one of my businesses and "graduating” into a new company |
had a hand in forming, Chad becoming one of Hollywood's most
successful young writers, Andy becoming a player in Hollywood
himsdf, or Paul attending Wharton is atotal thrill. It's even more
so when they get to apoint in their careers when they start becom-
ing mentors themselves.

| can't stress enough how powerful the process is and how
important it is that you give your respect and time to it. In return,
you'll be more than compensated with spirit, enthusiasm, trust,
and empathy—all things that will ultimately far exceed the value
of any advice you gave.

If you take mentoring serioudy, and give it the time and energy
it deserves, you'll soon find yoursdlf involved in a learning net-
work not unlike the one Intel uses. Youll be the recipient of more
information and more goodwill than you ever imagined, as you
play the role of both master and apprentice in a powerful constel-
lation of people al simultaneously teaching and being taught.

CONNECTORS' HALL OF FAME PROFILE
Eleanor Roosevelt (1884-1962)

"Connecting should advance, rather than compromise, your principles.”

If connecting can be described, loosely, as the commingling of
friendship and mission, then First Lady Eleanor Roosevelt was
one of the twentieth century's premier practitioners. In her autobiog-
raphy, she wrote: being "drawn together through the work . . .
is . . . one of the most satisfying ways of making and keeping
friends." Through groups such as the International Congress of
Working Women and the Women's International League of Peace
and Freedom (WILPF), Roosevelt befriended a wide circle of
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friends—and a few foes—in advancing some of the great social
causes of our time.

The First Lady was not timid about using her personal network to
tackle testy social issues. For example, she fought for women's
rights in the workplace—their inclusion in labor unions and their
right to a living wage. Today, those seem like uncontroversial
issues, but during the late 1 920s and early 1930s, many Ameri-
cans blamed working women for displacing male "breadwinners"
in the midst of the Great Depression.

Roosevelt believed the beauty and obligation of living in a
democracy was to make a stand for what you believe in; and she
proved you could do so while gaining the trust and admiration of
your peers. She also proved that sometimes it was your peers
whom you need to stand up against.

In 1936, thanks largely to the First Lady, an opera singer named
Marian Anderson became the first black person to perform at the
White House. But Anderson's acceptance at 1600 Pennsylvania
Avenue was unusual. Though Anderson was the country's third-
highest concert box-office draw, her success did not exempt her
from the racial biases that pervaded her era. When traveling, she
was restricted to "colored" waiting rooms, hotels, and train cars. In

the South, newspapers rarely called her "Miss Anderson," opting
for "Artist Anderson" and "Singer Anderson" instead.

In 1939, Anderson's manager and Howard University tried to
arrange a performance at Constitution Hall in Washington, D.C.
The Daughters of the American Revolution (D.A.R.), the organiza-
tion that owned the Hall, refused them. Roosevelt, herself a member
of the D.A.R., promptly—and publicly—resigned her membership
to protest. In a letter to the D.A.R., she wrote: "/ am in complete dis-
agreement with the attitude taken in refusing Constitution Hall to a
great artist . . . You had an opportunity to lead in an enlightened
way and it seems to me that your organization has failed.”

Mrs. Roosevelt arranged for Anderson to perform on the steps of
the Lincoln Memorial. The show, on April 9 (Easter Sunday), 1 939,
was seen by a crowd of 75,000.

Yes, loyalty matters. But not when it means sacrificing your prin-
ciples.
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Though Eleanor Roosevelt's positions on civil rights hardly
seem radical today, they were far in advance of her time: All of this
was decades before the Supreme Court, inits 1954 Brown v. Board
of Education case, rejected the "separate but equal” doctrine.

Every time the First Lady advocated for asocid cause, preached
tolerance in ablack church or Jewish temple, or even when, acting
as a ddlegate to the newly formed United Nations, which passed
the controversial Universal Declaration of Human Rights, she lost
friends and received vicious criticism for going against the tide.

Stll, this amazing woman persisted in successfully building
influence for a progressive agenda. She left a legacy to which we
are dl indebted. What can we learn from Eleanor Roosevet? It's
not enough ssmply to reach out to others; instead, we al must be
vigilant that our efforts to bring people together are in line with
our efforts to, in part, make the world a better place.

Of course, when you're driven by principles, there are dways
sacrifices involved. But your determination to connect with others
should never come at the expense of your vaues. In fact, your net-
work of colleagues and friends, if chosen wisdly, can help you fight
for causes you believe in.



CHAPTER 30

BalancelsB.S.

Balanceisamyth.

You can't cdl my schedule "balanced” by conventional
standards. Let's take alook at atypical day. Monday: | was up at
4 AM. in Los Angeles to make cals to my team in New York.
Then | worked the phone for a fev more hours, trying to organ-
ize afundraiser for a candidate friend of mine. By 7 A.M., | was
a the airport for a flight to Portland, Oregon, to meet a new
customer (with two cdl phones buzzing, fidgeting with my
BlackBerry, sending short e-mails, and my laptop never far avay
with spreadsheet access). After the meeting, I'm back in the car
on my way to Seattle and back on the phone, setting up meetings
for tonight, tomorrow, and a week from now. I'm in constant
contact with my assistant, trying to get invitations out for a big
dinner party I'm throwing in amonth. In Seettle, | have a sched-
uled dinner with the folks organizing Bill Gatess CEO conference
this year, after which I'll have drinks with some close friends.
And tomorrow, there will be another 4 A.M. wake-up cdl to do it
al again.

Welcome to what my friends jokingly refer to as "Ferrazzi
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Time," a zone of operations in which the switchboards are dways
open and the rush of humanity is ongoing.

Witnessing such a schedule begs a number of very important
questions: Isthis alife? Operating in such away, can one have bal-
ance between work and having a lif€? And do you—God forbid—
have to operate in Ferrazzi Time to be successful?

Theanswersare: Yes itisalife, abet my own; yes, you can find
balance, abeit your own; and no, thank heavens, you don't have to
do it my way.

For me, the best thing about a relationship-driven career is that
itisn't acareer a dl. It'saway of living. Severd years ago, | started
to redlize that connecting was actually a way of seeing the world.
When | thought and behaved in that way, dividing my life between
professiona and personal spheres no longer made sense. | redlized
that what made you successful in both worlds were other people
and the way you related to them. Whether those people were fam-
ily people, work people, or friend people, rea connecting insists
that you bring the same values to every relationship. As aresult, |
no longer needed to make a distinction between my career happi-
ness and my life happiness—they were both pieces of me. My life.

When it became clear to me that the key to my lifewastherda
tionships in it, | found there was no longer a need to compart-
mentalize work from, say, family or friends. | could spend my
birthday at a business conference and be surrounded with warm
and wonderful friends, as | recently did, or | could be a home in
Los Angeles or New York with equally close friends to celebrate.

The kind of fdse idea of balance as some sort of an equation, that
you could take this many hours from one side of your life and give
it to this other side, flew out the window. And with it went dl the
stress of trying to achieve that perfect state of equilibrium we read
and hear so much about.



288 Never Ea Alone

Baance can't be bought or sold. It doesn't need to be "imple-
mented.” Baance is a mind-set, as individual and unique as our
genetic code. Where you find joy, you find balance. My wacky
schedule works for me and perhaps only for me. The blurring of
professional and persona lives isn't for everyone. The important
thing is to see connecting with others not just as another manipu-
lative tool used toward achieving a goa but rather as away of life.
When you're out of balance, you'll know because you'll be rushed,
angry, and unfulfilled. When you're balanced, you'll be joyful,
enthusiastic, and full of gratitude.

Don't worry about trying to develop your own version of
Ferrazzi Time. The way you reach out to others is the way you eat
an 800-pound elephant: one smal bite at atime.

In the end, we dl live one life. And that life is dl about the
people we live it with.

More People, More Balance

If you buy into the myth of balance (the one that sees life as an
eguation), as| once did, the answers to such questions as"If I'm so
‘accomplished, why aren't | having more fun?' or "If I'm so 'organ-
ized," why do | fed so out of control?" isto "sgmplify," "compartmen-
talize" or "reduce" your life into its most essentia components.

So we try to save time by eating our lunches at our desk. We
have less serendipitous conversations with colleagues, strangers,
and other "nonessentials" at the water cooler. We consolidate our
schedules to include only the most important actions.

People tdl us, "If you just get more organized, if you strike a
balance between work and home, and limit yourself to the impor-
tant people in your life, you'll fed better." That's just totally mis-
guided. What they should be saying is"| gotta get alifefilled with
people | love" The problem, as| seeit, isn't what you're working
on, it's whom you're working with.
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You can't fed in love with your life if you hate your work; and,
more times than not, people don't love their work because they
work with people they don't like. Connecting with others doubles
and triples your opportunities to meet with people that can lead
to anew and exciting job.

| think the problem in today's world isn't that we have too
many people in our lives, it's that we don't have enough. Dr. Will
Miller and Glenn Sparks, in their book Refrigerator Rights: Creat-
ing Connections and Restoring Relationships, argue that with our
increased mobility, American emphasis on individualism, and the
overwhelming media distractions available to us, we lead lives of
relative isolation.

How many people can wak into our homes and just open up the
fridge and help themsdves? Not many. People need "refrigerator
rights relationships,” the kind that are comfortable, informal, and
intimate enough to let uswak into one another'skitchens and rum-
mage through the refrigerator without asking. It is close relation-
ships like these that keep us well-adjusted, happy, and successtul.

Americas focus on individualism works against reaching out
to others. Comparative studies on levels of job stress and worker
dissatisfaction show that people of individualistic cultures typi-
cdly report much higher stress levels than do the people who
work in more community-oriented cultures. In spite of our high
standard of living, wedth and privilege haven't produced emo-
tional well-being. Instead, as these studies show, it's a sense of
belonging that brings us happiness.

When our lonely lives catch up with us, weturn to self-help lit-
erature for answers, but it isn't SELF-help we need, I'd argue, it's
help from others. If you buy this, and | hope that you do, then
what | teach in this book is the perfect antidote to dl this talk of
imbalance. Connecting is that rare thing that lets us have our cake
and edt it, too. We end up serving the interests of both our work
and our life, ourselves and others.
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Oscar Wilde once suggested that if a person did what he or she
loved, it would fed as if they never worked a day in their life. If
your life isfilled with people you care about and who care for you,
why concern yoursalf with "balancing” anything at dl?



CHAPTER 31

Welcome to the Connected Age

We human beings are sodid beings. We come into the world as
the result of others actions. We survive here in dependence on
others. Whether welikeit or not, thereis hardly amoment of our
lives when we do not benfit from others activities. For thisrea-
son, it is hardly surprising that most of our happiness arises in
the context of our relationships with others.

—DALAI LAMA

There has never been a better time to reach out and connect
than right now. The dynamic of our society, and particularly
our economy, will increasingly be defined by interdependence and
interconnectivity. In other words, the more everything becomes
connected to everything and everyone ese, the more we begin to
depend on whom and what we're connected with.

Rugged individualism may have ruled for much of the nine-
teenth and twentieth century. But community and alliances will
rule in the twenty-first century. In the digital era, when the Inter-
net has broken down geographic boundaries and connected hun-
dreds of millions of people and computers around the world,
there's no reason to live and work in isolation. Weve come to real-
ize, again, that success is not contingent on cool technology or
venture capital; it's dependent on whom you know and how you
work with them. Weve rediscovered that the rea key to profit is
working wel with other people.

Weve taken some lumps getting back to this fundamental
truth. All the changes, dl the fads, dl the technologies of the last
decade too often foundered on the human factor, leading the busi-
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ness world to treat people less as human beings than as just so
many bits and bytes. We placed our faith in gadgets, processes, new
organizational structures, stock market prices. When these things
didn't ddliver on their promise, we returned to us, you, and me.

Life is about work, work is about life, and both are about people.
"The most exciting breakthrough of the twenty-first century will
occur not because of technology, but because of an expanding
concept of what it means to be human,” said the futurist John
Naishitt. Technology has proved no substitute for persona rela-
tionships. To the contrary, it seems to be enhancing them. Look
around you and you'll see this expanded view of what it means to
be human, and how we interact with one another, in action. Here's
just asmall sampling:

* The hottest trend these days is found in social-networking
software tools, and services like Spoke Software, Plaxo, and
LinkedIn. People are now finding new ways to use technology
to connect people with bonds of trust and friendship. Some
are cdling it asocid revolution.

* Blogs, part of the same phenomenon, are alowing passionate
individuals with good content to reach literally millions of
other people. These self-sustaining communities are flourish-
ing. In the future, as persona branding continues to solidify
itself as amainstay in the economy, blogs will become as ubig-
uitous as resumes.

» Socid scientists are making remarkable discoveries about the
power of sociad networks. Recent research findings are proving
that people who are more connected with other people live
longer and are healthier. In communities where people are



Wecometo the Connected Age 293

connected, the schools work better, the crime rate is lower, the
economic growth rate is higher. Bringing people together by
building personal relationships is becoming far more than a
career strategy; it's increasingly regarded as one of the most
effective ways to enhance Americas civic and socid health.

» Old-style labor unions and guilds are showing signs of revital-
ization. As the outsourcing of jobs outside the United States
continues, and more and more of us become free agents,
Americans are finding strength in membership to something
larger than themselves. We're giving our loydty and our trust
not to companies but to our peers.

That's just a smdl taste of what's to come. We are in the for-
mative stages of a new era of connectivity and community. You
now have the skills and knowledge to thrive in this environment.
But to what end? How will you thrive? What does it mean to live a
truly connected life?

Certainly, some of uswill tally success in terms of income and
promotions. Otherswill cite their newfound celebrity or the excit-
ing expertise that they've amassed. For others till, it will be the
fabulous dinner parties they throw or the aspirational contacts
they've befriended.

But will such success fed empty? Instead of being surrounded
by a loving family and a trusted circle of friends, will you only
have colleagues and clients?

Sooner or later, in one way or another, we al will ask ourselves
these questions. Moreover, well 1ook back on our life and wonder,
What is my legacy? What have | done that is meaningful ?

How many of you can recal the names of the last three CEOs of
Genera Motors, IBM, or Wa-Mart? Are you struggling to come up
with names? Now try and recdl three important figuresin the Civil
Rights Movement. Ah, here people usualy can name sx or more.
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Ultimately, making your mark as a connector means making a
contribution—to your friends and family, to your company, to
your community, and most important, to the world—by making
the best use of your contacts and talents.

It's funny what events in life will make you question where
you're headed and what you value most. | remember as a young
man, for instance, dreaming of owning my own Brooks Brothers
button-down shirt. All throughout my years growing up, | wore
hand-me-downs from my mom's cleaning customers kids or 1'd
find my clothes in secondhand thrift shops. | thought that when
the day came that | could wak into a shop like Brooks Brothers
and buy my own firsthand shirt (for retail!), well, that would be
the day | arrived.

That day came. | wasin my mid-twentiesand | proudly bought
the finest, most expensve button-down shirt Brooks Brothers
sold. The next day | wore that shirt into work as if it were arare,
emerald-studded gown from the Victorian era. Then | washed it. |
remember pulling my shirt from the washer and—gasp!—two
buttons had falen off. | kid you not. This, | asked mysdf, is what
I've been waiting for dl my life?

As noted author and spesker Rabbi Harold Kushner once
wisely wrote, "Our souls are not hungry for fame, comfort, wealth,
or power. Those rewards create admost as many problems as they
solve. Our souls are hungry for meaning, for the sense that we have
figured out how to live so that our lives matter so the world will at
least be alittle bit different for our having passed through it."

But it would take many more missing buttons before | truly
started to ask mysdlf what meaning, exactly, my soul was hungry for.

That timefinally came with what | cal my own personal mini-
revolution. Revolutions sometimes begin in the least likely of
places with the least likely of heroes. Who could imagine that a
smal Indian man with a very strong accent could challenge what
| wanted out of life and how | was going to attain it? Or that doing
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nothing and remaining silent for ten days, rather than trying to do
everything dl at once, could change the course of my life?

The first shot in my revolution happened, in dl places, while |
was in Switzerland for The World Economic Forum, attending an
oversubscribed talk entitled, smply, "Happiness." The room was
jam-packed with the world's rich and powerful—a clear indica-
tion that there were others in my midst who had experienced a
few missing buttons of their own.

We were gathered together to hear a short, stout, and thor-
oughly happy-looking man named S. N. Goenka ddliver a speech
on how he, as abusinessman-turned-guru, found health and hap-
piness through an ancient tradition of meditation known as
Vipassana.

Goenka dowly shuffled to the podium and launched into atalk
that enraptured the entire audience for the next hour. With his
words, we were dl transported into our own heads, forced to con-
front the fedings of inadequacy, stress, and imbalance that ill
accompanied our seemingly successful lives.

Not aword was spoken about business, per se. There was no
talk of balance sheets or influentia contacts. Happiness, he told
us, had nothing to do with how much money we made or how we
made it.

There is only one place to find red peace, rea harmony. That
place is within, Goenka told us. And while we may be masters of
business, it was clear that we were not masters of our own minds
and souls.

Therewas away, he said, to ask the right questions and become
masters of our mind. Vipassana, we were told, is an insight medi-
tation technique that means "to see things as they redly are.”
It was a technology for inner peace that could drive fear from
the heart and help us have the courage to be who we redly are.
Goenka described a grueling ten-day course, during which practi-
tioners gt for hours-long stretches in absol ute silence, without eye
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contact, writing, or communication of any kind except with
teachers at the end of each day.

It was up to us. No, it was within us to live a happy and mean-
ingful life. We just had to ask the right questions and spend the
time looking and listening.

While I'm not sure how many of my fellow executives were
intent on learning Vipassana, it was clear that Goenka had
touched us... deeply. He made us fed, at least for that moment,
that we had the power to make our work and lives mean some-
thing, that it could be important, that it could make a difference,
and that we could learn to be happy if only wetook thetimetolis-
ten to what our souls weretelling us.

| left refreshed and inspired, but | was sure that | would never
learn Vipassana. Ten days with no conference calls, no power
lunches, no talking . . . ten DAYS Impossible. | could never find
the time.

Then, suddenly, | had dl the time in theworld. After my depar-
ture from Starwood, one too many buttons had gone missing and
| was in need of clarity—and happiness.

Until that moment, | thought | didn't have enough time, or
courage, for ten days of introspection. But eventually | took the
Vipassana course and learned, for what seemed the first time in
my life, to dow down and truly listen. In the process | shed
many—though not al—of the thoughts of what | "should" and
"ought" to be doing.

If you commit yourself to finding your passion, that blue
flame, it's interesting how that commitment is rewarded with
answers. The answers that came to me after dl that meditation
helped me to reevaluate my pursuit of prestige and money and
refocus on what 1've dways known matters most: relationships.

Vipassana certainly isn't the only way to get clarity, but so few
of us give oursalves the time and space we need to come to a bet-
ter understanding of who we are and what we redly want. How
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had I—along with so many other perfectly capable and intelligent
people | knew—allowed my life to get so far out of whack? By fail-
ing to ask ourselves the kinds of questions that are the most
important: What is your passon? What truly gives you pleasure?
How can you make a difference?

When | |eft the meditation course and got back to the routine
of my life, | was like akid in a candy store. There were so many
people | wanted to meet! So many people | wanted to help! The
pursuit of achievement could be, | realized, so much fun and so
inspiring when you knew what was worthy of achieving.

Weve been taught to see life as a quest, a journey that ends
with, hopefully, meaning, love, and an IRA that will keep our
golden years golden. There is, however, no end, no final arrival;
the quest never quite ends. There is no onejob title or one Brooks
Brothers shirt or one dollar amount that can ever act as the ulti-
mate finishing line. Which is why the achievement of some goals
can fed as disappointing as failure.

Living a connected life leads one to take a different view. Life is
less a quest than a quilt. We find meaning, love, and prosperity
through the process of stitching together our bold attempts to
help others find their own way in their lives. The relationships we
weave become an exquisite and endless pattern.

Thereisalinein alovely movie caled How to Make an Ameri-
can Quilt that sums up this philosophy nicely: "Young lovers seek
perfection. Old lovers sew shreds together and see beauty in the
multiplicity of patches."

What will be the legacy of your own quilt? How will you be
remembered? These questions are potent measuring sticks for
anyone who cares about making a difference, not just making a
living. There's nothing wrong with wanting to be the best in the
world, aslong as you remember that doing so aso means wanting
to be the best for the world.

Remember that love, reciprocity, and knowledge are not like
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bank accounts that grow smaler as you use them. Creativity
begets more creativity, money begets more money, knowl-
edge begets more knowledge, more friends beget more friends,
success begets even more success. Most important, giving begets
giving. At no time in history has this law of abundance been more
apparent than in this connected age where the world increasingly
functions in accord with networking principles.

Wherever you are in life right now, and whatever you know, is
aresult of the ideas, experiences, and people you have interacted
with in your life, whether in person, through books and music,
e-mail, or culture. Thereis no score to keep when abundance leads
to even more abundance. So make a decision that from this day
forward you will start making the contacts and accumulating the
knowledge, experiences, and people to help you achieve your
goals.

But first be honest with yoursdf. How much time are you
ready to spend on reaching out and giving before you get? How
many mentors do you have? How many people have you men-
tored? What do you love to do? How do you want to live? Whom
do you want to be part of your quilt?

From my own experience, | can tell you the answers will come
as a surprise. What's important probably won't come down to a
job, a company, or a cool new piece of technology. It will come
down to people. It's up to each of us, working together with peo-
ple we love, to make the world aworld we want to live in. As the
anthropologist Margaret Mead once said, "Never doubt that a
smal group of thoughtful, committed citizens can change the
world. Indeed, it isthe only thing that ever has." It is my hope that
you have the tools to make that a redlity. But you can't do it aone.
We are dl in this together. Make your quilt count.
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