THE N FACTOR



The N Factor.gxp 3/19/2007 11:06 % Page iii

THE N FACTOR

How Efficient Networking Can
Change the Dynamics of Your
Business

Written by
Adrie Reinders & Marion Freysen

Business
Books

an imprint of New Win Publishing
a division of Academic Learning Company, LLC

e



The N Factor.gxp 3/19/2007 11:06 % Page iv

Copyright © 2007 by Adrie Reinders and Marion Fretjsen
Published by WBusiness Books,
an imprint of New Win Publishing,
a division of Academic Learning Company, LLC
9682 Telstar Ave. Suite 110, E1 Monte, CA 91731

www. WBusinessBooks.com

Cover Design by Gary Baltazar, Jr., 2007

All rights reserved. Published in the United States of America. No part of
this book may be used or reproduced in any manner whatsoever without the
written permission of the publisher.

ISBN 10: 0-8329-5006-8
ISBN 13: 978-0-8329-5006-3

Manufactured in the United States of America
11 10 09 08 07 12345

Library of Congress Cataloging-in-Publication Data

Reinders, Adrie.

The N factor : how efficient networking can change the dynamics of your
business / Adrie Reinders, Marion Frejjsen.

p. cm.

ISBN 0-8329-5006-8 (hardcover)

1. Business networks. 2. Interpersonal communication. 1. Freijsen, Marion.
IL. Title.
HDG69.S8R447 2007
658'.044--dc22

2006039256

e



The N Factor.gxp 3/19/2007 11:06 % Page v

“No man is an island entire unto itself.”

—John Donne
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Thanks to the N Factor approach, I was able to find my
brother after more than 50 years.

—Adrie Reinders
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Prologue

During the greatest part of my life I have been a tech-
nology entrepreneur. Envisioning concepts and acting to
make them a reality is what I enjoy most. However, build-
Ing a company Is not something done 1n isolaton. True
success depends on an ongoing liaison with many, thus
building upon one's knowledge base. To develop a universe
of other professionals with whom to collaborate - is an art,
the art of networking.

It 1s a given that developing and managing productive
relationships with a diverse audience is the basis for a suc-
cessful operation.  Equity holders, directors, employees,
customers, suppliers of goods and services et al, all con-
tribute to a firm's viability.

Experience has taught me that productive dealings,

especially with the right people, result in business success.
You establish professional relationships, a network upon

Xi
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PROLOGUE

which one can rely in a multitude of circumstances, maybe
even "to fall back on" to. Only in the recent past have I real-
1ized that networking is truly an art.

Thus I became mcreasingly interested in this unique
professional phenomenon of networking. I was doing a lot
of it but not as well as I could have done. This resulted ulti-
mately in the realization that maintenance of what, for me,
had become a large network required structure, manage-
ment and organization, lest its benefit be lost. There were
valuable lessons to learn along the way. And, as Confucius
taught, I would like to share what I have gained. This book,
therefore, aims to pass on to you my perspective on one of
the most essential elements of business transactions and
mteraction. Confucius nstructs us that each mdividual 1s
obliged to perform as best as they can i whatever they
choose to do and ensure their knowledge and skills are
passed on to those who come after. This ideal inspired me
to write this book and share the valuable lessons of starting,
building, and managing a successful network.

I am very fortunate to have worked in an age that 1s
open to enterprise, in an industry that defines mnovation
and to have come from a country acknowledged as free,
open and entrepreneurial. The same spirit attracted me to
the U.S. where we established a base m the early eighties.
However, given the common universe of business ethics
and the rules of human interaction, where you are or where
you work are subordinate to respect and openness for cul-
tures and practices other than your own.

X11
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Introduction

This book has been written with two groups of people
i mind: the High Potential and the Starting Entrepreneur.

If you are either, it could be that you do not yet realize
that ultimate success in your career or business depends to
a large degree on how successful you are in creating your
own network.

Creating a network 1s a profession within a profession
and needs to be structured well. It requires an ongoing
active mvestment i time, taking many years to buld. It will
however offer you a greater return as time goes on.

The so-called High Potentials are young, well-educated
people, late twenties to late thirties, working for large organ-
1izations. This group has the advantage of being introduced
to technology from an early age and 1is used to living in a
“virtual” world. As a High Potential you have your career
mapped out n front of you. You have been selected by
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large organizations such as Unilever or Shell to follow a
management program, exposing you to a variety of business
areas and teaching you various skills with the sole purpose
for you to achieve a senior position in the organization at
some future point in your career.

The second group, Starting Entrepreneurs, whether
younger or older, have a number of things in common: they
are creative, “stubborn” mn their views, strongly motivated,
and very focused on realizing their ambition to distribute
their service or product via their very own organization.
They are mmpatient for success, looking for a quick win.
However, this is contradictory to the fact that a network
takes time to build, an nvestment that you make over time.
You may already network a bit, mtuitively (as you will have
been forced to do from the day you started your own busi-
ness) but often the danger is that you seek quantity instead
of quality.

The common factor between these two groups 1s that
they will need a network to achieve their ambition.

So what 1s the 1ssue with these groups?

Entrepreneurs

This book 1s written with entrepreneurs in mind. In my
view, entrepreneurs are a special type: they will often leave
school early; they are not at their best in larger organizations

and therefore are not easy to manage; and they voice their
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opinions clearly and have a mind of their own. If T look
back on my own early career, working for smaller or larger
organizations, things often started going wrong because 1
viewed the management team and business models with a
critical eye. And often, I would not hide my wviews.
However, my criticisms, suggestions and ideas would be dis-
carded by my managers. If you are in the middle of this, you
have the feeling you are “different.” You don’t quite fit in.
And there 1s always a dream m the back of your mind to
start out on your own, to do things differently. And what
you see then, 1s that a lot of other people have the same
drive and that there are a number of things these people

have in common.

They have a dream
They have an enormous drive
They want to win

And mostly, against all advice, they continue to believe
their mission.

The catalyst can sometimes be technology, other times
it can be sales. In all cases, there 1s the will to succeed. It
does not really matter where you are an entrepreneur - be
it FKurope, the U.S. or Israel. You do see however, that
because of the increased popularity of Inmitial Public
Offerings (IPOs), there are a large number of entrepre-

3
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neurs who are driven solely by expected financial gain. This
1s the case in particular in the U.S. and Israel. If you observe
Silicon Valley where around 10,000 technology companies
are currently operating and where there 1s a huge pool of tal-
ent and money, the founding of a company has almost
become an academic exercise. First comes the idea, then
angel financing, next comes product development. After a
couple of years there’s financing by a professional mstitu-
tion such as venture capitalist or financial, then taking the
product to the market and after five to seven years realizing
a merger or [PO.

In such an almost scientifically prepared process, it is of
mcredible importance to have or build a sound network.
Your network 1s one of the most critical success factors. We
call this the N Factor.

The N Factor is not only about finding talent, angel
financing and knowing the right venture capitalists, most of
all, 1t 1s about creating an exit and knowing the right people
who can help you shorten the lead time in the sales trajec-
tory. Because you know people, they will help you get to
where you need or want to be. In short, they emphasize and
lend you the credibility to realize your success.

From my own experience, I know that entrepreneurs
are not the most likely people to work systematically at their
networks nor to register and manage their networks. They
often do this “as it happens.” As the N Factor is of critical
mmportance to the success of every organization, I will pro-
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vide you with a number of examples in this book from cre-
ation via expansion to structuring of your network.

High Potentials

As High Potentials you often have relatively easy access
through your organization to external contacts. This may
create the false impression that proactive networking 1s not
necessary or even that networking itsell is very easy. You
may fail to realize that the apparent simplicity of making
contact 1s based on the strength of your company’s brand or
the product you represent. As a High Potential of a large
organization such as Procter & Gamble you will of course
be received more easily into a circle, than if you were
approaching the same circle as Joe or Jane Blogs of Blogs &
Partners Inc.

It is easy as a High Potential to neglect to see that while
you are well-educated and receive special attention in your
own organization—courses and programs especially geared
towards you—an mnternal network 1s almost of equal impor-
tance as an external one. Moreover, it 1s also imperative to
have a group around you that will support you on your way
up.

One of my early and wise employers used to say to me:
“If you ever do end up working in a large organization,
make sure you get noticed. If that means you have to quar-
rel or argue with your bosses, do so. There 1s nothing more
deadly to your career than having been working for a com-

&
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pany for over ten years, and nobody even knows you.”

Throughout your career, you will equally need your
network to help you reach decisions and achieve your goals.
If you don’t have such a group around you, you will be
blindfolded as you go. You will need to have access to all
layers of your organization. For instance, it may be helpful
to have access to a former teammate who is now the man-
ager in Bangladesh who will be able to supply you with local
mformation that could prove mvaluable to you.

High Potentials are often found in the age-group of thir-
ty to forty. With a short period of working experience
behind you, you now reach the most critical, defining peri-
od of your careers. Having enjoyed a sound education, you
may have commenced working at around twenty-five years
of age - often starting in the lower ranks of a large organiza-
tion. This organization will typically have a hierarchical
structure based on the shape of a pyramid. As you look up,
the tip of the pyramid 1s hiding in clouds and although you
know that you want to move up the ladder, it 1s not clear yet
how far you may rise and exactly how many others are
climbing the same path. Moreover, one must realize that
there 1s only a limited time in which you can still make it to
the top. If you don’t get to the higher echelons of your
organization by the time you are forty-five, you can safely
assume you will never make it all the way up the pyramid
either. In short, there are about fifteen to twenty years if you
are lucky to take the steps you need to get there, so why not
use all the help you can. A network will most certainly give

e
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you a competitive advantage.

The era of life-ime employment is history. It may
seem, when working for a large organization and being rec-
ognized as a High Potential that the world is at your feet and
you are assured of a solid career at that organization.
However, history has proven that this is definitely not always
the case. In this time of shareholders’ value, the key goal of
the organization 1s profitability. We have clearly seen m the
past decade that this is often achieved by Cost Savings which
in turn has led to a large number of Mergers & Acquisitions.
Whole industries are being consolidated - banking,
telecommunications, even the steel industry; nothing
escapes the M&A rush. This leads to thousands of job loss-
es as companies are brought together. So what happens
now? You happen to be part of the wrong side; tough luck
but you are no longer required as part of the core team.
You will have to look for another position...so who do you
know?

As an entrepreneur you have a totally different prob-
lem. Often you will have to manage so many different things
at the same time. You will be working at all times and you
may think you do not have the time to establish a network.
You feel you are not able to spare time to go to meetings,
events or professional gatherings let alone find time to go
play a round of golf or visit a concert with a group of profes-
sionals or a summer BBQ. Before you know it, you
become 1solated and find the world 1s passing you by.

e



The N Factor.gxp 3/19/2007 11:06 % Page 8

INTRODUCTION

Another 1ssue facing entrepreneurs 1s the fact that there
1s often a hmited window of opportunity to market your
product or service and equally often, a limited amount of
cash available. As an entrepreneur you will have to find
ways to speed up the process of going to market. You can-
not afford to lose a lot of time.

Other aspects that lead to the tme-pressure High
Potentials and entrepreneurs face today is the changing
demographics. While (mostly) men used to be able to build
their careers and their spouses ran their homes and eased
pressure from this side - these days, often both partners are
working simultaneously on their careers. They therefore
have to juggle the pressures of work and family. This pro-
fessional couple will probably decide to postpone having
children until they are in their mid-thirties due to their
career plans. The result is two High Potentials juggling the
need to work long hours and finding time for their family
and themselves. This time restraint would hmit them to
accept nvitations or invest time in building other relation-
ships no matter how crucial these may be to their careers. It
becomes all too easy to see “social” gatherings as merely
“fun” and something that can be done without as opposed
to an item that forms a highly critical element of their future
success.

In a world where quantitative skills and analysis have
been emphasized over qualitative abilities at every turn of
the road, High Potentials and entrepreneurs alike may well
believe that eventually all decisions will be made in a pure-
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ly analytical quantitative framework and thus negate the
need for a relationship with the decision maker.

However, given it 1s more likely than ever that in any
opportunity there are likely to be several products, services,
or individuals that are equally capable of delivering the
desired outcome, it seems that the strength of the relation-
ship and the network may be the final deciding factor in
such nstances.

‘Why The N Factor?

To understand what you are trying to achieve, you have
to know what we mean when we use the N for Networking.

As we see it, networking is:

Building and maintaining relationships to establish a trust
basis for the long term.

Networking 1s something that you should start doing
the moment you enter the business world. Unfortunately,
mnstead of it being a conscious process, it is often something
that people have unconsciously and haphazardly done dur-
ing their careers.

Nowadays, technology plays a key role in all fields. As
we perceive the world getting smaller and smaller, the rapid
growth in competition in whichever field you choose to be
m becomes evident. Therefore, it 1s essential to create a
competitive advantage for yourselves. Business 1s essentially
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all about dealing with people. That 1s exactly why you have
to know them.

Let’s take a few examples:
Time to Market

It 1s not only a matter of development time; it is also a
matter of traction in the market. You need to know people
m order to get in front of the right person quickly.

Local Knowledge

When you expand your business to other geographies
or countries you have to rely on people you know and trust
to provide you with relevant information about the area you
are moving into and its culture. These individuals can also
help you when things get tough.

Internal Networking

For those of you in a large organization, a network is an
absolute must at all levels.

Employment

At the point in time you have to look for alternative
employment, building relationships 1s too late. It i1s report-
ed that at least 60 percent * —some say even higher—of all
jobs are found by networking. Of course the opposite 1s also
true, when looking for new people for your business you
can use your network to find people you can rely on.

Financing/Mergers & Acquisitions (M&A)

For fund-raising it is absolutely essential to know who

* Source from www.linkedin.com/.

10
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provides your money. They should suit your business and
add real value to it. They should not take ages in coming to
a decision. For Financing, trust is the vital ingredient.

‘With regards to M&A, trust is even more important. If
you are being acquired, it usually only happens once. It 1s
therefore a key decision you will make in your business’s
life. Often your payment will be structured by way of an
“earn-out” or with shares in the acquiring company. If it
goes wrong - there is no way back. Therefore, the views of
people you know and trust can provide valuable insights on
the acquiring company or even, in the best case scenario,
they could introduce the acquirer to you.

‘With a merger - due diligence can tell you a lot about
a company, but it tells very little about the key people you
will have to deal with. And yet, in more than 50 percent of
the problem cases, this 1s exactly where it all goes wrong.

Large organizations are often also multinational organ-
1izations. It is highly likely that you will end up overseas for
at least a period of time. This 1s a unique opportunity to
learn another culture, to work with a different nationality
and learn to manage both cultures in a work environment.
Don’t be tempted to stay within your own nationality regard-
less of the many groups you get invited to join. Use your
time wisely and you will reap the benefits later on. When
you do spend time abroad, it 1s always worthwhile getting to
know local governments and visit Chambers of Commerce
as these can be very helpful in getting to know others. This

11
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can benefit you if you should want to establish a base here
at a future time.

Often people think of networking as a technique for
selling goods, services, and/or brands more easily.
However, there are a number of other good reasons why a
strong network can be critical to your business.

For mstance, in 1989 I founded Rynhaave, a technolo-
gy company. From the early days, the strategy was based on
doing a roll-up with acquisitions i a number of European
countries and the U.S. This would provide the basis on
which we could continue to build the company organically.
However, at the most critical moment—the consolidation
phase of the acquired companies—the world hit an econom-
ic downturn. Information Technology, our market seg-
ment, was especially hard hit. This caused a number of
financial mstitutions who were involved with Rynhaave, to
revoke their lines of credit. Without my network, this would
have been the end of the organization. The company
teetered on the edge of collapse. At such times, you truly
experience the benefits of a strong network. In a very short
time-span, I was able to mobilize accountants, sharcholders,
lawyers and management so that we could avoid a bankrupt-
cy. Not only that, but we managed to bring the company out
of this episode stronger than before. This was only possible
due to strong, long-term relationships based on mutual
trust. Two and a half years later, the company was success-
tully sold to British Telecom.

12
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‘While business schools and universities may teach you
valuable techniques for running a business, the networking
topic 1s strangely absent from the curriculum. It 1s impera-
tive to make a conscious decision to start networking as
early as you can. Those contacts that you make at the start
of your career will grow with you as you go along and often
they will rise m their organizations to a higher level just as
you may in yours. Thus, this early group will become your
network’s most solid foundation. You will know them well,
as you will have known them for a long time, and they will
be in places where you are even more valuable to each
other than you are today.

Relationships are like an exquisite wine, the older the
better.

13
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Chapter 1

Networking the
Old-Fashioned Way

The dehnition given earlier for networking is: Building
and maintaining relationships to establish a trust basis for
the long term.

As with any successful endeavor, one must always be
actively engaged, pursuing a set of goals. Networking is no
exception. No matter how you may choose to partake,
expect mvestment of some time and money. Needless to
say, make sure you enjoy doing it and that it provides an
unlimited scope of activity!

Remember, networking demands that you mvest a lot
of ime—including a lot of evenings and weekends. Working
globally can even be a non-stop job i this day and age.

Integral to effective networking is patience. It must be
done gently. Liaisons with decision makers can be a bit of
a challenge as they are reserved and skeptical. Developing
a sound foundation for what will become a mutually bene-
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ficial relationship with them takes time. This 1s time well
spent.

Never consider networking simply facilitation to selling
goods or services to your contacts. Use these events to
arrange a happening or, even, work agamst something.
Here you will have the opportunity to acquaint yourself with
a unique crowd, eclectic in their interests, nationalities, lan-
guages, and customs. Often mspiring, usually of value, net-
working 1s also a lot of fun!

There are a number of different ways you can start
building your network, such as events, seminars, peer-to-
peer networking events, individual meetings or even chance
meetings.

‘Where possible you need to prepare for these meet-
mgs, you also have to gain the interest of the people you are
meeting with, find something in common. And you should
not forget to start using the electronic tools you have avail-
able as early on as possible. Enter the name of your contact
m your CRM so that you can annotate 1t with other informa-
tion which you may need later on. Neither should you for-
get to follow up after such a meeting within twenty-four
hours or so, whether by phone call or e-mail. And last, but
certainly not least, in all cases continually think of what you
have to offer your new contact instead of just the other way
around. Your contact has to have an mterest to want to
work with you, to get to know you better.

One way of proactively building a network 1s by organ-

16
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1zing well-targeted networking events. For mstance, assem-
ble small groups who have the same interests, that is, CIOs
working i varied industries spanning verticals, perhaps
young High Potentials who have the skill and are slated for
senior or board positions in a few years. With these
demanding groups you must ensure well-targeted content,
otherwise, 1t will be only a one-off event m which will not
provide an opportunity to strengthen or build on your net-
work.

Draw your groups together with an acknowledged
mdustry icon to speak on a topic close to their interests.
Thus, you can build an atmosphere for exchange of experi-
ence and expertise. An event that is well matched to a tar-
geted group 1s the key to success.

Commonality of topic breeds an environment which
fosters the N Factor so fundamental to networking. The
audience experience 1s enhanced by the speakers them-
selves, their expertise and topic forming the environment
for aligned thinkers to network. Smaller events allow all the
participants to get to know each other well. Don't forget to
provide a contact lst for all attendees of those who did
attend and distribute to all upon their departure.

At these events, a fundamental 1dea that 1s on the fore-
front of your mind as well as those you are engaging in a dia-
logue with should be "How can I benefit from this
event...and what can I offer?" This idea will endure beyond
the events and can lead to the development of mutually

17
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beneficial dialogues.

The very first contact 1s often the most difficult. You
can plan carefully to meet people; however, timing 1s often
an important factor. Taking the mitiative with smaller, bet-
ter targeted events often pays off as you, the organizer, can
structure an event such that you achieve your goals. The
event-planning theme 1s noted throughout this book. As
you organize events pay attention to catering to a homoge-
neous group with common interests. Those mn attendance
will experience successful networking opportunities.
Repeating the event ensures maintenance of valuable con-
tacts made at earlier gatherings as well.

A good example of the above 1s a forum such as the
one we organized in Dallas in late 2006 together with the
Southern Methodist University (SMU) for CXOs from
Texas. The event was based on a subject that 1s current, the
role of the CIO in a modern organization. While the con-
tent 1s very important, with speakers from key companies
like ExxonMobil, PepsiCo and Chiquita Banana, it 1s also
of importance to attendants that they meet, exchange infor-
mation, experiences, and of course, business cards so that
the mitial contact can be continued at their convenience.

My experience has been that larger events, trade shows,
and so forth, lack the intimacy of contact to allow the best
networking unless you prepare well. Otherwise, these
events will result more in a business card collection activity
and quick chats instead of leading to a more meaningful and

18
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valuable communication. Often the nature of a tradeshow
means that it 1s too quick and short to really talk to some-
one and get to know them, or even to meet with pre select-
ed people that might be important to your network. For me,
these events become frenetic and without the substance
required to further develop a viable and productive net-
work.

If you want to use these types of large events to extend
your network, try and find a way of getting a list of partici-
pants upfront. From that list, select five to ten people you
would really like to speak with; make sure to mamntain a im-
ited number. Use search engines on the Internet to find out
as much as possible about your selected persons so that you
are well prepared when you do get your chance to speak to
them. Everyone 1s susceptible to someone who seems to be
knowledgeable about their achievements and activities.
Even in this area, technology can assist in creating a better
foundation for your networking.

Recently, we spoke with Mitra van Raalten, an entre-
preneur with a background in the travel mdustry. During
her career, she experienced this same problem and has now
developed a tool together with a number of business part-
ners to solve exactly this issue - how to pre-select the peo-
ple that are worthwhile talking to at these large events. The
tool 1s called “Matchwork.”

Matchwork© will enable people to get back in touch
with other people based on the following principles:

19
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* Development of value added content based on mput

by those people themselves; “by people for people”

e Mixture of elements of “strong” and “weak” ties

* Cross bordering of all kind of social levels of society
and business settings

Set of examples:

Market Matchwork© field Examples
of operation
Congresses (one | Connecting visitors
day/multiple days)

Congress Centers,
and participants Foundation of
National and prior, during and | Education, NGO’s.
International after the event.
Creation of
value-added input

for this community
Network

Co-development OHM Inc., The
organizations with organizations

European Centre of
that are focused on | The Experience
networking. Fconomy, Club of

Budapest
Event/Concerts | Visitors get access to|Concert brokers and
Matchwork© when

ticket offices
buying an entrance
ticket
Educational Stimulation of | Middle and Higher
Institutions community, Own Education,
campus, connecting Universities
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(Online) With online offering| Digital University
Educational of all kinds of educa-
Institutions tion tools; possible
to create a commu-
nity (instead
of only one to one)
this 1s without bor-
ders of time and
location
Individuals Connecting to create|  The-I--Factor
a marketplace for (www.the-e-
content factor.biz), Hyves.nl,
www.wineandtood-
professionals.com
Corporate Community, McDonalds, chain
Companies connecting, knowl- | companies (hotels,
edge management, | food organizations,
mternal communica- etc.)
ton, HR, social
mapping

If you are focused on networking, even random con-
tacts can turn into relevant contacts for your network. Flying
250,000 miles a year, you can imagine I meet many people
during flights. Some of the contacts in my network today,
stretch back to flights I took over twenty years ago.

These coincidental encounters require very rapid fol-
low up. Doing so at least within twenty-four hours 1s wise.
In your follow up, clearly refer to that which held your com-
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mon interest (the film, book or other topic of interest) that
provided fuel for the two of you to share ideas and interests.

This may sound a little obvious, but to best take advan-
tage of these random encounters make sure you have some-
thing to say. Being able to answer the question "what do you
do?" 1s essential. An exhaustive knowledge of your enter-
prise and the market segment in which it operates 1s a given.
But go beyond this. Develop broad knowledge of general
topics. Imagine how valuable the discussion will become
when you speak knowledgably of the profession of your
counterparty, or even share appreciation and interest in the
arts, cooking, music, and the like. You don't have to be a
renaissance man, but it doesn't hurt to have a general knowl-
edge of your contact’s interests.

Keeping current with matters of (global) politics, busi-
ness, and world events 1s a valuable weapon. As these
spheres impact your ventures, current knowledge of them is
essential. The value of this knowledge can serve a similar
purpose as that noted above. It 1s a worthy endeavor to read
several papers and magazines. Comprehensive understand-
mg of what 1s going on in politics, corporate, as well as pub-
lic life, and in the markets—M&A activity, New
Issues/IPOs—are all fodder for good conversation.
Needless to say, if your skill indicated here has an interna-
tional flavor, it adds depth and complexity to your presenta-
ton.

‘Whether at preplanned events or simply during the
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course of iving one's life, many of the contacts made have
mherent and long-term value. Access to these contacts on
demand 1is essential to best availl of the network.
Fortunately, modern technology fosters enhanced catalogu-
ing and retrieval through CRM software of which there are
quite a few examples. The old Rolodex has had its day—
the increasing time pressures ol contemporary (global) busi-
ness demand a system which gives you immediate and easy
access to information or allows you to set alerts to key
events.

Yes, technology is a core element to building and main-
taining networks on such a large scale. However, the essen-
tial element of networking will always be the people. You
must always invest the time to visit your contacts face-to-face
when possible.

Another method of accelerating building your network
is by tapping into the network of someone else. The trust
basis between you and the person who introduces you to
their network 1s of critical importance. Without that trust
people will be very defensive of opening up their network
and contacts to you. I have experienced this a number of
times. For instance, I was recently appointed to a board and
asked one of the other board members for an introduction
to someone he knew. His (fairly blunt) answer was “I don’t
know you well enough yet.” Again, this emphasizes the fact
that you will first have to build a trust relationship before
approaching someone to share networks.

23
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Once you have achieved the basis on which the other
will introduce you to their network, it goes without saying
that this creates the obligation on you that you will treat the
other’s contacts with the utmost respect and carefulness.
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Global Networking

The global economy mtroduces a "wild-card" into the
process. A plethora of customs adds to the challenge of
building and nurturing good, mutual dealings.

In the United States it i1s quite acceptable to call just
about anything a networking event. In Europe you have to
be much more careful with this term. Nevertheless, in the
U.S., networking has become an art form, which can vary
from a chanty event to speed dating; it 1s commonly accept-
ed to choose the most efficient format to getting to know as
many people as possible in as little possible time. It is no
surprise that the “elevator pitch” was born in the U.S.: tell
who you are, what you do and everything else between the
third and sixth floor! And this approach always results in
superficial and casual interactions rather than in deep and
durable relationships.

Networking 1s sometimes seen as a clubby event. For
example, in the U.S., there are many so-called professional
"clubs." In these clubs, everybody knows one another and,
where possible, will help each other. Becoming a member
of such a club can be very beneficial to your network, par-
ticularly in the U.S. This can be a country club, a umversity
club or a club such as the prestigious Bohemian Club in San
Francisco. It is not always easy to join one of these, as in
almost all cases there will be great scrutiny, strict balloting
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and a long waiting list. However, it 1s an excellent way of
meeting people who in turn are well connected. In these
club environments, you will meet like-minded people: indi-
viduals with a common interest or a common background.
Most of these clubs do have strict rules regarding business
transactions - you can meet people at the club, but business
1s actually done outside its walls.

In the same manner as the example of clubs in the
U.S., each country has its own specific formats and struc-
tures when it comes to networking. They might be political,
dependent on the school you attended such as Oxford or
based on companies that you may have worked for such as
McKinsey’s, IBM or Procter & Gamble. They may be
located across different countries, different cultures and dif-
ferent languages but they share a common background.

In the global economy "Culture Gapping' is an absolute
necessity as many business transactions will take place
across various countries or even continents. Culture
Gapping 1s the quick establishment of a sound relationship
between two or more parties from different cultures, based
on the common denominator that each implicitly trusts the
party that introduced them to each other.

Of course, you need to understand the culture of the
country that you want to do business with. Moreover, you
will also need to build relationships or if possible, friend-
ships with people m those countries to help you further.
This 1s where the term “Think Global, Act Local” comes to
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mind.

Also bear in mind that there will be numerous soft rules
depending on the culture. When you are visiting a country
for a few days on a business trip, you will see the airport, var-
1ous offices, taxis, and hotels. During these sorts trips it 1is
often impossible to really start to understand the underlying
elements of the culture you are visiting. When 1 started to
travel to the U.S. in the mid eighties I often had the habit of
wanting to set meetings on exactly the wrong days. For
mnstance, one time I flew to the U.S. when the Super Bowl
was on and everyone—literally everyone—was in front of the
television. Or I announced that I was coming over “next
Thursday” only to encounter a baffled silence followed by
“but don’t you know it’s Thanksgiving?” This 1s not a good
way to start your business relationships. It 1s worthwhile
mvesting time (o learn about the unspoken rules, holidays,
and national interests of the country you want to do business
with. This will show that you have an understanding and
respect for that specific country.

In the Netherlands you are not going to be popular if
you want to come over on April 30th (Queen’s Day) or
want to meet for dinner on the night the Dutch soccer team
1s playing against Germany. Or in the UK, on November
Sth all families will be thinking about Guy Fawkes bonfires
and there, children will be roaming the streets collecting a

9

“penny for the Guy.

In France you have “Quatorze Juillet” - Bastille. On
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“Quatorze Juillet” you will not find anyone mn the office.
The French spend time with their family and will find 1t dis-
respectful if you ask for a meeting on that day. If you are vis-
iting these countries you should not only know to avoid
these days for doing business, but you should also under-
stand what these days mean to the nation.

Similarly, it is good to know that it is pointless wanting
to make appointments in the month of August in France,
Spain, and Italy. Everyone will be on holiday, visiting the
seaside with their families. In the U.S., UK and even the
Netherlands and Germany holidays are much more often
spread so therefore you can continue to visit people in these
areas over the summer period.

Another element that 1s of importance in this light 1s
knowing the political systems of countries you work with.
Most democratic countries have a dual party system, where
you have left- and right-wing parties with one of these in par-
liament and the other as opposition. This often will have its
mfluence on the business world. On the other hand, you
have the Netherlands where consensus 1s very important
(the so-called “polder model”) and where you always have a
political coalition in power.

At the end of this book you will find numerous exam-
ples ol each country’s approach to networks, provided by
people from these regions.






