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A

Aaron, 147-148

Alyssa, 83-85

American Society of Association
Executives, 85

Arthur: background information
on, 171-172; developing
gestures of progressive

reciprocity, 190-197; identifying

his critical enablers, 181-182;
Internet search terminolugy to
useful to, 182; making rhe deal,
196-197; obtaining refcrrals
approach by, 18¢; vesistance
to taking indirect approach
by, 174-175; se.ecting the right
critical »naoler, 194; setting
objectives, 178

Articulating objectives: avoiding
subjective language for,
67-69; desired outcomes for,
71-72; information-gathering
techniques for, 70-71; refining
your macro/micro objectives
for, 56-57, 64-67, 180; Sari,
Arthur, and Nina’s approach
to, 177-181; scenario on, 52-54;

starting the procesc of, 54-56;
useful search tecti:s for, 66-67,
182, 187
Audience: assessing success
with nerwoiking target,
48-54: identifying your current
nctworking, 41-44; identifying
your networking target, 45-46.
See also Prospect organizations
Availability quality: description
of, 154, 161-162; examples of
critical enablers with, 162-164

B

Barry, 101, 102

Bell Labs/Lucent, 6

Bella, 158-161

Berkun, Scott, 8

Business objectives: articulating
yout, 52-72, 177-181, 182, 187;
assessing your success in
achieving, 46-48; confidence
gained by controlling process
of, 209; using extreme clarity
to set, 201-203; macro and
micro, 56-57, 64-67, 180;
Right Person-Right Approach
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method to achieve, 4-5; setting,
177-181; social networking
limitations for, 7-8. See also
Networking objectives

“Calling Bullshit on Social
Media” (Berkun blog), 8
Career objectives: articulating
your, 52-72, 177-181, 182, 187;
assessing your success in
achieving, 46-48; confidence
gained by controlling process
of, 209; using extreme clarity
to set, 201-203; macro and
micro, 56-57, 64-67, 180;
Right Person-Right Approach

audience, 45-46; positive
outcomes of Right Person-
Right Approach method of,
47-48; progressive reciprocity
offer e-mail, 189-190, 192-193;
undoing prior damage using
the Right Person-Right
Approach method, 50-51; of
your own like-mindedness,
168-169. See also E-mails

Communication assessment:
description categories to use
for, 49; determining success in
reaching target audience,
48-50; of your current audience,
41-44; of your mesiage, 35-41;
of your success/tailare ratio,
46-48

method to achieve, 4-5;
scenario on articulating
your, 52-54; setting, 177-181;
social networking limitations
for, 7-8. See also Networking
objectives

Carolyn, 97, 99

Celeste, 125-126

Charitable causes, 141-14%

Charles, 163-164

Clarity: implemenring Right
Person-Right Approach
through, 241, secting your
objective: with, 201-203

Clayton, 101-102

Coattail comfort problem, 95

Colleen, 141-142

Communication: effective

Competitornievs, 133-135

Confiderice benefits of
expi2scing, 210-211; controlling
youIr process to gain, 209;
example of gaining and using,
21T-212

Control: avoiding exclusion
by maintaining, 206-207;
minding your own referrals
by maintaining, 208-209; over
process of exclusion, 205-206; as
Right Person-Right Approach
method focus, 204-205

Covey, Stephen R., 6

Critical enabler needs: additional
ways to identify, 145-149; doing
research to identify, 114-116;
finding a way to fulfill, 122-123.

approach at professional See also Progressive reciprocity

events, 32-33; getting feedback examples
from trusted advisers on your, Critical enabler selection:
44; identifying your target availability quality
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consideration during, 154,
161-164; characteristics to focus
on during, 90-91, 153-169;
identifying your prospect,
73-76, 181-185; inclination
quality consideration during,
154, 155-16T; like-mindedness
quality consideration during,
154, 164-169; making the right,
151-169, 193-195; scenario on,
ISI-153; screening process,
83-86; Venn diagram
visualization of, 185

Critical enablers: aiming

for the bull’s eye when
identifying, 86-90; assessing
your past communications
with, 45-46; characteristics
that define your, 90-91,
153-154; definition of, 18-19;
gathering information
through referring party on,
96, 99-102; identifying your,
73-75, 181-185; overcoming
resistance to identifying vcur,
75-76; progressive reciprascity
providing value to yeur, 19, 111~
150; screening, &3-26; selecting
the right, 151-159, 193-195;

as target atdisnce, 43-44;
three-stép process in selecting
and engaging a, 77-90. See
also Prospect organizations;
Referrals

Critical enablers identification

steps: I: research your
targets, 77, 78-79; 2: research
organizations/activities
generating potential critical
enablers, 77-78, 80-83;

3: research people in potential
critical enablers, 78, 85-86
Curtis, Gordon S., 151-153
Cyril, 92-93, 95

D

David, 1-3

Decision makers, 45-46

Diane, 92-93

Directory of Executive
Outplacement Consulting
Firms, 11

Disruptive technologies/
products, 68-69

Dyer, Jeft, 6

Dylan, 67-69, 7172

E

E-rnail blasts: assessing your
use of, 30; inefficiency of, 47;
risk of contaminating your
network with, 30-31

E-mails: example of effective
networking using, 38-39;
example of poor networking
using, 35-37; example of
progressive reciprocity offer
through, 189-190, 192-193; how
to frame your message, 37-38.
See also Communication

Electronic armchair networking.
See Social networking

Empowerment: by controlling
the process, 209; Right
Person-Right Approach
method enabling, 212-213

Enterprise software conversion
(search term), 66, 67
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Executive outplacement, 11

Executive search, 10-11

Extreme clarity: implementing
Right Person-Right Approach
through, 201; setting your
objectives with, 201-203

F

Facebook, 7
Feedback, 44
Ferrazzi, Keith, 156
Fred, 97-98

G

Gabe, 80-81

Gale directory, 85
Gathering analogy, 34
George, 52-54, 56, 59-61, 71
Geri, 36-37, 39

Gladwell, Malcolm, 155-156
Gordon, 151-153

Gossip, 120

Gregersen, Hal, 6

Gregg, 136-137

H

Hakim, Cliff, 104

HR (human 12seicces): résumés
misdirecied to, 94-95;
submitting résumés to, 47. See
also Prospect organizations

Hunting analogy, 34

I

Identifying critical enablers:
aiming for the bull’s eye
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when identifying, 86-90;
characteristics used for,
90-91; importance of, 74-75;
overcoming resistance to,
75-76; scenario on, 73-74;
screening, 83-86; three-step
process for, 77-90

Inclination quality: description
of, 154, 155-157; examples of
critical enablers with, 157-161;
Right Person-Right Approach
framework view of, 156-157

Information gathering: avoid
passing on gossip when, 120;
on critical enabler through
referring party, 96..99 -102;
on critical enabless” needs,
114-116; of crificil information
about erganization/critical
enablec. £ 5-90; deciding what
you = eed to know about your
racoet, 77, 78-79; develop
ool of potential critical
enablers through, 77-78, 82-83;
helping people help you with,
70-71; Internet searches for,
66-67, 69; macro and micro
objective statements role in,
180; on people in your pool
of potential critical enablers,
78, 85-86; for selecting and
engaging critical enablers,
77-90

Innovator’s DNA Web site, 6

Internet searches: introducing
easy to identify keywords for,
69; macro and micro objective
statements role in, 180; useful
terminology to use during,
66-67, 182, 187



J

Jane, 22-23, 24, 43, 56
Jerry, 138, 139-140
John, 97-99
Jonathan, 127-128
Joseph, 22, 23, 24, 43, 56
Josiah, 92, 93

Judith, 119

Julie, 131-132

K

Knowledgeable element, 153
Korn Ferry, 11

L

Laura, 97-99

Like-mindedness quality:
description of, 154, 164-165;
examples of critical enablers
with, 165; learning how to
communicate your own,
168-169; learning to identify,
165-168

LinkedIn, 7, 33-34, 15T=15%

Lorrie, T11-113

Lower revenues (search term),
66, 67

M

Macro networking objectives:
description of, 5§6-57; practical
process of creating micro
objectives from, 64-67; role in
Internet search and research
by, 180

Mark, 190-191

Market disruption, 68-69

Mary, 143-145, 211

Matt, 108

Max, 122-123

Megan, 134-135

Mergers (search term), 66, 67

Messages: example of effective
networking e-mail, 38-39;
example of poorly written
e-mail, 35-37; how to frame
your e-mail, 37-38; identifying
the audience of your, 41-44;
of progressive reciprocity
offer e-mail, 189-190. 192-193;
questions used to.assess your,
40; tips on developing an
effective, 39-4~

Michelle, 70,71, 72

Micro.networking objectives:
descr: xtion of, 56-57; practical
Lracess of converting macro
ir.to, 64-67; role in Internet
search and research by, 180;
useful search terms to help
articulate, 66

Misdirected messenger problem,
94-95

Motivated element, 153

N

Networking: effective approach
to professional events, 32-33;
learning to reestablish old
contacts and spark new
contracts, 21; online social,
7-9, 29, 33-34, ISI-152; scenario
on redefining 21Ist century,
1-3; time-effective, 27, 33, 35;
traditional methods for, 5-7.
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See also Right Person-Right
Approach method
Networking objective
articulation: avoiding
subjective language for,
67-69; desired outcomes for,
71-72; information-gathering
techniques for, 70-71; refining
your macro/micro objectives
for, 56-57, 64-67, 180; scenario
on, 52-54; starting the process
of, 54-56; useful search terms
for, 66-67
Networking objectives: using
extreme clarity to set, 201-203;
identifying your, 26, 28-29;
measuring accuracy of your
statement of, 58-61; refining
your macro and micro, 56-57,
64-67, 180; setting, 177-181;
social networking limitations
for, 7-8. See also Business
objectives; Career objectives
Networking strategies: beginning
steps to changing your,
33-35; e-mail blasts, 30-31, 47,
questions to ask to develop
new, 26-35; using & choczun,
22; undoing prior damage
using the Riglit Person-Right
Approach iaeshad, 50-51;
writing aad waiting, 22-23
Networking strategy analysis:
assessing your current
audience, 41-44; assessing
your message, 35-41; assessing
your success/failure, 46-48;
determining success in
reaching target audience,
48-50; identifying your target
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audience, 45-46; taking the
time to assess old habits, 23-26
Networking strategy questions:
are you indulging in one-to-
many blasts? 26, 30-31; are
you spinning your wheels at
events? 27, 31-33; how long
does it all take? 27, 33-35;
what’s the goal? 26, 28-29
Never Eat Alone (Ferrazzi), 156
Nicholas, 88-90
Nina: background information
on, 172; developing gestures
of progressive reciprociry,
191-192; identifying her critical
enablers, 182-185; Icarining
to redirect her nesworking
approach, 175 -1, 7; making
the deal, z07-19y; obtaining
referrais« pproach by, 186-189;
selecting the right critical
criabler, 194-195; setting
chjectives, 178-179
ITonendorsement problem, 94

o

Obligated element, 153
Obligatory reciprocity, 19
Online social networking. See
Social networking
Organizational Consultants
Development Network
(OCDN), 184, 188, 191-192

P

Perry, 132-133
Post-traumatic stress disorder
(PTSD), 132-133



Potential alliance partners:
example of finding a buyer for
a prospect, 131-132; example of

finding clients for coaching for

prospect, 132-133; identifying
your prospect’s, 130-131
Products: disruptive, 68-69;
providing news of the
competition’s, 133-135;
strengthening the supply
chain for a prospect’s, 135-137
Professional events: assessing
your activities at, 27, 31-32;
suggestions for getting the
most out of, 32-33
Professional organizations:
progressive reciprocity
examples related to, 137-140;
taking advantage of available
benefits of, 27, 31-33
Progressive reciprocity: business-
building tips for using, 121-122;
description of, 79, 113-114;
examples of filling critical
enabler’s needs through,
124-145; finding a way
fill critical enabler’snceds,
122-123; identifying critical
enabler’s needs tor, 114-116,
145-149; in‘elligence to help
advance peospect’s interests as,
118-12: pinpointing location
example of, 120-130; questions
to help narrow focus of your,
117-118; Sari, Arthur, and
Nina’s approach to, 189-193;
scenario on providing, ITI-113;
self-assessment on what you
have to offer as, 149-150. See
also Reciprocity

Progressive reciprocity
examples: building security,
128-129; expansion as, 126-127;
facilitating the collaboration,
127-128; finding potential
alliance partners as, 130-133;
helping to repair weak links
in prospects supply chain as,
135-137; making new ties, 124~
125; news of the competition
as, 133-135; potential
customers from government
agencies, 125-126; using
professional organizations
to help prospects.as; 137-141;
supporting contmon
charitable causes as, 141-142;
using yori: pirsonal abilities to
help vour prospect, 142-145. See
also C:itical enabler needs

Prospect organizations: deciding
what you need to know about
your target, 77, 78-79; learning
critical information about,
86-90; providing progressive
reciprocity to your, I11-I50;
self-assessing your abilities
to help, 149-150. See also
Audience; Critical enablers;
HR (human resources)

PTSD (post-traumatic stress
disorder), 132-133

Q

Questions: to assess your
messages, 40; to develop
new networking strategies,
26-35; on indulging in blasts
strategy, 26, 30-3I; to narrow
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progressive reciprocity focus,
117-118; on spinning your
wheels at events, 27, 31-33; on
what your networking goals
are, 26, 28-29

R

Radtke, Warren, 11-12, 14, 1§

Rapid growth (search term),
66, 67

Real-life challenges: articulating
your objectives, 64-71;
contacting referred person
yourself, 103-105; creating
an introduction to referral,
97-99; gathering information
through referring party, 101~
102; identifying your critical

enabler, 80-83; learning critical

information about critical
enabler/organization, 86-90;
screening a critical enabler,

83-86; when traditional referral

Referrals: creating an

introduction, 97-99; losing
control over process of,
107-110; maintaining control
over process of, 208-209; from
perspective of the referring
party, 105-107; problems

with traditional approaches
to, 93-95; Sari, Arthur, and
Nina’s approach to obtaining,
185-189; scenario on getting a,
92-93; taking a better approach
to, 95-96; three features of
effectively managing, 96-105;
watering hole approaci..to
obtaining, 188-18a. Se: also
Critical enablers

Referring party. ccntacting

referral yoi.rselfinstead of
through, 26, 102-105; gathering
infor nation through, 96, 99-
1a2: rnaking it easy for your,
$6-97; referral process from
perspective of, 105-107

process goes wrong, 107-1I0
Reciprocity: description of,

113-114; obligatory, 19. Se¢ aso Rehberg, Ginny, 13-14

Progressive reciprogity Rehberg Management Group, 13
Referral managemert: contacting  Relationship capital, definition

referred perscn yourself, 96, of, 9-10

102-105; gachering information  Research: on critical enabler

Regulatory problems (search
term), 66, 67

through seterring party, 96,
99-102; maintaining control
over the, 208-209; making it
easy for your referring party,
96-97; three features of, 96

through referring party,

96, 99-102; on critical
enablers’ needs, 114-116; on
critical information about
organization/critical enabler,

Referral problems: coattail
comfort, 95; misdirected

messenger, 94-95;
nonendorsements, 94

86-90; helping people help you
with, 70-71; macro and micro
objective statements role in,
180; for selecting and engaging
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critical enablers, 77-90; tips
for Internet searches and,
66-67, 69

Résumés: avoiding subjective
language in, 67-69;
misdirected, 94-95; Sari’s
traditional approach to
sending out, 174; submitting
to HR, 47

Richard, 124-125, 168-169

Right Management Consulting, 11

Right Person-Right Approach
case studies: background
information on three, 174-177;
on developing gestures
of progressive reciprocity,
189-193; examining individual
processes through, 170; on
identifying critical enablers,
181-185; implications of the,
199-201; on making sure you
have the right critical enabler,
193-195; on obtaining referrals
185-189; on putting everythirig
together to make the deal,
195-199; on setting objcceives,
177-181

Right Person-Right Approach
method: achievit.g extreme
clarity usin'g, 201-204; business
or caree’ gnals achieved
using, 4-3; critical enabler
component of, 18-19; do not
network at random principle
of, 31; human nature role in,
19-20; keeping up confidence
through use of, 209-212;
maintaining control through,
204-209; measuring results
using the, 47-48; overview

of the, 9-16; patterns of
successful use of, 16-20;
personal benefits of using,
4; putting it all together,
170-200; straight road is often
longest distance principle
of, 175-176; transformation
and empowerment enabled
by the, 212-213; turning
macro objectives into micros
objectives using, 56-57, 64-67,
180; understanding the fluid
process of the, 199-200;
undoing prior damage using,
50-51. See also Netwcrking
Right Person-Right Approach
processes: articvlating your
objective ' 2-72, 177-182, 187;
effective referrals, 92-110,
185-1%); 1dentifying your
¢ tical enabler, 73-91, 181-185;
Drogressive reciprocity
providing value to prospects,
19, I1I-150, 189-193; selecting
an appropriate critical enabler,
IS1-169, 193-195; understanding
fluidity of, 199-200

S

Sam, 108-109

Samuel, 129-130

Sandra, 128-129

Sarah, 138-139

Sari: background information
on, 171; developing gestures
of progressive reciprocity,
189-190, 192-193; identifying
her critical enablers, 73-74,
86, 181; making the deal,
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195-196; obtaining referrals
approach by, 186; selecting the
right critical enabler, 193-194;
setting objectives, 177-178, 179;
traditional résumé approach
taken by, 174

Services: disruptive products
and, 68-69; providing news
of the competition’s, 133-135;
strengthening the supply
chain for a prospect’s, 135-137

Social networking: description
of, 7-8; Facebook for, 7; false
sense of security from, 29;
LinkedIn for, 7, 33-34, IST-152;
“noise” of, 8; Twitter for, 7;
understanding limitations
of, 8-9

Supply chain: examining
strength of your prospect’s,
135; examples of progressive
reciprocity related to, 135-137

Susanne, 107-109

T

Target audience: assessing
success with netwarking,
48-50; critical enablers as
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your, 43-44; identifying your
networking, 45-46; questions
to assess response patterns
from, 45

Terrence, 135-136

Tim, 64-65, 67, 71, 72

Time-efficient networking, 27,
33-35

The Tipping Point (Gladwell),
155-156

Tony, 103-105

Trusted-advisers: assessing
your past communications
with, 45-46; getting feedback
from, 44

Twitter, 7

Tyler, 86-88

W

Wateris g-hole approach, 188-189

We-ave All Self-Employed (Hakim),
2o

\Veb sites: American Society
of Association Executives,
8s; Directory of Executive
Outplacement Consulting
Firms, 11; Gale directory, 85;
Innovator’s DNA, 6



