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Dedication

 



To my wife Joanne and our three daughters, Melissa, Jessica 
and Hannah.

 



I said I wouldn’t write another one, but I have! At the heart 
of this book is the message that you have to give first in order 
to receive. You have made sacrifices to give me the time and 
support I needed to capture my thoughts to benefit others.

Now it’s my turn to repay you in full - I’m back!
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Introduction


WE’VE ALL HEARD ‘It’s not what you know, it’s who you know’ and today this age-old saying has never had more truth.

A few years back networking was seen as something that people did in a haphazard and unstructured way - you were just lucky if you happened to ‘hit it off’ with people who were later in a position to help you. Now things have changed. Network Your Way to Success will show you that there is both an art and a real science to developing wonderful social and business relationships.




 What Networking Is - and Isn’t 

You’ll no doubt be pretty familiar with the term ‘networking’ and with the people who do it. You’ll see networkers in all guises and in all walks of life. As experienced networkers know, nothing can move your business or career faster and more effectively than having a base of contacts who are in the right position to help you to achieve your ambitions. On the other hand, there are few things more personally rewarding than to use your skills, knowledge and contacts to help others to achieve their goals too.  When you connect with others in this way it’s one of the most emotionally and financially rewarding methods of doing business.

Networking with others in person, on the telephone and in writing keeps you plugged into your key contacts - those people who can help you to get the inside track on business opportunities, give you sound advice, help you to find a new role or identify an alternative supplier. They are the same people who will act as cheerleaders when you’re up and as a springboard when you’re down. And, here’s the big point, you can do the same for them too, because you are part of their network.

Networking is a process that can be used by anyone in any aspect of life. You can apply the same techniques that have earned people millions in business to develop your personal relationships and help you to achieve whatever you want to do. Whether you are a contract worker or a consultant, a business owner or an employee, a part-time worker or a housewife, adopting the networking mindset works every time. As you’ll discover in these pages, it’s almost certain that you are undervaluing the opportunities available to you and not fully utilising the personal skills and relationship ‘assets’ you already possess.

If you feel intrigued and excited by the possibilities, you have every right to be, because when you take the relationship-building techniques of the champion business networkers and apply them to your own situation, you almost can’t help being more successful.

I make no apologies for putting relationship building in the context of business, because I believe that each of us is really a business, whether we own a company or not.

Think of it like this: whatever your role in life, you have to ‘sell’ yourself to someone else.


■ As an individual If you want relationships you have to ‘sell’ yourself to the other person and show them the benefits of being with you.

■ As an employee You have to sell yourself to your employer to be recognised, gain promotion or even keep your job. 

■ As a business You have to convince a customer or client to buy the benefits you are offering rather than those of your competitors.



I’m not talking here about hard-nosed selling or making contacts for mercenary and self-serving reasons. Instead my goal in these pages is to show you what people with integrity do to maximise the benefit of their interactions with people. I want to give you an insight into the pleasure, achievement and, yes, financial gain that can be yours once you know how to connect effectively.

As a marketing director with the world’s largest business advisory firm, PricewaterhouseCoopers, I’ve been leading networking courses for clients and our own professionals for nearly ten years. I’ve trained thousands of people, but equally importantly, I’ve had the opportunity to talk with them about the business and social challenges they face and the techniques they use to get results. So this is a practical book based on practical experience of what works in developing business relationships. The techniques work in real life, not just in theory.




 Introducing the ‘Connector’ 

This book takes a peek into the attributes of the top networkers, the ones who’ve taken the process to much greater heights. I call them ‘connectors’, because they fulfil the deeper dictionary definition of what networking with a focus is all about. My job here is to help you to become one of them by highlighting what skills they have and how they use them to get results - whether it’s winning ‘big ticket’ work or developing a wonderful relationship.


IN PRACTICE

The first chief executive I ever had when I started working in the public relations business was one Tony Tighe, who ran a UK-based consultancy called GTPR. Tony built his entire business - the sale of  which made him a multi-millionare a few years back - on the strength of his relationships with his contacts. He never advertised once and hardly ever did any form of traditional marketing with brochures, sales letters and the like.

What he did do, to the point of brilliance, was to maintain fantastic relationships with his clients, his suppliers and other professionals. That’s not all. Work came flooding in from Tony’s old school and university chums, the guys at the golf club, the person he met on the plane to Heathrow, the next-door neighbour who had attended the barbecue at his house two weeks earlier, a friend of a friend, a client of a client, and so on... It also came in from the people he met when he did his PR presentations (Tony was a great presenter) and quite simply from the profile he had by being out in the market.

Tony was charismatic. He enjoyed people. He was a connector. Tony Tighe built his business on networking alone - and you can do the same.



Since those early days with Tony, and having worked at the highest level in professional services firms, consultancies and multi-national businesses, I have seen at first hand the difference that effective connecting can make to the success of organisations and the individuals within them.

There are very few good networkers - and that’s great news for you, because by learning the techniques used by those who stand head and shoulders above the crowd you can achieve excellent results very quickly.

There is no mystery about it - anyone can be an effective connector if they know how. They can become comfortable with the tried, tested and proven networking skills used by the experts - the ‘rainmakers’ who regularly bring in new pieces of work for their organisation and almost invariably know the right movers and shakers.




 So What Does ‘Connecting’ Mean? 

Let’s be clear from the outset about what connecting is all about. Check out this extract from the Collins English Dictionary:

 



Connect

1. to link or be linked together, join, fasten

2. to relate or associate

3. to establish communications with or between


From Latin connectere, to bind together


 



Connection

1. the act or state of connecting, union

2. something that connects, joins or relates; link or bond

3. a relationship or association

4. logical sequence of thought or expression, coherence

5. an acquaintance, esp. one who has influence and prestige

6. communications link between two points




 What Skills Does the Connector Have? 

Communication


■ Can persuade, in writing, on the phone and in meetings and presentations. 

■ Keeps in regular touch with contacts. 

■ Is a great questioner and listener.



Personal skills


■ Knows how to create great rapport. 

■ Uses body language effectively. 

■ Knows what to say and when to say it. 



Attitude


■ Can ‘stand in another’s shoes’. 

■ Has a positive approach to life. 

■ Plays a part in their network. 

■ Is willing to offer help. 

■ Makes the most of their network, for themselves and others. 






 Making Your Contacts Your Most Valuable Asset 

In networking, you get back what you give. And you can’t give a lot unless you make the effort to understand your contacts’ hopes and dreams, needs and wants, and become tuned into their views, principles, goals and objectives. Once you understand these and provide the answers more obviously than anyone else, then business and social success are yours.

Focusing on how you can help others in order to help yourself is a fundamental shift in perception that marks the real connectors out from the rest.


IN PRACTICE

Andersen, the business advisory firm, together with research consultancy DYG Inc., conducted a survey of senior corporate executives to determine which types of relationship they considered to be most essential to business success.

Customer and employee relationships were clearly the most important sources of value, according to the findings. But, more surprisingly, the research highlighted a widespread disconnection between those beliefs and the actions of senior executives.

‘Executives certainly realise the importance of their customer and other market relationships, yet they are not taking a proactive approach to managing these incredible sources of value,’ said  Barrie Libert, the director of the research project. ‘Today’s increasingly networked economy requires that all companies build intimate relationships with their customers, employees, suppliers and others in the market who can influence their fortunes - as well as use emerging technologies to connect these relationships throughout the enterprise in order to realise unprecedented value.’

Ninety-five per cent of the executives surveyed said that ‘acquiring and maintaining relationships with customers’ was essential to business success, but only 54 per cent of those executives’ companies had strategies in place to build one-to-one relationships with customers. Hmm…






 What This Book Can Do for You 


Network Your Way to Success is a relationship-building blueprint for anyone in business who is under pressure to deliver new clients and generate income, make the most of their existing contacts and develop new ones. Specifically, it can help:
■ Newcomers to serious networking who want to understand what it’s all about and how to do it.

■ People in organisations who want to be recognised for their contribution.

■ Directors, executives, managers and salespeople who are expected to represent their organisations in the marketplace and at business functions.

■ Consultants, portfolio workers, interim managers, freelancers and others who rely on referrals.

■ All who are involved in ‘hosting’ the events their business holds.





Networking is simply about building rapport and alliances, creating a group of contacts with whom you can build a business and personal relationship. It’s the most cost-effective and personally  rewarding marketing tool around - when it is used wisely and professionally. But it’s a skill that takes knowledge and practice to perfect. Luckily, these pages are packed with practical tips that can turn a novice into a master. You will learn:


People skills 

How to:
■ ‘Work a room’, make new contacts and gain their permission to stay in touch.

■ Be a great host, greet people with impact and develop rapport with them.

■ Elegantly turn a social chat into a business discussion.

■ Create a lasting impression.






Networking techniques 

How to:
■ Quickly build on your existing network and make the most of every contact opportunity.

■ Avoid cultural and etiquette ‘gaffes’.

■ Effectively use your contacts database to generate a stream of referrals.

■ Follow up with finesse - and great success.

■ Make your contacts your most valuable personal and business asset.






Communication skills 

How to:
■ Communicate effectively in meetings, on the phone, in writing and in presentations. 

■ Develop your client-handling skills.

■ Improve your persuasiveness.

■ Use keeping in touch as a way of generating assignments and opportunities.






IN PRACTICE

When you’re connecting effectively with your network of contacts it’s far easier to call people you’ve not yet met. It opens doors, warms up prospects and ‘thaws’ cold calls.

Which of these two telephone calls would you prefer - and which is likely to get the better response?

 



‘Hello, I’m John Timperley. I’m calling to tell you about the design services we offer.’  or


‘Hello, I’m John Timperley. I was speaking with a mutual acquaintance, Bob Jones, yesterday, and he recommended that I give you a call. I understand from Bob that you may be looking for a designer to help you on a project.’

Knowing Bob definitely warms up the conversation and provides a platform for, at the very least, a cordial discussion … one that could lead to a new business opportunity.






 Making the Most of the Book 

While many of the connector’s moves are subtle, I’ve attempted to capture them and put them under the microscope in a logical order, from looking at your existing contacts and connecting style to creating the right impression, and then homing in on the various ways in which the connector excels when communicating with people socially, in their organisations, in meetings, on the phone, in writing, over the Internet and in creating new opportunities.

You can go through the steps in this order. But if you prefer, the book is designed to allow you to skim the contents page and pick a section that grabs your attention. Each section is a stand-alone lesson in its own right. And in each section there are ‘In Practice’ examples of how the techniques have been applied in real life by real people and organisations. You’ve seen a couple already.

Each section also has ‘Try This’ exercises designed to actively involve you in developing your network and your skills, and there is a ‘Connector’s Toolkit’ section at appropriate junctures to give you a review or a sheaf of quickfire tips you can use straight away.

Naturally you’ll want to incorporate those ideas you feel comfortable with into your business and social encounters, but don’t forget some of the others either. Just because you are uncomfortable with a particular approach just now doesn’t mean that you will feel the same about it once you have more experience and confidence under your belt. These techniques have worked for others and can work for you too.


IN PRACTICE

An office equipment supplier recently undertook a review of their business and identified all of their lapsed customers from the last five years. These were people who had bought products from them previously but for whatever reason has stopped purchasing. The business had simply lost contact with its customers in the same way that you may lose contact with a friend - there’s no particular reason, but you’ve just drifted apart and not had the time or the opportunity to reconnect.

Knowing that it is far easier to sell to an existing contact than to create a new customer, the company’s canny marketing director launched a campaign to recontact all of those lapsed customers. The marketing department sent letters and followed up by phone to find out the reasons why people hadn’t been buying from them lately. Some people had moved jobs within their business, others had changed organisations, some had found alternative suppliers  and others just didn’t have the product at the front of their mind.

These reasons aren’t important. The point is that in reconnecting with their former customers the supplier got a huge amount of new information that was helpful in understanding what their customers wanted. But here’s the result: the £100,000 exercise generated more than £2m in extra sales immediately, because the organisation had simply taken the time to find out how its contacts were doing and how it could help them now.

Think about the sales in the years ahead now that those contacts have been reunited with their supplier. You can do the same with the whole range of other important contacts in your life.



As we’ll see, a network is something that we have all established around us. Connectors use and develop their network in order to extract the greatest value - not just financial, but emotional and social too. With the offer of help and a friendly disposition, they also feature strongly in other people’s networks - but they are only successful because they see things first and foremost from the mindset of giving, not getting.

Let’s have a look now at your existing contacts and how you can become ‘better connected’.




CHAPTER 1

Getting Connected


FIRST THE GREAT NEWS - you are already well connected! One of the problems many would-be connectors experience when they begin networking is acquiring new contacts outside their own field of existing contacts. But you already have better connections than you think.

Your existing networking ‘assets’ are all the relationships you have built, in particular those which are current and active. All of these are connected to all kinds of relationships with all sorts of additional people - people who may be your next client or be in a position to send opportunities your way.

We all have a vast network of contacts already, but some of these are forgotten, neglected or ignored. Research shows that almost everyone knows between 250 and 500 people on a first-name basis. You may know many more. If you have a bit of healthy scepticism at this point, try listing all your contacts (you’ll find a detailed template to help you on the opposite page). Include in the list your current business colleagues, past colleagues, clients, suppliers and acquaintances. Move on to friends, wider family members, members of any associations and clubs you belong to and past schoolfriends. If you have children, include their friends’ parents and you’ll easily have 250 people.
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Try this

Produce your own network diagram and write down the names of your key contacts under the various headings.

Then ask yourself:
• Who else should I know and how can I meet them?

• What does this pattern tell me about my existing contacts?

• How many of these people would it be helpful and enjoyable to re-establish contact with?







So, if we say that on average each person knows 300 people and each of those knows another 300 people, you technically have easy access to 90,000 people. Now that’s powerful!




Assessing Your Own Connecting Style 

Thank goodness we’re not all the same. We don’t act or think in the same way and we don’t all share the same goals and vision. Nevertheless, unless your objective is to be a hermit and live on top of a mountain, connecting is for everyone.

Before we swing into how to connect, let’s take a peek at why  you would want to do it, what aspects will appeal to you most and how to get the greatest benefit from the time you spend connecting with others.

If you had to boil connecting down into the reasons why you want to do it, you’d get four ‘camps’. You may find that you’ll have a foot in more than one camp, but let’s see... People connect with others for:
■ Business.

■ Relationships.

■ Ideas.

■ Learning.





Let’s prise these categories open a little and see what kind of people tend to be in there...


Business: ‘show me the money ...’ 

In this category are those people who use connecting to win more work, build their business and develop their career. They are usually great at spotting new opportunities and working with their contacts to get results.

Normally, though not always, business connectors are very focused and can, if they aren’t careful, appear to be using others  to achieve their goals. They tend to place less emphasis on nurturing long-term relationships unless their contacts are consistently helpful.


Relationships: ‘getting to know you...’ 

Maybe you’re more of a relationship connector who finds it easy to develop rapport with people and understand their needs. If this sounds like you, you’ll probably also be a great coach and supporter of your contacts and good at keeping in regular contact with them. The relationship itself, wherever it takes you, will be the most important thing.

On the other side of the coin you might find yourself thinking that you are a bit slow in asking for the business when opportunities present themselves and, indeed, are not the fastest out of the starting-blocks when it comes to initiating serious business contacts.


Learning: ‘teach me, teacher...’ 

Are you connecting for your own personal development purposes, to learn a new skill perhaps, or simply to be around others in your sphere who may be in a position to act as a mentor or coach? Normally such a connector is wonderful with others of similar mindset and a super source of information on their area of interest.

The reverse also applies - if you fit this category you may have little time for those who can’t add anything to your knowledge or aren’t interested in your area. There’s also the possibility that you’ll be so focused on learning that you don’t apply what you know to real situations, or you have only a hazy view of how your knowledge might benefit your own career.


Ideas: ‘what do you think of this?’ 

If you’re an ideas connector you’ll love networking with others in your field to get fresh thinking, to debate issues and basically  swap thoughts on an intellectual or technical level. You’ll be concentrating on the power of ideas and concepts and devote less time to building relationships for the sake of them. Because of your thirst for the new, you’ll keep close to those who keep coming up with the breakthroughs, but tend to drift away from those whose ideas are ‘old hat’.

If you recognise yourself here, you may also see that you would benefit from a greater drive to do something tangible with the ideas you have discussed. You may have the feeling that you really must keep in contact with others who don’t have the ideas of the moment but deserve a closer connecting relationship as a person, not just a source of ideas and information. While this is, of course, stereotyping people quite outrageously in the daily newspaper ‘horoscope’ style, like all good analyses (astrological or otherwise), it has hopefully got you thinking about why you connect and the positives and possible pitfalls of each approach.

From past experience I know that your response will range from ‘That’s me to a tee in the business category’ through to ‘I connect for business, relationship, learning and ideas reasons and don’t consider myself to be in any box.’ Good for you! Any permutation is fine.

The key question to stop and ask yourself occasionally is: ‘Which box does my connecting activity fit into - and what do I need to do to get the greatest benefit, bearing in mind the potential pitfalls in each?’




 How You Connect 

While there are four main reasons why we network, the key determinant of how you connect is your personality.

You’ve no doubt heard about the psychological segmentation of people into ‘extroverts’ or ‘introverts’. The brilliant news is that both sets of people can participate fully in connecting. You may be surprised to know that extroverts are not necessarily better networkers, they simply do it differently. So, before we  leave this section, let’s gain a bit of insight into the behaviour of extroverts and introverts as it relates to connecting with others. And the big question is: which are you?


TRY THIS

An extrovert connector


■ Likes making new contacts.

■ Is confident socially.

■ Likes talking better than writing (and listening).

■ Has many contacts.

■ Leads the relationship building.

■ Likes to be in the spotlight.

■ Is interested in people first, ideas second.

■ Brainstorms easily with others.



An introvert connector


■ Is more comfortable with existing contacts.

■ Is slower to take the initiative socially.

■ Prefers writing (and listening) to talking.

■ Has a few, very good, contacts.

■ Prefers to see how a relationship develops.

■ Would rather be in the audience than on centre stage.

■ Finds that ideas are paramount, with people a close second.

■ Is more comfortable generating ideas alone.





As you would expect, many people display characteristics of both extroverts and introverts and often how they react differs  with each situation. For some reason most people appear to be more extrovert after a couple of glasses of wine!

The principle is sound that extroverts have something to learn from introverts in the areas of building deeper relationships, listening better and connecting on the ideas level. Conversely, the introverts among us will recognise that there are times when being more outgoing and sharing ideas would be really advantageous.

Throughout this book we’ll be learning techniques that have been used by great connectors, both extrovert and introvert, to help themselves and their contacts to achieve their goals. You can adapt them as much as you like to suit your own particular style.


TRY THIS

Think about how you presently meet people and review the effectiveness of these approaches. Then consider what alternatives are possible and how much better they may be in helping you to achieve your connecting goals.






 Connecting at Work 

To have a high profile within and outside your organisation you have to communicate effectively with others. Even if you work alone, you’ll still have a network of people who are important to you as suppliers of work, new business leads, information and support. At the other end of the scale, perhaps you work in a multi-national organisation and your challenge is just to understand how best you can interact with others at your level in different aspects of the business.

Either way, almost every person in employment has to ask themselves: ‘How do I get noticed for the contribution I make?’ and, equally: ‘What can I do to help others who would value my skills and knowledge?’ For more experienced connectors, the  challenge revolves around: ‘How can I promote myself and my specialist skills in a way that is not self-serving but demonstrates that I am a contributor to my sector, specialism, business or department?’

Let’s plunge straight in with some advice for those in larger organisations, then cover what everyone can do to be better known in the outside market. We’ll also touch on the best way to let people know that you are on the lookout for a fresh challenge and the value of using the best personal advertisement you’ll ever have - a business card.


‘Get the big flag out - I exist in here!’ 

It’s easy to be anonymous in a large organisation and with increasing industry consolidation and globalisation you can easily become a small (and unknown) cog in a very large machine. The antidote centres around getting involved and genuinely ‘adding’ value.

To become visible, try these for starters:
■ Volunteer for projects you believe in and feel you can contribute to. They will often be led by senior figures in your organisation and include a range of people from other disciplines in the business. It’s your chance to work with others in a way you may not have done previously and to demonstrate your capabilities and commitment. Often such volunteer projects, because of their lack of hierarchy, present a great opportunity for you to learn, grow, participate and develop new skills.
IN PRACTICE

Lesley was a marketing assistant with an international company when she volunteered for a role as a publicist for a charity project the company was involved with alongside other ‘blue chip’ businesses in the area. From being a relatively junior marketing professional with potential, within six months she had met (and  was on first-name terms with) all of the chief executives and marketing directors of those organisations. She had built working relationships with all of the heads of the regional TV, radio, newspapers and magazines, and in fact had better contacts than any of her bosses as a result!

Naturally, she gained immensely in confidence and credibility during this time, but most important of all she had demonstrated her ability to some of the key decision-makers in the area. Little wonder that she was soon promoted within her own firm and was eventually ‘headhunted’ for a much bigger marketing role.





■ Get involved in your organisation’s sports, charity and social activities. They are a great chance to mix with colleagues from different departments. You’ll get to know others and be known.

■ Use your lunchtimes to mix If you have a company restaurant, eat in there; if not, eat out. Either way, don’t sit with your same old people all the time. Meet other colleagues for lunch just as you would if you were meeting an external supplier or customer. Get to know them and their area of business better - and share their interests, hobbies and family matters. It doesn’t have to be all work!

■ Be a ‘buddy’ Many organisations formalise networking among peers in different departments or divisions through a ‘buddy’ system whereby they are encouraged to keep in regular touch with one or more colleagues as part of their work objectives. It’s a great way to keep everyone involved in internal networking at a level they are comfortable with.

■ Get creative If you have a suggestion scheme, suggest something and keep the ideas flowing. You may be financially rewarded for your best ones, but even if not, your regular contribution of ‘fresh thinking’ won’t go unnoticed. You’ll be seen, rightly, as someone who is very interested and keen. 

■ Be publicly noticed If you have a newsletter, contribute something - even if it’s only a story idea. But why not be brave and have a go at writing yourself? And send a photo too! You could become the correspondent or spokesperson for your area of the business, someone the editor relies on for good stories. Being a correspondent in this way opens doors for you. You can talk to almost anyone in your organisation (even outside it too) when you are on a mission to research and write stories for your company magazine. It’s a fantastic way to get to know people and their views.






TRY THIS

Give some thought to your existing profile in your organisation or department.


■ Is your profile high enough?

■ What else could you do to raise it? (The ideas above are a start.)

■ Do you know your counterparts in other parts of the business, or at your competitors?

■ Which outside bodies are you involved with and are they meeting your networking objectives?

■ Are you in a position to get a higher profile for your work, or for your other activities?








 Get into the Market 

The ‘get involved’ advice applies to getting involved in the outside world too - but be selective. There are many really beneficial organisations to choose from - and there are an equal number that will suck away your time, leaving you little to show for your efforts. Consider the merits of the following and any others relevant to your situation, and prioritise those that you think will give you most benefit and enjoyment: chambers of  trade and commerce, business networking associations, the Round Table, the Rotary Club, charity fundraising organisations and industry associations. These are just some of the options - you will be able to find many more. If you need help, ask your local librarian. Try the following avenues too:
■ Go to trade shows If you are in an appropriate sector, a visit to the key trade shows can help you to build a wealth of contacts in your industry or profession very quickly indeed. The secret is to follow up any contacts made, so that you start to build a bond and your name stands out from the dozens - possibly hundreds - of people your new-found contacts met at the show. When you are there, if it’s mutually beneficial, offer to meet your fledgling friends for lunch or coffee to help cement the relationship more quickly.

■ Attend relevant ‘thought leadership’ conferences and workshops  To avoid wasting your time, be selective in what you attend. Big hitters and key influencers in your industry will only attend the strategic ‘big picture’ stuff, not the tactical skills update programmes. If you want to be seen as a big thinker and a strategist, find out what the gurus of the industry are saying . . . and be prepared to form your own view.

■ Publicise yourself The champion connectors create a name for themselves by developing a public profile. Ultimately, if you want to be recognised for what you do you will probably need to get involved with the media. Those who have appeared in the press or on radio and TV know the power of such publicity. They’ll have taken calls from people who have seen or heard them - friends, contacts, old pals and possibly new business acquaintances too.

■ Comment regularly on matters in which you want to be seen as an expert This will soon cement your position as someone who knows their stuff. If you become an established authority, people relevant to the subject area will actively seek you out to network with - a Nirvana situation for a connector.






IN PRACTICE

Organisations can network too. The grocery industry in Europe is a highly concentrated industry with small profit margins. Feeling the squeeze between supermarket chains and dominant national suppliers, EUROSELECT, a network of 12 grocery wholesalers, was set up. By exchanging ‘buy’ suggestions and product prices, the wholesalers can:
■ Strengthen their competitive position - they no longer have to compete alone.

■ Reduce their dependency on suppliers - they can source from other countries.





Now if a Greek member learns from the network that cans of Pepsi are cheaper in Spain, they can place their order via EUROSELECT to obtain the better price.




Making the most of formal and informal networks 

As we’ve seen already, there is a multitude of organisations and events that promote networking. But it’s vital that you take some time to evaluate how useful they will be to you and, equally important, review how much you enjoyed them. If you decide to join a formal society or club, make sure that you get involved. It’s usually better to focus on one group properly than to spread yourself too thinly and achieve little in the way of meaningful contacts. The key question to ask yourself at this stage is: where can I meet people who can introduce me to the contacts I want to meet?

Whether you are self-employed or an employee, a one-man band or part of a multi-national set-up, getting out and meeting people who can help your business is a key skill for the budding business dynamo. And without doubt, successful people see networking as a key business-building skill. This has been borne out  by scientific research in Australia with entrepreneurial companies. The findings showed a very strong relationship between networking and profit growth. In fact, networking produced the strongest predictor of long-term business success.
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