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Networking Like A Pro is the most comprehensive book I’ve seen on networking—bar none. From beginning to end, Misner and Hilliard divulge networking concepts and strategies which will catapult you from an average networker to a master networker and empower you to achieve greatness in business and life.


—JACK CANFIELD, CO-AUTHOR OF CHICKEN SOUP FOR THE SOUL AND THE SUCCESS PRINCIPLES


Wow! This book breaks the mold in professional networking. Its practical, powerful ideas will accelerate your success in ways you cannot imagine.


—BRIAN TRACY, CHAIRMAN AND CEO OF BRIAN TRACY INTERNATIONAL AND AUTHOR OF MILLION DOLLAR HABITS


Done well, effective networking is ‘the speed of trust’ in action. No one understands networking like Ivan Misner, so if you want to get the maximum results possible from your networking efforts, you need to read this book—period.


—STEPHEN M. R. COVEY, AUTHOR OF THE NEW YORK TIMES AND NUMBER-ONE WALL STREET JOURNAL BESTSELLER THE SPEED OF TRUST


Dr. Ivan Misner is to networking what Michelangelo is to the Sistine Chapel. So, absolutely everything you’ve ever wanted to know about networking is guaranteed to be discussed in Dr. Misner’s new book, Networking Like a Pro. Save yourself a lifetime of networking trial and error; read this book!


—DR. TONY ALESSANDRA, AUTHOR OF THE PLATINUM RULE AND HALL-OF-FAME KEYNOTE SPEAKER


The title says it all and this book surely does not disappoint. But don’t take my word for it; read Networking Like a Pro, apply the new knowledge you gain to your networking efforts, and the results you get will speak volumes.


—MICHAEL E. GERBER, AUTHOR OF BEYOND THE E-MYTH
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INTRODUCTION


Debunking the Bunk


People sometimes ask us why we wrote this book, and the answer is simple: We wanted to give readers a blueprint on how to successfully build business through face-to-face networking. All too often, we run into business professionals who want to build a business by referrals, but for a variety of reasons, they come up short in their efforts.


Some have a unique selling proposition that isn’t exactly right, and as a result, they aren’t attracting their ideal clients. Others don’t have an ideal client and are simply trying to be everything to everyone. And still others aren’t sure where to network and are overwhelmed by all of their choices.


This book is for all of those folks and anyone else who wants to get more referrals from face-to-face networking.


Which brings us to another point: This book is NOT about social media marketing.


Is that a big part of what today’s modern business professional is doing and should be doing? Absolutely. But is it the main focus of this book? No. There are tons of resources devoted to social media marketing, and, in an eye toward simplicity, we kept our focus on face-to-face networking (although we do briefly address social media).


We hope that while reading this resource you do two things:


Number 1: Select two or three ideas that you like and implement them within the next three days. All too often, we see people read books, listen to presentations, and then do nothing!


We want this book to inspire action. One of the topics we discuss regularly is if you want to get more, you have to be more first. This means that if you want to get more business and get more clients, then you have to be the type of business that attracts those people.


This means you have to be a good networker. You need to be a “connector” and offer valuable resources to others. You must be the type of person who others know, like, and trust. But you can’t be any of these things if you fail to act, so read, learn, and then implement a few of our suggestions quickly. You won’t regret that you did.


Number 2: Hold onto this book, and reference it throughout the years. Call us old-fashioned, but in today’s digital age where everything is online, we hope this book stays in your physical library as a reference tool for years to come.


So, that’s it.


We hope you enjoy the material…we certainly enjoyed putting it together.


And most importantly, we hope it gives you the tools and resources to go out and network like a pro!


DEBUNKING THE BUNK


As business professionals, we can tell you from personal experience how effective referral networking has been in the success of our own businesses. After reading this book, you will understand how it works and how it can be effective in your own business, but let’s start by addressing some of the myths and misconceptions that people hit us with from time to time.


“I tried networking. It didn’t work.


What’s different about this?”


It’s a common misconception that simply attending a networking event will bring you new business right away. It won’t. Neither will just reading this book; there’s no silver bullet in these pages.


Networking is simple, but it’s not easy. If it were easy, everyone would do it, and do it well. But not everyone does. That’s because it’s a skill, like cooking and golf and carpentry, that takes knowledge, practice, commitment, and effort to learn and apply consistently. You can’t just go out to the golf course, buy a club and a ball, whack the ball around a bit, and think you’ve played a round of golf. Neither can you walk unprepared into a gathering of potential networking contacts and suddenly become a competent networker—no matter how gregarious and sociable you are or how many books on networking you’ve read.


Networking is about forming and nurturing mutually beneficial relationships, which brings you new connections with large numbers of people, some of whom will become good customers. Networking also puts you in touch with other resources, such as industry experts, accountants, and lawyers, who can help your business in other ways.


Over time, you will get new business and your operation will grow stronger and more profitable. Will it happen overnight? No, and your new customers probably won’t be among the first 10 or even 100 people you talk to, either. New business will come from people your networking contacts refer to you. But first you have to form solid relationships with your fellow networkers.


Some people go to a chamber of commerce mixer, exchange a few business cards, and then say, “There. I’ve networked.” Wrong. That’s only the beginning. You have to attend a variety of events to broaden your networking base; follow up with new contacts and learn all you can about their businesses, their goals, and their lives; maintain close ties with established contacts; provide referrals, information, and other benefits to your fellow networkers; and generally cultivate these relationships and keep them strong and healthy. That’s networking. Only after you’ve been at it for quite some time will you begin to see a return on your investment. But when it comes, the return is strong and durable.


“Aren’t most networking groups just full of people like me who are trying to build up a new business?”


When you go to a presentation or a seminar on networking, you might get that impression because the people you meet are there to learn something new, and so they tend to be younger folks. But if you go to a regular networking event or join a networking organization, you’ll soon see that many of the people there tend to be older, established businesspeople. In fact, in the typical business networking group, the members range in age from the 20s through the 60s. Based on a study done at St. Thomas University, almost two-thirds of them are 40 or over. There’s a good reason for this. It’s usually the seasoned pros who have long since recognized and learned to use the benefits of networking to bolster their business. Many have used networking throughout the life of their business and are fully aware of the competitive advantage it offers. Older networkers often serve as mentors for younger businesspeople, which can be an enormous advantage to someone who is new to the art and science of networking.


The best networking groups are the ones whose membership is diverse in many ways—that is they have both older and younger members, a good balance of men and women, a mixture of races and ethnicities that are representative of the community, and include a wide variety of professions and specialties. Such a group can offer you the best opportunity to get referrals from outside your immediate circle of acquaintances, which puts you on the fast track to expanding your business.


“What good is networking if you can’t measure the results?”


If you’re expecting to find a direct, immediate correlation between your networking activities and the dollars you harvest as a result, you’re going to be sorely disappointed. It’s not like cold calling, where you can check off 500 phone numbers and see that you talked to 50 people and closed 7 sales and that 493 of your calls were a huge waste of your time. It’s not like sending out 1,000 mailers and getting just 3 of them back, which gives you a hard number (exactly 0.3 percent) but pretty wimpy results (exactly 0.3 percent). If your goal is immediate results, no matter how poor, these alternatives may be right up your alley. Mass advertising? Sure, it works, but even that traditional method can’t tell you exactly how many customers came into your store as a result of the enormous sum of money you spent.


The returns you receive through networking are like the apples you pick from an orchard you started from a single seed. You don’t expect anything the first year, or even the second or third. But in the fourth year, that tree will not only bear fruit but also spread the seeds that will ultimately become a whole grove of apple trees. With networking, the time scale is not that daunting; it may not take years to start seeing results, but it will probably take many months. You might get a few early referrals, but the real payoff in measurable business comes after you’ve stuck with it long enough to build a substantial referral network—that’s when you’ll find that you’re getting referrals from people you never knew about, people who are connected to you only through several intermediaries, so many and from so many sources that you may not even know exactly how many are the result of your networking.


Although the full complexity of your network may not be apparent even to you, the results of a good referral networking system are measurable. Toward the end of this book, in Appendix B, you’ll find our Networking Scorecard, a tool for keeping track of your networking efforts. No, this is not a direct measure of the sales you’re getting, but as you become an experienced businessperson, you’ll find that the information on networking says volumes about the condition of your network and its implications of your eventual sales and business volume.


Here’s another way to measure your networking success: of the people you meet at a networking event, what percentage of them remember you 72 hours later? This is one measure of your visible identity, and it’s only one factor, but a significant one, in determining how successfully you are networking. Networking is more than just meeting people, and it isn’t about how many sales you get from the people you meet. It’s about how well you are remembered by a new contact and whether you differentiated yourself from the other five people she or he met that day.


One of the most important metrics is the number of coffee connections (follow-up meetings) you have with your new contacts—at least, the ones you want to network with. A contact that you do not follow up with is a contact that will never become part of your network. There will be no business—no sales, no referrals, no meeting the powerful CEO he knows—unless you follow through.


You can measure the results, but you have to be tracking the right networking activities. Most big companies have their salespersons track the wrong activities, and then they can’t understand why their networking efforts are not working. To get the results you expect, you’ve got to track the right efforts.


“If my customers are satisfied, they’ll give me referrals. Why should I join a networking group?”


Yes, customers can be a good source of referrals. Immediately after an especially good experience at your business, a happy client may talk you up to a friend who needs the service you provide, but it often ends there. A customer who is merely satisfied is not likely to go out of her way to tell others about you. And here’s the kicker: The White House of Consumer Affairs found that 90 percent or more of unhappy customers will not do business with the offending company again. Furthermore, each unhappy customer is likely to share his or her grievance with at least nine other people and 13 percent will tell more than 20 other people. Customer-based word-of-mouth can hurt you more than help you.


A networking partner, by contrast, is always on the lookout for good customers for your business, just as you are always looking for people to send to your networking partners. Your fellow networkers also know a lot about your business, the kind of customers you want, and are experts in marketing you by word of mouth—the most powerful kind of marketing that exists. This kind of referral generation lasts much longer and brings you a steady stream of high-quality business, the kind that doesn’t turn around and go to your competitor as soon as he holds his next clearance sale. You can get more good referrals from one or two loyal networking sources than from all the customers who come through your doors—and the customers you get are the kind you’ll want to keep.


“How do I network if I’m not a naturally outgoing person?”


Go ahead and breathe a sigh of relief because you don’t have to become Mr. Public Speaker, person-about-town, to be a successful networker. Most businesspeople, given a little real-world experience, naturally develop a certain level of comfort in dealing with customers, vendors, and others in their day-to-day transactions. Even people who are not gregarious or outgoing can form meaningful relationships and communicate.


Over years of teaching people the art of networking, we’ve found many techniques that can make the process a whole lot easier—especially for those who consider themselves introverted. For example, volunteering to be an ambassador or visitor host for a local business networking event can be a great way to get involved without feeling out of place.


Think about it. When you have guests at your house or office, what do you do? You engage them, make them feel comfortable, perhaps offer them something to drink. What you don’t do is stand by yourself in the corner thinking about how you hate meeting new people.


By serving as a visitor host at your local chamber event, you effectively become the host of the party. Try it! You’ll find it much easier to meet and talk to new people.


 








IVAN
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Recently, my wife and I were sitting at the table having dinner and talking when I made an offhand comment about being an extrovert. She gave me a look and said, “Honey, I hate to break it to you, but you’re an introvert.”


I smiled and said, “Yeah, right. I’m a public speaker, and I’m the founder of the world’s largest networking organization. And you say I’m an introvert?”


She then proceeded to name all the ways in which I was an introvert, supporting her argument with real-life examples of my behavior. I still couldn’t believe it, but we’ve been married for 20 years so I had a sneaking suspicion she might actually know me pretty well.


The next day, I did some research online and found a test I could take. The results were a shock: I was a “situational extrovert”! That meant I was somewhat of a loner, reserved around strangers, but very outgoing in the right context.


That’s when it finally hit me, “Oh my god! I’m an introvert!” In 1985, I started a business networking organization called BNI (Business Network International). To this day, when I visit a BNI region, I ask the director to have someone walk me around and introduce me to members and visitors. I tell her that this is so I can connect with as many people as possible, but in reality, it’s because I’m uncomfortable walking around alone and introducing myself. Oh my god, I’m an introvert!


I realized that the whole notion of acting like the host, not the guest, and volunteering to be the ambassador at a chamber event or the visitor host at a BNI group were not just activities I recommended to all those poor introverts out there, but they were also ways that I, myself, employed to move around more comfortably at networking events. Oh my god, I’m an introvert! Who would have thought? (Besides my lovely wife, that is.)


Now, more than ever, I truly believe that whether you are an introvert or an extrovert, you can be good at networking. There are strengths and weaknesses to both traits; by finding ways to enhance the strengths and minimize the weaknesses, anyone can be a great networker.









 








BRIAN
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This one really hits home for me. If you’ve seen me on stage talking to a bunch of folks and having a good time, you might find it hard to believe that I’m not a naturally outgoing person. But it’s the truth. As someone who talks about sales and networking, I had to learn these techniques to help me get more business.


I knew early on that if I wanted to build my business through referrals, I would need to get better at meeting new people. So I started reading books like Guerilla Marketing by Jay Conrad Levinson and Solution Selling by Michael Bosworth and others on marketing in general and sales in particular. I also listened to my mom who always preached the idea that you need to focus on who you want to be, rather than who you are, so I made it a point to be more talkative at various networking events since that’s who I wanted to be. I watched other people at events who I wanted to emulate and picked up some pointers from them, and when you put that all together—here I am.









 


“Getting business by a person-to-person referral sounds like something that used to happen when my great-grandfather was selling horse-drawn buggies. Why should I waste my time on a marketing method that’s generations out of date?”


Yes, networking has been around a long time. It used to be the way that most businesses operated. In a small community, where everybody knows everybody, people do business with the people they trust, and they recommend these businesses to their friends. Small-town professionals naturally tend to refer business to each other, too, usually to those who return the favor, but often simply on the basis of whose service will reflect best on the referrer. If you’re a plumber and you refer a customer to a dentist you know, you don’t want that customer complaining to you a week later about what a lousy dentist you sent him to.


Today, most people do business on a larger scale, over a broader customer base and geographic area. More people now live in cities, and in even a small city most people are total strangers to one another. The personal connections of the old-style community, and the trust that went with them, are mostly gone. That’s why a system for generating referrals among a group of professionals who trust one another is so important these days, and it is why referral networking is not only the way of the past but also the wave of the future. It’s a cost-effective strategy with a long-term payoff. It’s where business marketing is going, and it’s where you need to go if you’re going to stay in the game. As the great hockey player Wayne Gretzky said, “I don’t skate to where the puck is, but where it’s going to be.”


“Networking is not a hard science.”


WAVE OF THE FUTURE


Think about the most successful people you know. What do they have in common? Probably this: They have built a network of contacts that provide support, information, and business referrals. They have mastered the art and science of networking, and business flows their way almost as a matter of course.


It has taken these successful networkers years of hard work and perseverance to build their networks. It will take a similar commitment from you, too, but it won’t take you as long, because you’ll have one great advantage over the others: you’ll have this book.


In these pages, we will show you how to develop and use a referral network as a long-term, sustainable business client-acquisition strategy, employing the tactics that have been found most effective by the pros. You will learn of many tools and techniques that will make it easier for you to build profitable relationships. You’ll learn them faster than those who have gone before you and had to learn them by trial and error. Using this marketing strategy, you will be able to maintain a high-profit margin while providing better service to your clients, a combination that will put you far ahead of your competition.


Networking is the mainstream business development technique of the future. Businesspeople who invest in themselves by learning how to network like a pro will be rewarded with a long-term sustainable and profitable business.









PART I


MINDSET









CHAPTER 1


Why Is Networking Not Taught in Schools?


Learning to network is largely up to each individual businessperson because this crucial skill is almost never taught in school—whether that is high school, college, or graduate programs. As speakers and authors, we are troubled by this simply because networking, also what we refer to as referral marketing, is one of the most important ways for entrepreneurs to build their businesses.


A survey we conducted a few years ago with over 12,000 businesses around the world found that 91.4 percent of the respondents said networking played a role in their success. Another survey we conducted with over 1,400 business people revealed that 88 percent of respondents said that they had never had any college course that even covered the topic of networking! To clarify, this question was not about an entire course on the subject (they are almost nonexistent) but any course that simply addressed the topic.


This is unfortunate and a disservice to entrepreneurial-minded students.


Colleges and universities regularly give people bachelor’s degrees in marketing, business, and even entrepreneurship, but they teach them hardly anything about the one subject that virtually every entrepreneur says is critically important to their business—networking and social capital (more on social capital later).


Even more bothersome, our experience has been that universities are resistant to adding coursework on networking. Ivan once suggested to the business dean of a large university that the business curriculum should include courses in networking. His response? “My professors would never teach that material here. It’s all soft science.”


It shocked Ivan to hear it at a progressive major university, even though he had run into this attitude many times at many business schools. We suspect that networking is not taught in business school because most are made up of professors who’ve never owned a business.


Can you imagine a law course taught by someone who was not an attorney or an accounting course taught by anyone without direct accounting experience? Yet we put business professors in colleges to teach marketing and entrepreneurship with little or no firsthand experience in the field. Is it any wonder, then, that a subject so critically important to business people is so completely missed by business schools?


Moreover, not all business school students realize learning to network can be advantageous, so there is likely little student input on the need for this subject to be taught. Entrepreneurs make up only a portion of business school students; many of the students will work for firms where their ability to get new business is not a key part of their job responsibilities.


Business schools around the world need to wake up and start teaching this curriculum. Schools like any large institution are bureaucracies, so it is unlikely to happen quickly; however, for those schools with vision, foresight, and the ability to act swiftly (sort of the way business professors claim that “businesses” should act); they will be positioning themselves as leaders in education by truly understanding and responding to the needs of today’s businesses. These schools will be on the cutting edge of business education so as to better serve their students while positioning themselves as a leading institution for entrepreneurs.


The art and science of networking is finally being codified and structured, which gives us hope that business schools around the world will begin to incorporate it into their curriculum. A thorough bibliography of many of these articles and books can be found in the back of The World’s Best Known Marketing Secret (4th Edition) by Ivan Misner and Mike Macedonio (En Passant Publishing, 2012).


It is widely accepted among businesspeople that networking is a mechanism that enables their success. As more universities and colleges open their doors to professors who want to include this strategy with their marketing instruction, we are going to see a major shift in the business landscape. We will see emerging entrepreneurs who will be equipped with another strategy for success in business. We will see networking utilized at its fullest capacity, and we will see business schools actually teaching a subject that the business practitioner says is important.


Let’s return to the end of Ivan’s conversation with the dean and share how it concluded. Ivan asked him, “How are courses on leadership any less a soft science than networking?” He didn’t have an answer. The school has since replaced this dean with a new one who believes that emotional intelligence is an important thing to teach our college students. There may be hope yet!









CHAPTER 2


Networking Disconnect—Four Ways to Avoid It


Ivan was at a large networking event with more than 900 people recently. When he went up to do his presentation, he began by asking the audience: “How many of you came here today hoping to do a little business—maybe make a sale?”


The overwhelming majority of the people in the audience raised their hands. He then asked, “How many of you are here today hoping to buy something?” No one raised a hand—not one single person! This is the networking disconnect.


THE GREAT DISCONNECT


The networking disconnect is the gap between a person’s desire to sell at an event and the attendees’ desire to buy.


Think of it like owning a lemonade stand where you feel like you have the best lemonade on the block, and you want to sell it to everyone. All up and down the block there are hundreds and hundreds of other people just like you doing the exact same thing… selling their lemonade.


But here’s the thing: no one is looking to buy!


The street is completely empty of potential customers. The only ones there are all the people with all their lemonade stands looking to sell more lemonade.


That’s the gap we’re talking about.


So if you’re going to networking events hoping to sell something, you’re dreaming. Networking is not face-to-face cold calling!


Effective networking is about developing relationships. Even if you have occasionally made a sale at a networking event, you must remember that selling at networking events is a rarity. We’re not saying it doesn’t ever happen. We’re just saying it happens about as often as a solar eclipse. Even a blind squirrel can find a nut. Any businessperson can stumble on some business at a networking meeting from time to time. However, when you have most of the people at an event trying to sell and virtually no one there to buy, you’re crazy if you think the odds are in your favor to make a sale.


So why go? You go because networking is about long-term success rather than short-term gain. It’s about developing relationships with other business professionals. Sometimes you go to a networking event to increase your visibility, sometimes you go to establish further credibility with people you know, and sometimes you may even go to meet a long-time referral partner and do some business and move to profitability. In any case, the true master networkers know that networking events are about moving through a process and not about closing deals.


The question then is this: How do you avoid getting into the “networking disconnect” trap when attending networking events? Here are four strategies you can use to avoid that mistake.


Make It About the Relationship


Networking is not about a transaction; it’s about a relationship. It works best when you’re striving to make connections that lead to professional contacts. It doesn’t work well when you’re attending a meeting just to make a sale. The root word of relationship is relate. So, relate to them by establishing a genuine connection whenever possible.


Become a Good Interviewer


When you meet people for the first time, learn how to ask questions that get them to talk about their business. Be flexible. Don’t just use a script; start with some questions in mind and go with the flow. Ask them about their target market, what they like most about what they do, what’s new in their industry, what are some of their challenges in that business, what got them in that profession, and what they like most about the business.


Build a Diverse Network of Referral Partners


Diversity is an important key to building a powerful personal network. Seek out people from diverse backgrounds. You never know who people know. One of the biggest referrals in terms of financial value that Ivan once saw came from a cosmetics consultant who referred a client’s husband to a commercial graphic design company. The referral was worth hundreds of thousands of dollars. The irony was that neither the husband nor the graphic design company thought that the cosmetics consultant had the kind of contacts that would put them together. They happily discovered the error of their ways.


Follow-Up


When you meet people at networking events that you want to get to know better, set up a time to have a one-to-one meeting with them later. Remember, the one-to-one should not be used as an opportunity to sell. It should be used to start a business relationship. When you ask for the one-to-one, do so by telling them that you want to learn more about what they do and how you might be able to help them. Of course, you want them to help you—that’s important. However, the best way to build a relationship with someone is to find ways to help the other person first. It’s counterintuitive, but it works.


People who have had bad experiences with networking are generally victims of the networking disconnect, and it’s this disconnect that often gives networking a bad name. It doesn’t have to be a negative experience, though. It can be positive if the networking is about the relationship and not about the transaction.
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