THE MANAGER'S
UNIVERSE

Relationships—The Sum Total of Any Business

As a manager in The Middle, what is the most cruciahete you must
deal with every day?

Some would reply, “Money.” Others might say, “Producttifl others,
“Strategies,” “Business models,” “Organizational plans,“Tthe corporate
vision.”

All of these may be important. All ateolsyou need to understand and
learn how to wield in pursuit of your goals and the goath®@ttompany.
But more important than any of these tools arepgpleyou work

with and your relationships with them.

After all, to the extent that you've been entrusted Wwitkiness tools—
money, products, services, strategies, and all the restbdtause of

what you've done with and for the other people in the argsion.
Something in the way you communicate, the way you collabtratelve
problems, the way you listen and learn, the way you direttaach, the
way you disagree constructively, the way you channel your eatims+
something in all thesgersonaltraits has convinced the top brass that you
have what it takes to manage. And managing is all abouvatiog the
people around you to work together for the common good.

So “people skills” are not the “soft stuff’ of managememething to

be given lip service but ultimately less important thar'tized stuff”

like financial analysis, marketing strategy, or corpolate People skills
are theheartof management, without which everything else is so much
sound and fury.

It's deeply ironic that, while we in business carefully moour money,

our output, our customers, and just about everything elseueh, tave

fail to measure what matters most—our relationships. Ste@mass
contacts in our Outlooks or Blackberries or Treos, buweoeally evaluate
the relationships they represent? Do we analyze whereawe with

them? Do we devote resources of time and energy to imprtheng?
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Ignited managers study their relationships the way astronomers

study the stars in the sky. At any given moment, some ggta bwhile

some are dimming. Some are moving out of alignment, whilesther

are moving in. Periodically a star may self-destruchéawesome phenomenon
known as a supernova. Other times a new star emerges, one

that may ultimately play a central role in your system.

In this chapter, you'll learn how to chart the relatiopsthat make up

your business universe. You'll explore how to understand thetivela
importance, measure your progress with them, and discoysrtwa

improve and strengthen them. This simple system will help gentify

where your challenges are and decide where to focus your energies
You'll learn how to visualize the strengths and weaknesisgsur relationship
network and, as you apply the lessons in this book, you'll be

able toseethe difference as those relationships improve.

Map Your Universe in Five Easy Steps

The following exercise, which we call the Manager’'s Unigetgas many

uses. It can be used to map the network of key relationsiviplyed

in your routine, day-to-day business life. It can also be featiore

specific purposes. For example, suppose you're asked to joiteatiepartmental
team to help launch an important new product. You

might want to create a Manager’s Universe map spedyfitzilored to

this project, one that you can use to analyze the relatpsthat will

influence its success or failure.

Here are the five simple steps you can use to createoyouManager’s
Universe map:

1. At the center of a piece of paper, draw a circle reptesgyou.
(Yes, for the purposes of this exercise you are the cehtke
universe—congrats!)

2. Then draw a ring of six to ten circles on the paper orpithe
first circle. (Think of a planet and its moons.) Eacllei
represents an important stakeholder in your success—individuals
or groups of people on whom you rely and who help to
determine your success. (Why six to ten? This is the nuaiber
keystakeholders to whom most managers relate. If you think
you have only two or three, you are probably forgetting about
some crucial connections. If you think you have 12 or 15, you
are probably getting bogged down with some connections that
are much less important; eliminate some of them so as t
sharpen your focus.)
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3. Fill in the outer circles with the names of your keykstalders.
You'll see in the example shown in Figure 2-1 that this mgana
(let’s call him Joe) included his immediate boss, his Isdssss

(the chief operating officer), several executives withsndidmpany
(the director of operations, the director of informatio

services, and the vice president of marketing), two diegzirts

(his product manager and his service manager), and two
important outside groups—his customers and a vital supplier
(Owens Company). Why these nine? These are the people who
make the greatest difference in Joe’s everyday success—the
people who control access to key resources, who can provide or
withhold the support needed to pursue crucial goals, who can
help or hinder Joe’s progress toward those goals.
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4. Next to each stakeholder, rate the importance of thiglstédter
to you in terms of your business success on a scale from

1 (least important) to 10 (most important). This & finst
number shown in each stakeholder circle. In Joe’s casbphs
and his customers are most important (both rated at 10),
while the folks at Owens Company are the least imporfant o
those shown in the map (rated at 3). If a particular Bta#er
carries a score of 1 or 2, you might want to consider dnoppi
them from the map altogether.
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5. Finally, next to the number indicating importance, thee
current quality of your working relationship with this statdeler
on the same 1-10 scale. As you can see, Joe has a great
relationship with the service manager (a perfect 10) butya ve
troubled connection with the COO (rated just 2).

Now that Joe has his universe mapped, he can really thégikmng
about where he needs to focus his energies and add moreH@ilge.
are some of the specific ways that Joe can use the Masidfyeverse
map as a self-diagnostic tool:

* Think about each of the relationships included in the
Manager’s Universe map. Are they built on trust? Do you
understand each other? What was your last interactich like
What can you do to deliver value to this stakeholder and help
him or her pursue success?

» Focus on the three relationships that are most craciedu.

(In Joe’s case, they are his boss, his customers, acdrtiEany’s
director of operations.) How much time are you devoting

to each of these connections? Have you been short-changing
one or more of these key relationships (perhaps because of a
personal aversion or a sense of anxiety)? Have you worked to
understand the interests, goals, preferences, and timsaf
these key stakeholders?

* Identify the three relationships that are weakestastm
troubled. (For Joe, these are the COOQO, the director of
operations, and, in a tie—both rated 6—his boss and his
product manager.) What reasons underlie the problems in
these relationships? What can you do this week to begin
strengthening the ties with each of these stakeholders? What
change in behavior (either on their part or on your part)
would indicate that the problems are solved and the oakdtip

is on a solid footing?

As you see, you can use the Manager’s Universe map to help yelogle
a plan for managing and improving your network of cruciakiaahips.

Later in this book, you'll explore the seven Ingition Poihist will help you

add significant value to your relationships with those aglogou. Then you can return to
your Manager’s Universe map and reevaluate your relationsbies.

time, the numbers representing the strengths of thas@redhips

should increase.
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How and When to Use the Manager’s
Universe Map

Because your relationships in business are always changing,want

to use the Manager’'s Universe mapping system periodicathototor

the health of your network. You may also want to userispecific purposes.
It's a vital tool when you

* Feel lost, overwhelmed, frustrated, or confused by thdicimd
demands of your job

* Are engaged in strategic planning, budget forecasting, onriagi
an important new project

» Are impacted by major external change, such as a company
reorganization, merger, or acquisition

* Are dealing with one or more new stakeholders, such aw a ne
boss or a new set of direct reports

* Are entering a new role, as when you've been promotede ima
lateral shift, or jumped to a new company

In all of these circumstances, the Manager’s Universeaaafe a
powerful way to organize your thinking about the network otiaahips
that affects your work. It can help you zero in on the correst

that are most important (and avoid wasting energy orettizg are

less important), identify the most troubled relationsiig help you

plan ways to improve them), and keep you from losing sighglafionships
that are important but easy to take for granted. Am Bpent

mapping and analyzing your personal universe can give you &rclear
perspective about your job and an increased sense of magterys
disparate elements.

The same mapping strategy can also be adapted to the hpoagese
of career strategy and life planning. For this purposewaild create
a map that includes the main stakeholders with influenceyoue life
as a whole, not simply your success in your current position.

For example, suppose Joe is considering a new job assignitt@nt w
his company, which will involve moving from California to the Eas
Coast of the U.S. The network of key stakeholders ferdbcisionmaking
process might include

* Joe’s wife (who would have to leave her own Californiaedas
job if Joe is to pursue his dream)
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+ Joe’s kids, ages ten and twelve (whose lifestyle andaing
would be affected by Joe’s career change)

* Colleagues within the company (with whom Joe may continue
to work after the move, and whose help will be crucia smccessful
transition)

+ Joe’s business mentor, Ron (whose advice and wisdomides)pr

Before making any final decision about the proposed cahesge, Joe
will want to think about each of these relationships. Dmeknow how
each stakeholder would react to the move? What degree ofrs(mpo
resistance) can he expect from each one? Has he invieséeid tmake
sure that each stakeholder knows about his dream, understapissit
and cons, and can offer meaningful help, advice, or gui@ance

Using the Manager’'s Universe
as a Communications Tool

Useful as the Manager’s Universe map can be for individaanpghg and
strategizing, sharing it with colleagues at work cae\en more powerful.
It's consistent with the transparency that | believenia will allow you

to get a deeper and broader perspective on the world i wbic move.

One person with whom you can share the map is your boss.uUpraw
your universe as how you best understand it and then shoyoitito
boss, explaining its purpose and meaning. Ask him or her tbasdc
comment. You may be surprised by what you hear. For exayquie,
boss may strongly disagree with some of the people apgrgou’ve
listed as stakeholders: “Why are you wasting time worryb@iaKathy
in IT? Her department’s not an issue for you. If | were, i be more
concerned about Rajid in Finance. He controls the purse stands
hear he’s looking for ways to cut our budget next year.”

In other cases, your boss may have a very different pénsp&om

yours on the strength or weakness of a particular rel&imr&Vvhy do
you have your connection with Jerry in marketing rated as ah2rki

you two get along great. Sure, he’s always grouchy and fatoplaints,
but that's just the way Jerry is. You should hear whable s

about theotherdepartment heads—he complains about them a hell of
a lot more than he complains about you!” Depending on yaationship
with your boss, you may choose to show your boss just youf list
contacts and how important you feel they are, and noé stoarr
strength-or-weakness rankings.

A great question to ask your boss is,“How can | providgtkatest value
to the people in my universe?” From his or her unique peligspegbur
boss can offer insights that will deepen and enrich yaderstanding of
what success in your job really entails—insights suchGisen the
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financial pressures we’re under right now, the folks in Bcbdn aren’t
that concerned about perfecting product quality. Their paat is to get
goods out the door as quickly as possible.Whatever you carkdefto
the plant running 24/7 will make them happy, believe me.”

Conversely, the Manager’s Universe exercise is also alueef to help
those who report to you. When a new person joins your tehem

one of your direct reports gets promoted or moved to a Bs\granent,
or when a team member is feeling frustrated or stucpw/n

with him or her and have this person create his or harroap. Or
bring the exercise into one of your team meetings and ihaterttire
group to discuss their findings.

This exercise is especially helpful after a reorgation. Most companies
will provide employees with memos describing the new reporting
relationships, sometimes including org charts completie muled and
dotted lines that supposedly reveal the crucial connections amainigiuals
and departments. What these charts leave unclear ig e

power lies, whichnformal connections will be important, and who will
have the greatest impact on your success.Working through ageias
Universe mapping exercise with your team after a reorgamivevill
enable you to combine input from many sources into a singleomap
crucial relationships that everyone can work from together,ngaki
easier for your department to hit the ground running onceutteod

the reorg has settled.

Understanding Your Boss’s Universe

Some managers can't get over their bosses’ shortcomings.cobay

on their bosses to deliver support for their efforts, arsteetheir
questions, and solutions to their problems. When theseoaferthcoming
(or when they are delivered partially, ineffectively, @p tate),

the managers in The Middle are disillusioned, upset, ang.angr

These expectations and reactions may be understandabteeBue
also unrealistic. In the old days of the command-and-cocrpbration,
managers were taught to believe “The boss is alwaysribbday,
smart managers follow a new rule: “The boss isn’t alwagd, but he
has the right to be wrongOnce you understand this reality, you can
begin to cope with the consequences of your boss’s shortgsrand
figure out ways to manage productively and happily despite them.

By cutting their bosses some slack,wise managers creaevaonment
where they get some wiggle room in return. They don'’t fuss about
whether their boss’s every pronouncement or policy is rightrongv
Instead, they focus on making everyone around them, including thei
boss, successful.

In the world of business, there’s really no substitute fos@py boss.When
the boss is happy, there’s music playing, the air smelledreand food
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tastes better. So it only makes sense that one of tbeimgortant things
any manager can do is learn what it takes to make gweduzcessful.

However, this is easier said than done. For many of timagess we
interviewed, a major challenge is determining their bossastls. Some
of the best advice on this subject comes from Joe Ripp, timefdrice
Chairman of AOL and now President and Chief Operatingc&fbf
Dendrite, a provider of corporate sales and marketingisotutJoe says,
“If you can help solve your boss’s boss’s problems, then youneiate
manager will look better and be more successful. Makie@asier for
the people up the ladder from you will ultimately make yourddsier.”

Note the key insight in Ripp’s observation: Start with yousshdut
also consider the perspective of your boss’s boss. If you helpbgss
achieve success with his or her boss (nhot by going around yajr bos
but collaboratively), you're really onto something. You'reusing on
the issues that matter most at the highest levels aioimpany—the
ones that'll get you the most recognition, the most power nvitte

firm, and permission to pursue all your other dreams aatsgo

You can probably see where we’re going with this. In ordeh&spen
your understanding of what your boss needs to succeed, trindraw
Manager’s Universe map from the perspective of your boss.out y
boss in the middle and sketch out the network of relationsigtsare
crucial to your boss’s success. Rate their importancehenguality of
each connection based on your observations of the interactions
between them. Analyze the map from your boss’s perspectiviehWh
are the most important focal points in the network? Whatdtionships
are the most troubled? And then relate the answers teglbWhat can
| do to strengthen my boss’s connections with the key stakehaideiss
universe? How can | make him look smarter, more efficrante creative,
more powerful, more successful?

Everything you do in response to these imperatives will helkergour
boss happy, and ultimately produce direct benefits for yduauar
team members.

If you have a boss who truly believes in transparency, yowean

share your own version of your boss’s universe with him or iner a
make it the basis for a valuable discussion about your rétairuniverse.
Have your boss correct, expand, and clarify the map assiesor

sees it. If this isn’t possible, never mind. Use the mapvgodrawn as
your guide. The most important thing is to constantlyfogce your

own awareness of the fact that making your boss look anddedlis

the smartest (and ultimately most powerfully self-gegyistrategy any
manager in The Middle can practice.

Igniting Your Network

So far in this chapter, we’ve talked about the importafhgeur network
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of stakeholders without using that much-misunderstood (and
often-maligned) woraeetworking.In this section, we're going to talk
about networking, hopefully providing a new perspective thktweip
you make this crucial career practice really work for you.

First, a quick story.

These days everyone takes e-mail for granted, and if ylkerene, you
may be overdue for a cleanup of your inbox. But my friendrBru
had his first experience with e-mail a lot earliemtinaost of us—way
back in 1990.

Brian was only about 14 years old at the time, and higifadim early
adopter, set up an e-mail account for him. For seveeaby®rian had
only his dad with whom to exchange e-mails. It was fun fddbso was
walking down the hall and talking to good ol' Dad face-to-f&man

had no real inkling of the burgeoning power of the e-mail medium.

In high school, Brian began meeting other kids via e-kitih each new
e-mail friend, the power of the medium for Brian greweikds had
friends, and great jokes and rumors and stories legarculate around
cyberspace. In his sophomore year, when Brian got thel&daress of
a cute girl, the Internet took on a whole new level of sigaifce!

Brian was learning a vital truth about networks. Eaml addition to any network
adds more total value for all those involved. The shappened with fax machines
(more offices equipped with fax machines meant mop®dpnities

to use the gadgets) and, a century ago, with telephones.

The same truth applies to your personal business networkigdwer
and broader it gets, the more valuable it will be—notfprsyou, but
for every star in the galaxy.

The relative handful of stakeholders you identified when yeated your
Manager’s Universe map are just a start at defining youndsss network.
If your key stakeholders number eight or ten, then secomaalgs in the
network may number 30 to 50, tertiary nodes a few hundnebleaser
nodes—some of them no more than points of light with whom ygu ma
communicate only once a year or less—may be almosttefmnumber.

As the sun at the center of this complex, ever-growing erétvyou
play a critical role. It's up to you to make and mainthi& connections
that link all these members into a single, living netw®y putting a
star from one segment of the network in contact with rafisten
another distant quadrant, you are offering them bothpaortunity to
generate light and energy together—to produce new value ttia¢mei
one could create alone.

When people talk about networking, most think about peopdenga
business cards and calling each other for referrald’sTimart of it, but
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networking should really be thought of adding nodesthenturning
them onin a way that adds value.

My friend John Coulter is a master networker. He liveShicago and
spent 26 years working with his best buddy from college, Jioe@astro,
building the largest radio group in the country. Their AM/gMup
boasted more than 450 stations when they finally solddl¢ar Channel
in 2000. Today, John is a consultant spending much of his tipmgel
early-stage media entrepreneurs. One meeting with John akahgau
that he is a powerful force, his optimism and energyres@ring.

As you might imagine from the breadth of his business experience
John’s network reaches deep. Call him for a headhunter—helgo
Mention you're visiting Cincinnati—he’ll rattle off the namef three
sales reps, a half-dozen contacts at Procter & Gammdeop restaurants,
and the phone number of a great car service.

John’s great memory is an asset. But what really méidas powerful is
that he knows what his contacts need and what theyyarg to do,
and he helps connect them to the people who can do it.

For people like John, networking is abgiting. When he meets someone
new, rather than looking for a referral or an equal hiindiohn asks
himself one question: “What does this person need, and hoinhedpr?”

If someone has a business idea, John doesn't play the (¢tgi@eccepts

the fact that most people have no idea what'll work ahdtwon't, a

truth that becomes clearer the longer you work in any busiwhssher

it's movies, publishing, or plumbing fixtures.) Instead, heobses this
individual's champion: “Who can | introduce you to that migatinterested
in your idea? Here are a few names..."Wherever you'regrg go,

people like John help you get there faster. And with egehaiction, the
laws of karma increase John’s own value and success.

Networking as Understanding People’s Needs

How do we build relationships with people like John, becomingedhl
nodes on the network? What it really comes down hosisting people’s
needs If we meet others’ needs—provide value in ways that meitte
them—our needs will be met as well (ultimately if notriediately).

People who believe in this philosophy of networking don’t work
towards equal, one-for-one exchange. They give for the joy afggivi
knowing that the world has a way of sharing rewards.

Of course, knowingnowandwhatto give to the other people in your network

isn’t always so easy. With people who are a permanenhbpgour network (fixed stars
in your universe), you have opportunities to communicategsbhserve,

and learn what matters to them.With newcomers or sightiaintances,

it may take some insight or intuition.
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Generally speaking, business people are usually looking far types
of solutions.

The first type is solutions thatithake them moneffor example, you can
* Introduce them to potential customers.

* Introduce them to potential team members who cgmtheim
earn money.

» Give them ideas for products or services, or brainstorm
with them.

* Help educate them about variant business models—show them
what can they learn from your business.

» Advocate for them. Maybe drop a favorable referendchdm
into an op-ed or a letter to the editor in an industge journal.

Or maybe just send an e-mail to their boss complimenting
the great work they did for you.

The second type is solutions thasdve them moneYyou can
* Introduce them to new vendors.

» Give them the benefit of your experience on business systems
procedures, and/or processes.

* Help them find ways to create non-monetary compensation,
incentives, and rewards for their employees and suppliers.

« Offer to negotiate favorable deals on their behalf.
» Show them ways to be more productive, efficient, ancdedke

Finally, there are solutions thatitiake their lives easieFor instance,
you can

» Teach them how to implement technology better.
» Guide them in their shopping or decision-making.
* Help them plan an event.

* Clip articles or provide them research relevant to thesiness;
in other words, help them learn something.

» Coach them, motivate them, and inspire them.
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Once you really get to know your contacts, you'll begin to tstded
where their needs lie within these categories. If you dontvkiask

them: “What'’s a bigger priority for you right now—finding mangstomers
or trimming expenses? Making more time with your team

members or more time with your vendors? What issues aparigeyou

up at night? Anything | can do to help?”

Once you believe that you understand the problem, clarify your
understanding by asking, “Is it correct that finding taldreémployees
iS your greatest current concern?” This is an imposteg,

because any solution you provide is meaningless unless it agleess
genuine concern.

Igniting your network is about turning people on. If you deliver
real value, they'll feel the pull of reciprocity (it'staiman instinct)
and ultimately return that value and more back to yoo others in
the network.

In Search of Nodes

If you need help in building your personal network, check out one of
the popular “social networking” sites now available online. Bagel,

a successful entrepreneur in Santa Barbara, Califarsés, LinkedIn
(www.linkedin.com) to gather new nodes and light them up. As a
member of LinkedIn, you can add your connections and then gain
access through them tioeir connections. It's hard to overstate how
useful this can be when you need a specific contact. Formpeasuppose
you're a LinkedIn member interested in talking to someone

involved in marketing the Pop Secret product at Generas Milbu

can visit LinkedIn’s website, search its listings under Geéméilks,

and chances are if you built your own network, you'll fihd friend

of a friend of a friend who works at General Mills and kadte
relevant manager.

If you're interested, you can even jamynetwork on LinkedIn. Just go
to www.linkedin.com, search for me, and follow the directidid love
to have you as part of my personal universe.

The Need for Speed

A network of powerful nodes is pointless if you don't intendealize

its full potential. However, the more nodes you add, the wigreficant
time constraints become. There simply aren’t enough hoting in

day to maintain a large network by conventional meahsréfore, you
need to add another dimension to your networking program—speed.

Hollywood studio chief Jeffrey Katzenberg has masteredithef
speed networking. Responsible for a large chunk of Disrsesess in
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the 1980s and 90s, he founded DreamWorks SKG with Steven
Spielberg and David Geffen and later sold the studi@atarRount.
Katzenberg has long been heralded for his close relaipsnsith the
Hollywood creative community. You might wonder how such a busy
man is able to build and nurture his constellation oticglahips
(imagine the diagram dfis Manager’s Universe!) while rising to
Hollywood'’s highest ranks.

If you've ever seen him at breakfast, you'll gain soméhis In a year
with 260 business days, Jeffrey Katzenberg finds tim&30rbreakfast
meetings. Yes, we know that doesn’'t appear possible, but ge@ple
Katzenberg live far beyond normal limitations.

Here’s how it works. Every morning, Katzenberg sets up shthe
corner of the dining room at one of LA’s posh hotels. Thertakes
three breakfast appointments per hour, 20 minutes apawtvBéli
or not, friends of mine who have been his guestsrteltheynever
felt rushed.

It happens like this. You arrive at your scheduled time’{dlzme be
late) and are escorted to Katzenberg's table. The ngrgaets you and
makes sure you are comfortable. The waiter appears. You order
Katzenberg doesn’t. The waiter leaves, and Katzenlsdsg“&low can |
help you?” As you reply, pitching your screenplay, business ptan
other concept, the waiter returns with your breakfast, pimal bite
for Katzenberg.

After 15 minutes of eating and pitching, you take your last tie waiter
swoops in to clean the table, Katzenberg replays youlsrigsck to

you, offers to do what he can, and stands to wish ycaranygoodbye.
As you leave, a waiter quickly refreshes the table, aridet@erg’s next
guest arrives.

Of course, Katzenberg's time-collapsing strategy prodacasersations
that are quite different from the usual business interchamsmall

talk. No lingering over the choice of omelets. No catchingruthe latest
gossip. It's all about getting right to the point! By limij meetings

to 20 minutes each, Katzenberg communicates to his ghaskss time
is valuable The result: Three guests get to run around LA | day,
casually mentioning to anyone interested with whom they just ha

breakfast.Meanwhile, Katzenberg has maximized his awa &nd considered

three separate business opportunities in the space ohtine t
most people would devote to one!

You probably can’'t implement Katzenberg's speed networkirgesty
directly. Most people don't have thousands of players wishung f
20-minute slice of their time. Some of your business colleaigugist
even take offense if you sent them packing from the talde aft

17 minutes of conversation. But the concept of speed netwogking i
critical, and easy to implement with appropriate modtfans for

your particular circumstances.
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Here, in no particular order, is a collection of idemsspeed networking
that you may want to try:

* Never eat aloneKeith Ferrazi's bestseller of the same name is a
brilliant guide to networking, and while the book goes much
deeper, the title itself reminds us of an importassde.

Instead of munching a bagel at your desk or scarfing down
sandwich at the deli counter, turn breakfasts anchles into
opportunities to exchange news and ideas with a colleague,
client, customer, or source. There’s something about Kimga
bread” with people that helps to generate an instant bond of
fellowship and empathy, which makes mealtimes a perfect
opportunity to get to know someone.

» Get wired.E-mail, instant messaging, blogging, podcasting—all
are powerful tools for adding value to what used to bentiave
(commuting, jogging, waiting for your flight, the doctor’s

waiting room, you name it) and for time-shifting communmadi
into those precious five- and ten-minute segments when

motive and opportunity come together.

* Respond right awawhen you get a message, phone call,

e-mail, or letter from someone in your network, respond iciately,
while the impulse is strongest, the message clearest, and

the relevance highest. Don't stack the “to-dos” in a piléhen

corner of your desk, expecting to find an opportunity to devote
plenty of time to a “proper” reply. Instead, dashaffuick, topof-
the-head answerow, which contains 90 percent of what

needs to be said. That's more valuable—and will be mapeeaiated—
than a 100 percent answer two weeks from now.

* Follow the crowdsTake advantage of company gatherings,
industry conventions, seminars and workshops, and otheakpeci
events where many of the key people in your network will

meet. Attend the parties, speeches, and presentationg@td

be able to gather information and share news with 15 to 20
important people in less time than it would take toslume

dinner with two of them. Always get in the path of the alol

they are headed to a seating area, have your conversations near
the entry point. Near the end of the party, have your coniansat
near the door and say a proper goodbye.

* Create your own groupd/ish you had an opportunity to mingle

with your counterparts in other departments or other companies
more often? Invite a dozen key people to join you foctuavery
month. Call it “The Second Thursday Club” and hold it gteat,

noisy, crowded restaurant where the service is fast arabtheersations
are always lively. If that works, launch a few othects
groups—maybe one for people from a range of related indsistri
another for alumni of the same college or high school astdther

for people who share nothing except a passion for creative
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business ideas. Gather the right people and you'll soonHatd t
others are begging for an opportunity to join the club.

» Get your restParadoxically, taking time out to refresh and recuperate
is crucial to keeping your efficiency high.When you're

exhausted, your mind starts blinking, ideas fade and vanish,

and your response rate slows to a crawl. Learn your own body
chemistry and develop a routine that helps you keep it in top

form. This may mean a 20-minute nap between afternoon

meetings, an hour of yoga twice a week, or a threeadgkend

at the shore every two months.Whatever it takes to rgehar

your batteries, do it religiously lest you fall prey to burnout

Don’t wait until your schedule becomes overwhelming before you
consider how you can implement speed networking into youatite
your work. Time is precious, and it is limited. Rementbet you
must collapse time in order to expand your network.

Bosses: Stars, Comets, and the Power
of the Network

Having a well-lit network will help you power up a great besgar
(which casts a powerful light on you in the process), origeithe kind
of boss who passes through your part of the cosmos like et.cOfou
know the kind: full of hot gases and very impressive at flestag, but
quickly flaming out into smoke and cinders.)

If you're lucky enough to have a star-like boss, you can caorecor
her into your network and share the power of what you haike If
things really go well, your network and that of your bosg owmnbine
and increase their values exponentially.

If your boss is more of a comet—someone who doesn’t understarat you
care about your success—your network may be even moakrithe

boss may not like you, but if the other nodes in your netwodgraze

your value as a contributor, your boss will have a hand tetting you go

or holding you back without damaging his own place in the network
When times are tough, the power of your network becomesapparent.
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