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To the woman who taught me the power of earning social capital

through leading by example, seeking first to give, and then to receive.

Mom, thank you for all that you've done and all that you are.





Foreword

I Have Made several significant career changes in my life, including the transition from being a civilian to serving in the military; from the military to the NFL; and from the NFL to commercial real estate. Throughout these diverse careers, I've noticed a common trend relevant to any industry: exceptional relationships lead to exceptional success.

A naval officer is ineffective without his sailors executing tactically. A quarterback cannot score touchdowns without seamless teamwork between linemen who block and receivers who catch. And a broker does not close deals if he does not provide the best service to his clients. The success of these professional relationships is also influenced by the caliber of the players involved. To achieve more than mediocrity, one can hope to be surrounded by remarkable professionals who also perform beyond the call of duty. However, I've found that it is unwise to simply hope you will always join teams of remarkable performers who work well together to consistently achieve superior results. Such successful relationships require proactivity, a challenge that the best teams overcome together.

While building exceptional relationships or achieving peak performance once you find them, “hoping” is a common practice many professionals deploy. Dave Gowel has shown me that when used properly, LinkedIn allows professionals to replace hope with decisive action in this context. This tool lets people find key contacts in a mutually beneficial manner, making the resultant business relationships more productive.

I met Dave through his company's work with Jones Lang LaSalle, a firm for which I am currently the executive chairman for the Americas. At the time we met, I was interested in his military background and entrepreneurial spirit. I did not fully appreciate the value that social technologies would play in business. However, I've now learned how Dave's company, RockTech, is helping the world understand how these new technologies make relationship building and management more efficient than ever.

Some believe that our tech-savvy youth are becoming introverted
as they spend more and more time interacting with their peers online. However, Dave shows us that the art of communicating and building relationships is now actually more effective than any methods my generation had the chance to use, thanks to these new technologies.

In this book, you will learn both the potential power that your current network already contains, as well as how to turn that power into tangible opportunities and warm introductions with the help of LinkedIn.

From one football player, corporate leader, military officer, entrepreneur, chairman, board member, and avid reader to another, this book is well worth the read.

—Roger Staubach
NFL Hall of Fame Quarterback and
Executive Chairman, Americas,
Jones Lang LaSalle





Preface

My story starts as a West Point cadet looking to serve my country, become an Army Ranger, see the world, and learn what it really means to be a leader. After leaving the military, I found myself on the unexpected path of watching a social media revolution explode in front of me while teaching on the subject of leadership as an assistant professor at the Massachusetts Institute of Technology (MIT). This allowed me to transition from a West Point graduate and Army Ranger serving in a tank platoon in Baghdad, to a young educator at a world-renowned academic institution, to the CEO of RockTech, a company I cofounded with Mark Rockefeller. All of this occurred in less than six years, in the worst economy of my life, and all before I turned 30. This confluence of learning from the brilliant young minds at Facebook's ground zero (I liaised with Harvard's faculty and administrators from my position at MIT to support the Harvard students participating in our courses), the intellectual curiosity surrounding this revolution at an academic powerhouse, and my entrepreneurial desire to start and lead a civilian enterprise have made me comfortable speaking authoritatively on the currency that made this new “power” possible: social capital.

Having reached my thirtieth birthday while finishing up this book, I don't purport to have decades of industry experience that allow me to sit atop a mountain in the lotus position, posing riddles to my visitors. However, it is because my professional life has been spent between the social media generation and corporate America's current leaders that I can see both perspectives on how each is using these new technologies—and see as well what each is lacking. The latter group struggles to understand why the former so readily shares so much information about themselves publicly and substitutes face-to-face interaction with texting or wall posts. The former group hasn't had as much opportunity to experience the powerful impact that a warm introduction or sage bit of social business intelligence can have on a business deal, career transition, or personal challenge.

Describing the past decade of my life as a whirlwind would be quite the understatement. Between the life-changing experiences of graduating from the United States Military Academy at West Point, earning my Ranger Tab, serving in Iraq, and cofounding and leading two civilian companies, I also orchestrated high-end events for multiple four-star generals in Europe, moved to Boston and grew my network from scratch, taught military leadership to students at MIT and six other schools, was accepted into a master's program at Harvard, and cofounded a successful marketing firm in a recession—all while being in awe of the little trooper my wife and I welcomed into the world in 2008.

Today, I am a CEO, an entrepreneur, and a leader who recognizes that I can achieve nothing without a talented, well-informed, and aligned team executing (and improving upon) my vision. I wrote The Power in a Link to help the world see what I've experienced by recognizing that LinkedIn, which so many consider a contact manager or res´ume´ site, is so much more than it appears. I'm a walking case study that demonstrates the professional power of this unparalleled business tool. LinkedIn's social map and its accompanying relationship-focused search capability will change business forever, whether you like it or not. In fact, it was my use of LinkedIn that put this book before you today. I used it to request a warm introduction to Anne Smith, a senior executive at one of the world's leading publishing houses of social media books through the following e-mail that I sent one evening to a client and friend:



To: Foote, Richard

Sent: Thursday, February 17, 2011, 7:21 p.m.

Hi Richard: I was passed the name of Anne Smith today by my writer as your name popped up as being connected with Anne in LinkedIn (www.linkedin.com/in/anneelizabethsmith). Do you know her well? As we consider if now is the right time to publish my book (given LinkedIn's upcoming IPO), I'd love to invite Anne to our office on the Rockefeller Family Floor at 30 Rock to seek her thoughts on how best we should proceed with my book. Any thoughts you have would be, as always, much appreciated.

—Dave

Because of the social capital I built with Richard, I received this helpful reply early the next morning:

From: Foote, Richard

Sent: Friday, February 18, 2011, 8:48 a.m.

I know her very well. It would not be an understatement to say she has been one of my best friends for almost 40 years (we went to college together). I'll be in the Boston office this afternoon. Send me a note as to when it would be a good time to speak and we can talk about how I can be helpful.

Due to the subsequent meetings this simple request stimulated, I received my contract from John Wiley & Sons to publish this book on April 18:a mere two months after I directly stimulated word of mouth using the knowledge I proactively and swiftly gained through LinkedIn.





About the Author

Dave Gowel is the CEO of RockTech, a board member of the East End House, and founding member of the Kendall Square Association. Dave graduated from West Point, taught at MIT as an assistant professor of military leadership, and served as a U.S. Army Ranger and Armor combat platoon leader in Iraq. Through his successes, Dave earned the title of “LinkedIn Jedi” in The Boston Globe.

In addition to the time Dave spends focused on LinkedIn and the platform RockTech has built to enable its adoption, he supports various nonprofit organizations in educational and military causes.

Dave lives with his wife, Julie, and son, Charlie, in Boston, Massachusetts.

You can find more at: www.linkedin.com/in/davidgowel.





Introduction

It's a strange feeling . . . being awake while everyone else is asleep.

Although you may not actually be nodding off as you read this, if you're like most of the world, you probably have not yet woken up to the real power of social technology—especially the professional networking site, LinkedIn. It's one thing to know that there's power in this forum; it's another entirely to be able to explain how you already use it successfully to close deals. We're going to help you achieve the latter. The core value proposition of LinkedIn to successful professionals is outlined in the sections that follow.

LinkedIn exponentially increases your network utility. Most people who think they understand professional social networking tools always agree with me on the first five words of that phrase. In other words, they assume that the more people you have in your network, the greater the likelihood of achieving your professional goals. However, it's not about just having a bigger network; it's about getting more utility out of that network and saving time as you conduct business without harassing or overcommunicating to professionals. This book will show you how our networks are actually already much bigger than we need them to be to accomplish our goals. The challenge is learning how to extract more out of your network, faster than you have before in order to outpace those who compete for the currently available market share of client prospects, top talent, investors, business partners, and so forth. That is precisely what LinkedIn allows you to do . . . but only if you use it the right way.

LinkedIn is not social media. Unlike most LinkedIn books that describe how to get the most out of this social media tool, The Power in a Link focuses on extracting the business value from LinkedIn in a time-efficient manner. Ironically, it's not the social part of social media that makes this term a bad descriptor for this technology. Rather, the media element of this phrase has made users think that they need to actively send out transmissions to as many people as possible, as often as they can and be in a conversation about their personal brand for LinkedIn to be used effectively. This is not the case. In fact, according to the most successful professionals with whom I've worked, too much messaging and conversation, solely for the sake of conversation, is considered to be unprofessional noise—not something that promotes your business goals, but that actually degrades your ability to achieve them.

What You Can Expect to Find in The Power in a Link

There have been many books written about LinkedIn, and most provide tips and tricks for things like building Profiles and expanding your network. Although The Power in a Link will give you those as well, the major difference between those books and this one is that I'll demonstrate the victories I prescribe for you. I will walk you through how I've met exceptional success using LinkedIn, providing the tactics and etiquette that turns social network theory into tangible business deals. The methods I'll share can help you protect your network's privacy and security while amplifying (not replacing) the traditional methods of real- world networking, lead generation, due diligence, sales cycle shortening, hiring, and making strategic business decisions that you perform every day.

This book sets out to awaken you to the potential of LinkedIn through how-tos and anecdotes. I've inserted some relevant and more detailed biographical anecdotes for your deeper understanding of my journey with LinkedIn (and a bit of enjoyment) along the way. You can choose to either read or skip over these sidebars, depending on your interest in them, without missing out on the thrust of the book.

Another reason I took the time out from leading my business to write this book is my desire to thank and repay some social capital to those key members of my network who have facilitated my successes. These individuals made important introductions, provided significant business intelligence, gave exceptional advice, helped me learn from my mistakes, and became wonderful friends, advisors, clients, and investors. You will read stories about them, some with clear titles and some who may remain incognito for one reason or another, under names like John Awesome. I will also mention and change the names of some folks I've come across who could use some education in social capital, such as Jane NoGood (these individuals' anonymity is for their own protection).

The Power in a Link will show you how social technology tangibly helped me accomplish ambitious professional goals. It will tell the story that led up to the launch of RockTech, the business in which I now enable, scale, and track effective training on LinkedIn usage by employees and their corporations (with more technologies coming soon). You will gain a clear understanding of the way LinkedIn can function as a game-changing business tool for you and those with whom you work on a daily basis.

I'll tell you the story—people say it's colorful—of how I use LinkedIn in the real world to generate significant business success for myself and our clients. I will share the lessons I learned that have led me to where I am now, with the expectation that it will quiet the noise that may be keeping you from understanding how social technology can work for you and your corporation, partnership, office, sole proprietorship, or business division.

I'll walk you through the details of how LinkedIn has been critical to my success and suggest ways your LinkedIn network can help you, as it helped one of my clients at Silicon Valley Bank:

“David and RockTech have assisted us to close deals by using LinkedIn that we may not otherwise have closed, totaling over $20 million. We at SVB have worked with RockTech in multiple capacities including conference speaking roles, workshops, intense training programs and their own software platform (TAP). RockTech is a salient leader in this rapidly evolving industry and we are happy to recommend them.”

—Mark Gallagher, Senior Vice President,

Sales Origination at SVB Financial Group

What Has Kept the World Fast Asleep?

As I implied in the first sentence of this section, I believe many people have yet to wake up when it comes to effectively using LinkedIn. Exactly what sedative has kept the professional world from awakening to the power of this technology? There are four key parts to this cocktail:


1. Facebook: The Facebook eruption confused the world about what LinkedIn truly is and the value it provides. LinkedIn essentially fell into the ever-growing stew of technologies grouped as social media, despite the fact that it predates Facebook. Nowadays, many see LinkedIn as merely “Facebook in a suit.” Inviting someone to connect on LinkedIn is often erroneously perceived as the professional equivalent of “friending someone”—a misconception that has caused a devaluation of this technology's true potential.

2. Nonintuitive behaviors: LinkedIn is years ahead of the professionals who can best use it to achieve their business goals. Not because LinkedIn is difficult to use, but it's because the social business intelligence LinkedIn provides has never been available, making its real-world usage nonintuitive. The mentality of those who say, “Put my Rolodex onto the Internet so others can steal the network I've grown? You're crazy!” has left some people thinking that reflecting one's trusted network on LinkedIn is risky, providing hunting grounds for some to poach on the relationships that others have spent a lifetime building. This has even bred contempt for the tool, as well as a false justification for those who like to keep on “status quo-ing.” In reality, and from personal interactions with LinkedIn executives, I've learned that the corporation behind this professional network could not be more protective of its users' networks and its platform. In fact, the platform actually serves as an amplifier for those with the highest caliber networks, where they can extract tangible benefits while protecting and even reinforcing their real-world relationships. Professionals have become much more accessible to others in the past decade due to the explosion of online connectivity. But many of the most traditional professionals have fallen into a false sense of security, thinking that by keeping their Rolodexes locked in their desks, they can hide their personal networks from the competition.

3. Complex and risky: The population postured to benefit most from LinkedIn consists of the established, business-leading generation of professionals who have been successful without LinkedIn for their entire professional careers. They are accustomed to the concept of using relationships to drive business, but they claim to currently do it—and want to continue doing it—“the right way, in the real world, not in cyberspace.” Most of these individuals haven't been willing to dive into LinkedIn and try it, even if they get past the first two hurdles. They don't want to test their ability to be quick learners by risking a mistake that could impact their reputation in front of their networks just by trying to get LinkedIn.

4. The same, but very different: Although LinkedIn's most valuable technical features have not materially changed since launching in 2003, the tangible value that the platform now provides wasn't accessible until recently. This core, valuable functionality didn't (and won't) exist for its users until the following occurs:


[image: img] LinkedIn itself first reaches a critical mass of many millions of users in a relevant target market.

[image: img] The users seeking value connect to enough of the people they know on LinkedIn, but only the people they know.







Because these criteria need to go hand in hand, many tech-savvy early users of LinkedIn found it to be useful but not sufficiently compelling, because the platform didn't have enough users. This caused those innovators to slide into LinkedIn behavior patterns (and be followed by the masses) that bypass the tool's real value. And this real value is what puts LinkedIn on a glide path to revolutionize business.

It is this cocktail of sedatives that causes many of LinkedIn's current and prospective users to struggle when trying to comprehend the concept of mapping their long-standing networks. If these people understood the power here, they would use LinkedIn to activate that untapped value waiting for them just inches beyond their current reach. A metaphor I use to explain this argument compares LinkedIn to a common tool: If LinkedIn is a thousand-blade Swiss Army knife, most people start using a few of its blades, the ones that they can easily figure out; they don't look deeper into the tool because they find value in and start to use those first few blades. However, many people are using the blades ineffectively, and the majority of users aren't even using the most valuable ones (especially since the best “LinkedIn blades” don't come presharpened).

How I Ended Up Here, Writing This Book

It has become a passion of mine to help the world understand how to leverage new, misunderstood, and underutilized technologies, with only the first one being that Swiss Army knife that is LinkedIn. But it took a unique journey for me to realize this passion. And most of my accomplishments would not have been achievable without the incredible network and team that I developed, the cultivation of my LinkedIn prowess, and, of course, an overabundance of caffeine.

Ironically, I first started to learn the value of LinkedIn from my students. While serving in MIT's Reserve Officers' Training Corps (ROTC) program, I was responsible for liaising with the Harvard ROTC students. I was able to teach young leaders at both ends of the city how to transition from Cambridge academia to combat leadership. Since this coincided with Facebook's explosive success, my students, who were among Facebook's first users, gave me daily lessons on using social media. Then, while building my first company in less than ideal economic conditions, I discovered that LinkedIn was the best social networking ally for those challenging times.

Having used this networking tool with our clients since 2007, I've experimented with LinkedIn and other social platforms extensively. I've made some rookie mistakes while using it, but also discovered and built upon the most beneficial, game-changing aspects. I grew a team that consulted and trained on LinkedIn, when we weren't using it ourselves to drive revenue, build market share, and keep our investors willing to invest in our next big idea. Yet unlike other social media experts, we didn't spend our time consulting or training on LinkedIn with a focus on being in more conversations, having a high number of connections, or showing off catchy job titles. In short, we didn't do anything that we didn't think would directly lead to tangible benefits like topline revenue growth, warm lead generation, and measurably faster hiring. It was this business that refined our LinkedIn expertise, informed us of best practices, and empowered us to seize a bigger opportunity for effectively training many more people than just those with whom we could personally interact.

My current company, RockTech, has built the Technology Adoption Platform (TAP), which overlays and integrates with LinkedIn's actual user interface. More generally, TAP is a strategic tool for corporations to provide initial and ongoing technology adoption for their employees in a manner where users learn while actually using that technology. TAP for LinkedIn helps people learn the best practices I demonstrate in this book to achieve significant business successes while inside their own LinkedIn Profiles. Our platform allows corporations to empower rather than prey on their employees. Yet the power of our software—as with LinkedIn's—is always rooted in the human behaviors outside cyberspace that are enabled and amplified because of it.

Because of my success with LinkedIn usage, I earned warm introductions to LinkedIn founder, Greylock Partner, and industry icon Reid Hoffman, as well as many of LinkedIn's executives, cofounders, and investors. LinkedIn has passed us business, introduced us as a reliable source to the New York Times and Fox News, showcased my story to its employees and users by featuring me in their 100 million-user marketing campaign, invited me to speak at an internal company panel discussion, and supported TAP's launch by signing a coveted application programming interface (API) agreement with RockTech. I was even invited to sit in the front row at a LinkedIn-sponsored event that hosted the President of the United States and—most importantly—LinkedIn has built the professional network that changed my life.

Keep in mind that we had no incentive to choose LinkedIn over any other social networking platform. As other tools emerge, RockTech will master them and deliver adoption products in addition to those offered for LinkedIn (since we don't see LinkedIn falling from the forefront of this industry any time soon). We recognize and explain that LinkedIn is not the be-all and end-all business tool. Our team uses it to amplify the actions we've performed before. In addition to LinkedIn, we focus on finding and simplifying the best yet most misunderstood technologies so that you can more easily generate and measure business successes.

For me, using LinkedIn began as a way to generate leads and gain key introductions for my first business: a Cambridge-based marketing firm called Clearly Creative. I soon realized that the domain expertise surrounding social technology was going to become much bigger than just a resource to grow the marketing firm. I've progressed from a guy who made fun of social media (you'll hear a story about my friend Amos later in Chapter 5) to a LinkedIn Jedi (dubbed as such by the Boston Globe's Scott Kirsner).

Having spent these past few years of my life clarifying LinkedIn's power to various corporate audiences, I've come to realize that it's truly all about the individual. Despite this tool's breadth of use for those in the business world—including lead generation, hiring, job searching, closing deals, shortening sales cycles, marketing, and search engine optimization (SEO)—LinkedIn isn't going to be game-changing for everybody.

Because LinkedIn allows you to amplify the value of your relationships and your personal brand, it is most powerful for those hardworking, value-producing, ethical individuals who are not getting as much out of their networks as they think they deserve. These people often think, “If more people knew about me and the exceptional work I'm doing, I would achieve my business goals much faster than I am now.”

On the other hand, if your efforts or brand haven't positively impacted anybody else, LinkedIn will only make you more aware of that fact. If Jane NoGood is unethical and lazy, nobody in her network is going to want to make introductions for her or provide her with the valuable social business intelligence she seeks, no matter how many connections she can amass. Unfortunately for Ms. NoGood, one of the things that LinkedIn cannot do is generate fools that will hire bad employees or lazy service providers, buy poor products, or invest in weak entrepreneurs.

I ask you to think about this question as you join me on this journey: “What if a world existed where you could dramatically reduce the time it takes to find clients, employees, investors, service providers, or other business partners by using, not abusing, valuable, trust-based relationships?”

Keep this question in mind as you read, and you'll also begin to understand how LinkedIn is making this ultraefficient professional connectivity a reality for you.

It's a hefty task to enlighten the world on the ways LinkedIn is going to change business despite the four hurdles mentioned that have stood in its way thus far. Therefore, we'll start with a basic discussion of the commonly misunderstood idea of social capital. Without this understanding, I would not have been able to start and grow a successful marketing firm in the most difficult economy since the Great Depression. I also wouldn't be leading a company with Mark Rockefeller as a friend, investor, and business partner. And I certainly wouldn't be here, writing this book.

So I ask you to join me, because if you choose to hit the snooze button on this wake-up call, your competitors who react to this alarm will be the first to thank you.

Introduction Summary


[image: img] My story is used to showcase the behaviors inside and outside LinkedIn that enable tangible business success with this tool.

[image: img] Choosing not to use LinkedIn helps your competitors to succeed.

[image: img] Earliest adopters have misunderstood LinkedIn because: (1) Facebook has caused mass confusion about its value; (2) the behaviors that make LinkedIn data useful in the real world are not intuitive; (3) those who don't want to accidentally misuse a feature that impacts personal networks perceive LinkedIn as complex and therefore risky; and (4) there was a multiyear delay for a critical mass of people to join LinkedIn, which ultimately made its true value available, but only when users connect to the right people.







Part 1

Why Wake Up?





Chapter 1

Engaging in the Social Capital Trade

Social capital is a term you've probably heard before and one that I will use often throughout this book. It doesn't come with an official definition from Webster's Dictionary . . . yet. Unlike financial capital, social capital can't be bought. It takes time and trust to earn, maintain, and use (not abuse) social capital. Yet, once you've harnessed and mastered its power, it can become one of the most valuable assets for both your personal and professional lives.

Wikipedia defines social capital as a sociological concept used in business, economics, organizational behavior, political science, public health, and the social sciences in general to refer to connections within and between social networks.1 Bowling Alone author Robert Putnam captured the concept well when he said, “Just as a screwdriver (physical capital) or a college education (human capital) can increase productivity (both individual and collective), so too social contacts affect the productivity of individuals and groups.”2 As an evolution of these definitions, I define social capital as the intangible value Person A assigns to Person B when Person B requests a favor from Person A (an introduction, a recommendation, provision of business intelligence, and so on).

The building up, cashing in, and exchanging of social capital makes the world of business go round. These transactions require trust, integrity, and credibility to generate the social capital, facilitate exchanges, or increase value; yet social capital is not an asset that is commonly measured by most professionals when evaluating themselves or others. It's also not measured when most businesses are valued—even though it should be.

To help clarify the idea of trading in social capital as I see it, I highlight my relationship with Bill Aulet, a senior lecturer and the managing director of the MIT Entrepreneurship Center. I have established and maintained a professional relationship with Bill after being introduced to him by one of our mutual trusted colleagues at MIT (more about the legendary Peter Kurzina later). Bill was not an easy guy to pin down for our first meeting, but when I finally got in front of him and showed him what I was doing with LinkedIn, he understood it immediately and became one of my biggest champions (you may have noticed his quote on the back of this book). I had therefore laid the basic foundation on which I could build social capital with him.

To take it a step further, let's say I discovered through LinkedIn that Bill was connected to John BoardMember, who serves on the Board of Directors of a company in my target market. Because I have that solid social capital foundation with Bill, I would feel comfortable asking him to introduce me to BoardMember (that is, if I felt I provided a compelling and relevant value proposition that Bill would agree with). Of course, this introduction would have to be meaningful for all parties involved. If Bill had a strong relationship with BoardMember, I am confident that he would consider placing his personal brand at social capital risk by providing me that one introduction.

In this case, if I offer any value for BoardMember once we are introduced, a few things happen:


1. Bill's social capital store increases with me (I owe him for making the introduction).

2. Bill's social capital store increases with BoardMember (Bill made an introduction that ultimately produced some sort of value for BoardMember).

3. I lay the foundation to build social capital with BoardMember.



This example illustrates the importance of making valuable introductions that benefit everyone involved. Had I wasted BoardMember's time by making a bad impression on him (for example, if I tried to sell him something he didn't want or talked about myself without listening to his interests) instead of providing some kind of value to him, I would make both myself and Bill look bad. BoardMember wouldn't want to continue a relationship with me, and Bill certainly wouldn't be making any more introductions on my behalf—since he traded in social capital by essentially saying, “John, by introducing you to Dave Gowel, I'm investing my time in making this introduction. I'm also risking my personal brand in tying my name to the potential success (or lack thereof) of your overall experience with Dave.”

So, hypothetically, Bill chose to make this introduction as a savvy businessman, with the expectation that this investment of time and risk of his personal brand would yield:


1. The personal enjoyment that he gets by introducing two people he knows and likes (contrasted to the personal displeasure of making a cold call in an attempt to build relationships for himself or his business).

2. The knowledge that BoardMember and Dave will value Bill and his brand more after this successful introduction, thereby raising Bill's social capital account with both parties.



Let's go back to my original request for an introduction from Bill. What if I had e-mailed Bill and asked him to introduce me to not one but four people I wanted to reach for my personal benefit? As a busy and respectable professional, Bill might not even have responded to that e-mail. He would more than likely ignore it, and probably think that I had overstepped my boundaries, pondering, “Who does Gowel think he is? Am I here just to sit around and make introductions for him all day?” And really—who could blame him for thinking this way?

Some of you (the sales professionals out there) may respond, “Well, why not? Why is it so outrageous to ask Bill for four introductions—especially if he respects you and feels comfortable referring you to people on his behalf? Isn't that what effective networking is all about?”

This concept is best explained by relating social capital to social norms. In certain environments, different actions are acceptable to different people. For example, it's perfectly normal in the United States to approach someone and shake hands the first time you are introduced. In other countries, kissing someone on both cheeks the first time you meet is acceptable if you've been introduced by a close mutual contact or family member. But had I given Bill the double cheek treatment the first time I met him, I suspect that the only introduction he would have made for me would have been to his door.

As with social norms, there is a fine line of etiquette that goes along with trading in social capital, both online and offline. It requires that you develop an understanding of your target market's environment, the activities in which they are currently engaged, and what they expect of you. It's not easy, but this is how you can figure out the exchange rate of the social capital that you possess. This, of course, is far more difficult than a monetary exchange: unfortunately, you can't peer into your wallet to find out how much social capital you've lost or gained with a particular person.

Of course, the concept of networking and asking for introductions is nothing new. Techniques like attending networking events, handing out business cards and cold calling have been around long before the existence of LinkedIn. But now that we've entered into this new era of business, LinkedIn is augmenting some of these antiquated ways of spreading word of mouth (WOM). LinkedIn is not a complete substitute for more traditional ways of networking. Face-to-face contact, social skills, and a firm handshake are still vital for most people (including me) to achieve the success they seek, and that's not going to disappear. LinkedIn isn't replacing these traditional methods; it is significantly amplifying them.

For example, I attended a networking event to accomplish various goals one summer morning in 2009, one of which required getting in front of highly regarded Boston Globe columnist and blogger Scott Kirsner. My goal was to meet Scott, convince him of my LinkedIn prowess through a gratis LinkedIn training session, learn from his critiques, and earn some favorable press (you'll find a more detailed version of why he dubbed me a LinkedIn Jedi later in Chapter 8).

I have built social capital, supplemented by LinkedIn, with many respected business leaders by providing value during my first interaction with them and by being a hardworking person who values integrity. Of course, there are ways other than through LinkedIn to build social capital with people in the real world, many of which just require common sense. In fact, some of these are critical to enable LinkedIn to be effective for you in business, as LinkedIn doesn't obviate the need for human contact. Here are some networking best practices I've found useful that should be used with, not instead of, LinkedIn:


1. Be patient and reasonable: A few months ago, I was introduced to a guy—we'll call him John Impatient—by a friend who felt we would mutually benefit each other. After I had to reschedule a phone call at the last minute with Impatient for the second time (because of a second unforeseen conflicting event), Impatient decided I wasn't worth the wait. He left a stern message with my assistant saying, “This is the second time Dave's cancelled on me; I'm no longer interested in meeting him.” Had Impatient given me the benefit of the doubt, his social capital would have started off high with me, as I would be looking to repay him for the inconvenience I had caused. It just so happened that I had to reschedule with him because I was working on a major business deal from which Impatient could have benefited, had he not been offended that there was something I had to prioritize above my interaction with him. When people reschedule on me, I generally assume that they are so busy with the positive things going on in their business that they will be worth the wait. This is especially the case when I am introduced to new contacts by people I trust (mostly thanks to LinkedIn).

2. Follow up: Often forgotten in the business world, following up is essential, not only when you want to get introduced for a job, to make a sales pitch, or to ask for a favor, but also after you receive fruitful introductions, advice, or favors from people in your network. When trusted colleagues risk their personal brands to introduce you to someone in their networks, it will reinforce your social capital to follow up with that introducer to thank and update them on the meeting's success. If people invest their time to give you advice or guidance, follow up and let them know how you used that advice and make it clear that you were listening and executed thoughtful actions from their imparted wisdom. These actions go much further in building social capital than most people realize and can easily be accomplished by using calendar reminders or an online task list.

3. Pay it forward: If you make an introduction for someone in your network that leads to anything valuable for either person, your social capital account with both people increases (as Bill's account increased with John BoardMember and my own). Channeling JFK, I advise you to ask what you can do for your network before asking what your network can do for you. Whether you are looking to get a job, sell something, partner with a business, or hire the right team member, it's helpful to have already built up social capital before you need to go to the well. This is an especially smart move for people who have strong, high-quality networks but who wonder how they can monetize that social capital (or get a job) through their networks without abusing them. If you fall into this category, the following is a painless process worth considering:


a. First, find an ethical, well-connected person in your network with whom you like spending time.

b. Determine what this person—we'll call her Jane Awesome— is trying to achieve at this point in her life. You can do so by simply taking her out to lunch and asking her what she's up to. Learning about Awesome's goals and figuring out her value proposition and target market will better arm you to make a quality introduction for her from the pool of people you know.

c. Make an unsolicited and thoughtful introduction. This act may turn into a business deal, an achieved goal, or just a new connection for Awesome. Offering some form of positive result (even if it is nothing significant) puts Awesome in an appreciative position, which will allow you to be more comfortable asking her for an introduction to someone in her network when you need one later on. Not only are you positioning yourself well for future tangible gain, but you've also helped your friend.



Note: Please do not mistake my words (here or anywhere else in this book) for saying that you should be nice to people and make introductions just so you can take advantage of that relationship later. The people in your network will notice if you are insincere, which will prevent you from building social capital stores with anyone. This tip (and any others I provide) is merely an explanation of how to do something that could help you build social capital in the future; it does not guarantee it. That absence of the guarantee is actually what makes it so valuable. People appreciate what you do more if you choose to help them because you like them instead of because you are expecting a return on that investment of your time and brand.

4. Grab a coffee and hang out by a crosswalk: Let's just say that if, one day, you happen to see a man walking, distracted while deep in thought, and he fails to notice he is about to step into a crosswalk while traffic has not yet slowed, and you grab his arm and save his life . . . you'll most likely be able to ask him for an introduction or two. Perhaps this scenario is far-fetched; however, it does highlight the point that sometimes it's not the length of a relationship that matters in generating social capital but the quality of that time spent.




Carrying the Pig and Talking to Trees

A valuable lesson I learned in the realm of social capital best practices occurred when I was a student in Fort Benning's U.S. Army Ranger School—a rigorous leadership and educational experience that challenges physical, intellectual, and social capabilities, requiring the highest degree of attention to detail and mental focus. Ranger School consists of three phases covering at least 63 days. You must pass many levels of evaluation to earn the right to call yourself Ranger. The basic evaluative tool during this experience is the patrol; you essentially live in the woods with your squad or platoon, executing full-day—as in 24-hour-long—missions. There is an assigned (and graded) patrol leader, with subordinate (also graded) leadership roles, all of which rotate twice during each mission. This process requires that you pay meticulous attention to other people's duties so that you can then lead effectively in your next position, since you're not told until the moment you are promoted what your role will be for the next iteration. Therefore, you don't get through Ranger School without building some strong ties to your fellow students whom you've likely just met only days or weeks before.

A unique element of Ranger School that can jeopardize a stellar patrol assessment is the peer review. You can be “peered out,” which can cause you to fail out of Ranger School, even if you demonstrate the tactical genius of General Patton and the physical stamina of a samurai while passing your patrols with flying colors. If your peers decide that they don't like you (and they don't even need to provide hard evidence of it), you will never be able to call yourself a Ranger.

I realized very early on during Ranger School that I would build social capital most effectively by discovering how to use my strengths to help the people around me without asking for anything in return. It quickly became apparent that the only effective way to be seen as a good guy here was to actually be a good guy. Extremely stressful situations tend to cause people to drop their guard and let their true colors show through.

Since I came from the armor branch, not the infantry, I was at a disadvantage when I arrived at Fort Benning; my core training up to that point wasn't as focused on Ranger School's infantry-focused tactics as was many of my peers'. Therefore, lending tactical genius was not how I intended to build social capital. However, after almost a year of intense preparatory training, I quickly realized that at a lean 205 pounds, my physical strength was an asset I could use to be a good team member. I would regularly volunteer to carry the heavier gear during the patrols and road marches we conducted early on, specifically the 24-pound M60 machine gun affectionately referred to as the Pig.

Few people wanted to carry the Pig (in addition to another 40 to 80 pounds of gear that we all had already), but because I was willing to use any advantage I had in size to benefit my peers, I offered to do so more often than not. And I never complained, making sure always to look at the silver lining of tough situations and remain upbeat. I took the same stance when a peer in a leadership position would ask me to complete an unpleasant task: I executed the task to the best of my ability and kept any grumblings to myself.

My social capital payday manifested itself during the second part of Ranger School: the mountain phase. One dark night during a graded patrol, I came down with a sickness I later realized was probably the flu. I had a fever, became delirious, and most notably, lost my appetite (the significance of thelatter symptom highlights the severity of my illness as every other day in Ranger School, I would have likely traded a kidney for a candy bar).

Needless to say, I was not a functional Ranger while my head was on the chopping block as an evaluated patrol leader. Because of the strong desire to avoid being recycled, I powered through my initial duties while drinking as much water as I could, trying to purge my system of this ill-timed curse. My final requirement for that patrol was to complete a long march at night, carrying a heavy load through mountainous terrain. I was so sick, malnourished, and tired that I was later told I was falling in and out of consciousness, talking aimlessly to the surrounding forest. My buddies could tell I was having a difficult time, but because of the social capital I'd built up with them from taking on Pig duty and being a good team player, they jumped in to help me. Although it would have been easier for my peers to leave me behind or to tell an RI (Ranger Instructor) that I was sick, they instead tied a strap to my rifle and led me through the mountains so I wouldn't get lost. It was because of my fellow Rangers that I made it through the night. Had I not built social capital with these people beforehand, I may never have earned my Ranger Tab, which would make this story far less interesting.



And for good measure, consider the following few worst practices:


1. Don't milk your introductions: I was once introduced to a new business partner by someone we'll call John Milker. Milker's self-interest prompted him to promote his own agenda by keeping himself involved in the relationship he stimulated, despite there being no mutually beneficial reason to do so. He continued to entangle himself in the new relationship as things progressed and it became awkward when all the other parties realized he didn't fit. However, since Milker made the introduction, it was a difficult topic to bring up. His selfish mentality rapidly burned social capital with me and our mutual business partner, and it was clearly not worth his effort to force his involvement.

2. Don't treat people as a means to an end: People generally know when someone else has used or is using them. Treat people like the friends, contacts, and respected employees they are while you network, and not like tools that you're trying to manipulate. As I reiterate throughout the book—this is not to say that you should only be nice to people you will want something from in the future. We all know someone who operates under this mentality, and it is usually transparent and not appreciated.

3. Don't try to cash in on social capital: I was once introduced to a potential business partner by someone I'll refer to as John Greedy. When the introduction turned to business, Greedy ended up coming back and saying, “By the way, since I introduced you, I want a cut of whatever comes out of it.” Although his request was based on the general notion of the commonly accepted practice for referral revenue sharing, the fact that he hadn't clarified this up front soured the relationship. If you make an introduction for someone without clearly outlining some form of agreement before doing so, be careful. You can burn stores of social capital by pursuing monetary compensation after the fact.

4. Don't make flippant introductions: This is where using LinkedIn became confusing for many early adopters who lost sight of their objective in pursuit of sincere intentions. Some believe that introductions are a quantity-based activity instead of a quality-based one, and thereby they make introductions solely for the sake of introducing people. Despite having access to a plethora of people you never knew you could reach, you never want to waste your connections' time by being a super-introducer who doesn't carefully consider whether or not both sides of the equation will benefit from the interaction.




Second Lieutenant AllTalk and the Tab Wearers

I also learned a couple of social capital worst practices in my time at Fort Benning. Unfortunately, there are some people who believe they can glide through Ranger School (and life) by relying exclusively on social capital. Take for example, Second Lieutenant AllTalk. AllTalk entered Ranger School, the Army's preeminent leadership school using infantry tactics as the educational medium, as a noninfantry officer with even less tactical preparation than I had under my belt. AllTalk arrived thinking he was just going to do favors for people to make them like him, and he didn't think he needed to learn the infantry tactics that were required to excel. AllTalk believed that his infantry friends would take care of him when it was his turn to lead patrols, because he was generating a lot of social capital for them (for example, sharing his food with them and volunteering to take the lead on miserable or laborious tasks). But the Ranger Instructors could tell that he wasn't proficient in his duties. This was partly due to the fact that his peers realized that AllTalk expected to lean on them while they were tired, hungry, and cold as well. AllTalk wasn't able to pass his patrols because he relied too much on social capital; he didn't earn the title of Ranger, because he was depending on others to carry his load. He didn't get social capital, and he didn't get his tab either.

Had AllTalk managed to slide by and become a Ranger, he probably would have been what the Army calls a “tab wearer”—people who attend Ranger School solely to get their tabs and then rest on their laurels afterward. They simply show their prize off to everyone in a “Hey, look at me!” fashion. On the other hand, if you're a “tab bearer,” you recognize that because you've earned that tab, it's now your duty to represent it well. You show that you deserve it by being an ambassador for the Ranger brand as opposed to milking it. When this concept is applied to social capital, you become a tab wearer when you use someone as a means to achieve an end and then treat them as something from your past. Conversely, you become a social capital tab bearer when you recognize that it takes work to maintain a relationship, which includes providing meaningful introductions and other means of returning value to people who have helped you, because it's the right thing to do. Being a tab bearer means that you always keep that delicate balance that is the social capital exchange in mind.



You generally won't build social capital by poking prospective business partners on Facebook or tweeting them on Twitter. That's not to say that these forms of social media are not effective business tools. I just want to stress that social capital is not as effectively exchanged in other platforms deemed “social,” as LinkedIn is the best of the breed in this arena. Another way to see this is that Facebook answers the question, “what are my friends doing right now?” while LinkedIn answers the question, “who in my network can introduce me to someone I need to meet?” LinkedIn is fundamentally different from any other site that has been categorized as social media. And on that note, it's about time we discuss the star of the show. . . .

Chapter 1 Summary


[image: img] Unlike financial capital, social capital cannot be bought. It takes time and trust to earn, maintain, and use (not abuse) social capital. But it is the building up, cashing in, and exchanging of social capital that molds and powers the world of business today.

[image: img] I define social capital as the intangible value Person A assigns to Person B when Person B asks for some type of favor from Person A (an introduction, a recommendation, provision of business intelligence, and so on).

[image: img] LinkedIn enhances some antiquated ways of spreading word of mouth (WOM) marketing and provides, for the first time ever, the ability for users to directly stimulate personal WOM marketing to multiple target markets.








End of sample
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