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If you ever meet John, you’d take him for a hard-working

guy who likes to have fun. He is an introvert by nature,

who has succeeded at embracing networking. 

John is one of those guys who can pick up the phone and bring
more work in the door in one day than others do in a year. He has
learned to succeed at networking not by perfecting his elevator
speech or by collecting business cards but through the knowledge
that developing one strong relationship is better than developing a
thousand acquaintances.

For years, we have been told extroverts are better networkers
than introverts, and there is no doubt that would be true if
networking was about getting more business cards than your
competition. But networking isn’t about business cards; it’s
about building relationships with the objective of helping
others, knowing that as you help others they will in turn help
you. It is time we re-evaluate how we network and learn a few
lessons from introverts on networking.

Introverts on building relationships
Relationships are the foundation of networking. Introverts and
extroverts alike have a God-given instinct to develop relation-
ships.The difference is that introverts have fewer relationships,
but those they have tend to be more meaningful than those of
extroverts. Surprisingly, this innate focus on relationships is the
primary thing that stifles extroverts’ success when networking.
Introverts succeed because they concentrate on a small, select
group of relationships that are positioned to make them succeed.

Who would you rather network with: an introvert who is devoted
to building or an extrovert who knows everyone and treats you as
just one of many?

Introverts on helping others
While relationships are the foundation of networking, helping
people is the objective. For an introvert, it is easy to focus on
helping a small group of people by providing leads, referrals,
information, and ideas to others. Extroverts may think they are
helping hundreds of people, but in reality they are failing to focus
on the key relationships that are poised to make them succeed.
This broad approach leads to mediocre results, because it is
strong relationships that truly become mutually beneficial.To
succeed at networking, an extrovert needs to likewise develop 
a small group of key relationships.

Introverts on small groups
Why focus only on a small group of people?  You do that because
networking succeeds when it creates a sense of obligation and urgency
between two, or a few, people.When someone provides you with a
lead or referral you have an innate desire to help them in return.
If they provide you with 10 leads and 10 referrals a month, now
you have developed a healthy obligation to help them.

Most people perceive an obligation as a bad thing, yet introverts
know that a strong sense of obligation is beneficial to developing
a networking relationship. It creates urgency as both people
work to help one another.The obligation that is developed by
helping someone will keep you in the forefront of their mind,
and them in the forefront of yours. As a result, both parties
benefit as the relationship develops and they are actively
motivated to help one another.
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Success is based on your plan, not your
relational tendencies
You are not going to succeed at networking just because you
were born an extrovert. It is time to sit down and write out 
a list of your top 10 key relationships that are poised to help
you succeed.Then take those top 10 relationships and start
focusing on introvert networking; that is, developing meaning-
ful relationships with each of those people and focus on how
you can help each of them succeed.
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for the viewer to provide some minimum contact data in order
to receive the value you are offering.That information takes you
one step closer to “conversion.”

The bottom line
Conversion is the Holy Grail for Web sites. Generating click-
throughs, stimulating multiple (and targeted) pageviews, and
driving new revenue by converting that viewer into a buyer
should be your ultimate goal (and then seeing those numbers
increase month over month, year over year), and all your
worries will be forgotten (well, almost all).

Realistically, no one is going to “buy” a professional service
from a Web site, but they might be engaged (and converted) in
such a way that you can talk to them, meet with them, learn
more about them, build a relationship with them, and then be
in a position to “sell” them your service.

So even if you have an integrated, updated picture of everything
your company does in the way of marketing and advertising,
which is logistically challenging, and you tie that information
back to how viewers navigate to and through you site, which is
logically challenging, you still face the age-old reality of profes-
sional services marketing: It’s all about relationships.

So the bottom-line ROI on your Web site can be, and should be,

measured by “face time.” How many new contacts has your site
delivered, and what is the conversion of those contacts by your
business development staff into one-to-one, or one-to-many,
phone calls, meetings, and presentations to new potential clients.

At the end of the day, it’s pretty simple: See what people did
just before they showed up and figure out how to get more of
them to do that.Then provide plenty of “value” for them to
look at and develop a conversion strategy to get “real time”
with them. And you thought your job was just to drive traffic
to your site. Not anymore.

In the next column, I’ll continue with “Web Site ROI, Part 2” and look at
search engine optimization and the impact it has on getting found.

business development
…continued from page 23

ABOUT THE AUTHOR

Contributing Editor Craig Park, FSMPS,

Associate AIA, is vice president and 

chief marketing officer for LEO A DALY

(www.leoadaly.com), an international

planning, architecture, engineering, interior

design, and program management company

based in Omaha, NE. A former SMPS National President, Craig

can be reached at craig@craigpark.com.

ABOUT THE AUTHOR

Tim Klabunde is the director of marketing at

William H. Gordon Associates (www.whga.com),

a Chantilly, VA, engineering firm. Tim can be

reached at tklabunde@whga.com. This is his first

contribution to Marketer.

M

M




