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WORKPLACE
PERSPECTIVES

As the saying goes, “It’s not what
you know, but who you know.”
In today’s competitive world, how

do you get to the individual who doesn’t
know you but who is someone you need
to know—that is, the decision-maker? Such
a person doesn’t wave a red flag saying,
“Hey, I’m over here. Let’s chat because I
need you.” These individuals
are surrounded by bureaucrat-
ic firewalls, such as administra-
tive assistants and human
resources departments. The
purpose of the mission state-
ment that drives your network-
ing campaign to find the deci-
sion-maker is to close a deal
with a written offer of employ-
ment or an agreement to use
your consulting services. 

The book Sun Tzu’s Art of War states
that the terrain and culture should be
known and understood. In the search for
the decision-maker, you need to survey the
target company and identify the decision-
maker in question. To accomplish this, it
is essential to devise a campaign to expose
the inner workings of the organization and
select the targeted individual. Also recom-
mended in Sun Tzu’s Art of War is the estab-
lishment of an active intelligence system
by investing in intelligence resources.

The cultivation and development of
individuals as intelligence resources inside
and outside the targeted organization who
can potentially interact or influence the
decision-maker or others on specific issues
are the foundation of the networking
campaign. The establishment of a rela-
tionship with these individuals is the first
course of action. Such people can be
employees, outside contractors, sales repre-
sentatives, and so on. Multiple informa-
tional resources should be developed to

provide information about the company.
These resources will be able to validate the
consistency of information and provide
alternate avenues of information gather-
ing, should one of your resources no longer
be effective.

Sales representatives can be found at
industry trade shows, whereas human

resources professionals appear at employ-
ment job fairs. The culture of the job fair
is to interview the prospective applicant as
quickly as possible because of the long lines
of applicants. Personnel often take your
résumé with an attitude of “don’t call us,
we’ll call you.” It is not uncommon for
human resources professionals to tell appli-
cants to copy and paste their résumés on the
company website so they don’t have to
scan them themselves. In the trade show
environment, however, the sales force is
more receptive to speaking to and address-
ing the needs of people who approach
them. When speaking with sales repre-
sentatives, be respectful of their time.
Listen well to what they say. Observe their
body language during that initial dialogue.

Stay Flexible
Another statement from Sun Tzu’s Art of
War is to be flexible with change. For exam-
ple, I recognized a networking opportuni-
ty with sales representatives from a well-

known German chemical firm at the Soci-
ety of Cosmetic Chemists trade show. To
get their initial attention, I introduced
myself by talking about the history of
their company from its start more than 300
years ago and how it established itself in the
United States during World War I. The sales
representatives were surprised to learn that

an American knew
more about their
firm than their col-
leagues in Germany.
I initiated this con-
versation while wait-
ing in line with
them at a food
buffet. The point is
that the location of
food can be a prime
area for beginning a

dialogue. I was also able to start up a con-
versation with a CEO from a New Jersey
biotechnology firm while in the food line
at an NIH funding seminar at a local
community college.

The use of free informational seminars
sponsored by companies at hotels lures
potential clients for sales and also presents
a networking opportunity for your market-
ing campaign. Be fluid in your network-
ing when prospecting for leads at trade
shows. Initial contact sessions should be
short, with the understanding that there
will be further dialogue with the individ-
ual you spoke with. The dialogue with the
attendees should be tailored to address the
specific target department.

Learning to identify and cultivate
outside contractors who provide client serv-
ices for equipment and consumable prod-
ucts will facilitate grassroots relationships
with staff and management as well.
Contacting by phone the customer service
departments of various vendors to obtain
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the name and phone number of a partic-
ular sales or equipment service represen-
tative is easily done by identifying the client
and associated zip-code. In one case, I
was able to derive information from a
coffee vendor who was experiencing an
increase in sales with a biotechnology
client. This information served as a clue:
Was the increase in consumption due to
an increase in head count (new employees)?

Another source of information is meet-

ings sponsored by American Chemical
Society local sections. In New Jersey, I
attend meetings of the Society’s North
Jersey Section. As a chromatographer, I
attend the monthly meetings to keep
abreast of new topics in chromatography
and to prospect for new leads by network-
ing with section membership. To expand
my prospecting for leads, I also have
networked with other organizations, such
as the Chinese-American Chemical Soci-

ety, Association for Women in Science,
International Society of Pharmaceutical
Engineers, and The Chemist’s Club of
New York. These organizations can be a
fertile ground for identifying and devel-
oping relationships with people who could
become potential informational assets for
your campaign at a targeted company.
Even further, they could become your
advocates, not only guiding you but also
positively influencing the decision-maker
on your behalf.

Other areas for developing networking
sources are the business development
groups of local public utilities. They can
point you to companies that have
approached them seeking information
about obtaining resources such as water,
electric power, and building space. Real
estate management firms can be utilized
to identify new commercial tenants who
are planning to establish themselves in busi-
ness incubators.

Recruiters and the Internet
In dealing with employment recruiters as
your potential partners to assist you in the
employment campaign, exercise care to
qualify them. The primary questions to ask
should address the recruiter’s relationship
with the client. For example, is the line of
communications directly to the hiring
manager, or is there a human resources
bureaucracy to address first before the hiring
manager? In many large companies, the
recruiter must become an approved vendor
prior to submitting any potential applicants
to the human resources department for
consideration for a particular job order. The
line of questioning to the recruiter concern-
ing the job order should examine parame-
ters such as salary range, job description,
and relocation assistance. Should the
recruiter question you on salary expecta-
tions, respond with a question to establish
the proposed salary range that the client is
willing to offer. The above line of ques-
tioning will then validate the job order as
well as the recruiter’s ability to influence the
hiring process on your behalf. In today’s
competitive world of recruiting, there is no
lack of recruiters. Posting your résumé on
websites such as Monster, HotJobs, Hire-
Health, and so on will definitely have the
recruiters knocking on your front door.

The Internet can be used to obtain
competitive, financial, and individual intel-
ligence to focus networking in a variety of
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ways. Financial intelligence about the life
sciences field can be obtained via e-mail
news releases such as the Life Sciences
Venture Reporter (http://venturereporter.
net). These sources can yield information
such as the fact that a company has
increased the size of its bank account and,
hence, the potential to enlarge its opera-
tions and the employee head count. The
company website can also provide infor-
mation to identify prospective decision-
makers in management. Together, these
two sources of information can be used to
formulate a networking strategy. Com-
petitive intelligence about the principals
of start-up firms in a specific industry can
be obtained from other Internet resources,
such as the Business Journal (www.business-
journal.com). Other sources provide free
daily e-mail services covering current news
events in industries such as biotechnology.
Individual intelligence on members of
the boards of directors of publicly traded
start-up companies can be obtained from
other websites. It is a common practice for
companies to give the biographical and
work history of the various members of
their board of directors.

The use of telemarketing is critical to
augment the employment intelligence
gained from your outside networking
campaign. A telemarketing campaign has
a dual purpose. One is to serve as a two-
minute infomercial of your educational
and industry experience. The other pur-
pose is to maintain communications with
the networking support system you have
already established in the targeted
organizations.

Telemarketing is critical for keeping
abreast of what is currently going on in
these organizations and for encouraging
individuals to communicate with you on
pertinent information related to your
employment search. Human resources
professionals can affect your employment
campaign in various ways, depending on
the organization they are affiliated with.
The best rule of thumb is to minimize

contact with them. In some organizations,
they may have considerable strength as
power players, to the point that the deci-
sion-makers may insist that you copy them
on e-mail communications. It is recom-
mended that you comply with this request
to avoid alienating them and jeopardizing
the interview process. In some cases, you
may have to go through human resources
to deal with the decision-maker.

The objective is to get in front of the

decision-maker to persuade him or her
that you are the right candidate, and that
your work experience and education will
bring value to their area of responsibility
in meeting the day-to-day challenges.

This article is a continuation of a presentation made
by the author at the 228th ACS National Meeting in
Philadelphia for the Division of Small Chemical Busi-
nesses on August 23, 2004.
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