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CHAPTER 1 

 

Show Me the People 
 

KEY 1: SHARE YOUR POWER WITH OTHERS 
 
There’s a human trait that fears the yielding of power. The 
delusion is that if an individual were to yield whatever power he 
or she now has, that person will lose it and all the benefits that 
accompany it. The truth is, if the individual is secure enough in 
his or her power to share it with others, that power is enhanced 
(many times over) through the respect others gain for you when 
they see your inner confidence. 
 
In developing strong partnerships with your colleagues and 
customers, allow yourself to feel secure enough in your own power as 
an individual to share it with others who contribute in a meaningful 
fashion. As a result, you’ll significantly enhance your power through 
the respect others gain for you after witnessing such inner 
confidence. 
 
If you feel somewhat overwhelmed by these issues, you’re not alone. 
Power over others is a daunting proposition. Sure, there’s a primal 
sense of power that feels good when we can tell others what to do 
and they are forced, more or less, to obey our commands. It’s as if 
we are stronger, better, more privileged, and more worthy of reward. 
It’s not easy to give up that primal feeling. 
 
But there’s a feeling that’s more fulfilling in the long run: cooperating 
with others freely. It’s the option to be more productive and 
successful in the business world because we’re part of a team that 
functions more efficiently and effectively, while making us feel more 
involved and appreciated on the basis of who we are in terms of our 
skills and deeper values. We get the job done with less effort and less 
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stress, and in the process, we help others become even more 
capable of producing their own results. 
 
As Warren Bennis, guru on business leadership and professor of 
business administration at the University of Southern California, puts 
it in a Time magazine article, “There’s a point at which you find an 
interesting kind of nerve circuitry between optimism and hubris. It 
becomes an arrogance of conceit, an inability to live without power.” 
In addition, the Awareness Factor is not the dominant culture in much 
of today’s business world. Rather, the Status Factor—based on 
competition and conflict, even within an organization—still reigns 
supreme among many who believe in divided interests rather than 
cooperation. “It has become clear that nature is filled with competition 
and conflicts of interest,” writes journalist D. Brooks in the Atlanta 
Journal-Constitution. “Status contests came before humanity, and are 
embedded deep in human relations. We strive for dominance and 
undermine radical egalitarian dreams. We’re tribal and divide the 
world into in-groups and out-groups.”  
 
It’s much easier to be simplistic, self-serving, and single-minded in 
the world of business—easier but not more profitable, at least not in 
the long run. What really works—in terms of effective leadership, 
employee loyalty, a more successful marketing approach, superior 
customer service—is the framework of ConnectAbility. But since 
confronting the status quo presents a greater challenge, the Status 
Factor rules the day in more cases than not. This leaves a 
tremendous margin for success for those who choose the Awareness 
Factor. 
 
The Status Factor is the favored structure of traditional business 
organizations, in which power is tightly controlled from top down, 
resulting in what one expert calls “industry dissonance.” More 
dynamic business organizations integrate ConnectAbility into their 
value structure. In the following sections, we’ll see how the 
manufacturers at Ford and Mercedes moved toward more 
ConnectAbility values. 
 
Show Me the People 
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Now that we have a meaningful understanding of the Awareness and 
Performance Factors, we’re ready to explore the basis on which the 
structure of ConnectAbility stands. 
 
■ Relationships are assets. In any business setting, relationships 
are assets. As such, they can be created, managed, nurtured, 
measured, and even discontinued, intentionally and consciously. 
 
■ It’s all about who cares. Business cannot exist in the absence of 
people relationships. The stronger the relationships, the more 
potential for success in the business. It’s not whom you know that 
counts; rather, it’s who cares whether or not you know them. The 
more they authentically care—whether the “they” are associates, 
prospects, customers, or vendors—the greater the potential for 
success. 
 
■ People relationships make up the business. When the purpose 
of a relationship changes, the expectations and “rules” that apply also 
change. In that sense, the purpose defines the nature of the 
relationship, which survives until the purpose or Desired Outcome is 
met. Then that particular relationship ends, or transforms into a new 
one if a new purpose is agreed on. Therefore, Desired Outcome is 
the organizing factor in business relationships. Without it, there is no 
meaning to the relationships. 
 
■ The Desired Outcome defi nes the business. All relationships 
can be evaluated with regard to the Desired Outcome, which may be 
as simple as casual friendship or as complex as the organization of a 
federal institution. 
A marriage contract is one that overlaps broadly between personal 
and legal aspects of a relationship. The success of a business 
relationship 
 
Use all of your strength. When you seek to retain and protect status 
by using your power over others, you actually diminish your strength. 
But when you share your power by helping others expand their 
awareness and learn what you know, you then add their strength to 
your own, producing even greater capacity for everyone. 
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ConnectAbility always refers back to the Desired Outcome, which 
might change over time, requiring ongoing evaluation. 
 
■ The key to success is the core group. Any business, other than 
“mom -and-pop” operations, is run by a select few, which we refer to 
as the “core group.” Core groups, committed to reaching the Desired 
Outcome, are the key to success. The ConnectAbility of the core 
group is of utmost importance, for without an effective inner circle, the 
business will fail. 
 
The potential for success of any business can accurately be predicted 
on the basis of the ConnectAbility of its core group. 
 
■ Show me the people. A primary contribution to the structure of 
ConnectAbility is that businesses are not the brick-and-mortar 
buildings that house them, but rather the relationships that constitute 
the social network of the individuals making up the organization. 
Accordingly, the business is the dynamic interaction between and 
among its members as they focus on the Desired Outcome. All the 
rest, including brick-and mortar physical space, the paperwork fi les, 
and the related inventory (if there is such), are merely the physical 
manifestation of the business, not its essence. 
 
■ We have met the business, and it is us. It then follows that the 
business exists whenever and wherever two or more people 
communicate to achieve the Desired Outcome, including virtual 
connection over the Internet. A “virtual” business may have no brick-
and-mortar home yet be highly successful. But it must have a 
relationship network of individuals focusing on a Desired Outcome. 
 
■ ConnectAbility works at work. Since relationships make up the 
essence of any business, ConnectAbility is key to potential for 
success. 
 
Fortunately, ConnectAbility is learnable, through a commitment to 
education and training. The large body of research on emotional and 
social intelligences, as well as other aspects of multiple intelligences 
as revealed by Howard Gardner’s seminal work, proves this beyond a 
doubt. 
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We improve our chances of success if we appropriately combine the 
emotional parts of our brain with the thinking component. For 
example, we pride ourselves on being in control of our lives. Yet if we 
get too controlling and analytical about everyday decisions, we 
become stymied, even neurotic, in our “paralysis of analysis.” That’s 
because overanalyzing may interfere with our ability to make quick, 
intuitive business decisions. 
 
Why are some people of comparable circumstances able to profit 
from personal investment opportunities while others aren’t? When a 
friend, Richard, first began to invest in real estate some years ago, he 
found that some individuals, as intelligent as they were in other areas, 
seemed unable to buy any properties, though they had the financial 
capability and the desire. What was happening was that they’d 
analyze all the numbers, over and over, and while that was going on, 
some much less analytical person, probably less intelligent in the 
conventional sense but more confident about the big picture and with 
more ConnectAbility, would move ahead and snap up the good buys. 
The others, with their overly analytic thinking, couldn’t follow through 
and commit quickly enough. So whether it’s communicating with 
authenticity or making rapid decisions based on both gut and brain, 
ConnectAbility has lots to offer. 
 
The Sounds of Business: Nuances in Feelings 
 
Business is made up of interpersonal communication, whether in 
person, by phone, over the Internet, or via whatever new electronic 
instrument that outperforms yesterday’s darling device. The most 
revealing communication, because it reveals so much more in terms 
of nonverbal information, takes place in person. 
 
Hang up your ego long enough to listen. Yielding to another’s 
version of the truth is not always easy, especially if we’re wedded to 
our own version. What it takes is the realization that such yielding is 
temporary, just long enough for us to truly understand the other point 
of view. 
 
Everyone can benefit from the nonverbal aspects of person-to-person 
communication. Leaders benefit by knowing how their staff members 
are feeling about the process of reaching set goals. Salespeople 
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benefit by knowing if they’re on the right track in terms of sensing the 
feelings of the prospective customer as they ask for commitment. 
Team leaders benefit by sensing how close the group members feel 
to one another as they merge their efforts in accomplishing the most 
recent mission or project. 
 
We are interested in hearing—and seeing—how others talk, for the 
most part, so we can sense the subtext behind the context of the 
situation, making the business venture, whatever it is, a successful 
one. 
 
Having good sense about people is essential, both within the 
organization as well as between the organization and its clients or 
customers. To the extent that a sense of alliance in the first case and 
a sense of allegiance in the second can be created, success will be 
enhanced markedly. This accounts for at least a third of the success 
in both cases. How well we recognize the emotional dynamics 
underlying business (the Awareness Factor) and how well we perform 
with the use of this information (the Performance Factor) determines 
our degree of success. 
 
Where did it all begin? In the next section, we’ll look at what came 
together to set the scene for ConnectAbility, a concept that ties 
together the tested and proven principles of enhanced 
communication to make them work in the challenging context of 
business. 
 
Tips for Advancing Your ConnectAbility 
 
■ Don’t overanalyze! Make important decisions based on both 
rational facts as well as the gut feeling you have about the deal. 
 
■ When you treat people with integrity, authenticity, and 
concern, you become more powerful. This is true both in terms of 
being effectively persuasive as well as in bottom-line dollars. 
 
■ Listen, show that you’ve heard—then sell! Remember: people 
don’t buy until they feel they’ve been heard.  
 
Where It All Began 
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“What the heck is going on? Who’s that laughing out there?” 
A sudden burst of laughter shot through the hallway, making its way 
through Erik’s door and landing on his desk, or so it felt to him, right 
on top of the numbers he was looking at—to determine whether or 
not his figures were working out. In charge of sales for his group at a 
biotech corporation in Atlanta, Georgia, Erik was determined to get 
the numbers he needed by forcing his sales group to get to their 
prospects and find out what the sales potential of each client was. 
“Is that you, Elizabeth?” 
 
Elizabeth, who had recently moved down from Connecticut, was 
learning quickly that barging in just to “get numbers” from her new 
prospects was not acceptable in this work environment. She had 
encountered a company whose president knew all sorts of important 
people in the area and they represented a prize potential if only she 
could “schmooze” him up a bit before demanding figures. 
 
Erik, who had been brought up and trained in Frankfurt, Germany, 
was more comfortable with a facts-and-figures approach. As in many 
organizations we know, achieving sales manager status is based 
more on productivity than on people skills. Erik was mired in the 
details of getting things accomplished. 
 
He demanded to know exactly what percentage of each type of DNA 
sequencing was taking place at each prospect, how many plates 
were being processed each week. Elizabeth knew from her clients 
how hard this was to determine on a weekly basis. So there was 
tension building between the two. When the laughter, which Erik 
recognized as coming from Elizabeth, “landed” on his desk, he 
became furious. 
 
He fired up his computer and distributed a memo, office-wide, over e-
mail: 
“There will be no more laughter in the hallway. This team has got to 
produce more specific, accurate, and dependable numbers for us to 
work on. I will not tolerate wasting time, telling jokes, and laughing 
when we need everyone to focus on the details that are important. 
Please note this memo applies to everyone.” 
 



 9

From that moment on, there was no laughter in the hallways. Nor was 
there the same degree of productivity that had existed before. Two 
key players—the best of the group—were preparing to leave, as the 
gossip mill revealed they were looking for other positions. Tension 
filled the air, and people left the moment the clock registered 5 p.m. 
After a few weeks of this, Erik called on me to help him fi gure out 
what was going on. 
 
“What were you thinking?” I asked, waving a printout of the memo in 
his face. 
 
“I just wanted to let them know how serious I was about getting the 
numbers we needed,” he replied, a sheepish half-smile crossing his 
face. “I thought it was a good move to motivate my people, to raise 
their morale.” 
 
“Erik,” I began, “do you realize how people felt when they read this? 
Do you realize how people react when they’re told, commanded, how 
to think, feel, act? This is modern America, not the old days of bosses 
telling everybody what to do. You can’t just ‘legislate’ how people will 
feel, whether or not they can laugh.” 
 
“OK,” he confessed, “I screwed up. That’s why you’re here. So what 
can you do to help?” 
 
I spent the next 45 minutes explaining why this message was the 
ultimate de-motivator. Then I spent the next few days defusing the 
highly volatile, negative conversations that continued to erupt 
throughout the building as a direct result of the e-mail. The company 
had experienced a downturn and had recently been “right-sized,” and 
employees were still reeling from the layoffs. 
 
How could someone as smart as Erik make such a blunder? 
Everyone reading the e-mail knew that three or four individuals, who 
were part of a well-known group of yes-men, came in early each 
morning to talk about others in Erik’s office. They were also facts-
and-figures people who disliked the informality of the rest of the 
group. They supported the e-mail, which was seen as an insult and 
fuel for dissent among the others. 
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What I couldn’t fathom was how Erik could actually believe that his e-
mail would raise morale and motivate employees to work harder and 
longer hours. 
 
The term ConnectAbility was not known yet in this organization, and 
this was a clear example of the absence of business intelligence in 
the workplace—on a grand scale. 
 
As we’re learning, ConnectAbility has a lot to do with understanding 
the social environment, a skill that Erik lacked. I had to explain to him 
how using e-mail to communicate such a thoughtless memo was 
wrong in so many respects. Had he dealt with this issue on a one-on-
one basis, with a more realistic and personal approach, the results 
would have been quite different. 
 
The whole point of ConnectAbility is enhanced communication for 
greater success, whether it refers to the evolution of organizational 
values, effectiveness of delivery systems, or ultimate sales figures. 
Communication that is clear, specific and relevant trumps superficial 
image and the appearance of smooth sailing at all costs. Ongoing, 
honest discussion of all relevant factors is crucial. 
 
Certainly there is nothing new since the advent of relationship selling 
and other aspects of communication involving sensitivity to the 
other’s point of view. But ConnectAbility makes this the highest 
priority rather than a casual opportunity. Customer service has 
certainly been headed in that direction for some time now. And for 
good reason—it works! So by giving it a proper name and highlighting 
its components, we approach success much more quickly. 
 
We create more meaningful teams with ConnectAbility, not only 
within the organization but also with our clients and customers. 
 
Beginnings 
 
Let’s take a look at the origins of ConnectAbility from the research 
structure of emotional and social intelligence and how it leads us to 
the importance of emotional awareness (for which we coin the term 
Awareness Factor), along with the need for communicating 
effectively. Then we’ll explore how this Awareness Factor trumps the 
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Status Factor in organizations that exemplify how ConnectAbility 
leads the way to greater business success. 
 
Since the beginning of recorded history, there has been an ongoing 
debate about the nature of intellect and emotions and their respective 
benefits. Typically, intellect was seen as the superior faculty, whereas 
emotions were seen as distractions. 
 
In the field of psychology, intellect was king over its “peasant” cousin, 
emotions. One text of the 1930s—Motivation of Behavior—
characterized emotions as a “complete loss of cerebral control” 
without a “trace of conscious purpose.” IQ tests were first used to 
measure the absence of emotions. But by the 1970s, emotions were 
finally recognized as part of the intelligence package, thanks in part to 
the book Frames of Mind, by Howard Gardner, wherein he formulated 
the concept of multiple intelligences, including intrapersonal 
intelligence (emotional self-awareness) and interpersonal intelligence 
(social skills). 
 
Finally, the path was cleared for the concept of emotional intelligence, 
made up of four basic components: emotional self-awareness, self-
control over extreme emotion, empathy, and the social wherewithal to 
integrate these skills. Eventually, intellect and emotion, instead of 
being on opposite sides of the ledger, became unified in a framework 
that found wide acceptance not only in psychology but in the worlds 
of education and business as well. 
 
One reason for the broad acceptance and, in some circles, 
excitement about this new framework was that it promised and 
appeared to deliver a highly effective form of communication that 
could enhance leadership and management to affect the bottom line. 
The realm of emotions now had validity in doing better at work as well 
as at home. 
 
Sure enough, psychologists such as Carl Rogers and Abraham 
Maslow had been touting the benefits of emotional awareness for 
decades, but these sentiments had very limited appeal to the broader 
working population. Only when Daniel Goleman’s bestselling books 
Emotional Intelligence and Working with Emotional Intelligence and 
its applications to the workplace came to the attention of the 
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marketplace did the media start paying attention. Every magazine 
had to have at least one article on the topic, even making the cover of 
Time magazine in October 1995. Finally, it was agreed that emotional 
and social awareness could enhance communication rather than 
block it. 
 
What can be expected when you make good use of ConnectAbility? 
What are its bottom-line benefits? What are the dynamics of 
ConnectAbility within the core group of a business? We’ll answer 
these questions in the following sections. 
 
Bottom-Line Benefits of ConnectAbility 
 
What’s in it for us and our business? In the past decade or two, 
numerous studies have explored the business benefits of what we 
refer to as ConnectAbility. In one study in which the sales force of an 
Australian pharmaceutical firm, Sanofi -Aventis, was taught the 
elements of the Awareness Factor, there was an impressive 12 
percent increase in sales when compared with those who didn’t get 
the training. Here are more studies that show the importance of this 
factor for greater success in the workplace: 
 
Increased Sales Figures 
■ The Hay/McBer group found that insurance sales agents with a 
higher Awareness Factor sold policies averaging $114,000, 
compared to average sales of $54,000 for those with a lower 
Awareness Factor. 
 
■ At L’Oreal, those selected on the basis of such awareness sold 
$91,370 more than their less aware counterparts, resulting in a 
revenue increase of $2,558,360. 
 
■ Partners in a multinational consulting firm who were assessed as 
high on awareness skills delivered $1.2 million more profit from their 
accounts than did other partners—a 139 percent incremental gain. 
 
Less Turnover 
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■ Another study reported by Hay/McBer found 63 percent less 
turnover when new hires were selected on the basis of this 
dimension. 
 
■ Those with a higher Awareness Factor hired at a national furniture 
retailer had half the dropout rate during their first year. 
 
■ In a large beverage firm, turnover rates of division presidents 
dropped from 50 percent within two years to only 6 percent for a 
similar time period when hiring selection was made on the basis of 
emotional competence. 
 
Merit Increases and Job Satisfaction 
 
■ In a study of 44 analysts and their clerical employees in the finance 
department of a Fortune 400 insurance company, those with a 
greater Awareness Factor received greater merit increases and held 
higher company rank than their counterparts. They also received 
better peer and/or supervisor ratings of interpersonal facilitation. 
 
■ In a sample of 523 individuals, the skill of “perceiving others’ 
emotions” (a significant component of the Awareness Factor) was 
uniquely associated with job satisfaction.  
 
Leadership and Management Skills 
 
■ When 108 senior leaders and their 325 reports were studied in 64 
organizations, research revealed that “emotional expressiveness [a 
component of the Performance Factor] was strongly related to 
visionary leadership.” 
 
■ A study of 135 fully employed business students revealed that 
leadership development using Awareness and Performance Factors 
could be taught in an 11-week leadership development program. 
 
■ A test measuring emotional awareness was able to distinguish 
between 51 “high-powered” managers and 51 “regular” ones, the 
“high-powered” ones having higher scores, of course. 
 
Overall Job Success and Team Performance 
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■ A study predicting salary and perceived job success revealed that 
“agreeableness”—a consequence of both Awareness of Others and 
listening skills—was a good predictor of salary and that the ability to 
adapt quickly to new situations was a good predictor of perceived job 
success. 
 
■ In a study of several hundred managers across 12 organizations, 
self-awareness was found to be linked to superior performance. 
 
■ In the U.S. Air Force, recruiters who received a high assessment on 
awareness skills were three times as successful as their less aware 
counterparts. By choosing recruiters based on such skills, the air 
force was able to save $3 million a year, according to a Government 
Accounting Office report. 
 
■ An analysis of more than 300 top-level executives from 15 global 
companies revealed that “organizational awareness,” akin to what we 
refer to as Awareness of Context, distinguished star performers from 
average performers. 
 
■ Exploring the relationship between emotional awareness and team 
performance, 349 military team members were tested for emotional 
awareness competencies. Results revealed that this Awareness 
Factor was associated with higher performance for the individuals 
tested not only for themselves but also for the teams they led. It turns 
out those leaders with higher emotional awareness influence their 
teams to enhance their own awareness as a group. 
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Sample of Test for Your Level of ConnectAbility 
Here is a straightforward, self-scoring survey to test your own ConnectAbility skills. It 
teaches you as you figure out your own score. For best results, stay honest. That way, 
you’ll learn the most about yourself and be in a good position to advance your 
ConnectAbility skills. 
 
The Ryback-Cathcart-Nour ConnectAbility/Relationship Intelligence Test 
(RCNCARIT) 
 
Assign a number to each statement as it applies to you, according to the following scale: 
Always Usually Sometimes Rarely Never 
5 4 3 2 1 
 
______ 1. I prefer to keep others in line so that they do not overreach their assignments. 
______ 2. I maintain a veneer of professional objectivity. 
______ 3. I assign responsibility for failures to others. 
______ 4. I avoid trying to influence or persuade others. 
______ 5. I react to every problem with a show of anger. 
______ 6. I avoid confronting discrepancies, trusting they’ll disappear with time. 
______ 7. I avoid emotional reaction to other’s feelings. 
______ 8. I express my angry feelings. 
______ 9. I keep my personal philosophy apart from my business personality. 
______ 10. I display my feelings openly. 
______ 11. I prefer generalizations to specific details. 
______ 12. I maintain my focus on global issues, allowing others to take care of the 
details. 
______ 13. I avoid problems, hoping time will cure them. 
______ 14. I delegate high-priority problems. 
______ 15. I make sure to keep my feelings separate from any public statements. 
______ 16. I keep my “cards close to the vest.” 
______ 17. I listen to what others have to say. 
______ 18. I focus on others’ feelings. 
______ 19. I judge others on the basis of their past performance. 
______ 20. I take care not to be overly influenced by others’ feelings. 
 
ANSWER KEY TO (RCN-CARIT) 
 
1. Never. The high ConnectAbility individual doesn’t keep others in line. Instead, she 
empowers and encourages others to reach for the best they can be. 
2. Sometimes. The high ConnectAbility individual fosters no deceit or preference and is 
emotionally forthright, yet is governed by a clear sense of propriety. The executive 
expresses enthusiasm and excitement through the ranks and, when called for, can show 
occasional feelings of anger. Yet all this is counter-balanced by inner calm. 
3. Never. This item is so obvious, it needs no explanation. 
4. Never. This also needs no explanation. 



 16

5. Rarely. The high ConnectAbility individual is frank, forthright, and candid, 
occasionally revealing feelings of anger and frustration. 
6. Never. The high ConnectAbility individual is always open to resolving conflict as soon 
as possible , to form clarity out of chaos , sometimes even expressing feelings of anger 
and frustration, but only when appropriate, and only in moderation . 
7. Sometimes. Because of the high ConnectAbility individual’s perceptiveness, expressive 
personality, and helpful attitude, she is certainly going to react to others’ feelings, but 
maintains a durable, consistent center against undermining efforts such as gossip and 
manipulative favor-seeking. 
8. Rarely. Occasional expression of forceful, angry feelings has a place in the personality 
of the high ConnectAbility individual. 
9. Rarely. The high ConnectAbility individual is authentic and genuine, saying what is 
meant, offering support through nonverbal means, and finds the leadership role 
personally meaningful. 
10. Usually. The high ConnectAbility individual is authentic and free of pretense, 
expressing genuine, true feelings spontaneously, tempered with sensitivity as to effect. 
11. Rarely. The high ConnectAbility individual often gets involved with relevant, specific 
details in order to clarify complex problems, as well as to resolve conflict. 
12. Rarely. Dealing with specific details helps uncover the truth. 
13. Never. Time, by itself, usually cures problems, but hardly ever in time to satisfy the 
high ConnectAbility individual, who acts quickly to resolve conflict, sometimes putting 
off regularly scheduled meetings when urgency requires it, taking initiative to confront 
discrepancies even before others become aware of them. 
14. Rarely. The high ConnectAbility individual hardly ever delegates highpriority 
problems or procrastinates in dealing with them. 
15. Rarely. See item 9. 
16. Rarely. The high ConnectAbility individual is authentic, frank and forthright, candid 
in the face of crisis, and pulses with vibrant personality. He encourages others through 
enthusiasm and zeal. However, when confronting discrepancies, he starts off with a 
gentle, warm approach. 
17. Always. This is the essence of ConnectAbility. 
18. Always. Same as Item 17, only more so. 
19. Sometimes. Bringing out the best in others means accepting them on the basis of what 
they offer rather than what idle gossip says. On the other hand, past performance, 
accurately documented, cannot be ignored. 
20. Always. Sensitivity to others’ feelings is crucial to the high ConnectAbility 
individual, but, when resolving conflict, she takes care to be open to both sides. She also 
avoids being overly influenced by manipulative favor-seeking or malicious gossip. 
 
The full test has 40 more items, available in the book. 
 
 
Here is survey outline to help you interview your direct reports when you are either 
hiring or evaluating for annual review or prospect of promotion. 
 
Ryback-Cathcart-Nour ConnectAbility/Relationship Intelligence Assessment 
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for Managers and Supervisors (RCN-CARIAMS) 
 
1. Awareness of Context: Knowing the overall perspective and identifying 
appropriate support 
• Knows concerns about forthcoming problems, real or imagined. 
• Has strong preferences, accurate gut reactions. 
• Optimistic and excited about role in organization. 
• Able to make the best of a situation by taking into account existing feelings and how to 
best make use of them. 
• Monitors one’s feelings to anticipate where things are heading and what others are 
needing. 
Q: Tell me about a time when you had a deep gut feeling about something that would 
help at work and you decided to go ahead and explore that possibility and how you 
figured out whom the right person would be to talk with. 
Evaluation: Did the individual have a clear sense of his/her own feelings about something 
of benefit to the organization? Was there optimism and excitement about this initiative? 
Or, was there indifference about inner feelings, particularly about feelings where things 
might be heading at work? 
(--) Unaware of preferences or inclinations. Indecisive. Complains frequently about 
others not being cooperative. 
(0) Fairly easygoing. Easily influenced by others but may complain about unfavorable 
outcomes. 
(++) Clear and decisive, yet open to new information. Always takes responsibility for 
outcomes. Able to understand others’ motivations. 
Comments: 
 
 
2. Personal Differences: Nonjudgmental Attitude—Bringing out the best in 
others 
• Accepts each individual on the basis of what he or she offers at the present 
moment, not on what others may think may have happened in the past. 
• Fosters an attitude of concern and support. 
• First meeting characterized by openness to potential of the new relationship. 
Q: Tell me about a time when you first met someone in the workplace who was later 
important in your life and how you first reacted to that individual. Can you remember 
how you felt about this person? Concerned? Respectful? Cynical? Guarded? 
Evaluation: Did the individual use words reflecting courtesy and respect or negative 
judgment? Was there openness to positive potential or a guarded cynicism? Did the 
individual express support at this first meeting or put up a defensive façade? 
(--) Self-righteous, all blame falls on others, fearful and suspicious. 
(0) No consideration for the feelings of others. Somewhat aware of the feelings of others. 
(++) Makes others feel special. Encourages them to reach for the best they can be. 
Comments: 
 
 
3. Personal Differences: Perceptiveness—Helps others to understand themselves 



 18

• Effective in communicating one’s perceptiveness. 
• Understands others and uses this to help them understand themselves. 
• Makes others feel appreciated. 
• Identifies with others’ feelings. 
• Sincere intention to help others 
Q: How often do people at your organization come to you for advice? Tell me 
about a situation you remember helping someone going through a rough time, sitting 
down and explaining to them what part they played in the predicament. 
Evaluation: Do others come to the individual often or rarely? When they do, is 
there a meaningful exchange of self-understanding or just superficial advice? 
(--) Totally unaware of others’ feelings. 
(0) Occasionally listens to what others express emotionally. 
(++) Perceives others’ feelings very clearly and helps them understand 
themselves. 
Comments: 
 
 
The full survey consists of 13 more items, available in the book. 
 


