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Foreword

Looking Ahead with the Journal
This issue of the Career Planning and Adult Development Journal is 
devoted to Career Communication: The Now, the New, and the Next 
in Resumes, Cover Letters, LinkedIn Profiles and more, with Guest 
Editors Wendy Enelow and Louise Kursmark.		We	sincerely	thank	
Wendy	and	Louise	and	the	authors	of	21	outstanding	articles!		Here	is	
what we have planned for future issues of the Journal: 

Special Veterans Journal issue with Guest Editor Robert Miles, who 
chairs	the	Veterans	Task	Force	of	the	National	Career	Development	
Association.

Career Assessments, with Guest Editor Debra Osborn	of	Florida	State	
University.

Book Reviews 2015, with our Book Reviews Editor Maggi Kirkbride 
of San Diego, California. Please contact Maggi [(619) 980-7854;
e-mail: mkpayment@usa.net] if	you	would	like	to	be	a	book	reviewer,	
and	also	please	suggest	new	books	that	you	would	like	to	review.

Steven E. Beasley, Managing Editor
Career Planning and Adult Development Journal
e-mail: stevenbeasley@verizon.net
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Introduction

INTRODUCTION TO THIS ISSUE
Welcome	to	the	CPADN	Journal’s	special	edition	on	Career	Communi-
cations	–	Resumes,	Cover	Letters,	LinkedIn	Profiles,	Bios,	Networking	
Conversations, and Interview Messages. When asked to guest-edit this 
edition	of	the	Journal,	Louise	Kursmark	and	I	immediately	accepted	
since	both	of	our	careers	have	been	as	resume	writers,	authors,	trainers,	
and	more--all	within	the	careers	industry.	Most	significantly,	we	have	
worked	tirelessly	to	help	our	colleagues	thrive	in	their	own	careers,	and	
we	know	that	this	publication	will	be	a	value-add	for	all.	

With	more	than	30	years’	experience	as	a	resume	writer,	I’ve	witnessed	
a massive evolution in career communications. This evolution started 
slowly	as	the	Objective	became	the	Skills	Summary	and	then	re-appeared	
as	the	Career	Profile,	a	section	that	now	often	includes	a	job	seeker’s	
Personal	Branding	Statement.	While	some	things	have	changed,	as	just	
noted,	other	things	have	largely	disappeared	(e.g.,	Personal	Information,	
References)	and	new	things	have	emerged	(e.g.,	Technical	Qualifications,	
hyperlinked	Multimedia	Presentations).

The	pace	of	change	has	further	accelerated	over	the	past	7–10	years	
as	technology	has	revolutionized	job	search,	candidate	sourcing,	and	
recruitment.	Today,	social	media	has	also	taken	hold	and	we’ve	expe-
rienced	even	more	significant	changes	now	that	LinkedIn,	Facebook,	
Twitter,	and	other	social	media	channels	have	become	key	players	in	job	
search	and	employment.

As	the	evolutionary	cycle	has	progressed,	the	way	in	which	we	commu-
nicate	on	a	daily	basis	has	also	changed	dramatically.	Who	would	have	
ever	thought	that	140-character	tweets	would	be	a	common	method	of	
communication?	Yet	they	are.	Those	changes	–	impacting	all	of	our	com-
munications – have had a profound impact on career communications as 
well,	and	that’s	what	we’ll	explore	in	this	edition	of	the	Journal.

Before	I	take	you	through	an	overview	of	what	you’ll	learn	from	reading	
this edition of the Journal, here are a few essential notes:

The term resume writer refers to people who write resumes, cover letters, 
LinkedIn	profiles,	and	other	career	communications.	In	2014,	almost	
all	resume	writers	write	a	multiplicity	of	documents	to	meet	each	job	
seeker’s	unique	goals	and	pathways	to	success.
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Although	derived	from	the	French	word	résumé,	today’s	resume	is	an	
American English	word	(particularly	throughout	North	America	and	rap-
idly	spreading	worldwide).	No	accent	marks	recommended!	Personally,	
I	see	résumé	as	dated,	and	that	is	not	a	good	thing	in	today’s	competitive	
–	and	young	–	job	search	market!

A	key	element	in	writing	outstanding	career	communications	is	to	be	
able	to	do	so	with	a	modern,	clean,	and	lean	writing	style.	What	does	that	
mean?	Your	challenge	is	to	tell	your	client’s	whole	career	story	in	half	
the	words!

Today’s	resumes	must	be	written	for	both	the	human	eye	and	technology:	
specifically,	Applicant	Tracking	Systems	(ATS),	which	we’ll	explore	in	
detail in several articles. The impact of this is enormous as it changes 
content,	format,	design,	and	keyword	usage.	

The Articles and The Authors
We start with one of the most important articles – 
Today’s Modern Resume –	written	by	my	fellow	guest	editor	and	busi-
ness partner, Louise Kursmark. She will explain – and demonstrate – 
what	makes	today’s	resumes	so	much	different	from	resumes	of	5,	10,	or	
more	years	ago.	These	evolutions,	as	I’ve	just	mentioned,	impact	content,	
format,	design,	linkability,	keywords,	and	a	long	list	of	other	consider-
ations.	Not	only	does	Louise	write	about	this	information,	she	shares	
specific	examples	of	what	to	do	and	how	to	do	it.	That	is	truly	valuable!

We all know that resume writing is not	a	one-size-fits-all	process,	and	
that’s	why	this	article	– Answering Clients’ What If and Yeah, But 
Questions Related to Career Communications	by	
Kimberly Schneiderman	–	is	so	important.	It’s	filled	with	practical	
information	on	how	to	deal	with	a	broad	cross-section	of	job	seeker	
needs,	challenges,	issues,	and	excuses.	Kimberly	includes	great	examples	
and	solutions	that	you	can	use	as	a	guide	in	creating	career	communica-
tions	for	each	client.	Although	every	job	seeker	feels	his	circumstance	is	
unique,	we	know	there	are	a	lot	of	common	issues	that	many	face.	This	
article	addresses	both	the	common	and	not-so-common,	which	makes	it	
particularly	useful.

One	of	the	greatest	challenges	of	writing	career	communications	is	be-
ing	able	to	write	content	that	is	specific	to	each	individual	job	seeker’s	
experience,	qualifications,	credentials,	and	more.	Using	the	same	resume	
language	over	and	over	again,	language	that	often	doesn’t	communicate	a	
great	deal	about	that	specific	client,	makes	your	resumes	vanilla and non-
distinct.	And	that’s	the	exact	opposite	of	what	we	want	to	achieve.	Read	
Laura Gonzalez’s article on Transforming Generic Resumes and 
Cover Letters to Laser-Focused Career Communications	and	you’ll	
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learn	how	to	make	your	documents	unique,	powerful,	and	memorable.

Over	the	past	five	years,	personal	branding	has	become	a	major	staple	in	
the	world	of	job	search	and	career	management.	Kevin Tucker introduc-
es us to the critical importance and use of Personal Branding in Career 
Communications.	Branding	gives	you,	the	resume	writer	and	career	
coach,	remarkable	power	in	crafting	just	the	right	perception	to	position	
each	job	seeker	properly,	and	consistently,	for	the	opportunities	he	wishes	
to	pursue.	Even	more	important,	personal	branding	gives	job	seekers	
clarity	about	who	they	are	and	the	value	they	bring	to	the	job	market.	In	
turn,	they’re	better	networkers,	interviewees,	and	employees!

Continuing	our	personal	branding	discussion, Cassandra Wheeler 
writes	about	Using Career Assessments to Create Personal Branding 
Statements for Students, Graduates, and All Job Seekers. No writer, 
coach,	counselor,	or	job	seeker	can	create	a	personal	branding	statement	
without a clear understanding of the skills, expertise, and value the candi-
date	brings	to	the	job	market.	That	can	be	particularly	challenging	for	
students	and	graduates,	as	you’ll	read	in	this	article	that	gives	you	lots	of	
practical	advice	on	how	to	guide	young	adults.	Note,	however,	the	infor-
mation	is	relevant	to	every	job	seeker,	whether	18	years	of	age	or	80!

Speaking of college students and new graduates, Michelle Riklan takes 
us through the process of Creating Resumes and Portfolios for New 
Graduates: How to Showcase Potential.	For	those	of	you	who	work	
with	young	adults,	this	might	be	the	most	useful	article	for	you,	filled	
with	valuable	tips,	samples,	and	practical	information	to	use	when	craft-
ing	resumes	for	people	who	haven’t	done it yet,	but	are	capable	of	doing 
it – whatever that it	might	be!

While	we’re	focused	on	special	job	seeker	populations,	we	move	on	to	
Career Communication Tips for Job Seekers Returning to the Work-
force by Christine Dennison. It is well known that individuals who have 
not	worked	for	an	extended	period	of	time	can	have	difficulty	transition-
ing	back	into	the	workforce.	How	do	they	showcase	skills	and	experi-
ences	they	may	have	acquired	years	ago	…	a	decade	ago?	How	do	they	
explain	their	prolonged	absence?	This	article	is	filled	with	great	ideas,	
recommendations,	and	solutions,	along	with	some	very	useful	examples.

Ruth Pankratz and Marie Zimenoff teamed up to write 
Career Communications for Introverts, another distinct population 
that	all	of	us	have	encountered	at	one	point	or	another.	These	job	seekers	
can	be	very	difficult	to	work	with	because	they	generally	are	reserved,	
don’t	boast	about	work	accomplishments,	and	will	tell	you	they’re	just	
doing their job. As resume writers and career coaches, our goal is to 
help all clients showcase their careers, credentials, and successes in their 
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written materials and in interviews. Read this article and learn how to 
extrapolate deeper and richer information from introverts and help them 
communicate	their	value	to	prospective	employers.	

Another group often in need of special assistance in preparing their 
career	communications	are	military	spouses,	who	are	constantly	on	the	
move	every	few	years,	making	job	search	extremely	challenging.	
Sophia Marshall	shares	insights	on	how	to	guide	this	population	of	job	
seekers in her article, Helping Military Spouses Address Employment 
Challenges Through Career Communications.	Not	only	do	these	
individuals	have	resumes	filled	with	short-term	jobs,	they	also	have	to	
overcome	the	obstacles	of	constantly	searching	for	new	opportunities	
–	jobs	that	they’ll	hold	for	a	only	few	years	at	most.	It	is	a	complicated	
situation,	but	there	are	solutions,	as	you’ll	read.

The	last	special	group	of	job	seekers	we’ve	focused	on	are	older	work-
ers. In her article – A Lifetime of Experience: Helping Older Workers 
Communicate Their Employability Utilizing Job Search Documents, 
Social Media, and Networking – Lorraine Beaman shares strategies 
for	all	types	of	career	communications.	As	with	job-hopping	military	
spouses, older workers face their own challenges of demonstrating that 
their	skills,	experiences,	and	themselves	are	relevant	in	today’s	global	
employment	market.	Specific	recommendations	will	help	you	know	how	
best	to	guide	this	population	in	a	workforce	that	is	young,	vibrant,	and	on	
the move.

Kristin Johnson’s article – Techniques and Tools for Effective Cover 
Letters and E-Notes – shifts our focus to the all-important cover letter. 
Yes,	people	still	do	read	cover	letters!	You’ll	find	some	statistics	in	this	
article	about	how	frequently	letters	are	read.	You’ll	also	learn	when	a	
traditional	cover	letter	is	in	order	or	when	it’s	best	to	use	the	new,	more	
modern	e-note	(cover	letter	is	the	email	message).	With	only	seconds	to	
capture	a	recruiter’s	or	hiring	manager’s	attention,	well-written	e-notes	
can	make	the	difference	between	a	resume	read	and	call	for	interview,	or	
a	quick	delete.

In Laura Labovich’s article – Why the LinkedIn Profile May be More 
Important Than the Resume –	we	transition	our	focus	to	what	many	
believe	has	become	the	preeminent	career	communication.	A	recruiter	
told	me	a	year	or	so	ago	that	if	you’re	not	on	LinkedIn,	you	don’t	exist.	
That	pretty	much	summarizes	it	all.	Read	this	article	and	learn	how	to	
write	LinkedIn	profiles	that	are	rich	in	content	and	keywords,	integrate	
multimedia presentations as appropriate, and otherwise create a powerful 
online	presence	that	will	attract	recruiters	and	hiring	managers	to	the	job	
seekers	with	whom	you	work.	
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Humanizing the LinkedIn Profile: Why Resume Content Isn’t 
Enough, by	Melissa Cooper, is an essential read and an important 
lesson	for	everyone	in	the	resume	writing,	coaching,	counseling,	and	
employment	industry.	A	LinkedIn	profile	is	not	a	duplicate	of	the	resume.	
Rather,	the	profile	is	more	personal	(yet	still	very	professional),	written	
in	a	different	style	and	tone.	There	are	places	in	the	profile	to	include	all	
kinds	of	information	that	you	generally	don’t	include	in	a	resume	either	
because	it’s	not	resume-appropriate	or	your	spacing	limitations	don’t	
allow.	There	aren’t	many	spacing	limitations	in	LinkedIn,	so	you’re	free	
to include more information, showcase extra skills, integrate multimedia 
presentations	to	engage	readers’	attention,	and	include	interests	to	transi-
tion	the	job	seeker	into	a	real	person!

We	end	our	exploration	of	LinkedIn	with	an	important	article	by	
Lisa Rangel – Writing a LinkedIn Profile to Get Found by Recruit-
ers. It	doesn’t	matter	how	well-written	someone’s	profile	is	or	how	many	
bells	and	whistles	you	include	if	no	one	ever	reads	it.	LinkedIn	is	an	on-
line	platform	that	recruiters	use	to	search	for	qualified	talent.	They	look	
for	candidates	by	using	keywords,	which	can	be	comprised	of	core	skills	
and	talents,	employer	names,	job	titles,	college	and	university	names,	
geographic	locations,	and	more.	As	such,	each	profile	must	be	written	
to	attract	the	right	recruiters	for	the	right	job	opportunities	for	each	job	
seeker	you	guide.

We now turn our attention to another important topic in career commu-
nications – Executive and Board Candidate Bios: Executive Presence 
on Display,	by Paula Asinof.	Not	every	job	seeker	will	need	a	career	
bio,	but	bios	can	be	powerful	tools	for	executive	networking	and	job	
search and for individuals pursuing opportunities as a Board Director. 
You’ll	learn	how	these	career	documents	should	be	written	and	designed,	
how	to	best	use	them	in	the	market,	and	why	they	can	give	your	clients	a	
truly	competitive	edge.	Personally,	I	love	writing	bios	since	you’re	writ-
ing	someone’s	career	story.	Great	fun!

Next, Grant Cooper	brings	up	a	very	important	consideration	for	many	
in his article – Resume or Business Plan? Helping Job Seekers Hire 
Themselves.	In	today’s	new	world	of	work,	there	are	more	entrepreneur-
ial	opportunities	than	ever	before.	As	such,	some	of	your	clients	may	not	
be	traditional	job	seekers	who	need	a	resume	to	find	a	new	position.	In-
stead,	these	individuals	need	business	plans	to	launch	their	new	ventures.	
Writing	business	plans	can	be	a	great	new	service	and	source	of	income	
for resume writers who want to take another step forward. And, as Grant 
explains,	business	plan	writing	is	a	natural	extension	of	the	skills	resume	
writers	use	every	day.
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Our Journal now transitions to a topic of critical importance with 
Joni Holderman’s article – The Impact of Applicant Tracking Sys-
tems (ATS) on Job Search.	ATS	technology	has	changed	almost	every-
thing	about	job	search	and	made	it	about	including	the	right	keywords	in	
the	right	format	so	that	each	job	seeker’s	resume	will	be	found	in	a	huge	
pool	of	candidates.	We	could	write	an	entire	Journal	on	how	job	search	
has	become	dehumanized	and	evolved	into	a	technology-based	process	
for	candidate	selection.	We’ll	refrain	from	that,	but	you	can’t	ignore	ATS	
and	everything	that	it	impacts	in	writing	all	types	of	career	communica-
tions.	Read	this	article	to	learn	what	you	must	know	to	guide	your	clients	
through	the	maze	of	online	job	search.

Carrying	on	with	the	same	conversation	is Robin Schlinger, who writes 
about	Applicant Tracking Systems (ATS): How to Navigate the ATS 
Resume Writing Landscape.	This	article	includes	specific	and	very	
useful	information	about	how	to	write	resumes	and	other	career	commu-
nications that are optimized to deliver strong ATS results. What does that 
mean?	It	means	that	your	clients’	resumes	and	other	career	documents	
will	be	found	and	that	your	clients	will	get	the	interviews	and,	hopefully,	
the	offers!

With Courageous Networking Conversations for Mid-Career Pro-
fessionals in Transition,	by	Laura Labovich & Karen Reiff, we shift 
gears	and	focus	on	how	vitally	important	our	verbal	career	communica-
tions	are.	It’s	not	just	about	the	written	word;	the	spoken	word	is	just	as	
important.	In	fact,	the	spoken	word	is	the	very	foundation	for	all	of	the	
positive interactions that our clients will engage in throughout the course 
of	their	searches.	Learning	to	be	focused,	confident,	and	on-brand	in	
networking conversations is, perhaps, one of the most important things a 
well-prepared candidate must do.

It’s	with	special	delight	that	we	include	an	article	by Steven Beasley 
(CPAD Journal Managing Editor) in this edition of the Journal. Steven 
shares The Informational Interview Power Chart: An Aid to 
Communicating Your Value. This	is	a	valuable	tool	that	you	can	start	
using	with	your	clients	today.	Look	at	the	sample	in	the	article	and	then	
work	to	create	a	power	chart	structure/template	that	will	work	best	for	
you	and	your	specific	clientele.	I	can	tell	that	the	uses	of	this	Power	
Chart	are	just	about	unlimited,	and	that	is	a	wonderful	thing	for	all	career	
practitioners	and	job	seekers!

The	final	article	in	this	Journal	is	a	must-read	article	by	Jan Melnik 
– From Interview to Offer: The 30-60-90 Day Plan. This concept is 
innovative	and	a	true	value-add	for	your	clients.	Rather	than	the	typical	
thank-you	letter	that	job	seekers	must	send	after	an	interview,	Jan	creates	
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actionable	plans	for	her	clients	to	share	with	their	prospective	employers	
– plans that highlight what a candidate will accomplish, focus on, and/or 
otherwise	engage	in	during	the	first	30	days,	60	days,	and	90	days.	This	
tool	can	give	your	clients	a	remarkably	competitive	edge.	What’s	more,	if	
you’re	a	self-employed	resume	writer/career	coach,	it’s	a	wonderful	new	
source of revenue.

In	closing,	both	Louise	and	I	would	like	to	thank	all	of	the	contributors	
to	this	edition.	You’ve	helped	us	to	create	a	wonderful	resource	that	will	
be	used	by	thousands	of	career	professionals.	As	I	always	say,	there	is	no	
better	industry	to	work	in	than	the	careers	industry,	where	collegial	col-
laboration	reigns!

About the Guest Editors
Recognized	for	decades	of	contribution	to	both	job	seekers	and	career	
professionals, Wendy Enelow, CCM, MRW, JCTC, CPRW, is a well-
recognized	leader	in	the	careers	industry.	She	is	the	Founder	and	Ex-
ecutive Director of the Career Thought Leaders Consortium, a think 
tank for the now, the new, and the next in careers. In addition, she is the 
Co-Founder	and	Director	of	the	Resume	Writing	Academy,	a	prestigious	
training	and	certification	organization	for	career	professionals	worldwide.	
In	her	private	practice,	Wendy	works	with	transitioning	senior	executives	
to provide career coaching, resume writing, interviewing training, and 
job	search	guidance.	She	has	authored	more	than	25	books	and	hundreds	
of articles, speaks to audiences nationwide, and holds several distin-
guished	professional	credentials.	She	is	a	true	innovator	in	the	industry,	
hosting	conferences,	training	programs,	and	career	brainstorming	events	
in the US, Canada, UK, Australia, and Russia. 
Contact her as follows: wendy@wendyenelow.com 
You	can	read	about	Louise Kursmark	at	the	end	of	the	first	article	below	
–	Today’s	Modern	Resume.	
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Chapter 1

TODAY’S MODERN RESUME
by	Louise Kursmark
The	hallmarks	of	the	modern	resume	are	Succinctness,	Strategic	Focus,	
and	Storytelling	Style.

Today’s	trends	are	a	distinct	reflection	of	and	reaction	to	changes	in	our	
culture.	The	resume	as	we	know	it	has	been	in	use	for	more	than	half	a	
century	(Collins,	2011;	Lempicki,	2011),	but	naturally	it	continues	to	
evolve	to	meet	the	changing	needs	of	employers	and	job	seekers.	As	re-
sume	writers,	career	coaches,	and	career	counselors,	we	need	to	be	aware	
of	how	styles	are	changing,	how	our	clients	are	using	resumes,	and	how	
to	create	winning	documents	that	are	effective	in	today’s	employment	
market.

What is a Resume?
According	to	Dictionary.com,	a	resume	is:
1.		A	summing	up;	summary.	
2.		A	brief	written	account	of	personal,	educational,	and	professional	
qualifications	and	experience,	as	that	prepared	by	an	applicant	for	a	job.	
That	definition	is	expansive	enough	to	still	ring	true	today	yet	allow	for	
the	changes	in	styles	and	trends	that	have	occurred	over	the	past	years	
and decades. So while a resume from the 1950s or 1980s will conform to 
the	definition,	it	is	very	different	from	today’s	resume.	In	fact,	a	resume	
from	as	recently	as	four	or	five	years	ago	will	also	differ	markedly	from	a	
resume	that	conforms	to	today’s	best	practices.

What’s Changed and Why?
We	have	only	to	look	at	our	modern	culture	to	understand	why	the	
resume	has	evolved	to	its	current	style.	We	live	in	a	world	of	constant	
interruptions from multiple media – emails, tweets, ad popups, screen 
crawls,	not	to	mention	calls,	texts,	and	alerts	on	the	mobile	phones	that	
we	take	with	us	everywhere.

Television	commercials	have	gotten	shorter.	Nowadays	10-	and	15-sec-
ond	spots	are	commonplace	and	30-second	spots	feel	leisurely,	while	in	
the 1950s the 60-second spot was the norm (Rodman, 2009). Attention 
spans have gotten shorter, and thorough reading of detailed documents is 
not	to	be	expected	in	our	fast-paced	business	culture.

To get noticed, resumes have adapted to meet the expectation for mes-
sages	delivered	quickly	and	clearly,	in	short	bites	of	meaningful	infor-
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mation.	All	three	of	the	hallmarks	–	Succinctness,	Strategic	Focus,	and	
Storytelling	Style	–	come	into	play	for	career	professionals	in	creating	
resumes	to	meet	today’s	needs.

Succinctness
Traditionally,	in	North	America,	resumes	have	been	one,	two,	or	pos-
sibly	three	pages	in	length.	Exceptions	to	this	rule have	been	academic	
or medical CVs, where length is not an issue and where more content 
can	signal	greater	qualifications.	Also,	resumes	(often	called	CVs)	used	
in	other	English-speaking	countries	around	the	world	have	tended	to	be	
a	bit	longer.		With	the	trend	toward	more	succinct	resumes,	one	or	two	
pages	is	still	the	norm;	three-page	resumes	have	become	rarer	although	
not	out	of	the	question.	So	the	theme	of	succinctness	has	only	a	minimal	
effect	on	total	document	length,	but	it	has	a	major	effect	on	the	content	
and	appearance	of	the	resume.	It	is	important	for	readers	to	be	able	to	
pick	up	key	information	in	the	quick	six-second	scan	that	is	typical	of	a	
first	read	(TheLadders,	2012).	Thus,	resume	writers	should	pay	careful	
attention to:

•		Text Density:  A page of solid text is unappealing to readers, who are 
not	sitting	down	for	a	leisurely	perusal	of	the	document	but	rather	skim-
ming	quickly	–	often	on	a	computer	screen	or	mobile	phone	–	for	data.	
Best Practice:	Present	all	resume	information	in	short,	readable	chunks	
rather	than	dense,	heavy	sections.

•		White Space:	Blank	space	–	where	nothing	is	written	–	can	be	con-
sidered as breathing room on a page. Best Practice: Allow ample white 
space	so	that	readers	can	pause,	absorb,	and	then	move	on	to	another	
section of the document to gather additional information.

•		Paragraph Length:		Busy	and/or	distracted	readers	are	likely	to	skip	
over	any	paragraph	that	is	too	long,	because	it	is	difficult	to	skim.	Best 
Practice: Limit paragraph length to three or four lines at most.
•		Bullet	Length:		Similar	to	paragraphs,	bullets	need	to	be	written	con-
cisely.	Best Practice:	Constrain	bullet	points	to	one	or	two	lines	whenev-
er	possible;	expand	to	three	or	four	lines	rarely	and	only	if	truly	needed.

•		Font Size:	Fonts	that	are	too	small	are	difficult	to	read.	And	while	it’s	
easy	to	increase	font	size	on	screen,	it’s	impossible	to	do	so	when	view-
ing	a	hard	copy.	Best Practice:	Use	fonts	and	font	sizes	that	can	easily	
be	read	when	the	document	is	printed	–	don’t	evaluate	font	size	based	on	
screen	views.	Different	fonts	are	readable	at	different	sizes,	so	there	is	no	
universal standard.

•		Live Links:	Today’s	resume	is	just	the	starting	point	for	employers	
to	learn	about	a	job	applicant.	So	much	more	information	can	be	easily	
found	online,	and	many	employers	will	investigate	a	candidate	before	
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extending	the	invitation	for	an	interview.	Therefore,	it	is	to	our	clients’	
advantage	to	provide	quick	and	easy	access	to	additional	information	that	
might	sway	employers	in	their	favor.	Best Practice:	Linkability	is	key.	
Every	resume	should	include	a	live-linked	email	address	so	the	em-
ployer	can	contact	the	candidate	with	just	one	click.	Additional	candidate	
information	should	also	be	instantly	accessible	via	live	link.	Examples	
of	additional	links	include	the	LinkedIn	profile	URL	(recommended	for	
every	client	and	ideally	a	vanity	URL	featuring	the	candidate’s	name	and	
not	a	string	of	random	numbers)	and,	as	appropriate,	perhaps	an	online	
portfolio,	a	Twitter	feed,	a	digital	business	card,	or	a	relevant	website.

Tips for Writing Succinctly
Ultimately,	the	challenge	in	writing	today’s	more	succinct	resumes	is	the	
need	to	convey	essentially	the	same	information	but	in	fewer	words.	Two	
approaches can help in this task:
1. Tight writing
2. Strategic focus (hallmark #2 of the modern resume)
By tight writing, I mean writing that is stripped of non-essentials. The 
beauty	of	tight	writing,	and	the	keen	advantage	in	resume	writing,	is	that	
fewer words mean each word is more important and each word stands 
out	more	strongly.	So	by	writing	less,	we	communicate	more	quickly	and	
usually	more	clearly.	As	an	example,	compare	these	two	bullet	points	that	
share the same accomplishment:

					Redesigned	organization’s	primary	website	
					(http://www.baystatecollege.edu)	and	earned	customer	accolades		
					and	recognition	by	Northeast	Education	Consortium	as	“best	
					college	website”	in	2011	and	2012.

					Awarded	“Best	College	Website”	by	Northeast	Education	
     Consortium  (165 universities), 2011 and 2012.

In	the	second	bullet,	the	award	stands	out	more	strongly	because	it	is	not	
camouflaged	by	extraneous	information.	And	even	though	the	sentence	is	
much	shorter,	it	actually	includes	more	information	–	a	number	that	helps	
readers	gauge	the	importance	of	the	award	by	placing	it	in	a	competition	
of 164 other universities.

Similarly,	compare	these	two	summary	sections,	written	for	a	graduating	
student:
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SUMMARY	OF	QUALIFICATIONS
•		Master	of	Science	in	Accounting	Student	at	Baruch	College	
   (2014 expected completion).
•		Bachelor’s	Degree	in	International	Economics	&	Trade.
•		Strong	analytical	and	mathematical	talents.	Won	several	national	and	
provincial awards in native China.
•		Quick,	dedicated	learner,	gaining	proficiency	in	basic	Japanese	lan-
guage	in	just	6	months.
•		Superior	ability	to	learn	and	use	accounting	and	statistical	software	as	
well	as	office	and	design	software.	
•		Teamwork	experience	and	record	of	working	effectively	on	both	group	
and	individual	projects.
•		Proven	ability	to	set	and	achieve	goals,	adapt	to	new	challenges,	devise	
effective solutions, and support/encourage people of all ages, profession-
ally	and	personally.

Accounting	&	Finance	Professional
Passion for International Business

Award-winning	analyst	with	multicultural	background,	fluency	in	
English	and	Mandarin,	and	deep	interest	in	the	global	economy.	MS	in	
Accounting (2013) and BS in International Economics & Trade.

The	first	example	conveys	more	information,	but	not	necessarily	more	
meaningful	information,	nor	information	that	the	reader	absolutely	must	
glean	in	a	first	scan.	In	the	second	example,	readers	can	instantly	deter-
mine who this	applicant	is	–	his	unique	assets	and	where	he	fits	in	the	
organization. 

Writers	do	not	always	have	to	rethink	their	entire	approach	when	they	
attempt to write tight.	A	few	simple	editing	techniques	can	help	reduce	
the	total	length	of	sentences,	paragraphs,	and	bullet	points,	to	allow	for	
more	white	space	and	a	sharper	focus	on	the	content	that	remains.	For	
example:
•		Remove	unnecessary	modifiers.	A	good	example	is	successfully. If a 
candidate accomplished a goal or completed a task, readers will know 
that it was successful.
•		Keep	adjectives	to	the	minimum	needed	to	paint	the	picture	you	are	
trying	to	create.
•		Be	on	the	alert	for	widow lines,	a	word	or	two	on	a	line	all	by	itself	at	
the	end	of	a	paragraph	or	bullet.	Edit	the	content	to	eliminate	the	widow	
and	you	instantly	save	an	entire	line.
•		Build	a	vocabulary	of	short,	strong	verbs	that	convey	energy	and	ac-
tion.	Examples	are	led,	drove,	built,	directed,	executed,	ran,	and	chaired,	
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while	examples	of	verbs	that	are	both	longer	and	more	flaccid	include	
facilitated,	effectuated,	systematized,	and	established.
•		Avoid	redundancies	and	extra	words	that	often	creep	into	common	
phrases. Good examples are due to the fact that (should	be	because) and 
in order to (in order is	seldom	necessary).	
•		Write	clearly,	directly,	and	simply.	Avoid	resume-speak and corporate-
speak –	writing	that	is	unnecessarily	complicated,	flowery,	jargon-filled,	
or confusing.
•		Edit	with	the	specific	goal	of	shortening.	See	how	much	you	can	re-
move	without	affecting	the	meaning	of	your	sentences	and	paragraphs.
Writing	well	and	writing	tightly	are	technical	skills	that	can	be	learned	
and	continuously	honed.	More	deeply,	career	professionals	should	align	
the	content	of	each	resume	to	that	client’s	specific	career	goals.	That’s	
where the concept of strategic focus	comes	into	play.

Strategic Focus
Without	a	clear	focus,	we	simply	cannot	make	good	decisions	about	
content to include, emphasize, deemphasize, or omit in a resume. Thus 
the	unfocused	resume	becomes	bloated,	as	the	writer	tries	to	cover	every	
possibility	to	allow	the	client	to	remain	open to opportunities.

As	we’ve	discussed,	today’s	readers	want	to	absorb	information	in	a	
quick	scan,	and	a	resume	that	attempts	to	include	everything	the	client	
has	done	invariably	makes	this	task	difficult	if	not	impossible.	In	addi-
tion,	without	a	clear	focus,	the	job	seeker	cannot	position	herself	as	a	top	
candidate	for	a	specific	job.	Rather,	she	looks	like	a	mediocre	candidate	
for	many	jobs	and	as	such	will	never	rise	to	the	top	of	the	applicant	list.

As	career	professionals,	we	owe	it	to	our	clients	to	explain	this	reality	
to	them	and	help	them	understand	that	establishing	a	specific	goal	is	not	
limiting	but	rather	empowering!	The	focused	job	seeker	can	define	a	
clear path toward his goal and deliver a distinct message of value to those 
target	audiences.	Therefore,	our	first	step	with	every	client	should	be	to	
identify,	clarify,	and	confirm	the	current	career	goal.

Knowing the career goal allows us to focus the resume to achieve that 
goal.	We	now	have	a	strategy	for	what	we	want	to	highlight	–	the	skills,	
experiences, knowledge, and achievements that will make our client ap-
pear	to	be	a	great	candidate	for	that	defined	objective.	With	strategy	in	
mind,	it	becomes	easier	to	see	what	is	less	important	and	can	be	omitted	
as	we	write	and	edit.	Strategic	focus	has	become	more	important	than	
ever	as	we	write	today’s	modern	resume.	Because	we	use	less	content,	
write	shorter	paragraphs	and	bullets,	and	allow	ample	breathing	room	on	
the	page,	we	must	be	extremely	selective	about	what	we	are	including.	
When	we	have	a	strategy	we	can	make	those	decisions	wisely,	and	the	
end	result	is	a	resume	that	supports	the	client’s	current	career	goals	with	
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powerful	and	relevant	content.	To	illustrate,	let’s	examine	how	we	might	
edit	down	the	content	of	a	job	description	for	a	Corporate	Strategic	Plan-
ning	professional,	whose	job	is	to	define	the	strategy	to	help	an	organi-
zation	achieve	its	business	goals	–	to	identify	opportunities	that	match	
the	company	vision	and	create	plans	to	capture	those	opportunities.	The	
accomplishments	can	sometimes	be	quantified,	but	not	always;	we	must	
also	communicate	job	activities	and	plans	that	have	been	made	but	not	
yet	executed.	In	the	before	sample	we	see	a	lengthy	list	of	bullet	points	
that	is,	frankly,	uninviting	to	read.	Notice	how	the	excerpt,	although	
generally	well	written,	does	not	follow	the	guidelines	for	the	modern	
resume:
•	It	includes	too	many	bullets	–	nine	in	all.
•	Lack	of	white	space	allows	no	breathing room	between	bullets.
•	Some	verbs	are	weak.
•	Several	bullets	are	unnecessarily	wordy,	overly	detailed,	and	redundant.

•		As	Lead	Corporate	Strategist,	worked	in	partnership	with	CEO	to	
define	company’s	strategic	direction	and	drive	forward	critical	strategic	
planning,	organic	growth,	acquisition	and	organizational	development	
initiatives.	First-ever	Senior	VP	of	Strategy	&	Business	Development	in	
company’s	history.
•		Guided	strategic	leadership	of	product,	technology,	and	market	
development	solutions	to	ensure	company’s	competitiveness	within	the	
changing, online-driven media landscape. 
•		Facilitated	a	consistent	strategic	planning	process	for	all	businesses	
and	specific	strategies	to	strengthen	individual	brands	and	increase	
market penetration.
•		Effectuated	business	development,	M&A,	and	strategic	acquisition	
growth	strategy	to	lead	company	through	expansion	and	ensure	external	
growth	aligned	with	business	strategy	and	operating	capacity.	Provided	
strategic direction and assisted with selection, evaluation, and integration 
of	100+	acquisitions.	
•		Instrumental	in	planning,	due	diligence,	and	seamless	integration	of	the	
largest	acquisition	($500M	for	United	Advertising	Publications),	which	
doubled	the	size	of	the	company.
•		Evaluated	business,	market,	and	financial	potential	for	38	acquisitions	
that	generated	combined	annual	revenue	of	$143M.
•		Oversaw	the	conceptualization,	development,	and	launch	of	new	
products,	services,	technology	offerings,	and	business	units	that	
generated	combined	annual	revenue	of	more	than	$15M+.
•		Established	business	plans	to	monetize	a	portfolio	of	online	assets	with	
projected	value	of	$2M+.
•		Created	corporate	product	management	and	brand	management	
processes	still	in	use	today.



Summer 2014......Career Planning and Adult Development JOURNAL......... 19

The after version,	below,	is	a	job	description	that	is	much	more	readable,	
understandable,	and	meaningful.	We	achieved	this	result	by:	
•		Trimming	content	to	include	only	the	most	important.
•		Constraining	bullets	to	one	line	(might	appear	as	two	lines	in	the	Jour-
nal	format,	but	in	the	resume	each	bullet	was	on	a	single	line).
•		Using	headings	to	organize	bullets	and	make	areas	of	expertise	more	
noticeable.
•		Strengthening	verb	choices.
•		Removing	extraneous	detail	and	unnecessary	words.
As	a	result,	readers	can	very	quickly	learn	and	appreciate	this	job	
seeker’s	expertise,	value,	and	contributions.

Strategic Planning & Leadership
•		Partnered	with	CEO	to	drive	strategic	planning,	growth,	acquisition,	
and OD initiatives corporate-wide.
•		Strategized	product,	tech,	and	market	solutions	to	ensure	competitive-
ness	in	dynamic	media	landscape.

Business Development & Acquisition Management
•		Led	planning,	due	diligence,	and	integration	of	largest-ever	acquisition	
($500M),	doubling	company	size.
•		Evaluated	business	and	market	potential	for	138	acquisitions	with	total	
annual	revenue	of	$143M.

New Product Development & Brand Management
•		Launched	products,	services,	technologies,	and	businesses	that	gener-
ated	$15M+	in	new	revenue.
•		Created	product/brand	management	plans	still	in	use	today,	including	
one	to	monetize	$2M+	in	assets.

Ultimately,	strategic	focus	creates	a	framework	that	guides	us	as	we	
write,	edit,	and	format	every	resume.	It	is	essential	for	writing	powerful	
resumes	and	especially	important	in	creating	the	modern	resume,	where	
less	is	more	and	every	word	counts.

Storytelling Style
The	final	hallmark	of	the	modern	resume	is	its	storytelling	style.	Rather	
than	simply	presenting	a	collection	of	qualifications	and	accomplish-
ments,	today’s	resume	should	be	a	cohesive	narrative	of	the	job	seeker’s	
career	–	how	he	got	where	he	is	today,	what	motivates	and	excites	him,	
why	he	has	been	successful	in	the	past,	and	how	he	has	contributed	in	
various roles.

The	great	thing	about	the	storytelling	style	is	that	when	we	focus	on	
the	story,	we	get	away	from	dry	summations	of	job	duties	and	responsi-
bilities.	Not	only	is	the	resume	more	interesting,	it	also	more	naturally	
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conforms	to	today’s	standards	for	succinctness	and	strategic	focus.	As	a	
example,	let’s	compare	a	traditional	job	description	with	a	career	story.	
The	first	excerpt	is	a	well-written	but	rather	lengthy	summary	of	the	
scope	of	this	person’s	job	as	a	Website	Designer.

BAY STATE COLLEGE, Boston, MA (2011–Present)
Senior	Website	Designer
Design	websites	and	manage	day-to-day	site	maintenance.	Determine	
design	goals	and	specifications	based	on	user	requirements,	marketing	
input,	and	comparative	research.	Prepare	schedules	and	requirements	
documents;	coordinate	with	marketing	reps,	content	administrators,	
programmers,	and	others	to	deliver	final	product.	Create	mockups,	final	
designs,	templates	for	content	developers,	Flash	timelines,	and	other	spe-
cial	features.	Test	content	for	cross-browser	compliance.	Provide	techni-
cal support for content providers and end users.
(followed	by	accomplishment	bullets)

The	second	excerpt	transforms	that	job	description	into	the	story	of	the	
primary	accomplishment	in	this	role	(building	an	award-winning	web-
site)	and	also	ties	the	job	activities	to	the	value	delivered	to	customers.	
The	description	is	more	interesting,	less	wordy,	and	–	very	importantly	
–	unique	to	this	individual	job	seeker	rather	than	being	a	job	description	
that	could	apply	to	just	about	any	website	designer.

BAY STATE COLLEGE, Boston, MA (2011–Present)
Senior	Website	Designer
Built	award-winning	web	presence	for	25,000-student	college.	Provide	
end-to-end	site	management	to	ensure	maximum	functionality,	uptime,	
ease	of	use,	and	responsiveness	to	changing	needs	of	students,	faculty,	
and administration.
(followed	by	accomplishment	bullets)

Of	course,	we	cannot	ignore	the	importance	of	writing	keyword-rich	
resumes	that	match	job	descriptions	and	are	essential	to	pass	today’s	Ap-
plicant	Tracking	Systems	(ATS).	In	the	example	above,	where	we	have	
removed	the	detailed	job	description	from	the	paragraph,	we	created	
unique	bullet	points	that	told	the	story	of	accomplishments	(rather	than	
responsibilities)	while	including	all	of	the	keywords	appropriate	for	this	
position.
Storytelling Aids Personal Branding
Another	reason	stories	are	powerful	is	because	they	are	memorable	–	and	
therefore	they	distinguish	that	job	seeker	from	all	other	applicants.	They	
communicate	and	reinforce	the	individual’s	personal	brand.
Because	stories	are	unique	to	the	individual,	rather	than	generic	to	the	
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job,	they	allow	us	to	communicate	what	makes	our	client	special,	the	
traits	that	define	the	personal	brand,	and	the	value	delivered	to	past	em-
ployers	(and	promised	to	future	employers).	By	choosing	the	stories	that	
best	illustrate	each	client’s	personal	brand,	we	paint	a	cohesive	and	clear	
portrait	of	a	distinctive	individual	with	unique	value	in	the	marketplace.
The	storytelling	style	is	particularly	appropriate	for	LinkedIn	profiles,	as	
you	will	read	in	other	articles	in	this	Journal.	But	it	works	extremely	well	
in	resumes,	too	–	both	in	the	position	description	(as	shown	above)	and	
in	the	summary	section.	Here’s	an	example	of	a	summary	that	accom-
plishes several important goals for an effective modern resume:

•		It	instantly	communicates	who	the	job	seeker	his	and	where	she	fits	in	
the organization.
•		It	is	succinct	and	presents	information	in	quick	bites rather than dense 
text.
•		It	is	unique	to	this	job	seeker	rather	than	a	generic	collection	of	capa-
bilities	that	could	apply	to	many.
•		It	is	strategically	focused	on	her	current	career	objectives.
•		It	tells	her	story	and	is	interesting	yet	quick	to	read.

MARKETING & PROGRAM MANAGER: AGING SERVICES 
INDUSTRY
Corporate	Marketing	Background	•	MS	in	Aging	Services	

Innovative	Leadership	for	Fast-Growing,	Rapidly	Changing	Industry	

Elder services professional with deep understanding of the evolving 
needs	of	aging	Americans.	Proven	success	designing,	branding,	market-
ing, and delivering programs and services to diverse audiences with 
unique	needs.

Former	corporate	marketing	professional	in	the	high-tech	sector	(Intel,	
Microsoft,	Dell),	managing	budgets	up	to	$100M	and	leading	global	
branding,	marketing,	communications,	and	public	relations	programs.

Performance	Highlights:
•		Led	marketing	and	communications	effort	that	resulted	in	first	elder	
zoning approval in Smithtown. 
•		Created	comprehensive	marketing	plan	for	evidence-based	diabetic	
prevention and treatment program.
•		Rose	to	#1	in	marketing/sales	of	a	high-end	senior	residential	commu-
nity	in	a	very	competitive	environment.
•	Drove	rebranding	strategy	credited	with	elevating	Intel’s	profile,	indus-
try	status,	and	stock	price.
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Conclusion
Lauren Bacall once said, “Standing still is the fastest way of moving 
backwards in a rapidly changing world.” As career professionals, we 
can’t	afford	–	for	our	sakes	or	our	clients’	sakes	–	to	move	backwards,	
and that means neither can we stand still while change is occurring 
around us.

Modern	media,	modern	technology,	and	modern	communications	
demand	modern	resumes	for	our	job-seeking	clients.	The	changes	are	
not	extreme,	but	cumulatively	they	result	in	documents	that	are	different	
from	what	we’re	accustomed	to:	leaner,	tighter,	and	more	sharply	
focused.	By	embracing	the	change,	we	not	only	build	our	skills	as	
strategists,	writers,	and	editors,	but	we	increase	our	confidence	in	the	
services, advice, and expertise we are providing to our clients.
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Chapter 2

ANSWERING CLIENTS’ “What if...” 
and “Yeah, but...” QUESTIONS 
RELATED TO CAREER 
COMMUNICATIONS
by	Kimberly Schneiderman

Many	job	seekers	have	questions	about	their	career	communications	and	
their	job	search	that	they	feel	pertain	only	to	them.	These	questions	often	
start with, What if... or in the case of having received advice, Yeah, but 
my situation is different because…”

After	hearing	many	of	these	questions	over	the	years,	I	started	compil-
ing the most popular themes that concern professionals in a multitude 
of	industries	and	fields.	What	I	found	was	that	as	much	as	people	think	
their	situation	is	unique,	there	are	actually	several	shared	characteristics	
among	job	seekers’	situations	and	career	pursuits.	

In this article, allow me to present some of the most popular themes of 
these situations, along with strategies for tackling them. The strategies 
can	be	adjusted	for	all	types	of	job	search	communication	tools	–	from	
resumes,	cover	letters,	and	social	networking	profiles	to	interviewing,	
outreach, and live networking situations.  

Question: What if I want to move from [academia/education, law 
enforcement,	government,	non-profit]	to	the	corporate	world?	How	do	I	
present	myself	when	I	lack	direct	experience?
Answer:		In	your	clients’	cover	letters,	resumes,	networking	meetings,	
and	interviews,	focus	on	the	business	people	and	companies	their	work	
has touched. These might include clients, vendors, or donors. Also, 
identify	and	promote	the	skills	that	are	valued	in	the	corporate	world.	
Here	are	several	ideas	for	the	resume	taken	from	non-profit	and	public	
sector	professionals	looking	to	move	to	private	industry.	These	ideas	will	
translate	well	between	the	resume	and	other	job	search	communications.	
Each example touches on skills that are valued in the corporate world, as 
well	as	describing	how	the	individual’s	experience	impacted	the	
organization for which he worked:

Vendor Relations:	Worked	with	IBM	and	Sprint	personnel,	technology	
experts,	and	consultants	to	drive	projects	including	multi-tiered	upgrade	
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to	campus	IT	and	communications.	Facilitated	meetings,	garnered	buy-
in,	and	brought	cohesion	between	vendors	and	administration.

Program Expansion:	Promoted	Soaring	Heights	programs	to	pub-
lic	schools	in	region;	signed	30+	new	schools	and	renewed	numerous	
engagements.	Leveraged	networking	ability	to	reach	decision-makers	at	
schools.

Turnarounds & Team Building: Known for capturing true performance 
turnarounds	from	historically	problem	teams	by	creating	environments	
with	clear	expectations	and	the	resources	required	to	support	those	
expectations.	Eradicate	negative	competition	among	teams	by	creating	
group	goals,	dependent	on	the	success	of	each	person	on	a	project.	

Change Management: Stepped	in	to	poorly	run	division	that	had	lacked	
effective executive leadership for 12+ months. Audited as-is situation 
and	created	several	team-based	initiatives	that	drove	progress	on	work	
at-hand	while	simultaneously	building	individuals’	personal	investment	
in group wins.

Contract Management:	Negotiated	$200,000	grant	to	upgrade	operabil-
ity	of	network	on	2,500	PCs	and	devices;	supervised	final	installation	of	
network.

When	you	look	at	the	above	examples,	you	will	see	how	the	location	or	
environment	of	the	accomplishment	could	easily	be	a	corporate	office.	
By	dropping	the	details	of	where	the	work	took	place,	readers	(or	in	
interviews,	the	potential	employers)	will	be	able	to	picture	the	job	seeker	
doing	similar	work	for	them!

Q:	What	if	my	work	history	isn’t	what	it	should	be?	I	have	had	some	bad	
luck	that	led	to	several	short-term	jobs	in	my	career.	How	can	I	let	people	
know	it	wasn’t	my	fault?	And,	how	do	I	capitalize	on	how	long	I	was	
actually	at	the	company?
A:		Admittedly,	this	can	be	a	tough	topic.	My	advice	is	to	stick	to	posi-
tive,	yet	honest	messages.	If	the	reason	for	leaving	was	a	company	layoff	
or	job	termination	due	to	acquisition,	you	might	choose	to	include	that	
information in the resume or cover letter. 
For	example:
Operations Manager, Turner Solutions, Inc.: Jan 2011 – Mar 2012 
(company-wide	layoff)

Another	way	to	handle	it	is	in	the	description	paragraph,	like	this:
Directed operations for large, multi-location IT solutions consulting 
company	with	300+	employees.	Took	lead	in	devising	improved	
procedures	and	processes	to	bring	efficiencies	and	cost	savings	to	
company.	Managed	vendor	relationships	and	negotiated	10	contract	
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renewals	during	tenure.	Left	company	following	acquisition	by	Market	
IT, Inc., in March 2012.
You	can	also	pair	an	accomplishment	with	the	number	of	months	the	
person	worked	for	the	company:	“Completed development of five new 
courses during 11-month tenure with this non-profit public access pro-
gram.” 
 

Clients	are	often	sensitive	about	being	fired	or	quitting	a	job	after	a	short	
tenure,	and	when	asked	about	it	during	an	interview	they	can	appear	
defensive	or	even	suspicious.	As	a	coach,	help	your	client	to	clearly,	
confidently,	and	non-defensively	state	why	she	left	the	position	without	
disparaging	her	former	company	or	management.	Verbal	messages	that	
communicate that the client takes ownership for her role in the situation 
will	go	a	long	way	in	conveying	professionalism.	

Try	developing	a	message	like	this	with	your	client:

“My position at Miller Audio was not a good match for my experience, 
nor for their needs. I gave the position my all for five months, but in the 
end it became painfully obvious that their business focus just wasn’t a 
good match for my skill set. Through that experience, I learned a great 
deal about asking the right questions in advance and understanding the 
true needs of an organization.”

Then,	coach	clients	on	asking	questions	during	interviews	to	help	them	
understand	each	company’s	needs	and	how	it	wants	the	job	done.	In	this	
last	example,	even	though	the	job	was	bad	from	all	accounts,	the	job	
seeker	actually	came	out	of	it	having	learned	something	about	himself	
and	about	business.	That	is	important	in	getting	someone	else	to	believe	
in	the	client	as	a	candidate	for	the	job.	

Q:		What	if	my	impressive	work	was	long	ago?
A:		On	the	resume,	use	the	career	highlights	or	profile	section	to	present	
the	client’s	most	compelling	information.	Here	is	a	sample	of	part	of	the	
profile	from	a	professional	in	corporate	product	security	and	asset	
recovery	who	hadn’t	had	any big	cases	in	the	last	five	years:

Career	Highlights:
Recovered	$45M	in	equipment	through	investigations	of	counterfeit	and	
gray-market	activities	in	New	York	City	and	overseas	in	China	and	India.	
Spoiled	a	corrupt	government	pay-off	practice	within	12	months	of	
joining	firm	as	senior	investigator.
Foiled	$1M	internal	expense	fraud	and	bribery	ring	led	by	corrupt	
manager and two staffers.
Created	and	operated	numerous	fictitious	broker	businesses	to	build	trust	
with	counterfeiters	and	ultimately	cease	their	operations.	
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By	pulling	these	accomplishments	to	the	Career	Highlights	section	near	
the	top	of	page	one,	we	were	able	to	showcase	accomplishments	that	
might	have	otherwise	landed	on	page	two	of	the	resume.	For	the	inter-
view,	you	can	coach	the	client	to	develop	strong	accomplishment	stories	
around	the	early	achievements,	while	being	careful	to	sprinkle	in	stories	
that	show	recent	experience	with	emerging	tools	and	trends	in	the	field.

Q:		What	if	I	had	a	very	low-level	title,	but	I	did	the	work	of	someone	in	
a higher position? 

A:		One	strategy	for	the	resume	is	to	leave	the	client’s	title	off	(or	move	it	
to	the	descriptive	paragraph);	in	its	place,	use	functions	that	describe	the	
work.	Here	is	a	sample	of	that	strategy	from	a	professional	with	the	title	
of Associate, Programs, which	didn’t	describe	her	functions	at	all:
The Turning Point School: 2012 – Present 
Program	Leadership	|	Budget	Management	|	Project	Coordination

Another	strategy	is	to	use	the	right	language	and	vocabulary	to	describe	
the	work;	also,	showcase	the	work	the	client	took	on	that	may	not	be	
part	of	the	given	role.	Here	are	three	ideas	for	the	resume	that	can	also	
be	expressed	in	an	interview	by	converting	the	idea	into	conversational	
language:

Taught	new	and	underperforming	team	members	in	best	practices	and	
official	procedures	in	department,	capturing	a	50	per	cent	increase	in	
error-free production of research and presentations.

Hired	and	trained	intern	staff	and	monitored	office	operations.	Organized	
computer	database	of	donors,	event	ideas,	and	potential	honorees.	
Developed	budgets	and	organized	sales	and	financial	information.

Trusted to handle client-facing communications that covered gamut of 
inquiries,	complaints,	and	fundraising	requests.

Q:	What	if	I	had	several	titles	and	assignments	throughout	my	tenure?	
Do	I	really	need	to	go	into	detail	about	each	position?

A:	This	problem	affects	anyone	who	is	a	high	achiever	–	who	knew	that	
winning	promotions	would	cause	problems	on	a	resume?	It	is	also	quite	
prevalent for those in law enforcement and other government agencies 
because	frequent	movement	is	the	norm	for	those	jobs.	The	technique	
shown	below	gives	you	a	chance	to	showcase	the	client’s	promotions	and	
value,	without	burdening	the	reader	with	detailed	descriptions	of	work	
that	took	place	years	ago.	

Here	is	an	idea	pulled	from	a	client	in	marketing	and	brand	management:

ABC	Home	Care:	Whippany,	NJ,	2006	–	Present		
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Brand Director (2011 – Present) | Senior Brand Manager (2010 – 2011)
Associate Brand Manager (2008 – 2010) | Assistant, Marketing & Brand-
ing Programs (2006 – 2008)

Once	you	have	laid	out	all	of	the	progressive	job	titles,	you	might	use	
a	descriptive	paragraph	that	outlines	how	the	job	seeker	achieved	those	
promotions.	For	example:

Promoted through ranks to Brand Director as direct result of wins in de-
veloping	product	messaging,	building	in-store	promotions,	and	sourcing	
new	partners	in	industry.	

Q:	What	if	I	have	been	working	at	multiple	places	for	several	years,	and	
even	had	overlapping	contracts	at	times.	Describing	it	all	would	be	quite	
repetitive	and	(mostly)	unneeded.

A:	For	professionals	who	find	themselves	working	simultaneously	for	a	
number	of	companies,	organizations,	or	schools,	try	this	solution	on	the	
resume.	Notice	that	you	can	characterize	the	overall	experience	together,	
and then give the details of where the work took place. In terms of de-
scribing	the	work,	consider	a	simple	descriptive	paragraph,	such	as	the	
one	that	appears	below:

Consulting	Projects	&	Teaching	Assignments:	2009	–	Present
 

Global	Insurance	Corp:	Policy	Rights	&	Requirements	Research	(2013	–	
Present)
Kensington	University:	Adjunct	Professor,	Commercial	Property	and	Li-
ability	Insurance	(2010	–	Present)	
Happy	Company	Legal,	LLC:	Document	Review	Associate	(2011	–	
2013)
Johnson	University,	School	of	Business:	Adjunct	Professor,	Risk	Man-
agement & Insurance (2008 – 2012)
Accidents-R-Us,	LLC:	Insurance	Policy	Advisement	&	Consulting	Proj-
ects (2006 – 2009)
Oswego	Community	College:	Instructor,	Personal	Finance	(2006)

Provided professional consulting and teaching services for several top-
notch organizations in area. Worked with insurance companies and law 
firms	to	ensure	integration	of	best	practices	in	development	of	insurance	
policies. Taught insurance-related issues to up to 125 undergraduate stu-
dents per semester at local colleges and universities.

Q:	What	if	I’m	perceived	as	too	old?	I	have	been	in	my	industry	and	field	
for	longer	than	I	can	remember	–	I’ve	even	worked	with	people	my	kids’	
ages!	How	can	I	show	I	am	still	on	top	of	my	game?
Or
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What	if	I’m	seen	as	too	young?	I	just	interviewed	for	a	job	and	every	
person	in	the	office	is	so	experienced	(e.g.,	grey	hair	and	bifocals!).	How	
am	I	going	to	prove	that	I	know	what	I	am	doing	so	they	don’t	treat	me	
like a kid?

A:  With multiple generations in the workforce right now, this has 
emerged as an important topic for hiring managers. Each generation has 
to	prove	their	ability	to	work	with	current	technology,	yet	understand	the	
foundation	on	which	that	technology	was	built;	they	need	to	show	that	
they	can	play	by	the	rules,	yet	bring	fresh	and	innovative	ideas	to	the	
table;	they	need	to	demonstrate	their	respect	for	each	generation,	espe-
cially	when	one’s	boss	might	be	20	years	younger;	and	they	must	show	
that	they	understand	various	forms	of	communication	and	the	levels	of	
professionalism	required	by	each.	

Coach	your	clients	to	think	about	the	messages	and	phrases	they	use.	
Saying	“so, you use that iPad thing then?” or “well, in those days, 
it was…”		may	age	them	in	the	employer’s	eyes.	Pulling	out	a	paper	
calendar	to	discuss	a	next	meeting	date	may	make	them	come	across	as	
technically	un-savvy	and	out-of-date.	On	the	other	end	of	the	age	spec-
trum,	a	job	seeker	who	even	glances	at	her	phone	when	it	pings	during	an	
interview	may	come	across	as	disrespectful,	disengaged,	and	distracted.	

Work	on	developing	messages	with	your	clients	that	actually	demonstrate	
understanding of, and appreciation for, all professionals in the workforce. 
Help	them	devise	questions	that	communicate	interest	in,	rather	than	
challenge,	how	things	are	done	in	the	office.	Here	are	some	examples:

“I use the iPad, it is great for communication, research, and entertain-
ment, but not productivity in daily work. How do you like the functional-
ity of the Surface?”

“When you think about your experience, what have you been able to take 
with you through the new trends in IT application software?”

“Your accomplishments are impressive. Did you have business mentors 
or influences driving you through these first few years on the job (or, dur-
ing college)?”

“How do you describe your management style? How has it evolved and 
developed over the years?” Or, “Have you been through specific man-
agement training programs?”

Also,	think	about	coaching	your	mature	clients	to	drop	in	a	comment	or	
two	about	their	physical	activities.	I	will	forever	remember	the	balding,	
grey-haired	accountant	with	trifocals	I	worked	with	who	had	been	laid	
off	after	more	than	25	years	with	one	company.	We	found	that	it	was	
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imperative	for	him	to	mention	that	he	plays	basketball	on	the	weekends	
so	interviewers	knew	he	was	physically	fit	–	a	trait	often	associated	
with	mental	health	and	professional	talent	in	our	society.	Incidentally,	
for those in sales, having a competitive nature is often associated with 
success	on	the	job,	so	they	might	comment	on	winning	those	weekend	
basketball	games!

Q:	Yeah,	but	…	those	messages	are	great	if	I	get	to	the	interview,	but	
what	do	I	do	with	my	extensive	career	history	on	the	resume?
A:	For	early	experience,	you	can	decide	whether	you	want	it	on	the	
resume	at	all.	Remember,	a	resume	is	a	marketing	document,	not	an	
obituary	or	formal	application.	Everything	on	the	document	has	to	be	
true,	but	it	doesn’t	have	to	be	full	and	complete.

One option is to have an Additional Experience section without dates, 
like this:

Additional Experience
Marketing & Fundraising,	Access	Charter	High	School:	Worked	with	
this	start-up	charter	school	in	marketing	and	communications	arena;	
produced	logos,	recruitment	collateral,	website	assets,	and	press	releases.	
Managed	initial	brand	development	and	authored	core	of	communica-
tions and outreach plan.
Data Management, Boston Graduate School of Arts & Sciences: Spear-
headed	data	collection	and	analysis	to	improve	student	satisfaction	in	
career and academic advising program.
Teacher, Various Private & Public Schools: Taught in schools in Chi-
cago and Philadelphia with focus on social studies, math, and reading. 
Worked	collaboratively	between	parents	and	students	to	ensure	strong	
school performance and solid prospects for future academic pursuits.

Notice	in	the	above	example,	because	you	have	eliminated	dates,	you	
can	also	present	the	experience	in	order	of	importance	and	relevancy,	not	
chronology.	

In	other	situations,	skip	giving	a	start	date	for	employment	with	the	com-
pany	and	reference	other	positions	in	a	descriptive	paragraph.	This	works	
especially	well	if	the	job	seeker	has	been	at	one	company	for	25+	years.	
It might look like this:

Gratis	Loyalty	Programs:	Through	2014
Senior Vice President (2008 – 2014)
Assistant Vice President (2003 – 2008)
Promoted	throughout	tenure	to	tackle	increasingly	complex	
organizational goals, culminating in Senior Vice President position in 
2008	with	team	of	20	managers	and	staff	located	across	U.S.	Full	list	of	
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positions	and	titles	attained	during	tenure	available	upon	request.	Recent	
accomplishments include: 
Or,	you	can	give	a	short,	one-sentence	summary	of	the	earliest	experi-
ence, such as this example:

Additional experience includes team leadership and store management 
positions	with	retailers	such	as	Barnes	&	Noble,	Toys-R-Us,	and	Wal-
Mart.

Q:	What	if	we	use	a	lot	of	acronyms	or	code	names	in	my	industry?	
HSIHT	(how	should	I	handle	that)?
A:	Translate	codes	and	acronyms	into	meaningful	language	and	descrip-
tions.	Just	because	a	project	or	program	had	a	formal	name	at	the	com-
pany	does	not	mean	you	have	to	use	it.	However,	feel	free	to	keep	widely	
used	industry	terminology	or	abbreviations	after	you	define	them.

During	interviews,	coach	clients	to	be	careful	that	they	do	not	get	in	
too	deep	using	jargon.	By	practicing	answers	to	questions	and	running	
through value messages and accomplishment stories ahead of an inter-
view,	you	can	help	clients	take	more	notice	of	any	offending	language.	

Try	thinking	about	the	work	as	if	the	client	has	to	explain	it	to	a	12-year	
old. A person that age is smart enough to take in a good deal of 
information,	but	if	you	start	throwing	terms	at	him	that	are	known	only	
within	a	company	or	a	specific	industry,	you	will	lose	him.	

Q:	What	if	I	don’t	have	the right education?  
A:	There	are	two	ways	this	question	usually	goes:	Either	a	person	lacks	a	
formal	degree	or	has	so	much	education	and	training	under	her	belt	that	
she	isn’t	sure	how	to	present	it	without	taking	up	a	whole	page	on	the	
resume.	Let’s	start	with	ideas	on	how	to	handle	the	lack	of	a	degree.
No matter what the formal education, on the resume and during inter-
views, maximize the training and coursework completed, including 
professional	development	classes	and	certifications.	The	education	and	
training	section	might	have	some	combination	of	these	entries:
Education & Certifications
Business	Management	Coursework,	Ohio	State	University
Operations and Executive Management Training, Kellogg School of 
Management 
Certified	Business	Continuity	and	Disaster	Recovery	Professional,		
Association of Business Managers 

Or,	if	the	job	seeker	is	actively	pursuing	a	degree:
Bachelor	of	Science,	Business	Management,	New	York	University,	
Expected 2016

For	those	clients	who	have	attained	several	degrees	and	have	taken	part	
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in numerous, even hundreds, of training courses throughout their careers, 
you	can	try	these	ideas:
Master of Arts, Criminal Justice – Police Administration, Rutgers 
School of Criminal Justice
Bachelor of Science, Police Science Management, Rutgers School of 
Criminal Justice
Selected	Professional	Training	Programs	with	FEMA	|	U.S.	DHS	|	
Chicago Police Department:
 Internal Investigations
Technical	Emergency	Response
Alarm Response
Behavioral	Observation
Suspicious	Activity	Recognition
Protective	Security
Explosive Trace Detection
Building	Design	for	Security
Media Communications Training
Surveillance 
Leadership
Emergency	Action
 

Even	in	the	above	list	of	professional	training	programs,	the	individual	
selected the most meaningful courses given his career goals and elimi-
nated	those	that	didn’t	match	the	criteria.	You	will	want	to	do	the	same.	
Make	sure	the	courses	and	training	programs	you	present	are	relevant	in	
the	market	and	valued	by	the	client’s	potential	employers.

Putting It All Together
From	a	broad	perspective,	when	in	a	job	search,	it	is	imperative	that	
talents	are	communicated	in	a	clear	and	concise	manner.	I	encourage	my	
clients	to	ask	themselves	these	questions	as	we	work	to	develop	their	
arsenal	of	value	messages,	resume	bullets,	cover	letter	prose,	and	talking	
points.	Do	people	understand	what	you	want	to	do	next	in	your	career?
Do	you	have	a	concise	description	of	your	current	work?	Are	you	com-
municating	your	niche	experience	within	your	field?	Does	your	resume	
read	like	an	official	report,	devoid	of	accomplishments	and	areas	of	
influence?	Are	you	trying	to	be	all	things	to	all	people	in	your	search?	
Are	you	getting	interviews	for	jobs	you	want?	Are	you	getting	to	2nd	
and	3rd-round	interviews	for	those	jobs?	Although	many	more	questions	
could	be	listed	here,	these	are	a	good	starting	place	for	you	and	your	cli-
ent	as	you	create	the	search	tools.	Of	course,	every	client	has	a	different	
scenario, a different set of what if and yeah, but questions.	The	strategies	
discussed	in	this	article	can	often	be	used	in	other	situations	that	you	will	
encounter	with	your	clients.	
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Chapter 3

TRANSFORMING GENERIC 
RESUMES and COVER LETTERS to 
LASER-FOCUSED CAREER 
COMMUNICATIONS
by	Laura Gonzalez
Though	most	job	seekers	have	heard	that	it	is	important	to	put	in	time	
and	effort	to	customize	each	job	application,	many	of	them	continue	to	
use	generic	documents	–	resumes	and	cover	letters	that	they	hope	will	be	
one-size-fits-all	applications.	Some	job	seekers	just	want	to	save	time,	
while	others	do	not	fully	understand	how	to	tailor	their	documents	to	
match	specific	job	openings.	In	the	end,	the	result	is	the	same:	Job	seek-
ers	end	up	with	documents	that	do	not	fulfill	the	most	basic	functions	of	
capturing	the	reader’s	attention	and	securing	the	interview.	

Generic documents:
•		Do	not	have	position-	and	company-specific	information.
•		Do	not	accurately	reflect	all	that	the	job	seeker	can	do	for	that	potential	
employer.
•		Do	not	take	into	account	the	specific	requirements	of	each	position.

The most critical issue with using generic documents is that the reader 
cannot	determine	how	well	the	job	seeker	will	fit	into	the	proposed	
position.	To	solve	this	problem	(and	many	others),	career	professionals	
should help their clients tailor their documents to each position for which 
they	intend	to	apply.	Eventually,	the	savvy	job	seeker	will	have	a	strong	
portfolio	of	multiple	job-search	documents,	so	that	the	tailoring	process	
will	be	faster	and	require	little,	if	any,	professional	assistance.

This article will discuss strategies for laser-focusing two of the most 
important	documents	in	any	job	search:	resumes	and	cover	letters.

One	caveat:	If	someone’s	job	search	is	very	finite	in	terms	of	position,	
industry,	location,	and	other	key	variables,	then	the	changes	you’ll	make	
to	the	resume	and	cover	letter	might	be	very	minor	in	particular	situa-
tions.	Generally	speaking,	however,	searches	are	often	much	broader,	and	
that’s	what	this	article	is	all	about	–	how	to	laser-focus	your	clients	and	
their	career	communications!	
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The Resume
Several	areas	in	a	resume	can	be	tailored	and	targeted	toward	open	
positions,	specifically:
•	The	objective	or	summary	and	branding	statement
•	The	work	history	section
•	The	small	details:	organizations,	affiliations,	languages,	and	more

It	is	critical	that	the	job	seeker	take	time	with	each	section	on	the	
resume	to	make	sure	that	the	details	match	the	job	requirements.	
When perused, all the sections of a resume should help the reader 
determine	that	the	job	seeker	is	a	perfect	match	for	the	targeted	
position.

The Objective or Summary and Branding Statement 
A	resume’s	introduction	is	critical	to	capturing	the	employer’s	
attention.	Many	resumes	begin	with	a	generic	objective	statement	
that	can	be	used	to	apply	for	almost	any	position.	Something	that	
can	be	used	for	any	position,	however,	is	effective	for	none	of	
them.	Take	a	look	at	the	two	example	objectives	below:

“Seeking	a	position	to	utilize	experience	in	a	diverse	environment	
where	hard	work	and	dedication	will	be	recognized	and	rewarded	
accordingly.”

“Results-oriented	manager	looking	to	apply	expertise	in	a	
leadership	position.”

Objectives	like	these	have	become	incredibly	common	on	modern	
resumes.	Read	them	carefully	and	you’ll	see	that	they	don’t	re-
ally	tell	the	reader	anything	of	importance.	What	kind	of	industry	
or	specific	title	are	these	job	seekers	looking	for?	How	could	they	
benefit	the	company	that	hires	them?	Why	should	the	resume’s	
reader	consider	them	for	an	interview?	Why	is	this	job	seeker	
different	from	the	other	candidates?	These	questions	should	be	
addressed	in	the	introductory	section	of	every	resume,	but	the	
statements	above	answer	none	of	them.

On	the	other	extreme	side	of	the	spectrum,	some	job	seekers	write	
generic	summaries	that	run	overlong	and	do	not	add	valuable	infor-
mation.	For	example,	the	summary	might	include	a	detailed	work	
history	that	is	then	repeated	in	the	work	experience	section.	Or	
the	summary	might	be	filled	with	soft	skills	such	as team-oriented 
or able to work with multiple cultures. While soft skills do have a 
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place	in	the	resume,	without	specific	accomplishments	or	details	to	
explain	them,	they	do	not	provide	useful	information	for	readers.
Read	this	generic	summary	and	you’ll	see	exactly	what	I	mean:

BUSINESS LEADER 
Strategically	Driven	Business	Leader	with	a	15-year	record	of	
performance	excellence	and	strong	financial	results	for	American	
Express,	The	Walt	Disney	Company,	Mattel,	Genicon,	and	others.	
Experience managing sales, marketing, operations, information 
technology,	supply	chain,	product	development,	human	resources,	
and	administration.	Excellent	skills	in	both	strategy	and	tactics.	
Keen negotiator with excellent communications, interpersonal rela-
tionship,	problem-solving	and	leadership	skills.	Capable	of	manag-
ing	every	challenge,	overcoming	obstacles,	and	always	achieving	
success no matter the challenges.

It	is	important	to	strike	a	balance	between	the	short,	generic	ob-
jective	(which	tells	nothing)	and	the	summary	that	has	too	much	
information	(and	may	be	skipped	over).

A	smart	job	seeker	who	is	looking	to	craft	a	targeted	resume	will	
use	a	branding	statement/brand	summary	as	the	introduction	to	her	
resume.	She	should	write	a	statement	incorporating	specifically	
desired	details	from	the	position’s	posting	and	from	its	associated	
industry,	and	then	back	up	those	details	with	tangible	(but	brief)	
examples	of	past	successes.	Skills	or	areas	of	expertise	can	then	be	
used	to	round	out	the	branding	statement.	

The	ideal	branding	statement	is	only	a	few	sentences	long	–	much	
shorter	than	the	half-page	generic	summary,	but	longer	than	the	
unfocused	one-sentence	objective.

The	following	example	is	a	branding	statement/brand	summary	for	
a	job	seeker	applying	for	a	position	as	a	CEO	in	consumer	goods.	
Compare	this	new	summary	with	the	objectives	above	to	see	the	
difference	in	clarity	and	strength!
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GLOBAL CEO – CONSUMER GOODS
•		International	Market	Leader:	Launched	products	against	
entrenched	competition,	capturing	$150M+	in	a	single	campaign.	
Built	high-talent	teams	to	secure	new	business	opportunities	in	the	
Middle East, Europe, Asia, and North America.

•		Operations	&	Strategy	Expert:	Spearheaded	numerous	
turnarounds	and	revitalizations	for	Fortune	50	company.	Earned	
multiple	awards	for	applying	a	clear	vision	to	a	floundering	
strategy,	leading	to	several	new	multimillion-dollar	customer	
accounts.

The Work History
Many	job	seekers	would	be	surprised	to	find	out	that	they	should	
edit	their	work	history	to	suit	each	position	for	which	they	wish	to	
apply.	In	fact,	each	time	that	a	job	seeker	applies	for	a	new	
position, he should consider changes to the following: 

•		Acronyms,	jargon,	and	industry-specific	terminology.	Will	the	
new	position	require	these	things?	If	so,	will	the	reader	understand	
the	information?	Should	they	be	included,	deleted,	expanded,	ex-
plained, or otherwise edited?

•		The	length	and	depth	of	the	job	seeker’s	areas	of	expertise.	For	
example,	if	some	past	positions	were	very	heavy	in	technology,	
but	the	new	position	requires	more	management	skills,	then	the	
job	seeker	should	focus	on	the	latter	and	showcase	her	leadership	
experience (as appropriate) for each of her past positions on the 
resume.

•		Early	career	experiences.	If	the	job	seeker	has	15	or	more	years	
of	experience,	he	may	want	to	summarize	some	of	the	earliest	posi-
tions	–	especially	if	they	are	no	longer	relevant	to	his	new	goals.	
Conversely,	if	early	experiences	are	highly	relevant,	they	deserve	
at	least	a	brief	mention	to	reinforce	the	job	seeker’s	connection	to	
the	industry,	company,	or	position	to	which	he	is	applying,	or	to	
highlight relevant experiences, achievements, and other relevant 
indicators of success.

The	following	example	is	a	work	history	excerpt	for	a	hands-on	
technology	role:
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Data	Plus,	Inc.,	Hartford,	Connecticut
Software Developer
•		Initiated	an	overhaul	of	existing	standalone	application.	Utilized	
objective-oriented	design	and	Java	to	create	a	GUI	for	the	new	
system.
•		Developed	test	procedures	for	new	tablet	product	line	to	ensure	
compatibility	with	both	Android	and	Windows	operating	systems.
•		Provided	end-user	support	for	web-based	tracking	solutions.

This	same	example	can	be	translated	if	the	job	seeker	is	applying	
for a management role:

Data	Plus,	Inc.,	Hartford,	Connecticut
Software Developer
•		Discovered	new	way	to	save	time	and	costs	by	overhauling	an	
existing	system.	Partnered	with	management	during	programming	
to	ensure	project	was	completed	within	a	strict	deadline.
•		Developed	a	company-first	test	procedure	that	facilitated	en-
trance into the Android marketplace, securing thousands of dollars 
in	additional	revenue	within	the	first	year.
•		Recognized	for	excellent	customer	service	while	providing	end-
user	support.	Played	key	role	in	retaining	long-term	clients	during	
a	company	merger.

It	is	impossible	to	know	for	certain	where	the	employer	will	look	
on	the	resume,	so	it	is	important	that	every	detail	is	targeted	to-
wards	the	open	position.	Even	a	quick	read-through	of	the	work	
history	section	can	suggest	potentially	critical	rewrites	to	better	
match	the	opportunity	being	pursued.

The Small Details
Many	of	the	other	sections	on	the	resume	should	also	be	reviewed	
and	customized	for	each	specific	application.	The	key	questions	to	
always	consider	are	about	relevancy:	What	information	is	relevant?	
Why?	How	to	use	it	best?	What	listings	tie	the	job	seeker’s	past	
history	to	this	new	position?	How?	What	can	you	do	to	optimize	
that experience on the resume?

Organizations,	affiliations,	and	awards	that	are	industry-specific	are	
great	ways	to	keep	the	resume	from	becoming	generic.	Additional	
outside training are also important to include. If the new position 
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is	international	or	if	it	might	benefit	from	knowledge	of	different	
cultures,	then	the	job	seeker	will	want	to	mention	any	spoken	and	
written languages. 

Personally,	I	think	anything	to	do	with	languages	and	international	
experience	is	relevant	in	today’s	increasingly	global	employment	
market,	so	I	almost	always	include	that	information.	How	and	
where	I	include	it	will	vary	based	on	each	specific	job	opportunity.

To	avoid	being	passed	over	by	the	hiring	manager,	job	seekers	
should take the time to look through each section of their resume to 
make	sure	that	the	information	matches	the	job	position’s	require-
ments.	This	may	seem	time-consuming	for	job	seekers	looking	to	
send	out	many	resumes	at	once,	but	a	quick	read-through	to	elimi-
nate	generic	information	could	mean	the	difference	between	secur-
ing	the	all-important	interview	and	being	passed	over	completely.

The Cover Letter
Job	seekers	may	find	generic	cover	letters	even	more	tempting	to	
use than generic resumes. But a generic cover letter is no more use-
ful	than	a	generic	resume.	An	astute	hiring	manager	can	identify	a	
cover	letter	that	is	meant	only	to	meet	the	minimum	requirement	
of	sending	a	cover	letter,	while	not	actually	providing	unique	and	
relevant	information.	Cover	letters	that	are	written	to	be	applicable	
to	every	opportunity,	company,	and	profession	usually	sound	vague	
and	unappealing,	especially	if	there	is	nothing	that	connects	the	
prospective	employee	to	the	job,	the	company,	or	the	industry.

Generic	cover	letters	say	quite	a	lot	about	a	prospective	employee.	
When	reading	the	document,	the	hiring	manager	may	assume	that	
the	job	seeker	is:
•		Dispassionate	about	wanting	to	work	for	the	company.
•		In	too	much	of	a	hurry	to	spend	a	few	minutes	personalizing	the	
letter.
•		Too	busy	to	follow	instructions	or	procedures	properly.
•		Only	willing	to	put	partial	effort	into	important	tasks.

Not	very	positive	positioning,	is	it?

Specific Cover Letters Work
A	proper	cover	letter	must	be	focused	on	the	open	position	and	
must	provide	specific	details	that	paint	a	picture	of	what	the	job	
seeker	brings	to	that	job	and	that	company.	A	cover	letter	allows	



40 ..........Career Planning and Adult Development JOURNAL.....Summer 2014

the	job	seeker	many	advantages	that	a	resume	alone	does	not	–	op-
portunities	to	include	information	not	appropriate	for	a	resume;	
opportunities	to	share	career	stories;	opportunities	to	mention	
network	contacts	or	industry	knowledge;	and	much	more.	As	such,	
a	job	seeker	should	always	include	a	cover	letter	unless	the	appli-
cation	instructions	expressly	forbid	one.	
A	job	seeker`s	cover	letter	can:

•		Complement	a	resume	and	overcome	its	inherent	restrictions.
•		Explain	any	potential	questions	regarding	the	resume.
•		Overcome	issues	that	might	eliminate	the	job	seeker	from	the	
prospect pool.
•		Begin	building	a	relationship	with	the	hiring	manager.
•		Connect	skills,	experience,	and	achievements	to	the	needs	of	the	
hiring manager.

The cover letter can complement a resume and overcome its inher-
ent	restrictions.	The	cover	letter	allows	the	job	seeker	to	show	
personality,	to	emphasize	a	relevant	piece	of	information	from	the	
resume,	and	to	add	additional	information	that	does	not	fit	in	the	
resume.	The	cover	letter	is	a	great	opportunity	to	persuade	the	em-
ployer	that	the	job	seeker	is	worth	the	effort	of	an	interview.

The	cover	letter	is	the	place	to	share	a	job	seeker’s	career	story,	
mention	network	contacts	or	references,	highlight	industry	knowl-
edge, and much more. A well-written cover letter gives tremendous 
power	to	the	job	seeker	to	make	things	happen:	specifically,	to	
generate an interview.

The	cover	letter	can	explain	potential	questions	regarding	a	re-
sume.	The	cover	letter	allows	the	job	seeker	to	provide	explana-
tions	for	the	things	that	will	either	be	red	flags	or	questions	for	the	
hiring	manager.	If	the	job	seeker	knows	that	he	has	an	issue	that	
will	be	quickly	picked	up	in	the	resume,	then	the	cover	letter	is	his	
first	(and	sometimes	only)	opportunity	to	explain	that	issue.	For	
example,	if	there	are	gaps	in	employment	or	if	the	job	seeker	expe-
rienced a career transition, the cover letter can provide a detailed 
explanation	in	just	a	few	brief	sentences.	

Read	through	the	excerpt	below	for	one	such	possibility:
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After	designing	and	selling	a	successful	product	line	to	JCPenny	
(iBaby	brand	clothing)	and	raising	my	daughter	for	the	past	5	
years,	I	am	now	ready	to	re-join	the	clothing	industry	in	a	market-
ing	manager	role.	My	sabbatical	allowed	me	to	discover	an	
interesting	opportunity	–	a	new	way	to	combine	consumer	goods	
with	technology	trends.	This	knowledge	can	be	paired	with	my	
extensive	experience	to	make	an	immediately	positive	impact	for
(name	of	company).

In	every	case,	the	job	seeker	must	tailor	the	cover	letter	to	the	
opportunity,	using	the	document	to	demonstrate	that	she	has	what	
it	takes	to	do	the	job.	It	is	important	for	the	job	seeker	to	provide	
examples	of	skills	and	achievements	that	show	she	will	be	a	posi-
tive	force	in	the	company’s	work	environment.	The	example	below	
shows	how	the	job	seeker	uses	achievements	from	previous	posi-
tions	to	show	how	she	is	a	great	fit	for	the	new	role.

In	each	of	my	past	positions,	I	have	earned	the	title	of	
Revitalization Expert.	My	management	roles	were	filled	with	the	
same	kinds	of	challenges	your	company	is	currently	facing,	
including	budget	management	issues	and	unmotivated	teams.	Let	
me	show	you	how	I	solved	these	problems	for	my	previous	em-
ployers:

•		When	I	first	joined	RoyalMix	Inc.,	I	was	tasked	to	complete	a	
major	project	–	without	enough	money	to	do	so!	The	budget	had	
been	erroneously	assigned	(discovered	late	into	the	project).	I	held	
a	cross-team	brainstorming	session	to	find	small	ways	to	save	
money.	I	ensured	the	project	was	completed	to	the	specifications	
of	both	the	company	and	the	client,	which	later	led	to	additional	
contracts	for	my	employer.

•		My	current	position	provided	me	with	ample	opportunities	to	
turn	around	my	teams.	I	led	six	teams	that	felt	unmotivated	and	
overworked	during	the	company’s	merger.	I	personally	sat	down	
with	each	team	member	to	learn	more	about	their	issues.	I	then	
implemented	a	new	reward	system	and	scheduled	regular	meetings	
to	get	them	back	on	track.	Several	of	my	teams	earned	prestigious	
productivity	awards	after	that	change!
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The	cover	letter	can	overcome	issues	that	the	employer	will	use	to	
eliminate	job	seekers	from	the	prospective	pool.	For	example,	if	a	
job	seeker	lacks	experience	in	a	certain	area,	the	cover	letter	can	
be	used	to	explain	how	seemingly	unrelated	experience	and	abili-
ties	transfer	and	make	up	for	the	lack.	If	the	job	seeker	has	skills	
that	are	appropriate	to	the	company,	but	not	the	specific	job,	he	can	
tell	the	reader	about	those	skills.	Employers	are	planning	years	in	
the	future,	and	if	the	job	seeker	is	fluent	in	a	language	that	will	be	
needed when the organization expands its operations, that skill is 
positive	information	that	solidifies	a	job	seeker’s	potential	worth	to	
the	company.

The	example	below	demonstrates	how	a	new	graduate	used	her	
academics in place of work experience:

During	my	time	at	the	University	of	Pennsylvania,	I	scheduled	my-
self	for	every	possible	course	in	advertising.	I	wanted	to	see	how	
an	advertising	campaign	can	combine	different	styles	and	media	to	
convey	one	idea.	This	interest	inspired	my	final	capstone	project:	a	
viral	advertising	campaign	for	Sephora’s	new	makeup	line.	I	
created several advertising pieces:

•		YouTube	series	of	makeovers	with	the	new	products,	inspiring	
several	key	YouTube	makeup	casters	to	host	competitions.
•		Facebook	campaign	and	three-part	contest	to	cover	each	major	
product area.
•		In-store	product	placement	and	new	advertising	design	to	lead	
customers	directly	to	the	new	products.

My	professor	was	so	impressed	with	my	work	that	he	informed	his	
Sephora	contact	of	my	campaign.	This	led	to	an	advertising	intern-
ship	to	implement	a	social	media	strategy.	I	was	complimented	by	
upper	management	several	times	for	my	innovative	approaches.

The	cover	letter	is	a	fantastic	first	opportunity	to	build	a	relation-
ship	with	the	hiring	manager.	One	way	to	demonstrate	expertise	in	
the	cover	letter	is	to	speak	the	language	of	the	hiring	manager	by	
using	common	terminology	for	the	position.	It	is	important,	how-
ever,	to	avoid	using	acronyms	that	are	company-specific	or	
industry-specific	since	the	words	may	not	mean	anything	outside	
the	job	seeker’s	original	organization.	
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The	job	seeker’s	goal	is	to	explain	what	she	can	achieve	for	the	
hiring	manager	in	the	new	position,	while	also	clearly	demonstrat-
ing	overall	industry	knowledge.	For	example,	take	a	look	at	the	
sentence	below:

“In my previous position I handled ADQs and MDLs successfully, 
meeting my quota and never resorting to GLMOGRE that my 
colleagues used.”

While	ADQ	and	MDL	may	be	industry	terminology,	GLMOGRE	
may	mean	nothing	to	a	hiring	manager	if	it	was	specific	to	the	past	
position	and	prior	company.	It	is	much	better	to	translate	the	
company	jargon	into	words	and	phrases	that	will	transfer	to	the	
new	company.	

This is also an important consideration in case the cover letter ends 
up	in	the	hands	of	a	HR	person	who	may	not	be	familiar	with	the	
jargon.	For	example:

“In my previous position I ensured data accuracy, managed 
monthly financial reporting, and exceeded performance goals.”

This	second	sentence	is	much	more	descriptive	of	what	the	job	
seeker has done in the past and what he proposes to do for the 
hiring	manager	in	the	future,	without	utilizing	jargon	that	has	no	
meaning	to	the	new	position	or	company.

But	there	is	also	a	middle	ground	the	job	seeker	can	take.	Very	
common	terminology	–	such	as	PDF,	B2B,	B2C,	P&L,	and	other	
abbreviations	and	acronyms	–	are	generally	acceptable	and	under-
standable	for	anyone	reading	the	cover	letter	(depending	on	the	
industry).	The	job	seeker	should	take	time	to	read	through	the	job	
description	and	the	company’s	information	before	deciding	what	
industry	jargon	to	include	and	what	to	leave	out.

The	cover	letter	can	make	the	connection	between	past	experience	
and	knowledge	and	the	position	that	is	being	filled.	In	fact,	every	
sentence and piece of information that is included in the cover let-
ter	should	contribute	toward	the	job	seeker’s	suitability	for	the	po-
sition.	The	job	seeker	can	use	the	questions	below	to	double-check	
the relevance of the information in the cover letter:

•		Why	is	this	information	included	in	the	letter?
•		What	does	this	information	suggest	you	can	do	for	the	



44 ..........Career Planning and Adult Development JOURNAL.....Summer 2014

hiring manager?
•		How	does	this	information	show	what	you	can	do	for	the	em-
ployer?	
•		Is	the	information	descriptive	and	detailed?	
•		Have	you	provided	additional	information	in	the	letter	that	was	
not in the resume? 
•		If	the	information	is	repeated	from	the	resume,	have	you	appro-
priately	reworded	it	so	that	it	is	not	simply	copied	and	pasted?

The	cover	letter	should	focus	on	the	company	and	on	the	position;	
it	should	demonstrate	exactly	what	the	job	seeker	can	accomplish	
based	on	past	experience	and	accomplishments.	The	job	seeker	
should	take	time	to	analyze	her	skills,	knowledge,	and	experience	
and	then	create	content	to	demonstrate	concretely	how	these	areas	
relate to the position. The details should take the form of linear, 
easy-to-understand	connections	that	follow	what	the	job	seeker	has	
done, what she knows, what she has accomplished, and how these 
things	directly	apply	to	the	desired	position.	The	job	seeker	should	
not waste space with information, facts, and details that do not 
matter	to	the	prospective	employer.

As	an	example,	take	a	look	at	the	two	sentences	below.	The	first,	
while	filled	with	great	imagery,	needs	to	be	better	tied	to	the	goal.	
The	second	sentence	is	more	to	the	point,	but	could	be	too	short	to	
catch	the	reader’s	attention.

“As I wandered around the gorgeous museums of Madrid, Spain, I 
pondered how I could translate my love of Iberian art into a 
fulfilling career that would challenge me and sustain my goal of 
becoming the youngest Vice President of Marketing of a Fortune 
500 company in history.”

“As a recent graduate, I believe my art history courses and recent 
tour of museums in Madrid, Spain, would allow me to write effec-
tive copy for your art auction catalogs.”

The	key	here	is	to	strike	a	balance	between	the	two	sentences.	It	is	
important	to	show	passion	in	the	cover	letter,	especially	in	the	
introduction,	so	that	the	reader	will	be	intrigued	enough	to	
continue	looking	through	the	document.	But	it	is	equally	important	
to	be	concise	and	always	target	the	position.	If	the	first	job	seeker	
edited	down	the	imagery	and	firmly	explained	why	it	tied	into	the	
goal,	and	the	second	job	seeker	expanded	on	why	she	is	a	dedicat-
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ed,	hard-working	graduate	with	fantastic	potential	skills,	then	both	
job	seekers	could	be	successful.	It’s	all	about	balance!

Cover Letter Presentation
Cover letters, in Word and pdf, should have a clean format that 
matches	the	resume.	Letters	pasted	directly	into	the	email	message	
won’t	match	precisely,	but	use	the	same	font	when	you	can	for	
consistency	in	presentation.

Whenever	possible,	the	job	seeker	should	research	the	hiring	
manager’s	name	and	position	and	use	it	in	the	cover	letter.	If	not,	
he can opt for no salutation at all or use Dear Hiring Manager	(my	
least favorite option).

It	is	critical	to	edit	and	proofread	diligently.	The	job	seeker	should	
check and recheck spelling, details (such as the position title and 
company	name),	and	contact	information	in	the	address	to	make	
sure	that	everything	is	correct.	It	is	not	uncommon	for	a	hiring	
manager	to	move	on	to	the	next	candidate	based	on	careless	editing	
of the cover letter.

Conclusion
Generic	documents	cause	more	problems	than	they	solve.	A	job	
seeker’s	cover	letter	and	resume	should	both	be	well-written	and	
laser-focused	to	each	position	to	achieve	the	best	results.	Targeted	
documents	will	help	the	job	seeker	capture	and	hold	the	reader’s	
attention	while	getting	across	the	requisite	skills,	experience,	and	
achievements.	As	with	many	other	endeavors,	preparation	is	the	
key	to	success	in	any	job	search	and	in	lifelong	career	manage-
ment.

About the Author
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Prior	to	launching	her	business	full	time,	she	worked	for	years	at	
the	University	of	Texas	at	Dallas	Career	Center	as	a	resume	
expert. She created numerous handouts and documents for 
students,	alumni,	and	faculty	that	are	still	in	use	today.	She	also	
presented	more	than	50	seminars	on	a	variety	of	career	topics:	
resumes,	cover	letters,	LinkedIn	profiles	and	social	media,	career	
expos,	and	much	more.	Her	academic	background	is	now	
frequently	utilized	for	new	graduates	needing	strong	documents	to	
get	ahead	in	the	job	search.
Contact her as follows: laura@masterworkresumes.com 
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Chapter 4

PERSONAL BRANDING in CAREER 
COMMUNICATIONS
by	Kevin Tucker
Just	as	corporations	have	carefully	honed	brands	and	brand	logos	that	im-
mediately	communicate	an	image,	an	experience,	or	a	value	for	that	com-
pany	or	its	products,	each	of	your	clients	also	needs	to	have	a	carefully	
crafted brand or image that is shaped in words and perception rather than 
images.	Drawn	from	your	client’s	values,	talents,	abilities,	and	passions,	
the	brand	needs	to	be	easily	recognizable	to	others	and	be	consistent	
through words, actions, and reputation. 

Personal	branding	sets	your	client	apart	from	the	masses.	As	career	
professionals,	it	is	our	job	–	if	not	our	responsibility	–	to	educate	clients	
on	the	necessity	and	benefits	of	personal	branding,	give	them	the	tools	
needed	to	build	their	own	personal	brand,	and	guide	them	through	the	
process	while	they	are	belted	securely	into	the	driver’s	seat.

An Army of Two
A	corporation	has	millions	of	dollars	and	an	army	of	creative	people	at	
its	fingertips	to	market	a	positive	corporate	image.	But	what	individual	
–	let	alone	one	who	is	unemployed	or	in	transition	–	has	the	resources	to	
develop	and	implement	a	branding	campaign?	I	would	be	bold	enough	to	
say	that	you	are	all	they	need.	Your	expertise,	knowledge,	and	resources	
in	careers	and	career	transition,	combined	with	your	client’s	expertise,	
knowledge,	and	motivation	in	his	particular	field,	will	allow	him	to	suc-
ceed.	I’m	a	true	believer	in	the	ancient	Chinese	proverb:	

“Give a man a fish and you feed him for a day. Teach a man to fish and 
you feed him for a lifetime.”

My	personal	coaching	philosophy	is	that	I	will	sit	on	the	bank	beside	my	
clients,	coach	them	through	it,	and	hold	the	net.	But	my	client	will	be	the	
one	holding	the	fishing	pole.	

A Holistic Approach
When	personal	branding	in	career	communications	is	considered,	it	
is	typically	the	written	communication	that	is	focused	on.	During	the	
coaching	process	with	my	private	practice	clients,	we	go	far	beyond	the	
written	page.	Personal	branding	is	an	undertaking,	much	like	a	jigsaw	
puzzle.	Many	pieces	fit	together	to	give	you	a	complete	picture.	If	you	
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have	only	one	piece,	you	are	not	seeing	the	completed	puzzle,	and	there-
fore	the	potential	employer	may	not	be	seeing	the	whole	candidate.

Putting the Edges Together
When putting a puzzle together, most people start with the edge pieces, 
so that there is a framework or point of reference to work with. This is 
the most logical place to start with clients. As career professionals, as-
sessments	give	us	the	framework	to	help	our	clients	build	their	personal	
brand.	Tools	such	as	Myers-Briggs,	DISC,	O*NET,	and	StrengthsFinder	
help clients – with the help of their career professional – understand their 
motivators,	strengths,	weaknesses,	and	work	styles	as	well	as	provide	
career	options	based	upon	their	responses.	

The	assessment	that	I	prefer	to	use	in	my	practice	is	the	DISC	Behavior	
Assessment, administered through TTI Success Insights. This thorough 
assessment is detailed enough to unwrap core issues that a client needs to 
grasp	and	address,	yet	the	material	is	presented	in	a	way	that	is	easily	un-
derstood	and	adapted	by	the	coaching	client.	The	outcome	of	the	assess-
ment	clearly	identifies	the	client’s	soft	skill	set	and	ideal	work	environ-
ment. When coupled with the knowledge, education, and experience that 
the	client	brings	to	the	table,	the	assessment	gives	the	career	professional	
the	foundation	to	begin	developing	a	client’s	personal	brand.

“Knowing others is intelligence; knowing yourself is true wisdom.”
~Lao Tzu
 

Putting the Pieces Together
Personal Brand Statement
Now	that	the	soft	skills	and	the	hard	skills	have	been	established	through	
talking	with	your	client	and	reviewing	her	assessment,	it	is	time	to	dig	
into	the	matter	at	hand	–	the	personal	brand	statement.	The	personal	
brand	statement	is	the	way	your	client	will	establish	her	goals,	her	
relavent	contributions,	and	her	unique	value	to	an	organization.	The	
statement	needs	to	be	targeted	to	a	specific	audience,	concise	and	laser	
sharp, with no more than one or two short sentences. We all have heard 
the	saying, Jack of all Trades, Master of None.	With	a	personal	brand	
statement	that	is	too	broad	or	tries	to	be	everything	to	everyone,	the	mes-
sage is lost and audience is left confused.

My	personal	brand	statement	is:	“I specialize in partnering with 
individuals to help them through career and life transitions by discover-
ing their God-given gifts and abilities.”	That’s	it,	just	one	sentence	that	
summarizes	it	all	–	my	target	audience,	what	I	do,	and	how	I	do	it.	A	
client	who	has	more	than	one	area	of	expertise	needs	to	have	a	carefully	
crafted	personal	brand	statement	for	each	area	of	focus.	
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Once	a	personal	brand	statement	is	refined,	all	other	forms	of	branding	
(written,	electronic,	and	verbal)	will	flow	from	it.

“What makes you unique, makes you successful!” –– William Arruda, 
Reach Personal Branding

Written Communication 
As career professionals we understand that the resume is a marketing 
tool, not a historical document. What the client needs to understand is 
that	the	hiring	manager	takes	only	about	ten	seconds	to	form	an	opin-
ion	about	an	applicant’s	suitability	for	a	position,	so	within	the	first	few	
inches	of	the	resume,	the	job	seeker’s	personal	brand	needs	to	be	firmly	
established.	

Then,	the	balance	of	the	resume	needs	to	validate	the	personal	brand	
statement.	The	hiring	manager	should	be	able	to	see	why	this	job	seeker	
is	the	answer	to	his	hiring	prayers,	and	if	that	is	not	immediately	evident,	
he’ll	move	on.	If	your	client	is	branding	herself	as	a	innovative	and	effi-
cient	project	manager,	then	her	past	actions	and	outcomes	need	to	clearly	
support that claim.

Sometimes	clients	are	tempted	to	embellish	their	abilities	or	have	an	
inflated	view	of	their	worth.	This	may	be	acceptable	on	the	ball	field	or	
at	the	bowling	alley,	but	a	resume	is	not	a	document	that	should	have	
anything	falsified	or	exaggerated.	In	my	past	life	as	a	Human	Resources	
Manager, I have had the awkward privilege of terminating a stellar em-
ployee	who	lied	on	both	resume	and	job	application.	
 

Networking 
Networking	can	often	be	the	gateway	to	the	interview	process	as	well	as	
be	the	first	impression	that	an	employer	gets	of	a	potential	candidate.	
Personal	branding	while	networking	should	be	targeted	as	well	as	
purposed.	Face-to-face	networking	offers	your	client	a	great	opportunity	
to	embody	his	personal	brand	and	passion.	Again	going	with	projecting	
the	personal	brand	of	an	innovative	and	efficient	project	manager,	your	
client	needs	to	use	her	personal	brand	statement	to	personify	innovation	
and	efficiency	through	presence,	words,	and	knowledge,	presenting	her-
self	as	a	business	partner	with	solutions	for	an	organization’s	needs.	

Internet
“Oh what a tangled web we weave...” Sir Walter Scott had no idea 
when	he	penned	those	words	in	1808	that	the	World	Wide	Web	would	be	
developed	nearly	two	hundred	years	later.	Today,	the	web	is	an	intricate	
part	of	the	world	we	live	in,	woven	into	almost	every	aspect	of	life.	And	
in	my	opinion,	the	Internet	portion	of	personal	branding	is	the	most	vital	
component	of	as	job	seeker’s	marketing	portfolio.	Social	media	has	been	
a	game	changer	in	today’s	job	market.	At	no	other	time	in	history	has	
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the	flow	of	information	for	both	the	job	seeker	and	the	employer	been	so	
plentiful	and	instantaneous.	And	because	the	flow	of	information	is	so	
abundant,	it	is	critical	for	your	clients	to	carefully	monitor	and	control	
their	personal	brand	in	the	land	of	anything	goes.	

My	mantra	for	online	is:	The	internet	is	forever, period. I do not care if 
someone	has	erased,	deleted,	locked	down,	scrubbed,	or	whatever,	the	
information	does	not	go	away	and	the	client	needs	to	assume	that	anyone 
can	find	what	he	does	not	want	them	to	know.	

I have divided this section into three components: 1) Google, Blogs, and 
Profiles;	2)	Social	Media	such	as	Facebook	and	Twitter;	and	finally,	3)	
LinkedIn.	If	I	fail	to	mention	a	particular	site	that	you	are	familiar	with	or	
recommend	to	your	clients,	follow	the	same	principles	as	are	outlined	in	
the following discussions.

Google, Blogs, Profiles, and Damage Control
Every	time	a	form	is	filled	out	or	some	type	of	personal	information	is	
entered	online,	a	profile	is	created	along	with	a	digital	footprint	with	the	
most	recent	and	relevant	entries	finding	their	way	to	the	top	of	the	rank-
ings.	Employers	have	discovered	that	going	to	the	Internet	and	typing	a	
potential	employee’s	name	in	the	search	bar	can	result	in	a	pre-screening	
bonanza	at	absolutely	no	cost	to	them.	

How	much	time	candidates	spend	online	can	determine	how	much	
information	can	be	discerned	about	them	before	the	hiring	manager	even	
makes	a	phone	call.	The	old	adage	that	“the	best	defense	is	a	good	of-
fense”	applies	to	the	Internet	as	well.	Knowledge	is	power,	and	all	clients	
need	to	Google	themselves	so	they	know	what	potential	employers	will	
find.

If	a	Google	search	reveals	negative	information,	there	are	ways	to	
mitigate	the	situation.	First,	your	client	should	continue	using	the	
Internet and make an active attempt to create the right footprint. The 
more	positive,	controlled	personal	branding	a	person	can	introduce	
online, the higher the algorithms will rank that information. So the more 
a	person	blogs,	uses	social	media,	or	creates	profiles,	the	more	her	name	
will	move	to	the	top	of	a	search,	making	it	easier	for	employers	to	find	
her.		A	person	can	position	himself	as	a	subject	matter	expert	by	simply	
writing	about	and	posting	his	knowledge	online.	Personal	blogs,	Internet	
and	product	communities,	user	groups,	and	industry-related	web	sites	are	
all	excellent	venues	in	which	to	post	and	become	recognized.

Facebook and Twitter
I	consider	Facebook	to	be	a	personal	friends-and-family	social	medial	
community.	Facebook	is	also	an	information	jackpot	for	hiring	managers.	
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Employers	can	find	out	more	about	a	person	by	looking	at	her	Facebook	
profile	than	they	could	in	an	hour-long	interview.	Likes,	dislikes,	conflict	
resolution	skills,	and	communication	skills	are	just	a	few	of	the	many	
information	bytes.	

Job	seekers	need	to	pay	attention	to	what	they	post	on	their	timelines	and	
what	is	posted	on	their	timelines	by	friends.	What	may	be	an	innocent	
photo	or	comment	can	be	misinterpreted	by	a	hiring	manager.	Clients	
need	to	check	their	privacy	settings,	delete	anything	that	could	be	ques-
tionable,	and	hide	postings	from	friends	who	are	not	professionals.	They	
do not need to unfriend	these	people	as	it	is	possible	simply	to	hide	their	
postings.

Ah, Twitter. A great communication tool to get 140 character messages or 
rants	out	to	the	world.	Used	properly,	consistent	with	personal	branding	
and	the	goal	of	establishing	yourself	as	a	subject	matter	expert,	it	is	a	fab-
ulous	tool.	When	it	is	used	improperly	–	as	ex-communication	director	
Justine	Sacco	found	out	–	it	is	disastrous.	Moral	of	the	story,	think	before	
you	type!

LinkedIn: The World’s Largest Professional Networking Website
If	I	could	have	only	one	Internet	tool	to	use,	LinkedIn	would	be	it.	In	
fact,	I	direct	people	from	my	Facebook	and	Twitter	accounts	to	my	
LinkedIn	profile.	LinkedIn	is	a	powerful	business	tool	that	almost	all	
professionals use to connect with other professionals online. LinkedIn is 
also	one	of	the	first	sites	that	recruiters	and	hiring	managers	go	to	when	
looking	to	fill	a	position.	

LinkedIn	makes	it	possible	for	a	person	to	passively	or	actively	market	
himself	and	have	an	online	resume	that	is	both	dynamic	and	searchable.	
A	LinkedIn	profile	needs	to	be	treated	like	an	online	resume	and	should	
be	written	as	such,	drawing	information	from	both	a	client’s	personal	
brand	statement	and	the	written	resume	itself.	For	clients	new	to	Linked-
In,	the	user-friendly	tutorial	will	be	very	helpful	in	guiding	them	through	
the process.

A good LinkedIn profile needs to have:
1.		Name,	headline	(this	could	be	a	variation	of	the	personal	brand	state-
ment), location, and a professional-looking photo.
2.		Background/summary	(another	area	to	include	great	content	that	says	
who the person is and how he can provide solutions).
3.  Current position and relevant work experience (if in transition, it can 
read	something	similar	to:	“In	transition	seeking	a	new	opportunity...”).
4.  Past relevant positions and work experience.
5.  Education. 
6.		Industries	(list	industries	he	wants	to	be	found	for).
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7.		Profile	URL	(personal	profile	URL	should	includes	the	client’s	name)
8.		Skills	(chosen	specifically	to	represent	the	targeted	positions	and	
industry)
9.		Recommendations	–	very	important!	(what	others	say	about	this	per-
son	adds	tremendous	credibility	to	the	brand)
10.		Interests	(add	depth	to	the	profile)
11.		Groups	(ideally	should	include	real-life	organizations	and	LinkedIn-
only	groups	to	make	your	clients	visible;	and	make	sure	they	are	relevant	
to	the	targeted	industry!)
12.		Honors	and	Awards	(help	build	industry	reputation)
13.		Contact	Settings	(make	as	public	or	as	private	as	the	client	is	com-
fortable	with;	include	numbers	and	addresses	where	he	wants	to	be	
contacted)

Conclusion
Creating	a	personal	brand	for	a	coaching	client	is	a	collaborative	effort	
between	between	the	coach	and	the	client.	Much	like	corporate	branding,	
personal	branding	is	about	creating	an	image	that	honestly	reflects	the	
job	seeker’s	values,	goals,	and	expertise.	Through	personal	branding,	job	
seekers	can	clearly	and	concisely	communicate	their	worth	and	value	to	
employers.	
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Chapter 5

USING CAREER ASSESSMENTS to 
CREATE PERSONAL BRANDING 
STATEMENTS: Students, Graduates, 
and all Job Seekers
by	Cassandra Wheeler
According to TheLadders research (2012), recruiters spend an average of 
six	seconds	before	they	make	that	initial	decision	to	place	the	resume	in	
the fit or no-fit	pile.	Given	this	information,	it	is	no	wonder	that	job	seek-
ers	can	be	overwhelmed	by	the	number	of	articles,	webinars,	books,	and	
advice for creating a resume that stands out. 

In	his	book	101 Best Ways to Land a Job in Troubled Times (2009), 
Jay	Block	outlines	the	use	of	value-based	resumes	and	marketing	tools	
to	motivate	career	changers	and	job	seekers	for	a	successful	job	search.	
Joshua	Waldman’s	book, Job Searching with Social Media for Dum-
mies (2013),	talks	about	creating	a	branding	statement	by	asking	ques-
tions such as, What problem do you solve? and Why are you the best? 
Although	these	are	great	questions	for	experienced	job	seekers,	they	may	
prove	challenging	for	someone	seeking	his	first	entry-level	job.	

But	what	exactly	is	a	personal	branding	statement,	how	do	you	create	it,	
and	where	do	you	place	it?	In	short,	the	branding	statement	is	the	value	
offered	to	an	employer	and	it	should	be	communicated	everywhere,	in	all	
career	communications	both	written	and	verbal.	

In	our	discussion	of	creating	a	branding	statement,	let’s	start	with	re-
sources	that	career	counselors	use	on	a	daily	basis:	career	assessments.	
Yes,	it’s	possible	to	use	career	assessments	to	create	personal	branding	
statements	for	those	seeking	their	first	job	and	for	those	in	transition.

As a career services practitioner, I work with graduating seniors and 
alumni,	and	I	have	both	groups	respond	to	the	following	questions	to	
help	them	develop	a	personal	branding	statement:	

Who am I? 
How	can	I	stand	out?	
Is	my	uniqueness 	consistent	throughout	the	job-getting	process?
Who	is	hiring	that	matches	my	career	pathway	and	interests?
Why	should	they	hire	me?	
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You	will	notice	that	the	answers	build	upon	themselves,	so	that	by	the	
time	your	clients	reach	the	last	question	they	should	be	able	to	easily	
answer it. 

Let’s	take	the	questions	one	by	one.
Who Am I? 
For	the	most	part,	career	service	centers	offer	two	assessments,	the	
Myers-Brigg	Type	Indicator	(MBTI)	and	the	Strong	Interest	Inventory	
(SII).	After	your	students	complete	these	assessments,	review	with	them	
the top three occupational themes and the MBTI results and have them 
put	in	their	own	words	what	the	findings	mean	to	them.	In	other	words,	
have the students take ownership of their assessments. 

How Can I Stand Out? 
It	is	here	that	we	develop	the	personal	brand	or	the	value	statement.	Have	
your	students	review	their	Top	Three	Theme	Codes	and	pick	the	top	one.	
Next,	look	at	the	SII	booklet,	Where Do I Go Next? Using Your Strong 
Results to Manage Your Career. Review the section for the particular 
theme code and have them highlight the top three best skills statements. 
Once these are selected, have the students give examples of how this is 
exemplified	through	their	academic	career,	experiences,	and	training,	
making	note	of	significant	outcomes.	

Let’s	use	an	example	of	one	of	the	Best	Skill	Sets	and	an	organizational	
goal. 
Theme Code Selected: Enterprising
Best	Skill	Set:	Focusing	on	organizational	goals.
Organizational	Goal:	Acquiring	25	new	accounts	on	a	monthly	basis.
Was	the	Outcome	Significant:	Yes.	Met	and	exceeded	the	monthly	quota.

Is My Uniqueness Consistent Throughout the Job-Getting Process?
As	I	stated	earlier,	responses	from	each	proceeding	question	will	provide	
an	answer	for	the	current	question.	We	have	determined	that	the	unique	
value in this case is exceeding the monthly quota. We also know from 
the	SII	booklet	and	results	that	the	major	theme	code	for	this	student	is	
Enterprising. The description or value statement for this theme code is: 
persuading and leading, seeking positions of leadership, and working 
with others and leading them toward organizational goals and economic 
success.		This	value	statement	becomes	the	foundation	for	this	individu-
al’s	personal	branding	statement.		To	ensure	that	the	brand	is	authentic,	
we need to make sure that the unique value we’ve	identified	is	consistent	
throughout	the	job-getting	process.	Let’s	examine	a	variety	of	career	
communications to see how we can incorporate and express the personal 
brand	consistently.



Summer 2014......Career Planning and Adult Development JOURNAL......... 55

Career Communication: Resume 
While most people are advised to write their resume starting from the 
most	current	job	to	the	least,	I	would	agree	with	the	Resume	Writing	
Academy	philosophy	(as	expressed	in	a	2013	E-Summit	training	pro-
gram)	and	start	by	writing	the	least	current	job	and	work	to	the	most	
current.	There	are	two	advantages	to	this:	First,	the	branding	statement	is	
consistent throughout the resume and is supported with evidence from all 
jobs.	And	secondly,	as	you	write	the	resume,	you	can	show	progression	
in	terms	of	job	responsibilities	and	duties	and	leadership.		(Note	that	both	
of	the	above	strategies	result	in	a	reverse-chronological	resume	–	most	
recent	to	past.	It’s	the	order	of	how	you	write	the	job	descriptions	that’s	
the difference.)

As	you	write	each	job	description,	incorporate	the	accomplishments	gar-
nered	from	the	assessment	findings.	In	our	example,	you	would	ensure	
that	the	job	duties	and	outcomes	focus	on	the	skill	sets	identified	through	
the	assessment	analysis:	persuading	and	leading,	seeking	positions	of	
leadership, and working with others and leading them toward organiza-
tional	goals	and	economic	success.	When	you	are	done,	you	might	create	
a resume sentence something like the following: 

Theme Code Selected: Enterprising
Best	Skill	Set:	Focusing	on	organizational	goals.
Organizational	Goal:	Acquiring	25	new	accounts	on	a	monthly	basis.
Was	the	Outcome	Significant:	Yes.	Met	and	exceeded	the	monthly	quota.
Final	Resume	Sentence:	Aggressively	procured	an	average	of	40	new	ac-
counts	per	month,	exceeding	the	monthly	quota	by	63%.	

The	final	resume	sentence	demonstrates	the	ability	to	work	with	others	
and	lead	them	toward	organizational	goals	and	economic	success	–	key	
factors	in	this	individual’s	personal	brand.	When	the	resume	is	com-
plete,	it	should	be	filled	with	specific	examples	of	how	this	candidate	has	
demonstrated	all	of	the	skills	she	is	interested	in	using	on	the	job.	What’s	
more,	you	can	place	a	branding	statement	at	the	top	of	the	resume	to	
instantly	convey	what’s	unique	and	valuable	about	her.	For	example:

Enterprising professional focused on exceeding organizational goals 
through teamwork, persuasion, and leadership.

Career Communications: Social Media
Once	the	resume	is	complete,	the	next	step	is	to	convey	the	personal	
brand	through	social	media	such	as	LinkedIn	and	Twitter.
LinkedIn	allows	ample	room	to	communicate	everything	that’s	in	the	
resume – and more, whereas other sites such as Twitter allow less space 
for	the	profile.	To	create	the	branded	online	profile,	begin	by	uploading	
a	professional	picture	and	typing	the	branding	statement.	Then,	as	space	
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allows,	list	several	major	accomplishments	that	substantiate	the	branding	
statement.		Once	the	branded	profile	is	established,	your	clients	must	now	
work	to	enhance	it.	They	can	do	this	by	staying	abreast	with	news	in	their	
field	and	linking	articles	back	to	the	profile.	The	easiest	way	to	do	this	is	
through the share	feature	(found	on	most	blog	posts,	articles,	and	web-
sites)	that	allows	one-click	linking	to	LinkedIn,	Twitter,	and	Facebook.

For	example,	if	this	candidate	is	interested	in	banking,	he	can	share	
articles	related	to	banking	trends	on	his	profile	page	or	in	networking	
groups.	Anyone	conducting	a	Google	search	will	see	the	professional	
side of this individual and will see that his interests are consistent with 
his	branding	statement.	

Career Communications: Interview 
Anyone	who	has	been	on	a	job	interview	will	remember	those	tough	in-
terview	questions.	Well,	those	tough	questions	should	be	easier	to	answer	
with	the	career	assessments	results.	Let’s	look	at	a	few	typical	questions	
and	how	our	clients	might	answer	them.	Remember,	we	want	to	focus	
on the description or value statement for this theme code: persuading 
and leading, seeking positions of leadership, and working with others 
and	leading	them	toward	organizational	goals	and	economic	success.	For	
each	question	I	have	provided	a	hint	as	to	where	to	find	the	information	
to develop a response, and then I provided a suggested answer. 

Question	1:	How	would	you	describe	yourself	and	why?
Hint	1:	Look	at	the	“I’d	describe	myself	as”	section	in	the	SII	Booklet	
and resume.
Answer:	I	am	competitive	and	self-confident	because	I	was	able	to	ex-
ceed	my	quota	by	double	digits.
How	does	this	relate	to	the	branding	statement?	Ability	to	meet	organiza-
tional goals

Question	2:	What	is	your	strength	and	weakness	as	it	relates	to	the	job?
Hint	2:	Review	the	MBTI	and	SII	results	and	review	the	job	description.
Answer:	My	strength	is	working	with	others	and	directing	work	perfor-
mance.
Answer:	I	would	say	my	challenge	is	when	I	work	in	a	team;	I	need	to	
balance	when	to	provide	an	objective	and	critical	analysis	or	when	to	
seek	consensus	from	the	group.	Sometimes,	I	notice	what	needs	to	be	
done	and	I	am	ready	to	accomplish	the	task.
How	does	this	relate	to	the	branding	statement?	The	answer	was	taken	
from the MBTI results. In this case the results indicated someone with a 
preference	for	(T)	Thinking	versus	(F)	Feeling.

Question	3:	What	do	you	like	to	do	in	your	spare	time?
Hint	3:	Review	the	SII	booklet.
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Answer:	When	I	am	not	working,	I	like	to	spend	my	time	participating	in	
sports. 
How	does	this	relate	to	the	branding	statement?	Teamwork	and	
competition

Question	4:	Do	you	have	any	questions	for	us?
Hint	4:	Review	the	in my spare time section	in	the	SII	booklet.
Answer:	Yes,	I	enjoy	volunteering.	Does	your	company	have	any	com-
munity	involvement	activities,	and	if	so,	how	can	I	serve	on	that	commit-
tee?
How	does	this	relate	to	the	branding	statement?	Seeking	out	positions	of	
leadership

Can	you	see	how	we	are	able	to	utilize	the	assessment	findings	to	consis-
tently	provide	the	branding	statement	in	the	resume	and	interview?	

Who	is	Hiring	That	Matches	My	Career	Pathway	and	Interests?
Next,	the	branding	statement	should	be	matched	with	potential	employ-
ers.	Remember,	your	clients	are	looking	for	person-organizational	fit,	not	
just	a	job.	

Towards	the	end	of	the	SII	Interpretive	Report,	you	will	find	the	theme	
code	along	with	the	typical	work	tasks	and	selected	knowledge,	skills,	
and	abilities.	To	use	this	section,	have	your	clients	underline	the	words	or	
phrases	that	appeal	to	them	the	most.	Fit	together	the	highlighted	words	
to	create	a	job	description.	Then,	add	the	results	from	the	Personal	Style	
Scale	to	review	team	orientation	and	work	style	preferences.	Next,	high-
light	the	knowledge,	skills,	and	abilities	that	your	client	already	has	for	
the	job	being	pursued.	This	information	can	also	be	found	in	the	O*Net	
Database.	

Further,	you	will	need	to	review	the	MBTI	results	with	your	client.	This	
assessment	helps	her	determine	her	preferences	of	energy	orientation,	
information gathering, decision making, and action orientation. Check to 
see	that	the	ability	to	perform	the	tasks	matches	her	MBTI	preferences.	
This	ensures	a	greater	sense	of	job	fulfillment	because	her	interests,	
skills,	and	abilities	are	being	satisfied.

Once	job	title	and	job	search	have	been	determined,	help	your	client	
narrow	down	his	list	of	employers	to	the	top	five.	At	this	point,	he	should	
review	the	job	vacancies	and	the	organization	by	reading	the	company	
website	thoroughly	to	see	if	it	matches	what	he	discovered	when	high-
lighting	typical	work	tasks.	The	About	Us	section,	Press	Releases,	and	
other	company	reviews	will	provide	helpful	information	for	matching	the	
company	culture.
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In	addition,	candidates	should	consider	how	they	engage	their	other	inter-
ests	through	their	employers.	They	should	think	about	how	they	like	to	
spend their time when not working and perhaps review this section in the 
SII	booklet.	For	example,	if	a	candidate	enjoys	chairing	volunteer	com-
mittees,	she	should	look	at	the	employer’s	level	of	community	involve-
ment.	If	granted	an	interview,	she	can	ask	about	how	to	get	involved	in	
a	community	outreach	event.	In	the	end,	for	overall	job	satisfaction	the	
goal	is	to	find	an	employer	who	provides	ample	opportunities	to	engage	
personal	interests	and	enhance	identified	strengths.

Why Should They Hire Me? 
As	stated	earlier,	the	answers	have	been	building	upon	themselves	and	
now	it	is	easy	to	answer	the	final	question.	“Why	should	they	hire	me”	is	
another	way	of	asking	what	is	the	value	that	the	candidate	brings	to	the	
employer.	

The	branding	statement	that	we	have	worked	with	throughout	this	
exercise	is	the	foundation	for	the	value	that	this	candidate	brings	to	an	
employer:

Working with others and leading them toward organizational goals and 
economic success.

Career Communication: Cover Letter
The cover letter is the perfect place for the candidate to answer the 
“Why should they hire me”	question	by	expressing	how	he	fits	into	the	
organizational	culture	–	how	his	values	match	the	employer’s	values:

Example:	Fundraising	has	always	been	a	passion,	and	now	I	am	seeking	
additional	growth	opportunities	and	career	advancement	in	this	field	with	
Alpha Development. 

The	cover	letter	is	the	perfect	place	to	demonstrate	value	by	combining	
the	personal	branding	statement	with	specific	outcomes.	Example:	
I have a reputation for being a goal setter and leader, as demonstrated by 
exceeding my quota for new accounts by double digits every month.

The	cover	letter	is	the	perfect	place	to	illustrate	problem-solving	skills	
–	how	this	candidate’s	strengths,	skills,	and	experiences	can	solve	a	
problem	for	the	employer:		Example:	I am confident that I can produce 
the same beneficial results for you as I have for my present employer.

Conclusion
In	conclusion,	I	have	found	that	by	answering	some	basic	questions,	
graduating	seniors	seeking	their	first	entry-level	job	and	even	those	
alumni	who	are	in	transition	can	develop	a	personal	branding	statement	
that	will	show	value	to	a	potential	employer.	
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The	branding	statement	should	then	be	imbedded	in	the	resume,	cover	
letter,	social	media	sites,	and	even	during	interviews.	Creating	a	branding	
statement	may	seem	daunting	at	first,	but	with	the	help	of	a	career	coun-
selor	and	career	assessments,	the	process	is	manageable	and	the	results	
are powerful.
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Chapter 6

RESUMES AND PORTFOLIOS for 
NEW GRADUATES:  
How to Showcase Potential 
by Michelle A. Riklan
Millions	of	Americans,	both	fresh	graduates	and	experienced	job	seek-
ers,	are	struggling	to	find	a	job.	However,	despite	the	abundance	of	
applicants,	employers	are	struggling	to	find	qualified	candidates	for	job	
openings.	Clearly,	there’s	a	disconnect	between	supply	and	demand.	But	
where	do	fresh	graduates	stand	in	this	massively	unemployed	economy?	

How	can	they	get	a	job,	or	at	least	get	a	chance	to	prove	their	worth,	if	
most	job	advertisements	require	at	least	two	years’	experience	–	even	for	
entry-level	positions?

Ben, a fresh graduate from Utah, is a good example of the challenges 
graduates	face	while	looking	for	their	first	real	job	after	college.
“… I graduated a year ago and still have not been able to land a full-
time job in the field I studied and have interned in. An internship I re-
cently applied for, entry-level, was taken by an individual with ‘years of 
experience,’ or at least that is what the HR woman told me.” 

Even	in	the	booming	IT	sector,	some	new	graduates	are	hitting	a	dead	
end:  “I am so desperate at this time. I just graduated with my BA in 
Management Information Systems and I cannot find a job. Every time I 
look at job vacancies they require at least 1–2 years’ experience.”

More	and	more	employers	are	looking	for	fresh	graduates	with	job 
experience,	but	they’re	not	just	looking	for	typical	fast	food,	summer	
camp,	and	retail	job	history.	Employers	want	skills,	work	experience,	and	
results	relevant	to	the	job	posting.	In	most	cases,	they	prefer	experienced	
candidates over new grads.

And	if	graduates	with	internship	and	job	experience	find	it	hard	to	secure	
good	employment,	how	much	more	difficult	will	it	be	for	those	without	
relevant experience?

Employers Agree, a College Degree Isn’t Enough Anymore
A	2012	survey	sponsored	by	American	Public	Media’s	Marketplace	and	
Chronicle of Higher Education revealed	startling	evidence	about	the	
practices	of	50,000	employers	hiring	fresh	college	graduates.



Summer 2014......Career Planning and Adult Development JOURNAL......... 61

This	information	may	be	upsetting	or	depressing	for	the	new	grads	about	
to	join	the	workforce,	but	it	can	be	used	by	career	professionals	and	
resume writers to increase the success rate of their clients:

As	many	as	75	per	cent	of	companies	say	they	prefer	candidates	who	
have	the	following	skills:	problem	solving,	critical	thinking,	oral	and	
written	communications,	and	demonstrated	ability	to	apply	academic	
learning to the real world. And these are the skills new grads are lacking, 
at	least	according	to	the	employers	who	participated	in	the	survey.

As	many	as	78	per	cent	of	the	employers	surveyed	are	open	to	consider-
ing	applicants	with	any	college	major.	Businesses	in	healthcare,	science,	
and	technology	are	more	likely	to	look	for	candidates	with	a	specific	
major,	while	those	in	retail	and	service	industries	are	more	flexible.	

Internships	(23	per	cent)	and	job	experience	(21	per	cent)	while	studying	
carry	more	weight	than	GPAs	(8	per	cent)	and	coursework	(8	per	cent).	
This	is	good	news	for	students	who	worked	their	way	through	college,	
especially	for	students	who	were	able	to	secure	internships	at	companies	
that	hire	graduates	who	previously	had	internships	at	their	organization.

Extra-curricular	activities	(10	per	cent),	especially	those	relevant	to	the	
graduate’s	degree,	are	considered	more	relevant	than	high	GPAs	(8	per	
cent). GPAs are starting to look overrated. Degrees from online colleges 
are	also	not	viewed	favorably,	perhaps	because	employers	think	the	
coursework	in	these	schools	is	not	up	to	par	with	industry	standards.	Or	
maybe	many	of	the	soft	skills	needed	for	today’s	successful	leaders	can-
not	be	learned	while	sitting	in	front	of	a	computer.	

Employers	are	more	likely	to	hire	fresh	graduates	who	can	multi-task,	
manage competing priorities, and demonstrate technical skills relevant to 
their	industry.	

Turning the Tide: How Can We Showcase the Potential of Fresh 
Graduates?
Fresh	graduates	are	competing	not	only	with	their	classmates	for	the	lim-
ited	number	of	jobs	available.	They’re	also	competing	with	experienced	
professionals	who	already	have	jobs	(and	are	therefore	more	employable	
in	the	eyes	of	recruiters)	and	long-term	unemployed	applicants.

The	survey	reveals	that	employers	are	open	to	hiring	fresh	graduates,	but	
the actual experience of this generation suggests there are other factors at 
play.		At	least	the	results	of	the	survey	and	the	job	search	experience	of	
new graduates reveal the same trend: Companies want to hire candidates 
with work experience, technical skills, communication skills, interper-
sonal	skills,	and	a	whole	lot	of	skills	most	fresh	grads	don’t	have	yet.
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The challenge for career professionals is to create resumes and other 
application documents for fresh graduates with little to no relevant work 
experience.	We	need	to	find	a	way	to	bridge	the	gap	between	employer	
demands	and	applicant	background.	We	can	do	this	through	a	variety	of	
approaches	and	documents,	beginning	with	personal	branding	and	per-
haps going as far as video resumes.

Personal Branding and Online Profiles
Before	we	start	writing	the	resume,	it’s	important	to	get	to	know	the	
applicant.	What’s	his	story?	Who	is	he	and	what	can	he	offer	potential	
employers?	This	is	the	job	applicant’s	personal	brand.	

Skeptics	might	say	that	fresh	grads	don’t	need	to	worry	about	personal	
branding	yet,	but	in	a	world	of	social	media	and	increased	connectivity,	
personal	branding	should	be	a	top	priority	even	for	new	grads.	

Young	professionals	might	not	be	conscious	of	their	personal	brand	just	
yet,	but	they	do	have	one.	Their	personality,	work	ethic,	achievements,	
and	almost	everything	a	recruiter	needs	to	know	about	them	is	displayed	
on	their	social	media	profiles.	For	recruiters,	this	is	a	fresh	grad’s	brand	
and	they	wouldn’t	hesitate	to	check	it.	

According	to	a	recent	survey	by	Career	Builder	(2013),	two	out	of	five	
hiring	managers	and	recruiters	check	an	applicant’s	social	media	account	
before	hiring.	In	many	cases,	an	applicant’s	LinkedIn	profile	gets	no-
ticed	before	the	resume	is	viewed.	The	online	identity	(as	represented	on	
LinkedIn,	Facebook,	Twitter,	Pinterest,	YouTube,	and	other	social	media	
sites)	can	reveal	communication	skills,	professionalism,	attitude,	judg-
ment,	and	integrity	–	or	less	positive	traits.	Because	these	online	profiles	
can	be	easily	found	and	viewed,	it’s	important	that	all	are	in	sync	with	
the	image	the	applicant	is	trying	to	present	in	her	resume	–	her	personal	
brand!

Today’s Traditional Resume
Resume	writers	and	career	coaches	can	apply	a	variety	of	techniques	and	
strategies to create relevant and effective resumes for fresh graduates.

Tie	action	verbs	with	numbers	and	statistics	of	the	applicant’s	work	
performance.	Many	fresh	graduates	have	worked	in	a	retail	or	food	busi-
ness	during	at	least	one	point	in	their	college	lives.	It	may	be	the	only	
job	experience	that	some	graduates	have.	Unfortunately,	job	descriptions	
for	retail	and	service	jobs	don’t	always	translate	well	into	the	applicant’s	
target	industry.	

What	resume	writers	can	do	is	translate	unrelated	job	experience	into	
relatable	tasks	and	quantified	information.	Figures	and	specifics	are	more	
impressive	than	standard	job	descriptions	for	roles	such	as	retail	clerk	or	
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fast-food	counter	person.	And	even	when	specific	performance	results	are	
not	available,	the	numbers	speak	for	themselves	to	verify	the	candidate’s	
experiences	and	abilities.

Example	for	a	store	clerk:	Part	of	five-person	team	that	generated	more	
than	$30,000	in	average	daily	sales.

Example for a fast-food associate: Worked in a fast-paced customer-
service	role	assisting	more	than	1,000	customers	each	day.

Focus	on	the	skills	employers	want.	According	to	the	previously	ref-
erenced	CareerBuilder	survey,	employers	hire	candidates	who	have	
the	ability	to	communicate	clearly,	solve	difficult	problems,	and	think	
well	under	pressure.	As	career	professionals,	we	need	to	find	a	way	to	
translate	our	clients’	skills	and	college	education	into	those	sought-after	
attributes.	

According	to	Jaime	S.	Fall,	Vice	President	of	HR	Policy	Association,	
“[fresh graduates]are very good at finding information, but not as good 
at putting that information into context.” He	agrees	that	this	generation	is	
very	good	with	technology,	but	adds	that	they’re	not	that	good	in	apply-
ing	those	skills	in	the	real	world	of	business.

We	can	help	fresh	graduates	disprove	this	common	belief	by	adding	to	
their	resumes	a	variety	of	accomplishments	from	undergraduate	work	
experience,	volunteer	work,	and	extra-curricular	activities.	Try	to	empha-
size	situations	where	research	skills	and	technological	savvy	were	used	
to	solve	conflicts	and	demonstrate	the	ability	to	make	logical	decisions	
based	on	presented	facts.

Example:	Created	an	online	check-out	system	for	the	Architecture	
Library,	allowing	users	to	process	their	own	returns	and	saving	more	than	
four hours of staff time each week.

Example:	Identified	five	potential	new	product	lines	to	help	local	retailer	
attract	more	business	from	college	students.	Performed	detailed	mar-
keting,	sales,	and	profit	analysis	of	each	product	and	assisted	owner	in	
introducing	two	promising	lines.	Both	products	outperformed	projections	
by	at	least	10	per	cent	in	first	six	months.

Check	to	be	sure	the	resume	is	well-written	and	easy	to	understand.	
Employers	want	candidates	who	can	communicate	well.	The	resume	is	
where	the	employer	will	first	check	the	candidate’s	communication	skills,	
so	it	should	be	flawless.	

The	resume	should	also	be	written	in	the	language	and	technical	jargon	
of	the	job	applicant’s	target	industry,	but	it	shouldn’t	read	like	a	science	
or	technology	journal.	Relevant	certifications,	memberships,	and	techni-
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cal	skills	should	be	included	to	demonstrate	the	applicant’s	familiarity	
with	the	job	and	industry,	but	the	resume	should	be	easily	understand	by	
the average (non-technical) reader.

Highlight	extra-curricular,	volunteer,	and	other	activities	relevant	to	the	
position.	If	the	applicant	hasn’t	held	a	single	internship	or	job	before	
graduating	from	college,	including	the	“extras”	is	one	of	the	best	ways	to	
showcase	his	experience	to	potential	employers.	

Participation	in	clubs,	volunteer	efforts,	and	professional	organizations	
shows	dedication,	responsibility,	and	willingness	to	learn.	An	affiliation	
with	professional	organizations	related	to	the	target	job	also	counts	as	a	
plus	to	the	job	applicant’s	credentials	and	work	experience,	especially	if	
he’s	done	anything	to	improve	the	organization.	

This	is	certainly	an	area	where	a	professional	resume	writer	or	career	
coach can assist the graduate. Often, fresh graduates do not realize that 
their	contributions	had	value.	But	experiences	such	as	managing	events,	
helping with fund-raisers, performing marketing activities, leading 
teams, engaging volunteers, communicating with school administrators, 
representing the organization to the press, and other activities can dem-
onstrate	a	wide	range	of	valuable	skills.	

These activities, when well positioned, will elevate the resume of a fresh 
graduate from total newbie to valuable intern or potential asset in the 
eyes	of	recruiters.	Take	a	look:

Example of fund-raising leadership: Chaired annual fund-raising event 
that	generated	more	than	$10K	in	support	of	arts	enrichment	program	in	
local schools. Led a team of seven volunteers and managed all market-
ing,	publicity,	social	media,	and	media	relations.

Example	of	extra-curricular	activity:	Helped	start	the	school’s	first	table	
tennis	club.	Built	awareness	through	public	speaking	and	social	media	
outreach.	Negotiated	with	school	administrators	for	use	of	facility	and	
purchase	of	equipment.	Published	monthly	newsletter.	Set	up	tourna-
ments and secured prize donations from local merchants. Attracted 30 
players	weekly	and	80+	for	year-end	tournament.

The Rise of Unconventional Resumes
The traditional resume is still an effective and expected part of the 
application	process.	But	in	a	competitive	employment	market,	all	job	
applicants	–	and	especially	fresh	graduates	–	need	to	consider	unconven-
tional	and	creative	approaches	to	capture	attention.		By	extension,	career	
professionals	need	to	get	creative,	too.	We	need	to	stay	on	top	of	chang-
ing	trends	and	be	prepared	to	create	additional	documents	to	help	gradu-
ates make a stronger case for their credentials. 
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Portfolios – The 21st Century Resume
Four	out	of	five	employers	agree	that	electronic	portfolios	can	increase	
the	chances	for	an	applicant’s	resume	to	get	noticed.	Why	do	fresh	gradu-
ates	need	a	portfolio	when	they	haven’t	had	actual	professional	work?	
Portfolios	are	a	big	deal,	especially	for	creative	and	design	work,	because	
they	are	the	physical	manifestation	of	the	applicant’s	creativity,	techni-
cal knowledge, and professional skills. A portfolio provides supporting 
evidence	of	a	candidate’s	skills,	knowledge,	GPA,	coursework,	and	all	
the claims in her resume. 

Writers	and	media	practitioners	can	assemble	a	portfolio	in	the	form	
of	websites,	clips,	and	press	releases	submitted	to	other	publications.	
Published	work	is	proof	that	the	applicant	does	have	the	communication	
skills,	research	abilities,	and	technical	know-how	to	work	in	the	media	
and	communications	business.	

For	graduates	of	computer	sciences	and	programming,	their	portfolio	
may	come	in	the	form	of	written	programs,	codes,	and	apps.	Their	digital	
portfolio	could	be	their	website	or	their	app	store.	

For	some	industries,	the	portfolio	might	not	be	a	literal	portfolio	or	col-
lection	of	completed	works.	Instead,	it	could	be	a	collection	of	achieve-
ments,	awards,	journals	published,	studies,	and	distinctions.	

The	portfolio	can	be	included	in	the	traditional	resume	in	a	number	of	
ways:		URLs	(live	links)	or	scannable	QR	codes	can	be	embedded	in	the	
resume,	allowing	an	instantaneous	link	to	the	candidate’s	digital	
portfolio.	In	addition,	details	of	the	portfolio	can	be	mentioned	in	the	
resume	through	listings	of	projects,	programs,	publications,	and	other	
distinctions.

Video Resumes – An Enhancement to the Traditional Resume
Please	note,	video	resumes	can’t	and	shouldn’t	replace	formal	resumes	
and	should	not	be	used	to	tell	the	applicant’s	entire	story.	That	would	
make	the	video	resume	too	long	and	probably	not	very	interesting!	But	
a	video	resume	can	be	a	good	supplement	to	a	traditional	resume	and	a	
way	for	the	applicant	to	reveal	personality	as	well	as	talents	and	skills.	

A	video	resume	should	be	short,	ideally	no	longer	than	five	minutes.	Its	
purpose	is	to	showcase	the	applicant’s	communication	skills	in	a	way	
that’s	not	possible	with	a	text-only	resume.	Aside	from	that,	it	could	also	
be	used	to	share	creative	materials,	pitch	a	quick	idea,	and	showcase	the	
applicant’s	research	skills	by	demonstrating	knowledge	of	the	company.	

Career professionals can help their clients create compelling video re-
sumes	by	evaluating	what	to	present	in	the	video,	writing	or	editing	the	
script, and coaching on presentation.
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Each Resume Gets Only 5–7 Seconds
A	recent	survey	from	The	Ladders	(2012)	reveals	that	recruiters	spend	
an	average	of	six	seconds	reviewing	a	resume,	while	another	study	from	
BeHiring	(as	quoted	by	Dr.	John	Sullivan	on	ere.net,	2013)	says	the	time	
is	five	to	seven	seconds.	

Considering	this,	the	challenge	faced	by	fresh	graduates	who	don’t	have	
much experience rises. Of course, career professionals face the same 
pressure	–	How	can	we	give	fresh	graduates	a	fighting	chance	when	we	
have	only	six	seconds	to	make	an	impression	on	their	behalf?	The	answer	
lies	in	the	numbers.	According	to	TheLadders	survey,	about	four	seconds	
of	the	six-second	interval	is	focused	on	four	key	areas	of	the	resume:
Job	titles
Previous companies
Start	and	end	dates	of	employment
Education

The	best	approach,	then,	is	to	use	Parts	1–3	of	the	resume	(as	listed	
above)	to	highlight	internships,	volunteer	activities,	related	projects,	and	
portfolio – all of the things that fresh graduates have to offer, written in 
language	the	potential	employer	can	relate	to.

Conclusion
Graduating students can have powerful and impactful resumes when we, 
as career professionals, know how to write, format, and design them. 
Students	quite	often	will	have	different	information	to	share	than	experi-
enced	job	seekers.	Coursework,	internships,	summer	jobs,	extra-curricu-
lar	activities,	and	more	become	all-important.	Your	challenge	as	a	resume	
writer is to transition all of those items into a resume that is distinctive 
and	clearly	positions	the	students	and	graduates	you	work	with	as	the	
clear	winner	in	the	competition	that	is	job	search.
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Chapter 7

CAREER COMMUNICATION TIPS for 
JOB SEEKERS RETURNING to the 
WORKFORCE
by Christine Dennison 
The	rules	of	engagement	for	job	search	have	changed	drastically	in	
recent	years,	presenting	serious	challenges	for	women	and	men	return-
ing	to	the	workforce	after	a	long	absence.	Any	job	seeker	may	wrestle	
with	issues	such	as	confidence,	communications,	business	etiquette,	and	
branding,	to	name	a	few.		For	clients	with	a	large	gap	to	explain,	the	task	
is even more intimidating.  Your client can take heart, however, in know-
ing that this is the new normal and	careers	now	run	in	chapters,	with	very	
interesting	twists	and	turns.	The	best	companies	are	sympathetic	to	the	
realities of personal commitments and the positive effects of career path 
reinventions.	Let’s	take	a	look	at	how	to	develop	and	present	the	story.

Don’t Follow the Pack Into the Black Hole of the Internet
Don’t	worry	about	trying	to	fit	these	clients	into	the	online	application	
system	–	their	job	search	should	be	centered	on	expanding	their	network	
and	communicating	with	those	resources.	The	Internet	can	be	used	to	
conduct	research,	find	companies	to	target,	study	job	postings	to	build	the	
list	of	keywords,	and	see	what’s	in	demand	out	there.

The	return-to-work	job	seeker	should	learn	as	much	as	possible	about	the	
background	required	for	her	target	positions.	Is	there	anything	transfer-
able	from	her	experience?	She	should	reach	out	to	people	in	the	industry,	
asking	for	insights.	Coach	your	client	to	be	ready	to	answer	questions	
about	what	she’s	looking	for	–	it	might	be	a	specific	position,	but	it’s	
more	likely	to	be	a	description	of	the	contributions	she’d	like	to	make	in	
a more general sense.

Help	your	clients	to	focus	on	what	they	have	done	over	the	course	of	
their	lives.	Take	the	experience	apart	and	figure	out	what	it	means	generi-
cally;	then	make	a	list	of	transferable	skills	to	help	them	realize	they	
don’t	have	to	start	from	scratch	to	reenter	the	workforce.	What	kinds	of	
problems	have	they	solved,	what	kinds	of	people	have	they	dealt	with,	
what	skills	have	they	developed,	and	more?	

A	huge	difference	from	the	typical	job	search	is	to	focus	on	companies,	
not	listed	openings.	You	want	your	client	to	catch	decision-makers	when	
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they	are	just	starting	to	feel	the	need	but	haven’t	formulated	an	opening	
–	or	get	them	thinking	about	the	person	in	their	company	who’s	just	not	
working	out	but	it’s	been	easier	to	keep	the	status	quo	–	until	your	cli-
ent’s	letter	and	resume	show	up.

It	can	be	difficult	to	feel	like	the	search	is	gaining	much	traction	at	the	
beginning.	The	job	seeker	should	devote	most	of	the	time	to	simply	talk-
ing	to	people	–	anywhere	and	at	any	level	–	to	gather	intelligence	about	
possibilities.	Coach	him	to	reach	out	to	decision-makers	so	he	can	be	on	
the	radar	screen	before	an	opening	is	announced.	You	want	your	client	to	
spark	the	idea	that	he	would	be	a	valuable	business-building	or	business-
retaining	person	to	have	on	board.	

Instead	of	asking	about	whether	they’re	hiring,	your	client	should	have	
conversations	about	how	the	other	person’s	business	works	and	what	
they’re	struggling	with.	Your	client	should	be	naturally	curious,	listen,	
and	learn.	Then	the	conversation	can	turn	to	the	possibility	of	hiring	him	
into an existing position or creating a position that allows him to solve a 
problem	or	fill	a	need.

Resume Strategies
You	may	be	tempted	to	create	a	functional	resume	to	rearrange	your	
client’s	strengths	into	categories,	but	that	style	of	resume	is	not	well	
received	in	the	job	market.	Recruiters	and	hiring	managers	don’t	like	to	
work	at	sorting	them	out	and	Applicant	Tracking	Systems	(ATS)	don’t	
read them	well.	There’s	an	assumption	that	there	must	be	a	negative	story	
hiding	behind	the	resume.	A	better	approach	is	to	use	the	Summary	sec-
tion	to	present	the	client’s	strengths	briefly,	include	keywords,	and	open	
the	reader’s	brain	to	seeing	your	client	as	she	wants	to	be	perceived.

Often,	a	resume	provides	details	going	back	about	eight	to	ten	years,	
sometimes	more,	and	then	includes	a	very	brief	description	of	career	ac-
complishments	further	back	in	time.	If	you	need	to	showcase	older-but-
relevant	accomplishments,	you	can	use	the	Summary	to	do	that	without	
specifying	the	dates.	If	you	are	working	with	a	job	seeker	who	has	taken	
time	to	focus	on	childcare	and/or	eldercare,	you	may	be	looking	for	ways	
to hide the gap or create a clever title such as Household Manager or 
Senior Care Administrator.	However,	the	stronger	approach	is	to	be	
straightforward	and	describe	the	commitment	briefly.	Don’t	try	to	turn	
those	personal	experiences	into	a	job	description.

Not	everyone	has	the	time	or	inclination	to	volunteer	–	perhaps	all	of	the	
client’s	time	and	energy	were	required	to	handle	an	eldercare	situation.	
Then	the	best	tactic	is	to	use	a	simple	statement	at	the	beginning	of	the	
Professional	Experience	section,	such	as…
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Since 2009, focused on eldercare responsibilities. Now ready to bring my 
extensive Customer Service Management skills and experience to your 
organization.
…and	then	continue	with	an	accomplishment-focused	chronology	of	
work	history.	

If	the	client	does	have	volunteer	experience	that	includes	transferable	
skills,	it	is	worth	some	space	on	the	resume.	Include	a	quote	or	two	from	
leaders	in	that	volunteer	life,	if	possible.	Here’s	an	example	of	the	first	
two	resume	sections	for	a	client	who	had	been	out	of	the	workforce	for	
12	years:

Summary of QualificationS

•	 Extensive organization leadership and program devel-
opment experience in business and nonprofit environ-
ments.

•	 Strong written and verbal communication skills gained 
as a proposal/grant writer, project manager, team lead-
er, and trainer.

•	 Thirteen years of association management and recre-
ation management experience.

“______ was a key part of the successful transition of the PTO 
as we sought ways to offset school budget cuts with strong cul-
tural, arts, and educational programs. She has an amazing abil-
ity to establish an effective flow of communication in complex 
organizational settings, recruit talent, coordinate many proj-
ects simultaneously, and connect the schools with community 
resources.” –Xxxx Xxxxx, District Xxxx School Superintendent

“_____ is an asset to any organization lucky enough to have 
her around. The Park Board relies almost entirely on volun-

teers, and her energy, enthusiasm, and ability to work with ev-
eryone across the community is unmatched.” –Xxxx Xxxxxxx, 

Xxxxx Village Trustee

ProfeSSional exPerience and Volunteer leaderShiP

Since 2001, focused on family responsibilities and community 
leadership. Now ready to bring my extensive program develop-
ment and administration skills to your organization.

Highlights of leadership in the PTO of a K–8 district with three 
schools:

•	 Publicity & Newsletter Chair: Developed effective li-
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aison between the PTO and a newly established District-
wide monthly publication.

•	 Cultural Arts Chair: Identified high-quality sources of 
new programs to bring into the schools; coordinated and 
contracted for 20 programs annually.

•	 Theater Arts Development Committee: Established 
priorities, identified resources, and conceived program-
ming ideas for this new committee.

[followed by her previous career highlights…]

Here’s	a	clip	from	the	resume	of	a	very	successful	telecommunications	
sales	executive	who	took	a	buyout	in	the	economic	meltdown	of	2001	
and	decided	to	pursue	a	few	low-key	entrepreneurial	projects	to	be	able	
to	spend	more	time	with	his	young	family.	Ten	years	flew	by	and	he	real-
ized	he	needed	a	“real”	job.	He	met	a	local	business	owner	at	his	health	
club,	they	had	enjoyed	a	series	of	conversations,	and	the	next	thing	he	
knew, he was in need of a resume, ASAP.

Sales and Operations Executive

	Achieved multimillion-dollar B2B sales goals in highly com-
petitive markets and challenging economic cycles. Gained 
in-depth experience with tangible products and intangible 
services, big-ticket systems and smaller, high-volume items. 
Combine entrepreneurial and Fortune 500 business knowl-
edge.

	Attack complex business problems with an analytical mind, 
moving quickly to formulate practical game plans leading to 
double-digit gains. Whether “wearing all the hats” or lead-
ing a team, maintain focus on time and budget constraints to 
reach aggressive goals.

	 Established reputation as a sales and operations manager 
across a long tenure with the [major telecom] organization 
in the midst of constantly evolving corporate structures and 
priorities. Built high-performance teams, generated consis-
tent top sales results, and managed profitable branch opera-
tions.

	Developed key account relationships with senior execu-
tives, business owners and dealers across numerous vertical 
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markets, including wholesale, healthcare, communications, 
securities, industrial, professional services, and manufactur-
ing.

Professional Experience

[His investment LLC] – Xxxxxx, XX 
2002 to Present
Established a profitable residential real estate investment and 
management company that afforded the flexibility needed 
to balance professional and family obligations. Now ready to 
bring a dedicated business operations and sales development 
skillset to your organization.

[Major telecom company] – Xxxxx, XX 
1988 to 2001
Joined the organization as an Account Executive on the non-
regulated business side, selling a broad range of network, voice, 
video, and data products to mid- to large-sized companies. 
Earned a series of promotions through the sales organization 
as a leader in revenue production, customer retention, new 
branch development, product rollouts, and corporate restruc-
tures. [followed by accomplishment details…]

Cover Letter Strategies
Make	it	easy	for	the	hiring	manager	to	read	the	cover	letter	quickly.	A	lot	
of	job	seekers	use	a	Dear Hiring Manager	letter	so	they	can	get	massive	
quantities	out	quickly,	but	that’s	not	very	impressive	to	any	hiring	man-
ager.	Of	course,	you’ll	create	a	general	framework,	but	then	be	sure	to	
help	your	client	to	personalize	each	letter	at	least	slightly.	It’s	well	worth	
the	time	to	find	the	names	of	specific	people	and	proper	titles	whenever	
possible.	At	the	beginning	of	the	letter,	focus	on	the	company	and/or	the	
person	the	client	is	targeting	while	also	sharing	part	of	the	job	seeker’s	
story.	Mention	something	that	the	client	has	discovered	in	the	research	
stage.	The	cover	letter	can	say	something	like,	“I see that you’ve just re-
turned from giving the keynote speech at the ______ convention, talking 
about ____. In my job search, I’m talking to organizations that can use 
my experience in building strong connections between the company and 
the customer.” 

A	cover	letter	should	reflect	the	client’s	voice and	personality,	even	when	
it’s	being	written	by	a	professional.	Strike	a	balance	between	formal	and	
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informal.	You	don’t	want	the	style	to	be	stuffy	and	old-fashioned,	nor	
do	you	want	the	client	to	come	across	as	eccentric	or	quirky.	Forget	the	
hype.	Many	people	write	what	I	call	the	leaps tall buildings in a single 
bound letter,	telling	the	company	all	the	wonderful	things	the	client	will	
do	when	hired.	Enthusiasm	is	fine,	but	don’t	tell	readers	what	to	think;	let	
them	draw	their	own	conclusions	about	the	candidate	based	on	the	track	
record.

The	resume	and	cover	letter	should	not	list	personality	traits	(hardwork-
ing,	intelligent,	etc.),	but	you	can	use	the	cover	letter	to	subtly	reflect	
some	of	your	client’s	values	by	telling	a	short	story	or	two.	Instead	of	
writing “I’m a quick study and possess strong communication skills,”	try	
something like, “I thrive in situations where I have the chance to learn 
new concepts and then present that information to colleagues or custom-
ers.” Or, another example, “One of my proudest moments at XYZ Com-
pany was when I successfully met a project deadline that was shortened 
by 3 months and still managed to meet a very ambitious set of goals.”

Here’s	a	sample	cover	letter	for	a	client	with	a	12-year	gap	who	took	a	
retail	(but	related)	job	to	segue	back	into	the	market:

When	I	saw	the	posting	for	the	Part-time	Youth	Department	Early	Lit-
eracy	Librarian	position,	I	knew	that	I	wanted	to	find	out	more	about	it.	
I’m	pursuing	a	return	to	my	Librarian	career	after	taking	some	time	to	
focus	on	raising	a	family,	and	I	have	targeted	organizations	in	need	of	a	
professional	with	my	experience	in	developing	early	literacy	programs.
For	the	past	seven	months,	I	have	had	the	opportunity	to	bring	my	Li-
brarian	approach	to	running	the	storytime	and	outreach	programs	in	the	
Children’s	Department	at	Barnes	&	Noble.	I’m	proud	of	the	improve-
ments	I’ve	been	able	to	institute	and	thoroughly	enjoy	being	back	in	a	
literary	environment.	I’m	constantly	reminded	that	the	reason	I	obtained	
my	MLIS	degree	and	pursued	this	career	was	to	be	able	to	instill	a	love	
of	reading	and	learning	in	young	children	as	well	as	the	adults	in	their	
lives.	In	my	current	position	as	well	as	in	my	earlier	Librarian	positions	
in	the	Youth	Services	Department	at	the	Hanover	County	Public	Library,	
I	have	always	enjoyed	being	able	to	contribute	to	the	quality	of	the	
services,	materials,	physical	environment,	communications,	and	smooth	
operation	of	the	department.	My	managers	have	also	appreciated	my	
ability	to	develop	warm	relationships	and	become	a	trusted	resource	for	
our	patrons.	I	look	forward	to	the	opportunity	to	discuss	your	plans	for	
the	Youth	Department.	Thank	you	for	your	time	and	consideration.

But I Don’t Know Anybody – The Wonders of LinkedIn
For	job	seekers	with	a	dusty	Rolodex,	the	thought	of	networking	can	be	
very	overwhelming.	The	Internet	offers	many	resources	to	help	them	
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build	their	network,	and	LinkedIn	in	particular	can	be	a	goldmine.	There	
are	countless	seminars,	blog	postings,	and	educational	resources	to	help	
your	clients	understand	the	basics	of	LinkedIn,	and	it’s	well	worth	their	
time	to	learn.	Here	are	some	tips	you	can	share	with	your	clients	on	how	
to	use	LinkedIn	after	being	out	of	the	market	for	a	while.

The	headline	is	that	phrase	that	shows	up	in	the	box	with	the	name.	The	
default	phrasing	that	the	LinkedIn	system	puts	into	that	box	is	the	title	
from	the	most	recent	job	in	the	profile.	That	may	not	be	the	client’s	stron-
gest	and	clearest	“branding”	message,	so	it’s	great	that	you	can	replace	it	
with	much	more	strategic	phrasing.	For	the	Librarian	above,	the	Linke-
dIn	headline	might	read:	Youth	Services	Librarian	–	Public	Libraries	&	
Retail	Libraries.

You	may	notice	that	a	lot	of	job	seekers	put	something	like	
Seeking xxxxxx. I recommend positioning clients instead as the expert in 
whatever	it	is	that	they	do	(as	just	demonstrated),	rather	than	someone	
begging for	a	job.	Be	certain	to	include	as	many	essential	keywords	as	
often	as	possible	to	help	clients	be	found	for	appropriate	searches.

As	someone	returning	to	the	workforce,	your	client	is	not	as	likely	to	
attract	the	attention	of	recruiters,	so	you	will	want	to	coach	her	to	focus	
on	using	the	LinkedIn	system	as	a	database	of	people	and	companies.	
As	your	client	creates	a	list	of	target	companies,	she	can	use	LinkedIn	to	
study	the	profiles	of	people	who	work	there,	and	then	begin	to	reach	out	
to them to talk shop.

When	your	clients	send	invitations	to	build	their	network,	coach	them	
to	change	the	phrasing	at	least	slightly	from	the	default	sentence.	Don’t	
miss	the	opportunity	to	personalize	the	message	and	it	make	real. The 
default phrasing is well known and can look like spam. 

Your	clients	should	build	their	network	thoughtfully	–	25	is	a	minimum	
to	gain	traction,	50	is	a	reasonable	goal	–	and	they	should	continue	to	
build	it.	Clients	can	upload	their	email	address	book	and	then	pick	and	
choose	people	to	invite	into	their	LI	network.	They	should	not	send	out	
mass	invitations	to	the	entire	list	because	not	everyone	will	be	a	profes-
sional	or	appropriate	contact.	They	can	also	search	through	past	employ-
ers	and	affiliate	groups	and	find	people	they	know	from	those	sources.
Your	client	should	ask	the	people	on	his	reference	list	to	submit	a	recom-
mendation	to	his	LinkedIn	profile.	For	those	who	have	already	written	a	
recommendation	for	him	in	the	past,	he	can	make	it	easy	by	excerpting	
a	key	paragraph	or	two	for	pasting	into	the	LI	recommendation	box.	He	
should	continue	to	request	new	recommendations	as	needed	from	his	
network. 
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The	good	news	is	that	it’s	easy	for	recruiters	and	decision-makers	to	see	
recommendations	on	the	profile,	particularly	since	many	people	will	fre-
quently	check	out	a	person’s	profile	even	before	they	actually	make	con-
tact.	There’s	a	newer	feature	on	LinkedIn	called	Endorsements,	related	to	
the	Skills	section.	These	are	somewhat	useful,	but	recommendations	are	
much more powerful.

Your	clients	should	join	LinkedIn	groups	to	extend	their	network	and	
increase	their	search	results.	They	can	take	a	look	at	alumni	groups,	
industry	groups	(previous	industry	as	well	as	targeted	industry),	and	pro-
fessional	associations.	Coach	your	clients	to	become	active	in	the	discus-
sions	–	a	great	way	to	make	new	contacts,	increase	their	online	visibility,	
and	be	perceived	as	someone	who	knows	what	they’re	talking	(writing)	
about.	Make	sure	your	clients	understand,	however,	that	discussions	are	
not	the	proper	place	to	make	a	job	search	pitch.

Stay Positive
A	job	search	is	one	of	the	most	challenging	and	stressful	projects	your	
clients will ever tackle. Encourage each client to spend time with posi-
tive,	supportive	people	and	take	time	to	exercise	and	relax.	Break	the	job	
search	process	down	into	small	chunks	of	manageable	tasks	–	create	a	
schedule and track the details. Coach each client to keep her mind open 
and	antennae	up	–	the	best	job	leads	come	from	surprising	corners!

About the Author
Christine Dennison,	CPRW,	offers	a	deep	knowledge	of	current	job	
search practices as well as practical advice from her previous experience 
in	business	operations,	marketing,	corporate	HR,	training,	and	headhunt-
ing.	She’s	a	Certified	Professional	Resume	Writer	and	has	been	reducing	
stress	for	job	seekers	since	1989	as	“The	Job	Search	Coach.”	She	has	
taken	countless	clients	through	the	maze	of	resume	creation,	branding,	
Internet strategies, LinkedIn tactics, networking, and interview prepara-
tion.	She	is	the	author	of	a	Barnes	&	Noble	career	guide,	has	been	quoted	
in I’m on LinkedIn – Now What???,	and	is	a	frequent	contributor	to	
national	career	publications.		She	works	with	clients	from	all	types	of	
environments	–	corporate	/	academic	/	nonprofit	/	industrial	/	healthcare	
–		from	senior	executives	to	new	graduates.	A	major	focus	of	her	work	is	
to help her clients avoid the black hole of	Internet	job	search,	get	over	the	
barricades,	and	reach	the	decision-makers.	

Contact her as follows: chris@thejobsearchcoach.com 
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Chapter 8

CAREER COMMUNICATIONS for 
INTROVERTS
by Ruth Pankratz and Marie Zimenoff
Before discussing strategies for working with and improving the career 
communications	of	introverts,	it	is	critical	to	first	have	an	understanding	
of	the	term	beyond	the	layperson’s	view	that	extraverts	are	“sociable”	
and introverts are shy.	Introversion	and	extraversion	are	described	by	
Jung	as	attitudes	or	orientations	of	energy	(Myers,	Mccaulley,	Quenk	&	
Hammer,	2003).	Extraverted	energy	and	attention	flow	out	to	objects	and	
people in the environment, eager to interact with the world and open to 
new	experiences.	Introverted	energy	and	attention	are	drawn	into	in-
ner	experience	and	reflection,	clarifying	concepts	or	ideas	and	thinking	
things	out	before	talking	or	acting.

The	American	culture	values	quick	communications,	typically	an	ex-
travert	skill.	Many	introverts	have	learned	to	change	their	behaviors	to	
meet	these	expectations,	especially	during	job	search.	This	can	make	first	
impressions deceiving and lead to communication complications when 
working with introverts and extraverts. As career professionals serv-
ing	both	extraverts	and	introverts,	understanding	introverts,	including	
possible	chameleon	behaviors,	is	vital	to	supporting	all	clients.	While	
changing	behaviors	can	be	okay	for	some	introverts,	others	will	quickly	
burn	out	from	chameleon	behavior,	resulting	in	shutting	down	communi-
cations.

“The bias against introversion leads to a colossal waste of talent, energy, 
and, ultimately, happiness” (Cain, 2012). Most career professionals do 
not	have	a	bias	against	introversion;	but	still	there	is	benefit	in	exploring	
specific	techniques	in	uncovering	key	information	to	help	introverts	de-
lineate their value and coaching them in communicating this information 
in interviews and networking conversations.

Extracting Accomplishments from Introverted Clients for Resumes 
& More
Introverts	typically	need	time	to	think	before	they	openly	speak	(Cain,	
2012).	Based	on	the	Myers-Briggs	definition	of	introversion,	it	is	com-
mon	for	introverts	to	need	time	to	think	deeply	about	answers	to	ques-
tions	before	answering	(Myers,	Mccaulley,	Quenk	&	Hammer,	2003).	If	
pushed	to	answer	quickly,	an	introvert	may	shut	down	and	not	answer,	or	
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may	answer	without	the	rich	details	career	professionals	know	to	be	of	
value in career communications. 

Many	career	professionals	prefer	to	interview	their	clients	to	draw	out	in-
formation	for	preparing	their	career	communications,	as	this	is	typically	a	
strong process for digging out the most powerful accomplishment stories. 
Yet	many	people,	introverts	included,	prefer	to	work	in	quiet,	private	
places	(Scott,	2004).	Therefore,	this	interview	may	cause	a	shut-down	
and	be	counterproductive.	Allowing	an	option	for	written	responses	when	
you	sense	that	a	client	requires	more	time	for	introspection	can	help	al-
leviate	pressure	and	result	in	better	outcomes.

Providing	clients	with	questions	in	writing	and	allowing	time	prior	to	the	
discussion	will	elicit	better	responses.	This	pre-work	time	will	also	al-
low	introverts,	who	typically	enjoy	organizing	and	contemplating	ideas,	
to	rebuild	their	energy.	When	interviewing	for	information	to	complete	
career communications, give introverted clients time to think and re-
spond	after	you	request	information.	This	time	is	critical	for	the	introvert.	
When	working	with	introverted	clients,	don’t	take	it	personally	or	as	a	
sign of disinterest if the client wants time to respond. Alone time is what 
recharges	the	introvert,	so	be	respectful	of	this	need	and	provide	time	and	
space.

While	working	with	introverted	clients,	give	them	permission	to	“think	
out	loud”	with	you	to	discuss	what	might	be	considered	valuable	accom-
plishments	(Dembling,	2012).	They	are	not	as	accustomed	to	doing	this	
as	their	extraverted	colleagues.	Assure	them	that	they	do	not	have	to	have	
it	perfect	to	say	it	aloud.	As	with	all	clients,	career	professionals	need	to	
stay	respectful	of	each	client’s	needs	and	how	they	can	help	regardless	of	
their	established	processes.

Introverts	may	not	respond	well	to	direct	questions	about	accomplish-
ments.	Instead,	use	situation	explanation	techniques	like	challenge,	
actions, and results (C.A.R.) to give introverted clients structure when 
explaining	situations.	This	structure	can	be	helpful	to	give	them	up	front	
and	then	work	through	during	any	discussion	or	questioning.	In	addition,	
the structure will help focus the conversation on the facts, which can 
make	talking	about	accomplishments	easier	for	many	clients,	especially	
introverts.

In	addition	to	providing	structure,	adjusting	the	questioning	approach	can	
help	draw	out	powerful	stories.	By	asking	what	clients	are	most	proud	of,	
or	what	they	enjoyed	the	most,	career	professionals	might	find	an	easier	
entry	to	get	introverted	clients	to	start	talking	about	their	work.	Encour-
aging	clients	to	stick	to	the	facts	can	ease	their	anxiety	about	bragging 
or	presenting	something	on	paper	that	they	feel	is	inaccurate.	Through	
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specific,	competency-based	questions,	career	professionals	can	draw	out	
the most relevant accomplishments without outright asking for accom-
plishments and prevent the freeze that can happen for introverts.

When	the	information	is	put	on	paper,	another	opportunity	arises	for	the	
career professional to work through the communication with the cli-
ent.	Whether	it	is	a	focus	on	accuracy	or	a	discomfort	with	seeing	their	
accomplishments	in	writing,	many	clients,	and	especially	those	who	
prefer introversion, can start to diminish their accomplishments. Career 
professionals	can	balance	asking	these	clients	about	the	accuracy	of	these	
statements	with	educating	the	client	about	the	importance	of	sharing	their	
accomplishments	to	accurately	communicate	their	value	to	the	potential	
employer.	It	is,	in	fact,	up	to	the	client	to	share	the	information	employ-
ers need to move forward in the process.
 

Discussing Accomplishments in Interviewing and Networking Situa-
tions
Socially	discussing,	and	yes,	sometimes	promoting	oneself,	is	an	expec-
tation	of	most	professionals	in	American	businesses.	This	can	be	more	
difficult	for	introverts	than	working	to	put	the	information	on	paper,	even	
when	career	accomplishments	are	valuable	contributions	to	an	organiza-
tion.	As	the	introvert	refills	his	energy	internally,	it	requires	even	more	
energy	to	focus	externally	to	have	conversations	like	these	that	can	be	
anxiety	provoking	(Myers,	Mccaulley,	Quenk	&	Hammer,	2003).

The	preparation	for	introverted	clients,	then,	is	extremely	important.	
When	energy	is	low	and	anxiety	high,	they	can	access	information	they	
have	already	vetted	as	valuable	to	share	and	lessen	the	mental	energy	
dedicated	to	thinking	before	speaking.	This	preparation	may	be	similar	
to	that	described	above	in	working	with	introverted	clients	to	draw	out	
their	accomplishments.	In	addition,	they	will	want	to	prepare	to	introduce	
themselves.	Most	importantly,	they	will	want	to	prepare	questions	to	ask,	
especially	in	the	networking	setting,	to	take	the	focus	off	of	themselves	
for	a	quick	recharge.	

Interviews
While	all	clients	will	experience	anxiety	in	interview	situations,	this	
anxiety	tends	to	be	more	pronounced	and	can	be	more	debilitating	for	
introverted clients. Preparing for the interview situation in general will 
be	helpful,	and	career	professionals	can	provide	some	conversation	guid-
ance	and	potential	questions.	For	an	introvert,	preparing	for	the	specific	
questions	that	may	be	asked	can	be	even	more	helpful.	Being	specific	
with preparation allows more introspection to occur prior to the inter-
view,	speeding	access	to	this	information	and	delivery	of	answers	in	the	
interview.
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Career professionals might have the client write down situations and 
accomplishments	and	bring	that	information	to	an	interview	for	quick	
access.	Having	a	cheat sheet	can	remind	clients	of	the	value	they	provide	
in	a	variety	of	situations.	Career	professionals	will	also	want	to	reas-
sure	introverted	clients	that	silence	before	answering	questions	is	okay.	
There	is	no	need	to	fill	the	void	or	have	quick	answers.	A	few	seconds	of	
silence	allows	time	for	everyone	to	reflect	on	the	conversation.

Panel and group interviews that add additional people to the interview 
can	be	even	more	daunting	situations	for	introverts	(Corbet,	2013).	An	
introverted	client	can	ease	anxiety	in	these	situations	by	making	eye	con-
tact	with	one	individual	at	a	time.	At	the	beginning	of	a	panel	interview,	
as	the	panel	members	introduce	themselves,	an	introverted	client	would	
be	well	served	to	write	down	each	name,	providing	a	break	in	eye	contact	
and	freeing	up	mental	space	to	focus	on	answering	the	questions.	

Career	professionals	might	want	to	reiterate	that,	especially	in	this	situ-
ation,	it	is	acceptable	to	ask	for	questions	to	be	repeated.	In	a	group	
interview,	although	it	may	seem	cliché,	give	clients	permission	to	be	
themselves.	Hiring	managers	are	not	always	looking	for	the	most	extra-
verted person in the room. Your clients should focus on their individual 
strengths	so	they	can	differentiate	their	answers	and	behave	in	ways	that	
are	congruent	to	their	brand.	For	both	of	these	situations,	a	career	profes-
sional	will	want	to	discuss	voice	projection	with	introverted	clients	to	
ensure	that	they	can	be	heard	and	that	they	exude	confidence.

Most	introverts	do	not	like	having	the	conversation	about	them	for	very	
long.	By	including	questions	to	follow	up	on	accomplishments	they	
share,	the	introverted	client	can	create	two-way	conversations.	For	ex-
ample,	the	client	could	state	an	accomplishment	and	then	ask	if	that	type	
of	contribution	would	also	be	of	value	at	the	organization.	

Turning	the	conversation	back	to	the	interviewer	not	only	creates	conver-
sation	demonstrated	to	be	more	effective	in	interviews,	but	allows	time	
for	the	introvert	to	recharge	(Keyes,	2012).	Career	professionals	may	
also want to discuss how interviewers might respond depending on their 
preference for introversion or extraversion, and how this might impact 
the	client’s	approach	during	the	interview.

One	challenge	that	introverts	face	frequently	in	interviews	is	communi-
cating	their	enthusiasm	for	the	job.	The	energy	an	extraverted	client	more	
easily	shares	outward	will	take	conscious	thought	by	the	introverted	cli-
ent.	Remind	the	introverted	client	that	building	trust	is	just	as	important	
as demonstrating competence in the interview. 

Remaining	open	in	communications	and	in	body	language	will	help	
clients	build	this	trust.	Attending	to	non-verbal	communications,	such	as	
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a smile, slight lean forward, and head nod, can help an introvert show in-
terest	and	engagement.	It	might	also	be	more	important	for	an	introverted	
client	to	verbalize	her	interest	or	passion	for	the	position,	and	practice	
doing so ahead of time.

Small talk, which is commonplace in interviewing and networking, is 
typically	not	a	strength	of	introverts.	In	addition	to	preparing	for	specific	
questions	prior	to	an	interview,	career	professionals	can	help	clients	
brainstorm	neutral	subjects	they	might	want	to	bring	up	or	be	ready	to	
discuss.	Subjects	might	relate	to	current	events,	sports,	movies,	books,	or	
other	hobbies.	Discussing	which	of	these	is	appropriate	for	the	client	and	
the potential interviewers can make it easier for the client to feel com-
fortable	asking.	

The	client	might	also	focus	on	doing	research	on	current	events	about	the	
company	and	ask	questions	related	to	those	events,	instead	of	small-talk	
questions	if	that	is	more	comfortable.	This	conversation	between	the	cli-
ent	and	career	professional	will	also	lead	to	questions	to	ask	throughout	
the	interview	and	at	the	end.	Introverts	may	find	that	they	are	not	pre-
pared	with	questions	at	the	end	of	an	interview,	when	they	have	spent	all	
their	energy,	so	preparing	these	questions	ahead	of	time	will	be	impor-
tant.

Networking
One	of	the	most	powerful,	and	damaging,	barriers	to	networking	for	
introverts	is	simply	the	fear	of	doing	it	or	the	negative	connotation	they	
have of it in their minds. Before a career professional can work through 
the mechanics of communication during a networking situation with an 
introverted	client,	this	perception	must	be	addressed.	The	definition	of	
networking	can	most	likely	be	expanded	from	the	traditional	large-group	
scenarios.	By	guiding	a	client	to	adopt	a	definition	that	is	broader,	career	
professionals can help an introvert to reframe networking and remove 
any	self-imposed	barriers	(Zack,	2010).

When	diving	into	the	mechanics	of	networking,	start	by	recognizing	
successes	the	client	is	already	experiencing.	Create	a	list	of	the	groups	or	
networking	meetings	he	is	already	involved	with	or	has	been	in	the	past,	
both	professional	and	personal.	Explore	what	worked	for	the	client	in	
these	groups	or	previous	meetings.	Have	him	outline	how	he	interacted	
with	these	people	and	groups,	and	describe	the	process	of	breaking	the	
ice to make connections or set up conversations. This will help the client 
see	that	he	is,	in	fact,	already	networking.	

Career	professionals	can	also	help	redefine	networking	for	clients	by	
encouraging them to start with their existing networks and work outward 
instead	of	focusing	on	the	anxiety-producing	activity	of	adding	new	con-
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tacts	immediately.	Traditional	networking	emphasizes	building	a	network	
by	meeting	new	people,	but	this	can	be	counterproductive	with	intro-
verts.	Give	them	permission	to	focus	on	smaller	numbers	of	new	people	
to	add	to	their	network	(Zack,	2010).	

Meeting one-on-one with networking contacts is an effective method for 
all	job	seekers	and	can	be	an	even	more	important	focus	for	introverts.	
Instead	of	frequenting	large	events,	they	can	focus	on	systematically	con-
necting one-on-one with existing contacts and second-level connections.

Of	course,	exploring	new	groups	may	be	important	to	a	client’s	network-
ing	strategy.	In	addition	to	building	on	a	client’s	previous	success,	taking	
on	a	volunteer	role	within	the	group	can	assist	in	breaking	the	ice.	Join-
ing	subcommittees	can	create	the	opportunity	to	meet	members	of	the	
group	in	smaller	numbers	and	increase	comfort	in	the	larger	group.	

Although	bringing	a	colleague	or	friend	may	seem	to	ease	anxiety,	career	
professionals can help a client explore if that will help or if it will pro-
vide an excuse to avoid meeting new people. Partnering with someone 
more	familiar	with	the	group	who	is	willing	to	make	introductions	can	be	
more	beneficial.

Most	importantly,	a	career	professional	can	help	introverts	tap	into	their	
strengths	as	they	network.	The	bulk	of	the	value	in	networking	comes	
from	deeper	relationships,	not	individuals	briefly	met	at	a	cocktail	hour.	
By	following	through	and	focusing	on	deepening	relationships	that	feel	
genuine,	introverts	can	move	past	what	might	feel	superficial.	This	will	
help	ease	anxiety	and	create	more	networking	success.

Exploring the Hidden Communication Channels for Introverts
There	are	many	other	career	communications	strategies	that	are	often	
overlooked	for	introverted	clients.	One	of	these	is	public	speaking.	
“Many introverts are more at ease in front of a group than roaming 
aimlessly through a cocktail party”	(Zack,	2010).	Public	speaking	may	
be	a	great	way	for	clients	to	demonstrate	their	value	to	potential	employ-
ers and to ease them into networking with a group. These opportunities 
typically	give	credibility	to	the	speaker	and	provide	conversation	points,	
helping an introvert gain comfort in a group.

Sharing	expertise	through	writing,	whether	in	blogs,	white	papers,	aca-
demic	journal	articles,	or	other	channels,	can	be	another	hidden	gem	for	
introverts.	A	career	professional	may	take	a	similar	role	in	these	compo-
sitions	as	in	the	introvert’s	resume,	helping	clients	gain	the	confidence	
to put their expertise out into the world. Through writing, introverts 
can	build	their	credibility	and	visibility	in	a	way	that	aligns	with	their	
strengths.
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Similarly,	social	media	interactions	can	be	powerful	for	introverts.	When	
determining	if	this	will	be	a	good	fit	for	an	introvert,	it	will	be	important	
for	a	career	professional	to	consider	the	client’s	target	market	to	deter-
mine	the	best	channels.	As	part	of	this	strategy,	the	client	will	use	social	
media	to	build	relationships	and	communicate	information	relevant	to	
her	brand.	Simply	using	social	media	to	access	posted	opportunities	or	
hoping	to	be	contacted	by	recruiters	will	not	tend	to	be	a	fruitful	use	of	
the	introvert’s	time	and	can	backfire	by	encouraging	more	time	behind	
the computer.

Conclusion
Although	we	may	not	have	a	bias,	career	professionals	do	fall	prey	to	us-
ing	the	label	“shy.”	Beware	of	this	term	as	it	does	not	accurately	describe	
an introverted person (Cain, 2012). In fact, 90 percent of Americans 
have	indicated	being	shy	at	some	point	in	their	lives	(Hauser,	2006).	
According	to	Briggs	Myers’	research,	slightly	more	than	50	percent	of	
Americans	are	introverted	(Myers,	Mccaulley,	Quenk	&	Hammer,	2003).	
Giving	labels	to	any	client	typically	leads	to	issues	and	communication	
breakdowns.	

Introverts	tend	to	be	intuitive	and	thoughtful	in	adding	skills	valued	by	
many	employers.	The	challenge	for	these	clients	can	be	recognizing	this	
value in a culture that tends to place more value on extraverted skills, and 
communicating	this	value	in	a	confident	and	powerful	manner.	Career	
professionals	have	a	unique	opportunity	to	help	all	clients	communicate	
their value and can have an even greater impact with these introverted 
clients.

Resources
Cain, S. (2012). Quiet: The Power of Introverts in a World That Can’t 
Stop Talking. New	York,	NY:	Crown	Publishers.

Corbet,	B.	(2013). From the Soapbox to the Stage: How to Use Your 
Passion to Start a Speaking Business. Enfield,	CT:	Cooperative	Kids	
Publishing.

Dembling,	S.	(2012).	The Introvert’s Way: Living a Quiet Life in a 
Noisy World. New York, NY: Penguin Group.

Hauser,	J.	(2006).	Shyness	and	Social	Phobia	in	Children.	Psych	Central.	
Retrieved	on	January	14,	2014,	from	http://psychcentral.com/lib/shyness-
and-social-phobia-in-children/00067

Keyes,	A.	(2012).	The Advantage of Being an Introvert in an Extrovert 
World – How to Use Your Introverted Personality for Professional and 
Personal Success [Kindle Edition]. Retrieved from Amazon.com.



Summer 2014......Career Planning and Adult Development JOURNAL......... 83

Myers,	I.	B.,	Mccaulley,	M.	H.,	Quenk,	N.	L.,	&	Hammer,	A.	L.	(2003).	
MBTI Manual. Mountain View, CA: CPP, Inc.

Scott, G. (2004). A Survival Guide for Working with Humans. New 
York, NY: AMACOM.

Zack,	D.	(2010).	Networking for People who hate Networking. San 
Francisco,	CA:	Berrett-Koehler	Publishers,	Inc.

About the Authors
Ruth Pankratz, MBA, NCRW, CPRW, supports professionals through 
concise,	targeted	professional	cover	letters,	resumes,	LinkedIn	profiles,	
and other career documents, helping to make their career dreams a reali-
ty.	By	creating	competitive	documents	while	leveraging	marketing	exper-
tise, she is dedicated to helping clients reach their goals. She understands 
the value and power of the written word. As a marketing professional for 
more	than	17	years	and	holder	of	two	professional	resume	writing	certi-
fications,	she	has	helped	thousands	of	clients	since	starting	her	company,	
Gabby	Communications,	in	2007.	In	the	past,	her	career	included	posi-
tions as Marketing Product Manager, Communications Specialist, Mar-
keting Director, Operations Manager, and Vice President of Operations at 
companies	such	as	Proven	Systems,	Konica	Minolta,	Performance	Health	
Technologies,	and	Hewlett	Packard.	An	avid	writer,	she	contributes	to	ed-
ucational	curriculum,	JIST	Publishing	bestseller	books,	website	content	
development,	industry	associations,	and	technical	articles	and	guides.	
She	also	severs	as	a	board	member	for	several	organizations,	including	
The	National	Resume	Writers’	Association.		She	earned	the	Master’s	in	
Business	Administration	at	Colorado	State	University,	the	Bachelor	of	
Science	in	Communications	from	Kennesaw	State	University,	and	the	
Web	Technologies	Certification	from	International	Webmasters	Associa-
tion.	She	has	honed	her	talents	by	working	with	two	senior-level	career	
counselors	and	an	executive	leadership	coach	for	more	than	five	years.

Contact her as follows: Ruth@GabbyCommunications.com. 

Marie Zimenoff, M.Ed., NCC, NCRW, CMCC, CELDC, President 
of	A	Strategic	Advantage,	has	guided	thousands	of	job	seekers	to	Get	
Focused,	Get	Found,	and	Get	Hired.	She	provides	practical	tools,	fresh	
perspectives, proven strategies, and structured coaching for professionals 
who struggle with promoting themselves. She guides leaders in gain-
ing	the	skills,	confidence,	and	network	they	need	to	grow	as	leaders	and	
advance	their	careers	in	today’s dejobbing	economy.	As	a	thought	leader	
in	the	career	industry,	she	has	mentored	and	trained	career	professionals	
and	been	selected	as	a	speaker	for	national	career	conferences	and	pre-
conference	programs.	Job	seekers,	company	leaders,	and	career	profes-
sionals	know	that	when	she	presents,	they	can	count	on	gaining	valuable	



84 ..........Career Planning and Adult Development JOURNAL.....Summer 2014

information	and	walking	away	with	tools	they	can	use	today.	She	earned	
the	master’s	degree	in	counseling	and	career	development	and	the	indus-
try’s	top	certifications	in	career	coaching,	leadership	coaching,	branding,	
and resume writing. She has served as president of The National Resume 
Writers’	Association	and	the	Colorado	Career	Development	Association.	
She	is	also	a	facilitator	and	district	coordinator	for	the	Rotary	Leadership	
Institute	for	Rotary	International	District	5440.	She	is	a	career	expert	for	
Yahoo!	Education,	a	contributor	to	career	industry	books	and	journals,	
and	an	expert	source	for	BusinessNewsDaily,	major	professional	associa-
tion	publications,	and	local	newspaper	and	radio	media	nationwide.

Contact her as follows: marie@astrategicadvantage.com

CAREER COACH
Training and Certification
www.CareerNetwork.Org

Post Office Box 611930, San Jose, CA 95161-1930
Telephone: 408-272-3085 Cellphone: 408-828-3858



Summer 2014......Career Planning and Adult Development JOURNAL......... 85

Chapter 9

HELPING MILITARY SPOUSES 
ADDRESS EMPLOYMENT  
CHALLENGES THROUGH CAREER 
COMMUNICATIONS
by Sophia L. Marshall
Marriage	to	an	active-duty	military	member	can	mean	long	separations,	
acronym	abundance,	and	for	many	military	spouses,	a	tumultuous	em-
ployment	history.	Frequent	relocation	can	pose	a	threat	to	a	stable	work	
history,	making	it	difficult	to	obtain	jobs	or	get	promoted	within	any	
industry.	

During	the	Joint	Economic	Committee’s	2011	Military	Spouse	Appre-
ciation	Day	luncheon,	the	plight	of	military	spouses	was	summed	up	as	
“service members and their families move much more frequently than the 
overall population: between 2007 and 2011, spouses of service members 
were almost 14 times more likely to have moved across state lines than 
civilian spouses and 10 times more likely than all other households” 
(“Casey honors military,” 2012). 

This	statement	may	not	be	surprising	to	active-duty	military	spouses	who	
know taking part in a Permanent Change of Station (PCS) can impact 
days	in	the	work	force	and	the	amount	of	money	they	can	make.	They	
may	also	realize	it	could	be	difficult	to	find	another	position	comparable	
to	what	they	were	used	to.	Yet,	as	daunting	as	it	may	seem,	many	military	
families	participate	in	PCS	moves	every	2	or	3	years,	depending	on	the	
branch	of	military	service,	the	service	member’s	career	field,	and	other	
factors.

As career practitioners, we do three things: support those who want to 
improve	their	employment	potential,	provide	a	unique	perspective	on	a	
challenging	employment	situation,	and	uncover	valuable	resources	to	
help.		My	current	work	as	a	career	coach/resume	writer,	and	previously	
as	an	employment	specialist	for	military	family	service	centers,	has	led	
me	to	notice	similarities	in	issues	and	concerns	for	the	military	spouse	
population.	As	an	active-duty	military	spouse,	I	also	live	the	lifestyle	of	
frequent	relocations.	

Understanding	the	concern	and	providing	a	solution	is	one	of	the	ways	
career	practitioners	can	assist	military	spouses.	Therefore,	in	this	article	I	
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frame	the	employment	challenges	caused	by	frequent	relocation,	discuss	
how	to	deal	with	them	effectively	in	relevant	career	communications	
necessary	for	an	effective	job	search,	and	provide	a	list	of	resources.	My	
goal	is	that	all	career	practitioners	will	be	knowledgeable	about	serving	
our	multi-talented	military	spouse	population.

Employment Challenge 1: The Temporary Duty Station
The	military	is	a	highly	mobile	culture	that	moves	worldwide.	There	are	
military	bases	near	metropolitan	areas,	in	locations	around	the	globe,	and	
in small towns across America. Each location has its own challenges for 
locating	employment,	especially	because	the	duty	station	is	often	tempo-
rary.

I	have	been	asked	the	following	question	by	spouses:	Should	I	tell	poten-
tial	employers	I	am	a	military	spouse?	Conventional	wisdom	says	“no” 
as	this	question	floats	in	the	illegal	area.	However,	recent	legislation	has	
created	programs	in	favor	of	military-affiliated	clients.	

Camille	Jackson,	Ph.D.,	Employment	Readiness	Program	Manager	for	
Army	Community	Services,	Presidio	of	Monterey,	advises	her	clients	to	
say	“yes”	because	of	this.	Jackson	believes	the	Military	Spouse	Employ-
ment	Partnership	(MSEP)	makes	being	a	military	spouse	no	longer	a	
hindrance	in	the	job	market	(C.	Jackson,	personal	communication,	Janu-
ary	13,	2014).

Military	spouses	should	be	ready	to	conduct	thorough	research	and	visit	
the	Military	Spouse	Employment	Partnership	website	to	explore	if	the	
company	in	question	is	interested	in	hiring	military-affiliated	clients	and	
disclose	accordingly.

Another	challenge	facing	military	spouses	seeking	employment	may	be	
lifestyle-focused	questions,	including	length	of	time	a	spouse	will	be	in	
an area. As career practitioners, we must prepare our clients on how to 
respond	to	questions	regarding	military	lifestyle.	Consider	conducting	
mock	interviews	and	encourage	clients	to	incorporate	positive	verbal	
language	and	exhibit	confident	body	language	during	the	interview.	

I	have	found	with	many	spouses,	there	is	often	a	focus	on	what	employ-
ers can construe as negative. Our assistance must focus on reframing the 
interview	to	emphasize	quality	of	work	within	a	quantity	of	time.	After	
all,	in	today’s	economy,	most	employers	are	focused	on	results,	and	if	
they	can	perceive	positive	results	from	making	a	hire,	they	may	look	
beyond	any	stigma	attached	to	being	a	military	spouse.

Employment Challenge 2: Constant Job Changes
Being	at	multiple	duty	stations	for	a	limited	period	of	time	can	wreak	
havoc	on	an	employment	history.	This	causes	a	large	resume	challenge	
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for	the	military	spouse.	Military-affiliated	clients	can	often	be	spotted	
through	a	resume	because	of	the	short	employment	stints	and	geographi-
cal	locations	annotated.	For	example,	many	coastal	areas	can	be	aligned	
with	a	U.	S.	Navy-affiliated	applicant.

Two common mistakes I have found in this area are using the tradi-
tional reverse chronological format for a resume and using full dates for 
employment	entries,	including	months	and	years.	As	career	practitio-
ners,	we	understand	the	resume	is	not	a	one-size-fits-all	document,	so	
we	must	suggest	what	will	work	best	for	the	case	of	the	military	spouse.	
If	the	military	spouse	has	short	job	stints,	try	an	approach	highlighting	
years	only	(no	months)	because	it	will	give	the	client	as	much	experience	
credit	as	possible.	A	great	resume	approach	is	a	hybrid	resume,	utilizing	
skill	sets	instead	of	employment	history	as	the	main	focus.	

Advising	military	spouses	in	this	way	is	important	because,	otherwise,	
resumes	will	show	a	fragmented	work	history	with	unrelated	jobs	for,	
sometimes,	only	months	at	a	time.	This	approach	will	help	the	client	
appear	stronger	by	providing	greater	employment	stability.	This	is	key	
because	with	the	military	lifestyle,	there	is	a	strong	chance	a	military	
spouse	will	be	faced	with	this	situation	again	and	again.

Employment Challenge 3: Learning from Outliers
Outliers	are	used	to	talk	about	something	with	a	characteristic	differ-
ent	from	others	within	a	statistical	sample.	For	the	military	spouse,	I	
define	an	outlier	as	a	job	that	is	completely	outside	of	the	career	target,	
sometimes	for	the	sake	of	having	a	job	or	personal	fulfillment.	Outliers	
are	becoming	more	of	a	norm	within	our	society	as	the	unemployment	
rate	remains	high	and	reinventing	yourselves	is	no	longer	cliché.	We	no	
longer	live	in	a	society	where	having	only	one	skill	will	get	you	noticed.	
The new trend lies in developing multiple skills that can sometimes come 
from	unlikely	places:	outliers.		To	understand	outliers,	let’s	say	a	military	
spouse	resume	shows	the	following	positions:	teacher,	public	relations	
representative, administrative assistant, and Red Cross volunteer. While 
the	spouse	may	be	trained	as	a	teacher,	living	in	four	different	states	in	
the	past	eight	years	has	made	it	difficult	to	keep	a	teaching	credential	
up-to-date	in	each	state.	This	spouse	is	left	with	outlier	jobs	such	as	PR	
representative, administrative assistant, and volunteer to represent and 
possibly	take	over	the	resume.	

We	can	support	this	client	by	helping	her	understand	how	all	of	her	posi-
tions	can	have	a	place	in	her	work	history.	Military	spouses	should	be	
encouraged	to	examine	their	work	history,	asking,	“What did I gain from 
taking this job?” and “How does this job fit into my employment story?” 
By	doing	so,	they	will	begin	to	see	the	threads	that	can	tie	their	employ-
ment	history	together.
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Next,	they	should	engage	in	transferable	skills	research.	Richard	Bolles	
(2013)	says,	“The higher your transferable skills, the more freedom you 
will have on the job.”	Incorporating	skills	with	choice	is	key	because	
everyone	needs	to	feel	liberated	in	their	careers.	For	military	spouses,	
this	is	even	more	important	because	there	will	be	times	when	they	feel	as	
if	they	have	little	control	over	anything	else.	

When	working	for	one	military	service	center,	I	taught	employment	
classes.	Without	a	doubt,	the	lowest	attended	employment	course	dealt	
with	career	preparation.	Like	many	non-military	spouse	job	seekers,	most	
people	think	they	already	know	what	they	want	and	feel	taking	assess-
ments	is	a	waste	of	time.	For	others,	the	process	can	be	uncomfortable.	
But,	for	military	spouses,	I	believe	the	process	is	even	more	important.	
Being	uprooted	constantly,	it	is	easy	to	lose	sight	of	what	is	important	in	
a career and in ourselves. 

Evaluating	the	outliers	and	finding	common	transferable	skills	among	
them	can	be	a	powerful	way	to	discover	what	military	spouses	may	be	
good	at.	This	can	lead	to	a	positive	career	move	for	the	next	duty	station	
and	beyond.

Employment Challenge 4: Laying a Future Path and Being 
Entrepreneurial
Military	spouses	must	build	a	stellar	professional	history	through	work	
that	can	speak	for	itself.	Earlier	in	this	article	I	touched	on	quality	versus	
quantity,	and	here	is	where	this	is	proven.	While	military-affiliated	clients	
may	not	be	in	positions	for	long	periods	of	time,	they	can	make	an	im-
mediate	impact	on	their	future	by	doing	an	extraordinary	job	and	being	
entrepreneurial	in	their	positions,	no	matter	how	long	they	will	hold	the	
job.	In	the	workplace,	this	means	requesting	high-priority	items	and	tak-
ing	projects	that	need	quick	and	outstanding	results.	This	will	provide	
two	benefits	for	their	careers:
1.		Getting	work	done	quickly	and	efficiently.
2.		Leaving	a	lasting	legacy	for	others	to	follow.

I	believe	that	career	practitioners	should	encourage	military	spouses	to	
stand	out	in	the	workplace.	To	do	so,	military	spouses	can	ask	for	the	
key	projects	that	could	impact	company	growth	while	cementing	their	
reputation	for	the	future.	This	can	be	done	in	a	paid	position	or	within	a	
volunteer	opportunity.	Amy	Schofield,	founder	of	Schofield	Strategies,	
is	a	resume	writer	who	works	with	military	spouses.	She	often	encour-
ages	her	clients	to	volunteer	when	they	arrive	in	a	new	area	because	she	
believes	it	helps	them	build	work	experience	and	gain	more	skills	(A.	
Schofield,	personal	communication,	December	27,	2013).	
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In	this	case,	being	entrepreneurial	does	not	necessarily	mean	opening	
a	business,	though	in	the	case	of	military	spouses,	many	already	have.	
Instead,	it	means	taking	on	projects,	in	a	paid	or	volunteer	position,	in	the	
short	term	that	will	yield	long-term	results.	

Employment Challenge 5: Reliable & Workable References
The	mobile	lifestyle	of	military	spouses	uncovers	the	need	for	stellar	
references.	Not	only	should	these	references	speak	highly	of	the	person	
in	question,	they	should	also	be	able	to	speak	of	specific	projects	and	
results	that	were	produced.	Unfortunately,	I	have	worked	with	many	
military	spouses	who	have	overlooked	references	and	neglected	to	obtain	
them	while	at	the	current	duty	station.	This	mistake	should	be	corrected	
as	soon	as	possible.	Military	spouses	need	references	for	their	next	career	
move	because	references	can	reveal	the	tangible	results	achieved	within	a	
period of time. 

Encourage	military	spouses	to	seek	at	least	two	references	as	early	as	
possible	(when	they	are	comfortable)	while	still	employed	at	the	current	
duty	station.	They	will	also	want	to	highlight	a	project,	position,	or	ac-
complishment	they	may	wish	to	be	referenced	to	a	potential	employer.

After	many	duty	stations,	a	military	spouse	can	accumulate	multiple	
references.	This	is	a	good	thing!	You	should	encourage	them	to	move 
contacts around,	using	those	that	are	most	relevant	to	the	jobs	they	are	
going	for.	Most	importantly,	military	spouses	need	to	follow	up	and	keep	
track	of	their	references	after	every	relocation	and	notify	them	when	
they	have	applied	for	a	job.	After	all,	if	references	are	people	who	should	
speak	well	of	you	in	all	situations,	you	should	keep	them	apprised	when	
you	use	their	names.

Employment Challenge 6: Professional Development 
A	final	area	to	assist	military	spouses	with	career	communications	is	in	
professional	development.	By	furthering	their	education	and/or	belong-
ing	to	professional	associations,	military	spouses	develop	content	for	
their	resumes	and	contacts	who	can	help	in	a	job	search.	In	her	work	with	
thousands	of	military	spouses,	Amy	Schofield	says	she	still	finds	only	a	
small	percentage	who	know	about,	or	belong	to,	professional	associations	
(A.	Schofield,	personal	communication,	December	27,	2013).	Member-
ship	in	an	industry-related	association	is	especially	critical	for	military	
spouses,	because	most	are	unable	to	remain	employed	in	a	field	consecu-
tively.	As	association	members,	they	will	be	able	to	keep	abreast	of	cur-
rent	trends	–	a	necessity	to	remain	competitive	within	any	industry.

Conclusion
It	is	clear	that	military	spouses,	who	relocate	frequently,	need	stellar	
career	communications	to	remain	gainfully	employed.	In	addition	to	the	
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strategies	outlined	above,	the	following	list	of	resources	provides	valu-
able	information	for	career	practitioners	to	help	their	military	spouse	
clients	build	and	keep	their	careers	–	despite	the	challenges	they	face.

Resources
Military	Spouse	Employment	Partnership:	https://msepjobs.militaryone-
source.mil/page/about-us
National	Military	Family	Association:	http://www.militaryfamily.org/
Military	Homefront:	www.militaryhomefront.dod.mil
National Conference of State Legislatures: www.ncsl.org
Military	Spouse	Career	Center:	www.military.com/spouse
Army	Career	and	Alumni	Program:	www.acap.army.mil
Navy:	http://www.cnic.navy.mil/
Marine	Corps	Community	Services:	www.usmc-mccs.org
Air	Force:	www.afcrossroads.com
Military	OneSource:	www.militaryonesource.com
Blue	Star	Families:	www.bluestarfam.org
Joining	Forces:	Taking	action	to	serve	America’s	military	families:	http://
www.whitehouse.gov/joiningforces
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Chapter 10

A LIFETIME of EXPERIENCE:
Helping Older Workers 
Communicate Their Employability 
Utilizing Job Search Documents, 
Social Media, and Networking 
by Lorraine Beaman
Several	years	ago	I	worked	with	a	72-year-old	client	who	was	laid	off	
after	15	years	with	the	same	company.	We	worked	together	for	several	
weeks developing his resume and cover letter and discussing in depth the 
changes	that	had	occurred	in	the	recruitment	process	since	his	last	job	
search.	As	he	left	my	office,	I	reminded	him	to	keep	me	updated	on	his	
search. 

A few weeks later I got a phone message from him asking me to call as 
soon	as	possible;	he	had	to	speak	with	me	about	a	problem	he	was	fac-
ing. As I dialed the phone, I tried to think how I was going to handle the 
issue I thought he would want to discuss – age discrimination. I greeted 
him	with	my	usual	introduction,	“Catch me up with what is going on,” 
and	prepared	to	offer	support.	His	response	was, “I have offers from two 
great companies. I need help deciding which one to accept.”

Why	was	this	client	successful	in	securing	a	new	position	within	a	few	
months	when	so	many	job	seekers	in	their	early	fifties	and	later	years	are	
not? Although the rate of unemployment among older workers is lower 
than that for their younger counterparts, older persons who do become 
unemployed spend more time searching for work. (Sok, 2010). The real-
ity	of	prolonged	job	searches	has	been	a	topic	of	discussion	and	research	
for decades. In the article, Are Displaced Workers Now Finished at Age 
Forty? (Rodriguez	&	Zavodny,	2000),	the	authors	note	higher	rates	and	
lengthier	periods	of	unemployment	for	workers	over	forty.	

In	July	2013, The New York Times published	an	article,	Unemployed 
and Older, and Facing a Jobless Future (Tugend, 2013), which in-
cluded	the	opportunity	for	readers	to	respond	to	the	question:	Is there a 
moment when people more than 50 years of age who do not have jobs 
should give up looking, accept their fate, and find other ways to make life 
meaningful?
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Of	the	300	persons	who	responded	to	this	question,	many	shared	their	
stories	of	being	more	than	50	years	of	age	and	unemployed	for	extended	
lengths of time.

So	why	was	the	job	seeker	I	worked	with	able	to	secure	a	position	within	
months	while	the	job	searches	of	other,	equally	qualified	candidates	can	
last	years?	I	believe	a	significant	factor	was	the	job	seeker’s	willingness	
to understand and implement communication strategies that delivered a 
clear message of his skills and accomplishments in a multigenerational 
job	market.

How Are Older Workers Perceived?
The report Employer Strategies for Responding to an Aging Workforce 
(Tishman,	et	al,	2012)	identified	both	negative	and	positive	perceptions	
of	older	workers	reported	by	hiring	managers.	Negative	perceptions	
about	mature	workers	included	inflexibility,	unwillingness	or	inability	
to	adapt	to	new	technology,	lack	of	aggression,	resistance	to	change,	
and	complacency.	Positive	stereotypes	included	experience,	judgment,	
commitment	to	quality,	low	turnover,	good	attendance,	and	punctuality	–	
qualities	they	identified	as	not	being	highly	valued	by	employers.

Can	providing	relevant	information	about	older	workers	influence	the	
decisions	of	hiring	managers	as	they	select	prospective	employees	from	a	
range of age groups? The research reported in Factors affecting employ-
ment decisions about older workers (Lee & Clemons, 1985) seems to 
support	the	hypothesis	that	additional	information	will	increase	the	likeli-
hood	of	a	young	employer	selecting	an	older	job	seeker	from	a	multigen-
erational pool of candidates.

The	purpose	of	this	article	is	to	offer	job	search	coaches	working	with	
job	seekers	more	than	50	years	of	age	(this	group	will	be	referred	to	as	
job	seekers	throughout	this	article)	strategies	for	assisting	them	in	ef-
fectively	communicating	their	workplace	value	in	a	multigenerational	
work	environment	where	their	future	boss	may	be	in	her	twenties	and	the	
company’s	HR	manager	is	in	his	forties.	The	forms	of	communication	we	
will	focus	on	are	job	search	documents,	social	media,	and	networking.	

Job Search Documents
Older	job	seekers	initially	entered	the	job	market	in	their	twenties,	when	
hiring	decisions	were	based	on	the	theory	that	past	performance	was	the	
best	predictor	of	an	employee’s	future	performance.	Current	hiring	strate-
gies	de-emphasize	the	selection	of	employees	based	on	past	performance	
and instead place emphasis on potential for success (Trapp, 2013). 

Prospective	employers	may	hold	the	belief	that	job-specific	experi-
ences	may	slow	down	learning	because	some	knowledge	and	techniques	
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need	to	be	unlearned	before	learning	in	the	new	context	can	take	place.	
Competing	in	today’s	job	market	requires	clearly	conveying	what	the	
job	seekers	can	do,	not	what	they	have	done.	There	are	two	challenges	
here:	(1)	helping	job	seekers	identify	what	they	can	do	and	(2)	leaving	
non-relevant achievements and experiences off their resumes and cover 
letters. In creating an interview-securing resume, length does not matter. 
Impact does. 

Let’s	use	the	example	of	technology.	When	job	seekers	who	have	been	
with	the	same	company	for	20	years	are	asked	to	turn	their	experience	
dealing	with	technological	changes	on	the	job	into	an	accomplishment	
statement	they	might	say,	“I started typing memos on an electric type-
writer and now I produce them using the latest version of Word. Every 
time the company updated a system, I learned the skills necessary to do 
the job.” 

There	are	interesting	facts	but	not	something	that	might	positively	impact	
a	prospective	employer’s	hiring	decision.	What	could	positively	influ-
ence	the	hiring	manager’s	decision	are	details	of	the	job	seeker’s	partici-
pation	in	the	last	upgrade,	how	quickly	the	job	seeker	mastered	skills,	
and	if	she	was	able	to	assist	others	learn	the	new	process.	Notice	I	said	
assist others rather than serve as a mentor or coach. Words like mentor 
and coach	imply	an	older,	more	experienced	person	showing	a	younger	
person	how	to	do	something.	A	prospective	employer	does	not	want	to	
think	of	a	prospective	employee	as	a	mentor	or	coach,	but	as	someone	
who	will	help	her	achieve	her	department’s	goals.

Resumes	written	to	attract	a	prospective	employer’s	attention	need	to	
focus	on	the	job	seeker’s	most	recent	accomplishments	in	the	areas	of	
technological	changes,	implementation	of	industry-leading	strategies,	im-
pact	on	company	profits,	and	examples	of	how	they	worked	on	an	equal	
basis	with	all	co-workers	to	support	the	achievement	of	company	goals.	
Resumes	need	to	deliver	a	clear	message	that	the	job	seeker	is	a	techni-
cally	savvy,	innovative	contributor	who	will	effectively	manage	change	
or,	better	yet,	make	change	happen.	

If	your	job	seekers	do	not	see	themselves	as	technically	savvy,	innova-
tive,	and	able	to	adapt	and	thrive	during	periods	of	change,	help	them	
evaluate	their	achievements	in	these	areas.	Did	they	learn	to	use	the	most	
recent	version	of	Word?	Do	they	use	Google	to	find	answers	to	technical	
questions?	Have	they	found	creative	ways	to	deal	with	budget	cuts	and	
economic	downturns?	Have	they	stood	up	for	what	they	felt	was	right,	
even if it was not the popular opinion? 

Because older workers have had to keep up with technological upgrades, 
make	major	contributions	to	company	goals,	and	quickly	adapt	to	change	



94 ..........Career Planning and Adult Development JOURNAL.....Summer 2014

if	they	wanted	to	stay	employed,	they	often	think	of	these	as	just	part	of	
doing their job, unlike	the	20-	to	30-year-old	for	whom	these	experiences	
are	new	and	who	easily	articulates	adaptations	to	technology	and	leading	
business	initiatives	as	achievements.

Like	the	resume,	the	cover	letter	must	deliver	the	message	that	the	job	
seeker	is	a	highly	competitive	candidate.	Research	conducted	by	the	
Ladders.com (Evans, 2012) discovered recruiters spend, on average, six 
seconds	scanning	a	resume	for	keywords	to	decide	if	it	is	worth	their	
time	to	read	the	resume	completely.	Based	on	these	results,	it	is	safe	to	
assume	the	same	recruiter	may	spend	only	four	seconds	scanning	a	cover	
letter	before	deciding	whether	or	not	to	read	the	letter	in	its	entirety.	

Job	seekers	need	to	use	that	four	seconds	wisely.	I	advise	my	clients	to	
drop	the	traditional	introductory	paragraph	stating	excitement	about	a	
prospective	job	and	instead	immediately	state	why	they	are	qualified	for	
the position. Rather than, I read with great interest your announcement of 
an opening in your accounts receivable department, the opening sentence 
needs	to	do	a	better	job	of	conveying	value:	At (Name of Last Company) 
I exceeded my department’s goals for processing payments while main-
taining the lowest rate of error. I am confident I will be able to duplicate 
this record as an Accounts Payable Clerk for your company. 

Every	job	seeker	has	a	relevant	accomplishment	that	can	set	the	positive,	
action-oriented tone the cover letter needs to deliver. Cover letters should 
include	examples	of	recent	success	in	key	job-related	areas,	while	refer-
ences	to	loyalty	and	longevity	should	be	avoided.	

Social Media
More	Baby	Boomers	(those	50–68	years	of	age)	use	social	networks	
frequently	than	Gen	X	(20–30	year	olds)	and	Gen	Y	(30–50	year	olds),	
and	they	turn	to	LinkedIn	first.	While	Baby	Boomers	are	the	group	most	
likely	to	use	social	media	sites	in	their	job	search,	when	asked	if	they	
take	the	time	to	manage	their	online	presence,	a	majority	said, no, ac-
cording	to	a	2012	survey	by	Beyond.com.

LinkedIn	is	one	of	the	most	effective	job	search	tools	available	to	job	
seekers	and	yet	most	do	not	utilize	the	features	that	can	advance	a	job	
search.	Often	Boomers	will	have	a	LinkedIn	profile	because	a	previous	
employer	required	it.	As	they	start	to	utilize	the	site	in	their	job	search,	
they	may	find	that	access	is	denied	because	it	is	linked	to	a	company	
email	(an	issue	that	can	be	resolved	by	working	with	LinkedIn	staff).	
The	first	step	in	utilizing	LinkedIn	as	part	of	a	job	search	strategy	is	to	
review	the	client’s	profile	and	make	sure	it	is	action-oriented	and	focused	
on	recent	experience.	Examples	of	innovation,	creativity,	and	change	
management	should	be	emphasized.	Often	job	seekers	do	not	recog-



Summer 2014......Career Planning and Adult Development JOURNAL......... 95

nize	the	impact	of	their	work	because	they	put	it	in	the	perspective	of	a	
30-year	career	and	see	progressive	change	rather	than	standalone	ac-
complishments.	The	job	search	coach	can	help	job	seekers	see	the	impact	
of	their	actions	by	asking	what	would	have	happened	if	they	had	not	
performed	their	jobs	in	the	way	they	did.	

Consider	the	example	of	the	employee	who	went	to	her	boss	and	told	him	
that the vendor he was planning to use had failed to deliver on time when 
awarded	a	contract	15	years	earlier.	Her	boss	then	discovered	that	the	
performance	record	of	the	company	was	still	substandard	and	avoided	
making	a	poor	decision.	The	employee	will	often	think	of	this	as	just 
doing my job,	but	asking	what	would	have	happened	if	she	had	not	come	
forward	makes	an	exciting	highlight	in	a	LinkedIn	profile.	The	just doing 
my job	becomes	took actions that resulted in saving a multimillion-dollar 
project.

Information	linked	to	each	company	should	also	be	relevant	and	action	
oriented.	Being	the	employee	of	the	month	in	January	1976	or	logging	
perfect	attendance	between	1985	and	1990	is	something	to	be	proud	of,	
but	not	something	to	include	in	a	LinkedIn	profile.	There	is	no	require-
ment	to	include	employment	back	to	1976.	We	do	want	to	send	the	
message	that,	in	every	position,	the	job	seeker	has	made	major	contribu-
tions,	so	encourage	clients	to	include	information	on	why	they	earned	
an	employee	of	the	month	award	and	accept	the	fact	that	in	the	era	of	
work-life	balance,	not	taking	a	day	off	in	five	years	may	not	be	seen	as	a	
positive accomplishment.

After	the	profile	is	complete,	I	encourage	job	seekers	to	expand	their	net-
work	by	setting	weekly	goals	for	adding	a	specific	number	of	new	con-
tacts.	At	the	beginning	of	their	careers	the	saying,	It is not what you know 
but who you know was a popular expression, and getting to know people 
was	an	accepted	part	of	job	search	strategies.	It	is	important	to	help	job	
seekers	see	LinkedIn	as	a	way	of	safely	connecting	with	decision	makers	
and managing their online image. 

Encourage	them	to	start	by	connecting	with	people	they	know,	those	
individuals’	contacts,	and	staff	of	companies	who	hold	positions	in	their	
field.	I	also	encourage	job	seekers	to	connect	with	internal	and	external	
recruiters, human resource representatives, and department heads. Most 
people	check	the	profile	of	someone	who	has	asked	them	to	join	their	
network.	This	lets	the	job	seeker	deliver	their	action-oriented	message	to	
a wide audience.

As	job	seekers	build	their	network,	they	will	begin	to	have	opportunities	
to	participate	in	LinkedIn	activities.	Each	day	an	email	announcing	job	
changes,	birthdays,	and	employment	anniversaries	arrives.	I	encourage	
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job	seekers	to	send	congratulatory	messages	to	each	person	recognized	in	
those emails. Again, people will wonder who wished them well and view 
the	job	seeker’s	profile.	

The	last	step	in	the	process	is	to	join	and	participate	in	groups	that	are	re-
lated	to	job	search	goals.	The	job	seeker	should	be	encouraged	to	follow	
discussions	and,	when	comfortable,	comment	on	a	topic	and	ultimately	
start a discussion. Again, all of these interactions will draw attention to 
the	job	seeker’s	profile.

A	final	word	about	social	media:	The	job	seeker	needs	to	understand	that	
employers	often	do	online	searches	of	candidates	before	they	are	contact-
ed	for	an	interview.	Encourage	job	seekers	to	Google	themselves,	limit	
access	to	Facebook	pages,	and	make	sure	their	online	image	supports	
their	job	search	strategy.	The	positive	impact	of	a	well-developed	Linke-
dIn	profile	can	be	negated	by	a	Facebook	page	displaying	age-related	
jokes	and	pictures.

Networking
For	the	purposes	of	this	article,	a	differentiation	is	made	between	on-
line networking through social media and off-line networking. Off-line 
networking	is	defined	as	contacts	made	through	cold	calling,	warm	call-
ing,	and	email	contacts	with	individuals	as	part	of	a	focused	job	search	
strategy.	Some	of	these	contacts	may	come	from	online	networking,	but	
the	job	seeker	is	moving	forward	in	developing	an	off-line	relationship.
 

This	type	of	networking	requires	an	introductory	statement	of	accom-
plishments sometimes referred to as 30-second me or an elevator speech
(because	ideally	it	can	be	delivered	in	the	time	it	takes	an	elevator	to	
move	between	floors).	Job	seekers	often	find	articulating	their	strengths,	
and	communicating	them	to	those	who	can	help	with	their	job	search,	
challenging	for	many	reasons.	Often	the	job	seeker	has	been	the	one	
asked	to	provide	career	advice	and	make	introductions;	changing	roles	
can	be	stressful	and	intimidating.	Sometimes	they	see	networking	as	a	
fancy	way	of	begging	for	a	job.	Shifting	the	job	seekers’	viewpoint	can	
be	very	helpful.	Have	them	visualize	the	employer	who	is	so	overworked	
she	can	hardly	take	time	to	eat,	let	alone	spend	quality	time	with	her	fam-
ily	or	go	through	the	processes	of	screening	job	applicants.	By	initiating	
a	connection,	the	job	seeker	can	bring	the	skills	and	talents	necessary	to	
provide	the	support	the	overworked	employer	needs.	Many	times	when	
I	have	asked	clients	to	imagine	this	employer,	they	have	shared	that	they	
have	been	in	the	same	position	–	needing	help	but	too	busy	to	spend	the	
time	needed	to	find	a	qualified	employee.	

To	create	a	customized	statement	of	accomplishments,	ask	job	seekers	
to	define	the	value	they	will	bring	to	a	new	employer.	Focus	on	recent	
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experience,	not	longevity	and	loyalty.	Emphasize	technical	skills,	project	
management successes, and process improvements. A well-crafted intro-
ductory	statement	will	allow	job	seekers	to	be	prepared	to	respond	to	the	
tell me about yourself request	and	build	self-confidence	in	the	value	they	
will	bring	to	their	next	employer.

Once	the	introductory	statement	is	completed,	it	is	time	to	use	it.	Deter-
mine	the	level	of	comfort	your	client	has	with	networking.	The	success-
ful	sales	representative	may	require	only	a	quick	review	of	his	30-second 
me before	picking	up	the	phone	and	working	through	his	contact	list.	
The	computer	programmer,	on	the	other	hand,	may	require	help	getting	
past	staring	at	the	phone	or	preparing	updates	on	her	failure	to	identify	
individuals to contact. 

I	have	clients	identify	their	comfort	level	with	networking	on	a	scale	
from I would rather chew off my leg to Where is the phone and how do 
I get an outside line. The scale was developed when I was working with 
a computer programmer who said he would rather chew off his leg than 
network.	When	I	laughed,	he	looked	me	in	the	eye	and	said,	I will roll 
up my pants and start chewing on my leg if that is what I need to do to 
convince you. We	turned	his	introductory	statement	into	a	well-developed	
email and started sending it to the IT directors of companies for which he 
wanted	to	work.	He	refused	to	send	it	to	friends	and	colleagues	because	
he did not want to bother	them.	One	day	I	walked	by	his	work	station	
and heard him having a conversation that he had initiated with a potential 
employer.	When	asked	about	the	call,	he	let	me	know	that	the	employer	
had	asked	him	to	call	and	that	it	would	be	rude	not	to	call	someone	who	
asked	you	to	call.	The	end	of	the	story	is	that	those	cold e-mails did lead 
to	an	offer	and	that	every	job	seeker	can	find	a	way	to	network	effec-
tively.

Summary
All	those	seeking	employment,	regardless	of	age,	are	encouraged	and	
sometimes	required	to	communicate	their	skills,	abilities,	and	accom-
plishments	through	job	search	documents,	social	media,	and	network-
ing.	The	challenges	faced	by	job	seekers	discussed	in	this	article	include	
overcoming	the	stereotypes	of	older	employees	by	carefully	crafting	and	
delivering	the	message	that	they	are	highly	qualified	and	motivated.	The	
role	of	the	job	search	coach	is	to	assist	in	overcoming	these	barriers	by	
facilitating the translation of a lifetime of experience into a focused mes-
sage	of	employability.
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Chapter 11

TECHNIQUES and TOOLS for 
EFFECTIVE COVER LETTERS and e-
NOTES 
by Kristin Johnson
For	many	job	seekers,	cover	letters	are	either	a	mystery	or	a	nuisance	–	
generally	not	something	positive.	What	if	we,	as	career	professionals,	
could empower them to view writing these documents in a more positive 
light?	By	providing	some	straightforward	techniques	and	tools,	we	can	
make this task much easier and more effective for them. 

Most	of	my	clients	tell	me	they	don’t	hate	writing	cover	letters;	they	just	
don’t	know	what	to	say	in	them.	They	also	have	many	questions	about	
things	they’ve	read	not	to	do	anymore,	how	long	their	letters	should	be,	
or	whether	they	need	them	at	all.	Sound	familiar?

The	purpose	of	this	article	is	to	provide	support	to	you,	the	career	profes-
sional,	in	encouraging	job	seekers	to	write	these	very	necessary	docu-
ments	better	and	more	quickly.	But,	before	I	launch	into	techniques	and	
tips,	a	definition	of	the	modern	cover	letter	is	in	order.	

According	to	a	virtual	seminar	given	by	The	Resume	Writing	Academy	
(2013),	a	cover	letter	“is a communication sent with a resume to convey a 
job seeker’s qualifications.” It	is	first-person	correspondence	that	accom-
panies	a	resume	to	explain	why	the	person	is	sending	it,	and	to	make	the	
case	for	being	the	best	candidate.		Traditionally	sent	in	the	postal	mail,	
cover	letters	are	now	primarily	sent	electronically.	Either	in	the	body	
of an email, as an attachment, or uploaded into an Applicant Tracking 
System	(ATS)	for	an	employer	or	job	board,	these	electronic	cover	letters	
are	called	“E-Notes.”	

Now	that	we’re	clear	on	what	a	cover	letter	is,	I’ll	clarify	how	you	can	
answer	the	most	common	questions	job	seekers	might	approach	you	
with.	Also,	you’ll	get	some	practical	tips	to	writing	these	letters	more	ef-
fectively,	as	well	as	some	helpful	resources	for	future	reference.	

Question #1: Do I really need a cover letter?
The	biggest	question	job	seekers	have	is	whether	cover	letters	are	even	
needed	at	all.	They’ve	heard	that	no	one	reads	them	anymore.	Well,	as	
was true with Mark Twain, rumors of the demise of the cover letter have 
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been	greatly	exaggerated.	It’s	true	that	many	employers	discard	the	cover	
letter	and	go	straight	to	the	resume,	but	it’s	also	true	that	many	don’t.	

In	fact,	according	to	Career	Directors	International’s	Global	Hiring	
Trends	Survey	(2012),	26	per	cent	of	hiring	authorities	state	that	they	
continue	to	read	cover	letters.	That’s	more	than	one	reader	out	of	every	
four!	So,	yes,	a	cover	letter	is	still	something	job	seekers	will	want	to	use	
to	gain	the	best	odds	of	getting	an	interview.	And	while	the	cover	letter	
doesn’t	need	to	be	long	–	in	fact,	it	should	be	short	–	job	seekers	should	
put	all	the	effort	into	it	that	they	would	if	they	were	100	percent	sure	it	
was	going	to	be	read.	Because	they	just	don’t	know	which	hiring	manag-
ers will read it. 

Question #2: What is the point of the cover letter anyway?
The	cover	letter	offers	the	candidate	a	chance	to	connect	the	dots	be-
tween his resume, where he presents a more formal, professional skill 
set,	to	the	enthusiastic,	productive,	engaged	worker	who	perfectly	match-
es	the	company’s	corporate	culture.	It’s	the	chance	to	use	the	words,	“I,”	
“me,”	and	“my,”	transforming	the	job	seeker	from	a	number	in	the	ATS	
into	a	real,	hirable	person.	

According to the RWA seminar, cover letters serve as a/an: 
•	 Introduction	of	the	candidate	to	the	company.
•	 Marketing document to sell the	candidate’s	skills	and	talents.	
•	 Priority	list	of	the	job	seeker’s	best	qualifications,	accomplishments,	

and	other	items	that	cause	her	to	rise	above	all	other	applicants.
•	 Persuasive	call-to-action,	priming	the	employer	to	reach	out	to	the	

candidate for an interview.

If	job	seekers	don’t	make	the	most	of	this	opportunity,	they’re	going	to	
be	at	a	disadvantage.	A	cover	letter	provides	them	with:
•	 More	keywords	in	their	submitted	documents,	allowing	for	a	higher	

ATS score.
•	 Additional accomplishments to strengthen the case for hiring.
•	 Personal stories or connections, explaining an interest in the com-

pany.
•	 Another avenue to demonstrate written communication skills and 

attention to detail.
•	 Persuasive	language	to	inspire	quick	action.
•	 A	tangible	way	for	job	seekers	to	show	their	reliability	(if	they	follow	

up	when	they	said	they	would).

The	above	points	should	convince	any	job	seeker	to	take	the	time	to	write	
a	cover	letter	or	e-note.	One	of	the	CDI	survey	respondent’s	comment	
perfectly	sums	the	value	of	cover	letters:	“They often provide insights 
two-dimensional resumes fail to provide.” 
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Many	people	think	that	to	accomplish	all	of	those	things,	the	cover	letter	
would	need	to	be	several	pages	of	densely	packed,	long	paragraphs.	This	
couldn’t	be	farther	from	the	truth,	which	brings	us	to	the	next	question	
job	seekers	have.

Question #3: How long does it need to be? Can I just send it in an 
email?
In	the	current	era	of	texts	and	tweets,	with	readers’	attention	spans	quick-
ly	shrinking,	brevity	is	crucial.	And,	yes,	since	so	many	cover	letters	are	
now	emailed	in	the	e-note	format,	an	effective	length	could	be	as	short	as	
a	couple	of	paragraphs	with	several	bullets	between.	When	recommend-
ing	cover	letter	length	to	job	seekers,	keep	in	mind	these	statistics:

More	than	8	out	of	10	HR	professionals	spend	less	than	one	minute	read-
ing	a	cover	letter,	according	to	a	SHRM	survey	(2005).	Note	that	this	
survey	was	conducted	in	2005	—	before	the	recession.	Since	then,	the	
market	has	been	flooded	with	applicants,	putting	even	more	demands	on	
hiring managers.

According	to	a	survey	conducted	in	2011	by	Saddleback	College	in	
Orange	County,	California,	of	87	respondents:
12.6 per cent preferred a full-page cover letter
43.7 per cent preferred a half-page
19.5 per cent had no preference
24.1 per cent stated “the shorter the better”

Whether writing an e-note or cover letter to mail with a resume, less is 
decidedly	more.	Condensing	these	career	communications	can	be	much	
harder	than	writing	a	longer	letter,	it’s	true.	So,	how	do	career	profession-
als	instruct	job	seekers	to	accomplish	this	seemingly	impossible	task	of	
writing “tight”? 

The	book	Write Tight: Say Exactly What You Mean With Precision 
and Power	by	William	Brohaugh	is	a	great	resource	for	learning	more	
concise	communication.	Consider	sharing	the	following	tips	with	your	
clients:
•	 Prepare	yourself	for	writing.
•	 Have	a	clear	focus	on	the	purpose	for	writing.
•	 Outline	three	main	points	you	want	to	cover.
•	 Detail	three	brand	attributes	that	set	you	apart	from	your	competition	

that	you	want	to	be	sure	to	cover.
•	 Remove	emotionality	from	the	words	you	choose.	If	you	are	married	

to	a	particular	word,	editing	becomes	more	difficult.
•	 Chop	words	when	you	edit.	Be	on	the	lookout	for	redundant	phrases,	

carefully	examining	the	adjectives	you	choose.
•	 Copy	your	first	draft	into	a	new	document	before	editing	so	that	you	
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can	cut	words	out	without	worry.
•	 Avoid	jargon,	clichés,	trendy	words,	or	flowery	language.
•	 Get	to	the	point	clearly,	as	opposed	to	saying	things	in	a	roundabout	

way.
•	 Keep	shortening	and	clarifying:		Check	to	make	sure	the	flow	of	the	

writing	makes	sense.	Rearrange	sentences	if	things	get	jumbled	or	
off-track.	Rein	yourself	in!

•	 If	descriptions	become	too	long,	refer	the	reader	to	another	source	
for	more	information.	A	LinkedIn	profile,	professional	blog	post,	or	
company	website	are	great	ways	to	elaborate	on	the	brief	information	
presented in a cover letter.

•	 Continue	to	ask	yourself, “Does this strengthen my case for hire? 
Will readers really value this information? Is this in alignment with 
my most important brand attributes?”

To	help	myself	write	concisely,	I	follow	the	advice	of	pretending	that	I’m	
being	charged	money	for	every	word	I	write.	I	also	always have a second 
set	of	eyes	review	what	I’ve	written.

Learning	to	write	shorter	cover	letters	can	mean	the	difference	between	
a	job	seeker	getting	an	interview	or	ending	up	in	the	reject	pile.	Using	
e-notes	can	give	a	candidate	an	even	bigger	leg	up.	There	are	several	ad-
vantages	to	writing	an	e-note	versus	a	traditional	cover	letter,	one	being	
that	it	forces	the	writer	to	be	very	clear	and	confident	about	the	reasons	
why	they	should	be	considered.	There	is	less	room	for	rambling.

According	to	award-winning	resume	writer	Gayle	Howard	of	
Top Margin, other advantages are that an e-note:
•	 Gives	the	impression	of	a	more	modern	and	tech-savvy	candidate.
•	 Delivers	a	more	considerate,	to-the-point	communication;	says	the	

writer	values	the	reader’s	time	and	attention.
•	 Provides	additional	branding	opportunities	in	the	subject	line	and	

signature	block.
•	 Allows for a higher likelihood that the message will at least receive a 

quick	scan,	since	it	is	so	brief	and	is	visually	segmented.
•	 Starts	selling	the	job	seeker	quicker	and	more	effectively	than	a	

lengthy	letter.
•	 Permits	the	writer	to	bypass	more	acceptably	a	salutation	to	a	spe-

cific	person	without	appearing	rude.

Most	of	the	time,	your	job	seekers	will	want	to	reap	the	advantages	of	us-
ing	an	e-note,	especially	when	applying	via	job	board,	email,	or	company	
website.	When	they	are	communicating	with	someone	they	know	doesn’t	
usually	read	cover	letters,	or	is	particularly	pressed	for	time,	I	highly	
recommend using an e-note. 
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However,	clients	may	wonder	what	is	appropriate	for	this	newer	type	of	
communication.

Question #4: How different is an e-note, really? What does it consist 
of?	E-notes	differ	mostly	in	the	length.	E-notes	also	have	shorter	2–3	
line	paragraphs	and	often	a	bulleted	presentation	style.	When	writing	an	
e-note,	extra	attention	is	placed	on	direct,	clear,	extremely	brief	points	
that	support	a	central	strategy	in	conveying	the	case	for	hire.	An	e-note	
consists of 
• Targeted subject line,	ideally	including	the	job	title	and	branding	

statement.

Example:	Subject:	Business	and	Financial	IT	Director:	Initiative-Driven	
Growth and Process Improvement

• Opening statement of one or two sentences where the candidate 
concisely	spells	out	the	obvious	reason	why	she	is	writing.	(Don’t	
make	a	hiring	manager	guess.)	Start	the	letter	off	strongly	by	giving	
a solid example or metric that illustrates how past accomplishments 
will	be	an	asset	to	the	hiring	company	in	the	future.

Example: Under my leadership, the IT department at XYZ Corp. deliv-
ered more than $2M in savings through technology upgrades and process 
improvements – at a cost of less than $20K. I am confident my proven 
leadership skills and technical expertise will be valuable as your next 
Business and Financial IT Director. 

A	word	about	name-dropping.	If	your	client	can	mention	a	personal	re-
ferral	in	the	opening	statement,	he	should	do	so!	People	hire	people	they	
know and like. Candidates increase their chance of gaining an interview 
if an internal contact or other trusted source will vouch for them. 

• Bulleted body	to	substantiate	the	brand	statement	and	garner	inter-
est. 

Example: Further proof of my impact on operational efficiency and the 
corporate bottom line:
PROCESS IMPROVEMENTS – Slashed time to release new policies in 
half	during	first	six	months	as	VP	of	Operations.
TEAM ENGAGEMENT – Boosted attendance of operations center staff 
by	75	per	cent	in	nine	months	through	recognition	and	collaborative	
programs.
TECHNOLOGY	IMPLEMENTATION	–	Improved	production	40	per	
cent	in	billing	department	by	modernizing	technology	and	transitioning	
to paperless environment.  
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Conclusion:
In	this	section,	the	writer	should	be	professionally	assertive.	This	is	the	
place	to	inform	the	reader,	politely,	that	the	cover	letter	and	resume	are	
not	the	final	messages	they’ll	receive	from	the	candidate.	In	fact,	the	
reader can expect a follow-up call next week.

Example: I welcome confidential discussions of how I may add addi-
tional value to MetLife. I will contact your executive assistant early next 
week to schedule a meeting. In the meantime, please see my enclosed 
resume.

• Closing: Signing	off	with	“Sincerely,”	“Best	Regards,”	or	“Thank	
you	for	your	consideration”	is	a	courtesy	not	to	be	forgotten.	

• Candidate’s name: If	the	job	seeker	has	a	common	name,	she	
should consider adding her middle initial or credentials at the end of 
the	name	to	prevent	identity	confusion	when	the	employer	searches	
online	to	learn	more	about	her.

• Signature block: This is a must. The writer will want to provide 
contact	information	to	make	it	easy	for	the	hiring	authority	to	contact	
him.	The	signature	block	should	include	a	phone	number,	email,	
LinkedIn URL, and other social media information. She should also 
list	any	branding	information,	tagline,	or	website.	Mentioning	an	
award	won	or	notable	accomplishment	is	another	opportunity	to	sell	
himself. 

•	 Just use a dashed line or symbols	to	separate	your	signature	from	
the e-note, as in these examples:

==========================
Jamie Johnson, MBA 
Cell: 920-555-1212 
Email:	jjmba@gmail.com
LinkedIn:	www.linkedin.com/jjmba
Twitter:	@jjmba

++++++++++++++++++++++++++
Eduardo	C.	Flores
Cell:	312-555-1212	**	Email:	jcflores@gmail.com	**	LinkedIn:	Linke-
din.com/jcflores

->->->->->->->->->->->->->->->->-
Elena Kim
Voted	“Best	Realtor	in	Orange	County	2013”
Cell: 405-555-1212
Email:	realtor.elena@firstrealty.com
LinkedIn: linkedin.com/elenakim
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An	e-note	is	the	perfect	way	to	start	the	hiring	conversation.	Job	seekers	
should	be	on	the	lookout	for	a	response.	They	may	be	pleasantly	sur-
prised	when	the	hiring	manager	writes	back!

Question #5: When is a traditional, mailed cover letter still the way 
to go?
Candidates	will	want	to	mail	a	cover	letter	whenever	that	is	requested.	
It’s	not	uncommon	for	government	positions,	positions	filled	by	a	panel,	
or	companies	using	a	very	formal	hiring	process.	I’ve	also	heard	anecdot-
al	testimonies	from	colleagues	in	HR	that	they	don’t	at	all	mind	when	a	
candidate	follows	up	with	a	mailed	letter	after	applying	online.	Although	
these	anecdotes	are	not	a	formal	survey,	trying	new	things	with	a	job	
search can sometimes produce positive results. 

Question #6: Who do I address it to?
Remember	the	days	when	you	had	to	send	a	cover	letter	
To Whom It May Concern?	The	world	has	changed.	Today,	a	hiring	
manager	will	appreciate	a	job	seeker	going	the	extra	mile	to	use	her	name	
(and	spell	it	correctly).	Websites	like	jigsaw.com,	Glassdoor.com,	and	
LinkedIn can help in locating the decision maker. 

If the applicant is not sure who to send the letter to even after searching 
online,	he	may	try	using	informational	interviewing	techniques	(blog	
post,	2013)	to	figure	out	a	good	contact.	When	addressing	a	cover	let-
ter to someone whose gender is uncertain, encourage him not to make 
any	assumptions.	A	quick	social	media	search	often	will	show	a	profile	
picture to clear up the confusion.  If all searches and strategies still lead 
nowhere,	the	Saddleback	survey	(2011)	showed	the	following	preferenc-
es	for	addressing	a	cover	letter.	Here	is	the	breakdown	for	the	question,	
“If	candidates	do	not	know	who	to	send	the	cover	letter	to,	how	should	
they	address	it?”

40.5 per cent:   Dear Hiring Manager
27.4 per cent:   To Whom it May Concern
17.9 per cent:   Dear Sir/Madam
8.3	per	cent:					Leave	blank	if	don’t	know	the	name
6 per cent:        Dear Human Resource Director

Short	of	knowing	a	living,	breathing	human	being	to	address	it	to,	
Dear Hiring Manager	appears	to	be	the	next	best	option.

Question #7: What’s the best way to send an e-note?
The	cover	letter	should	not	be	included	as	an	attachment	to	an	email.	
This	approach	asks	the	employer	to	take	a	few	additional	moments	and	
hit	a	few	additional	keys	to	actually	open	the	letter,	and	some	employers	
will	not	be	willing	to	do	that.	Instead,	include	the	text	of	the	cover	letter	
in	the	email	body	itself.
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Question #8: How do I write a strong, personalized cover letter — 
without sounding pompous?
After	addressing	the	letter	to	the	correct	person	and	clearly	stating	the	
position	being	applied	for,	the	candidate	should	quickly	get	to	the	heart	
of	what	she	can	contribute	to	the	company.	The	best	approach	is	to	stick	
to	the	facts	of	relevant	accomplishments,	avoid	jargon	unless	completely	
necessary,	and	use	brief,	readable	language.	It	is	possible	to	pack	a	lot	of	
compelling	information	into	a	small	space,	as	you	can	see	in	this	ex-
ample:

Advancing	complex,	multi-departmental	operational	projects	to	comple-
tion	in	higher	education	–	with	servant	leadership	strengths	–	is	my	
specialty.	Please	consider	allowing	me	to	contribute	my	expertise	to	the	
University	of	Wisconsin	–	Madison	for	your	Director	of	Customer	Rela-
tionship Management position in the Department of Information Tech-
nology.	I’ve	excelled	in	this	field	by	systematically	analyzing	policies,	
procedures,	and	team	member	dynamics,	then	applying	relational	leader-
ship	techniques	to	manage	teams.			My	signature	accomplishments:

Electronic Systems:	Saved	$1.4M	in	the	first	year	of	installing	ATMs	
and	executing	Higher	Pay,	same-day	electronic	refunds	for	students	–	a	
dramatic	improvement	over	prior	5–7	day	wait	time.	

Electronic Storefronts:	Implemented	web	system	to	take	payment	for	
courses,	extra-curricular	lessons,	and	donations	to	foundation,	bolstering	
college	revenue	by	$2.2M	in	first	6	months.

Automated Payments: Overhauled	payment	to	third-party	vendors	from	
issuing	paper	checks	to	using	Digitech	ERP	system,	saving	resources	and	
overhead.

Steering change to attain initiative-driven staff development, operations 
process	improvement,	and	technology	modernization	is	the	expertise	
I	bring	to	the	UW.	I	will	follow	up	early	next	week	to	discuss	how	my	
success	in	financial	and	business	management	might	add	value	to	your	
organization. 

Thank	you	for	your	consideration,
Evelyn	Douglas
Attachment: Resume
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
Cell:	(608)	555-1212						Email:	Evelyn.Douglas@gmail.com
LinkedIn:	linkedin.com/evelyndouglas					Skype:	@evdouglas
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The	content	above	shows	the	candidate’s	strengths	without	using	“fluffy”	
wording	that	may	be	off-putting	to	a	hiring	manager.	

Question #9: How do I avoid just regurgitating what’s on my 
resume?
Most	job	seekers	have	heard	that	it’s	not	good	to	be	redundant	in	their	
cover	letters.	In	that	regard,	they	know	what	 not 	to	say.	So,	what	to say?
Again,	they	should	simply	state,	right	off	the	bat,	what	they	contribute	to	
solving	the	company’s	concerns.	The	cover	letter	is	the	place	to	provide	
additional information that will tie what is in the resume to the com-
pany’s	needs.	Research	can	help	job	seekers	figure	out	the	company’s	
challenges	so	that	the	accomplishments	will	resonate	with	them.	Here	are	
some	things	job	seekers	can	do	to	get	these	insights:

•	 Read	recent	press	releases	on	their	website.	
•	 Use	Google,	Yahoo!	Finance,	and	Glassdoor.com	to	find	out	what	

insiders	are	saying	about	corporate	culture.	
•	 Check	out	what	followers	on	social	media	are	saying	about	the	com-

pany	and	how	the	company	handles	those	comments.	
•	 Do	informational	interviews	with	connections	in	the	company	(or	

their	competitors)	to	uncover	issues	that	may	not	be	public.
•	 Ask	themselves,	is	the	company	growing?	Or,	going	through	reorga-

nization	and	downsizing?	What	skills	do	I	have	that	would	contribute	
with	regard	to	the	issues	they	are	experiencing?

In	addition,	job	seekers	may	wish	to	add	to	their	cover	letter	additional	
information	that	will	help	make	their	case.	They	can:

•	 Include	clear	statements	that	demonstrate	how	their	unique	value	
could	provide	benefits	to	the	organization.	

•	 State	why	the	company	is	of	interest,	making	the	e-note	more	per-
sonal. 

•	 Spell	out	exactly	how	the	their	skills,	work	style,	or	personality	re-
lates	to	what	is	known	about	the	company.	

•	 Paint a picture of future success to get the hiring manager thinking 
about	how	the	candidate	can	fit	in	to	their	organization.

•	 Describe	any	professional	or	personal	history	with	the	company.	

The	cover	letter	is	where	the	candidate	truthfully	explains	why	he	wants	
to	work	specifically	for	that	company.	Pointing	to	aspects	of	the	resume	
is	acceptable,	but	expanding	on	key	successes	and	making	clear	connec-
tions	to	the	employer	is	key	to	getting	the	cover	letter	read.

Question #10: Do I have to write about how I lost my last job in my 
cover letter?
Although	job	seekers	can	expect	to	answer	questions	during	an	interview	
about	why	they	are	looking	for	a	job,	this	fact	doesn’t	necessarily	need	to	
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be	mentioned	in	a	cover	letter.	It	depends	greatly	on	the	person’s	situa-
tion.		Of	course,	the	purpose	for	communicating	with	an	employer	should	
be	touched	on.	But	if	the	details	would	hurt	the	job	seeker	and	immedi-
ately	rule	her	out	of	the	interview	process,	it	is	vital	to	put	a	positive	spin	
on	the	situation.	Obviously,	a	letter	stating, Since I was fired from my last 
job for stealing, I thought I’d apply with your company,	would	be	a	poor	
opening. 

The applicant could instead write, I’ve always been skilled at recogniz-
ing and protecting process loopholes in your company’s industry and was 
pleased when my colleague, Bob Smith, informed me of an opening in 
your auditing department.

In	this	opening,	the	sender	is	stating	why	he	is	writing:	to	apply	for	the	
position	his	friend	told	him	about.	No	need	to	mention	the	incident	that	
might hurt him if it were revealed too soon. 

If	it	really	is	in	the	best	interest	of	the	candidate	to	give	a	specific	reason,	
it’s	important	that	it’s	consistent	with	public	record	and	social	media	
content,	concise,	plausible,	and	ultimately,	framed	in	a	positive	light.

Question #11: Do I have to give salary information in my cover
letter?		This	is	a	tricky	question	and	requires	a	thoughtful	strategy.	

If	the	information	is	requested	in	the	job	posting,	or	by	the	recruiter	for	
a	position,	a	job	seeker	who	fails	to	include	it	may	be	considered	rude,	
lazy,	or	inattentive	to	detail.	To	avoid	being	disqualified,	the	issue	will	
need	to	be	addressed.	But	whether	numbers	are	given	is	up	for	debate.

Donna	Svei,	Avid	Careerist,	recommends	addressing	any	possible	pay	cut	
head-on	(2013).	Her	client	was	looking	for	more	rewarding	work,	not	a	
large	salary.	Because	the	issue	was	addressed	directly,	it	was	not	
perceived	negatively.	

There	are	several	options	for	dealing	with	a	request	for	salary	require-
ments.	According	to	career	expert	Allison	Doyle,	of	About.com,	the	
candidate could:

Give	a	realistic	range,	based	on	industry	research,	My salary requirement 
is $90K–$100K.
State	that	she	is	flexible	based	on	the	total	compensation	and	benefits	
package.		If	a	salary	history	is	required,	it	is	critical	to	be	honest.	The	em-
ployer	may	ask	for	proof	of	compensation	later	and	the	job	seeker	would	
not	want	to	be	caught	in	a	lie.

Another	recommendation	is	to	not	provide	information	that	would	be	
cause	for	an	employer	to	eliminate	the	candidate	outright.	Instead,	state	
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that	salary	can	be	discussed	at	a	later	time	once	the	applicant	determines	
that	the	position	would	be	a	good	fit.		Ultimately,	it	is	a	touchy	situation	
with	no	universal	right	or	wrong	answer	but	where	career	professionals	
can	provide	valuable	guidance	to	job-seeking	clients.

Cover Letter Recap
The	bottom	line	for	cover	letters	and	e-notes	is	to	write	a	clear	and	tight	
message,	densely	packed	with	accomplishments	that	will	resonate	with	
the	hiring	manager.		It	does	take	forethought	and	practice,	but	with	one	
in	five	workers	preparing	to	change	jobs	in	2014,	according	to	a	recent	
survey	by	Monster.com	(2014),	it	makes	sense	for	job	seekers	to	make	
the	best	impression	possible.	
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Chapter 12

WHY the LINKEDIN PROFILE may be 
MORE IMPORTANT than the RESUME
by Laura M. Labovich
It’s	official:	the	world	has	turned	social.	With	the	number	of	LinkedIn	
users	at	well	over	200	million	and	growing	(Nishar,	2013),	it’s	no	sur-
prise that recruiters and companies alike are turning to the social giant to 
discover	qualified	candidates	and	turn	them	into	lasting	employees.	As	
with	so	many	other	industries,	career	management	has	turned	digital.	As	
employers	become	increasingly	less	loyal	and	more	fickle,	even	happily	
employed	professionals	must	maintain	an	active	LinkedIn	presence	to	be	
ready	for	anything	at	any	time.	And,	as	career	professionals	have	been	
saying	for	years,	job	seekers	without	a	LinkedIn	profile	are	putting	them-
selves, and their careers, at a severe disadvantage.

The Traditional Job Search Doesn’t Work Any Longer
Traditional	resumes	are	likely	to	remain	a	crucial	part	of	the	job	search	
process,	but	their	significance	really	comes	into	play	after	candidates	are	
found by	a	recruiter	via	a	job	board	or	as	a	result	of	a	search	in	an	appli-
cant	tracking	system	(ATS).		An	oft-debated	statistic	is	of	the	percentage	
of	people	who	get	hired	through	an	online	job	posting.	The	number	has	
been	touted	to	be	as	low	as	2	per	cent	and	as	high	as	15	per	cent,	depend-
ing	on	the	source.	(What	all	experts	can	agree	on	is	that	it’s	extremely	
low.)	Despite	the	statistics,	many	job	seekers	spend	far	too	much	time	
pursuing	online	openings	and	often	are	rewarded	with	a	one-way	trip	to	
the	black	hole	along	with	healthy	competition	for	the	positions	to	which	
they	apply.	

In an article on ere.net, Dr. John Sullivan (2012) shared staggering num-
bers:	A	whopping	46	per	cent	of	all	hires	at	top-performing	firms	come	
through	referrals,	and	not	only	are	referrals	the	number	one	source	of	
hires,	they	are	also	the	number	one	source	of	quality	hires!	But	candi-
dates	can	be	referrals	only	when	they	stop	targeting	jobs	(and	getting	
into	the	company	as	an	unknown)	and	start	targeting	people	(who	can	
endorse	them	in	advance	of	an	opening).	Having	a	list	of	target	compa-
nies,	along	with	a	strategy	for	getting	into	these	organizations	to	become	
a	known	candidate	–	via	alumni	clubs,	professional	associations,	former	
colleagues,	mentors,	sponsors,	or	other	–	is	the	best	way	to	be	an	internal	
referral	and	have	a	top	chance	at	landing	a	job.
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A	LinkedIn	profile	offers	the	proverbial foot in the door that	is	ultimately	
more	essential,	especially	as	job	seekers	replace	the	ineffective	approach	
of	applying	to	online	job	listings	in	favor	of	networking	in	advance	of	an	
opening.	At	the	end	of	the	day,	the	resume	is	great	for	targeting	jobs,	but	
the	LinkedIn	profile	is	great	for	targeting	companies,	which	is	really	the	
way	to	get	a	job	in	2014.	

Your LinkedIn Profile Acts As A Billboard.
It	is	always	working	on	your	behalf,	even	when	you’re	not	on	the	road	
to witness it. “Employers are reviewing your profiles to see what kind of 
person you are outside of work, who you’re connected to, and how you 
present yourself,”	according	to	author	and	branding	expert	Dan	Schaw-
bel	(2011).	“Each gives clues to how well you can fit into the corporate 
culture.” 

Before	social	media,	recruiters	and	hiring	managers	had	very	little	proof	
about	a	candidate’s	ability,	shy	of	what	information	the	job	seeker	him-
self	could	offer.	Now,	recruiters	can	achieve	a	broader	picture	and	better	
idea	before	any	contact	is	initiated.	This	allows	job	seekers	the	opportu-
nity	to	wow	their	ideal	audience,	show	up	in	more	searches,	and	be	more	
interesting	and	appealing	candidates	once	they	are	found.	

By	building	an	online	presence,	employers	can	find	their	ideal	candidates	
and,	in	turn,	job	seekers	will	have	more	opportunities	at	their	disposal.	
In	contrast,	those	who	don’t	build	an	online	presence	and	instead	rely	on	
their	resume	will	seemingly	appear	invisible	to	most	employers	and	will	
get	passed	over	in	favor	of	more	savvy	applicants.

Transforming	a	push-based	marketing	approach	–	focused	on	sending	
out resumes to online postings – to a pull approach – focused on making 
online	content	interesting,	engaging,	and	sticky,	thus	bringing	eyeballs	to	
it	–	can	enable	job	seekers	to	take	advantage	of	the	more	effective	way	
to	land	a	job:	through	their	connections.	Additionally,	job	seekers	simply	
land	faster	if	they	adopt	an	entrepreneurial	mindset	and	own	their	mar-
keting	message.	An	entrepreneurial	mindset	–	taking	total	responsibility	
for	yourself	and	the	way	you	make	your	money	–	is	becoming	more	and	
more accepted and even preferred. Entrepreneurs live in a world that 
makes	them	highly	accountable,	where	they	get	a	report	card	every	few	
weeks	or	months.	Like	salespeople,	entrepreneurs	wake	up	every	morn-
ing	and	know	they	must	take	initiative,	execute	their	business	plan,	and	
cultivate	existing	and	new	relationships	if	they	are	going	to	make	any	
money	that	day.	

As	Ben	Franklin	once	said,	the early bird gets the worm, and this adage 
is	apropos	for	job	search	as	well.	By	creating	a	compelling	online	pres-
ence,	job	seekers	can	use	LinkedIn	in	the	way	entrepreneurs	use	a	web-
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site,	to	create	an	exciting	landing	page,	or	billboard,	to	which	they	can	
drive	their	ideal	audience,	instead	of	waiting	for	that	perfect	job	to	open.

The LinkedIn Profile is Easy to Modify and Update
Even	the	best	resumes	by	the	most	talented	resume	writers	and	job	seek-
ers	depict	the	past.	They	act	as	a	career	snapshot,	displaying	carefully	
selected	skill	sets	and	achievements	from	the	candidate’s	history	based	
on	his	current	or	future	job	target.	Although	a	resume	is	still	an	effec-
tive	way	to	disclose	qualifications	for	a	specific	job,	it	can	too	quickly	
become	a	stagnant	document,	frozen	and	immobile	while	the	world	
continues around it. 

In	contrast,	a	LinkedIn	profile	can	be	a	vibrant,	robust,	live	document	
that	does	not	stagnate.	Making	changes	to	a	LinkedIn	profile	takes	a	mat-
ter	of	minutes.	Adding	a	certification	to	your	experience	or	incorporating	
a new skill into the skills and endorsements section can take as little as 
30	seconds,	while	altering	a	carefully	crafted	two-page	resume	–	perfect-
ed over months of trial-and-error, or via the help of a professional – can 
take	hours	or	days.	

Moreover,	job	seekers	who	take	an	active	part	in	tracking	these	new	
achievements, accomplishments, awards, degrees, skills, and more will 
find	that	their	LinkedIn	profile	can	be	a	fun	place	to	archive	it	all	on	a	
regular	basis.

LinkedIn Isn’t Solely For the Unemployed
During	a	period	of	employment,	it	is	equally	important	to	maintain	an	
up-to-date	LinkedIn	profile	as	it	is	to	maintain	an	updated	resume	–	if	not	
more	so.	Keeping	both	documents	current	will	alleviate	substantial	pres-
sure	and	save	precious	job	search	and	networking	time	in	the	event	of	a	
cutback	or	downsizing.

Should	a	passive	candidate	unexpectedly	become	an	active	job	seeker,	
the	LinkedIn	profile	serves	as	a	source	for	relevant	qualifications	to	tailor	
a	resume	for	each	job	application.	“Think	of	your	LinkedIn	profile	as	
your	‘master	resume,’	and	then	pull	the	most	relevant	information	from	
it,”	says	RezScore	CEO	Gerrit	Hall	(2012).	Since	a	LinkedIn	profile	is	
generally	more	extensive	than	a	traditional	resume,	surplus	details	can	
be	listed	along	with	each	position;	details	that	may	be	irrelevant	to	one	
job	could	prove	fundamental	to	another.	Being	able	to	pull	from	a	profile	
replete with awards, photos, presentations, accolades, endorsements, 
certifications,	and	more	is	invaluable	when	it	comes	time	to	update	and	
customize each resume. 

Humor, Personality, and Pictures, Oh My! 
A	LinkedIn	profile	can	be	fun!	Photos,	humor,	and	video,	things	that	
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can’t	–	or	shouldn’t	–	be	on	a	resume,	can	be	showcased	here.	Consider	
the	LinkedIn	profile	for	Yolanda	Arrington,	a	Digital	Media	Producer	in	
DC:	“Who	better	to	represent	you	than	you?	Again,	I’m	the	chief	cook	
and	bottle	washer	but	this	time,	for	me.	I	freelance	as	a	video	producer,	
social	media	specialist,	and	blogger.	One	day,	I’ll	turn	my	dot-com	into	
an	actual	LLC.	Baby	steps.”	

And,	as	Guy	Kawasaki,	Advisor	to	Motorola	Mobility,	admits	on	his	
education	section:	“As	a	good	Asian-American,	I	went	to	law	school	to	
make	my	parents	happy.	Unfortunately	(or	maybe	fortunately),	I	couldn’t	
stand	it	and	quit	after	two	weeks.	It’s	one	of	the	best	things	that	I’ve	ever	
done.”	

Well-placed	wit	and	personality	can	propel	a	candidate	to	the	top	of	
the	pile,	while	a	resume,	particularly	one	that	is	poorly	written,	will	lie	
wasted among a pile of its peers. 

In	fact,	digital	engagement	on	LinkedIn	is	not	just	strongly	recommend-
ed,	it’s	imperative.	LinkedIn	profiles	with	a	photo	are	seven	times	more	
likely	to	be	viewed	than	those	without	a	photo	(Politi,	2013).	In	contrast,	
a photo on a resume could cause a hiring manager to forgo the applica-
tion altogether for fear of facing discrimination or harassment accusa-
tions.	Those	risks	are	significantly	reduced	online,	where	the	vast	major-
ity	of	profiles	(should!)	include	a	photo.

LinkedIn	offers	a	wide	range	of	features	that	job	seekers	can	tap	into	to	
create	a	more	lively	and	animated	picture	of	their	professional	experi-
ence:	the	career	summary,	media	links	(video,	photos,	audio	files),	slide	
shows,	publications,	awards,	classes,	recommendations,	skills	and,	lest	
we	forget,	the	opportunity	to	attach	a	full	resume.	As	William	Arruda	
(2013),	CEO	of	Reach	Personal	Branding,	puts	it,	“You	can	develop	a	
truly	three-dimensional	view	of	your	brand.	Using	all	the	features	of	this	
powerful	online	tool	will	help	you	paint	a	compelling	picture	of	who	you	
are	in	the	real	world.”	LinkedIn	goes	deeper	than	a	resume	can	or	should.

The Resume Can Be Seen As Subjective
According	to	ere.net	article	by	Dr.	Charles	Handler	(2013),	“Resumes	
are	highly	subjective	and	there	is	a	lack	of	standardization	for	the	infor-
mation	they	present.”	As	a	resume	writer,	I	would	agree	that	embellish-
ments	(not	exaggerations)	are	showing	up	with	more	frequency	in	our	
profession:	color,	text	boxes,	quotes,	endorsements,	and	the	like.	But,	in	
turning	to	LinkedIn	to	cull	candidates,	employers	can	easily	compare	one	
to another. (Candidate A has 5 recommendations while candidate B has 
52 or Candidate A has awards and honors and Candidate B has none.) 
When	using	this	tool	to	mine	for	passive	job	seekers,	recruiters	find	that	
LinkedIn’s	“standardization”	is	a	huge	time	saver,	shaving	off	hours,	if	
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not	days,	in	recruitment	time	and	effort.	

LinkedIn Enables Engagement in a Way the Resume Does Not
LinkedIn connects candidates with more companies in more locations 
than	any	organic,	self-guided	job	search	ever	could.	“LinkedIn	has	
become	the	first	place	to	connect	with	hiring	managers,	executives,	and	
other decision makers. The social network is the place to go to create a 
powerful	network	of	professional	contacts,”	says HR News Daily (2013). 
LinkedIn	allows	job	seekers	to	connect	with	the	actual	people	behind	the	
company,	rather	than	the	alternative:	the	ATS	black	hole.	For	example,	
if	connected	to	enough	of	the	right	people	at	their	target	companies,	job	
seekers	can	utilize	status	updates	to	create	red	flags	for	their	contacts.	

The Bottom Line
The	majority	of	companies	and	recruiters	are	using	LinkedIn	to	find	
candidates.	According	to	Jobvite’s	2013	Social	Recruiting	Survey,	94	per	
cent of recruiters use social media in their recruitment efforts, while 78 
per cent of them made a hire through social media. Of those hires that 
were	made,	92	per	cent	were	through	LinkedIn.	While	many	recruiters	
use other social media sites in the hiring process, LinkedIn leads the pack 
in	candidate	searches,	job	postings,	and	vetting	candidates	before	inter-
views. And, 93 per cent of recruiters admitted to using LinkedIn to keep 
tabs	on	prospective	candidates	–	watching	for	status	updates,	awards,	
presentations,	affiliations,	and	other	activity	–	stalking	them	for	future	
opportunities.	While	a	resume	is	still	a	critical	component	to	finding	a	
great	job,	a	hearty	LinkedIn	profile	is	the	path	of	least	resistance.	After	
all,	a	resume	documents	a	career;	LinkedIn	showcases	the	person	behind	
it. 

References
2013	Social	Recruiting	Survey	Results.	Jobvite.	http://web.jobvite.com/
rs/jobvite/images/Jobvite_SocialRecruiting2013.pdf

Arrington,	Yolanda.	LinkedIn	Profile.	www.linkedin.com/in/yolandaar-
rington

Arruda,	William.	9	Reasons	Why	You	Must	Update	Your	Linke-
dIn	Profile	Today	(2013).	Forbes.com.	http://www.forbes.com/sites/
williamarruda/2013/11/25/9-reasons-why-you-must-update-your-linked-
in-profile-today/

Five	Job	Search	Secrets	to	Get	You	the	Next	Great	Job	(2013).	HRNews-
Daily.	http://hrnewsdaily.com/five-job-search-secrets/

Hall,	Gerritt.	Six	Things	on	Your	LinkedIn	Profile	that	Shouldn’t	Be	On	
Your	Resume	(2012).	Mashable.com.	http://mashable.com/2012/05/12/
linkedin-profile-resume/



116 ..........Career Planning and Adult Development JOURNAL.....Summer 2014

Handler,	Charles.	Profiles:	The	New	Resume?	(2010).	ere.net.	http://
www.ere.net/2010/05/26/profiles-the-new-resume/

Kawasaki,	Guy.	LinkedIn	Profile.	www.linkedin.com/in/guykawasaki

Nishar,	Deep.	200	Million	Members!	(2013).	Official	LinkedIn	Blog.	
http://blog.linkedin.com/2013/01/09/linkedin-200-million/

Politi,	Stacey.	Six	Ways	to	Attract	Recruiters	to	Your	LinkedIn	Profile	
(2013).	Mashable.com.	http://mashable.com/2013/11/17/linkedin-tips-2/

Schawbel,	Dan.	5	Reasons	Why	Your	Online	Presence	Will	Replace	Your	
Resume	in	10	years	(2011).	http://bit.ly/1lX1uWL

Sullivan,	John.	10	Compelling	Numbers	That	Reveal	the	Power	of	Em-
ployee	Referrals	(2012).	ere.net.	http://bit.ly/1ff2XnB

About the Author
Laura M. Labovich,	MLRHR,	Guild	Certified	Five	O’Clock	Club	
Career	Coach,	JCTC,	CMRW,	CPBS,	is	Chief	Executive	Officer	of	The	
Career	Strategy	Group,	a	boutique	career	management	firm	in	Bethesda,	
Maryland.	With	job	search	management	expertise	as	an	award-winning	
career	innovator	and	resume	writer,	master	networker,	and	HR	insider	
of	Fortune	500	companies,	she	is	often	affectionately	referred	to	in	the	
media as a job seeker’s best friend. She	is	known	for	saying	that	she	was	
“born and raised professionally at Disney”	and	has	been	told	that	she	
has	pixie	dust	in	her	blood.	After	receiving	her	first	promotion	out	of	the	
polyester	costume,	she	recruited	nationwide	for	the	highly	competitive	
Walt	Disney	World	College	Program	and	led	the	recreation	recruiting	
and	staffing	efforts	for	Disney’s	water	parks.	At	America	Online,	she	
developed	and	launched	AOL’s	college	internship	program	and	coached	
hundreds	of	employees	–	from	entry-level	to	executive	–	on	how	to	fit	in,	
stand	out,	and	move	up	in	the	company	and	in	their	careers.	Her	national	
job	search	expertise,	passionate	delivery,	and	easy-to-implement	ap-
proach have garnered attention from such national news media as The 
Washington	Post,	Sirius	XM	Radio,	Fox	5	(DC),	NBC	6	(Miami),	U.S.	
News	and	World	Report,	USA	Today,	Chicago	Tribune,	Yahoo,	and	Mon-
ster.com.	As	a	former	amateur	nightclub	singer,	knows	how	to	tackle,	
inspire,	and	entertain	a	tough	crowd.	She	is	the	co-author	of	the	book 100 
Conversations for Career Success: Learn to Network, Cold-Call and 
Tweet Your Way to Your Dream Job	(LearningExpress,	2012),	a	Forbes	
2013	top	career	book	about	what to say and how to say it	in	your	job	
search.

Contact her as follows: lauramichelle@gmail.com



Summer 2014......Career Planning and Adult Development JOURNAL......... 117

Chapter 13

HUMANIZING the LINKEDIN PROFILE
Why Resume Content Isn’t Enough 
by J. Melissa Cooper
Back	in	the	old	days	–	that	is,	ten-plus	years	ago	–	your	client’s	resume	
was	the	primary	public	representation	of	his	career	and	educational	
accomplishments. This one- or two-page document gave a prospective 
employer	your	client’s	work	history,	education,	professional	associations,	
and	perhaps	a	list	of	hobbies.	At	the	top	your	client	may	have	included	
a	short	objective,	such	as	Help bring new personal care products to the 
global marketplace.

A	prospective	employer	would	read	the	resume	and	then	call	your	client	
in	for	an	interview.	The	interview	was	probably	the	first	time	the	em-
ployer	saw	candidates	in	person	or	even	an	image	of	them.	However,	all	
of that has changed.

Since	the	late	1990s,	the	Internet	has	vastly	increased	the	quantity	of	
personal	information	that	your	clients	can	create	and	make	available	
about	themselves.	Any	potential	employer,	client,	or	business	partner	can	
go	online	and	view	information	about	an	individual,	both	what	they	have	
posted	and	what	has	been	posted	about	them.	Someone	needs	only	to	
Google	an	individual’s	name	and	perhaps	hometown	or	company	to	find	
information online.

Since	its	launch	on	May	5,	2003,	LinkedIn	has	become	the	leading	global	
social networking site for professionals, with more than 259 million users 
in	more	than	200	countries	and	territories.	It’s	available	in	20	languages,	
and	as	of	October	2013,	Quantcast	reports	LinkedIn	has	65.6	million	
monthly	unique	U.S.	visitors.	Globally,	the	number	is	184	million.

LinkedIn	isn’t	Facebook	or	any	other	purely	social	medium.	It	has	a	
decidedly	professional	focus	and	is	a	powerful	tool	for	individuals	seek-
ing	traditional	jobs	in	organizations,	freelance	and	contract	workers,	
and	those	who	want	to	broaden	their	professional	network.	It	provides	a	
transparent	way	for	users	to	see	how	people	are	connected	to	one	another	
so	that	they	can	build	strong	relationships	and	request	appropriate	intro-
ductions for networking.

Many	members	use	it	as	much	more	than	an	address	book	of	friends,	col-
leagues,	and	professional	contacts.	In	fact,	your	clients	will	significantly	
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increase	their	chances	of	networking	success	if	they	take	advantage	of	
many	of	LinkedIn’s	features.	Just	as	their	personal	friends	can	help	them	
make a connection, so can their LinkedIn friends and connections. In 
fact,	an	estimated	80	per	cent	of	mid-	to	senior-level	job	offers	are	the	
result of networking, and LinkedIn is a powerful networking tool.

LinkedIn	allows	your	clients	to	compare	their	professional	online	pres-
ence	with	their	peers.	For	example,	reviewing	the	profiles	of	their	
contacts lets them see how others with similar skill sets and experiences 
present	themselves.	This	can	give	your	clients	great	ideas	on	how	to	
present	their	careers,	using	both	text	and	LinkedIn’s	various	multimedia	
features.	If	you’re	writing	the	LI	profile	for	your	clients,	the	exercise	
is	still	helpful	since	it	will	help	your	clients	think	beyond	their	normal	
boundaries	of	what	to	include	in	a	resume.	A	LinkedIn	profile	is	so	much	
more	than	a	resume!

Years	ago,	there	were	places	your	client	could	post	a	resume	online	and	
hope	that	an	employer	might	find	it	with	a	keyword	search.	LinkedIn	has	
now	changed	the	rules	of	the	game.	Today,	simply	posting	a	resume	on	
LinkedIn	and	not	using	the	site’s	many	powerful	features	is	practically	
a	waste	of	time.	To	get	the	most	out	of	LinkedIn,	each	job	seeker	first	
needs	a	well-written,	keyword-optimized	profile.	Then	she	should	take	
the	time	to	understand	the	various	options,	tools,	and	capabilities	that	
LinkedIn	provides	that	will	help	in	her	job	search	and	throughout	her	
career.

Recommendations for Writing the LinkedIn Profile
A	well-written	profile	will	help	boost	online	presence	and	job	search	
success.	The	strict	character	count	imposed	by	LinkedIn	forces	the	writer	
to	be	concise	and	on	target.	Yet,	the	character	count	is	often	greater	than	
what we can include in a resume. We have the freedom to include a lot 
of	information	–	information	that	is	on-brand,	impressive,	and	positions	
each	job	seeker	for	the	right	opportunities.

Some	professional	resume	writers	write	LinkedIn	profile	as	abbreviated	
resumes	(although	they	do	tend	to	include	more	comprehensive	summary	
sections),	while	other	professional	resume	writers	create	profiles	that	
resemble	portfolios,	allowing	them	to	showcase	much	more	information	
than a resume.

Optimize Keywords
Keywords	and	search	engine	optimization	(SEO)	both	are	important	
to	consider	in	creating	the	profile.	If	you	Google	an	individual’s	name,	
that	person’s	LinkedIn	profile	usually	lands	on	the	coveted	first	page	of	
search	results	–	often	it	is	the	very	first	listing!	In	fact,	that’s	generally	
our	goal	–	get	a	client’s	LinkedIn	profile	as	number	one	in	search	results.	
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If	you’ve	accomplished	that,	you’ve	already	given	your	clients	a	com-
petitive edge.

In	writing	the	text	of	each	LinkedIn	headline	and	profile,	you	must	con-
sider	the	keywords	people	might	use	to	find	someone	like	your	client.	For	
example,	if	your	client’s	actual	job	title	is Network Analyst,	but	what	he	
really	does	is	write	reports	and	manuals,	be	sure	to	use	terms	like Writer 
and Tech Writer,	as	well	as	the	formal	job	title,	to	be	certain	that	your	cli-
ent	gets	noticed	–	if	those	are	the	types	of	opportunities	he’s	pursuing.

Fill	the	headline	and	entire	LI	profile	with	search	terms	(keywords),	as	
many	as	you	can	legitimately	use.	Recruiters	use	keywords	as	their	pri-
mary	search	tool	so	you	must	be	certain	that	each	person’s	profile	is	filled	
with	the	right	keywords	for	the	positions	he	is	targeting.	If	you’re	not	
sure	which	keywords	to	use,	look	through	the	Jobs	section	of	LinkedIn	
to	find	ads	for	open	positions	that	are	similar	to	your	client’s	recent	and	
targeted positions.

Humanize the Summary
The	LinkedIn	summary	section,	with	its	2000-character	limit,	can	be	
longer	than	the	summary	on	a	traditional	paper	resume,	and	in	style	and	
tone	it	is	very	different.	Think	of	the	summary	as	a	way	for	your	client	
to	express	her	voice	and	personality.	Write	it	in	the	first	person	to	give	it	
energy	and	personality.

Because	so	many	people	are	competing	for	the	same	jobs	with	similar	
qualifications	and	educational	credentials,	an	engaging	summary	can	give	
your	client	an	edge	with	prospective	employers.	Write	profiles	about	real	
people	and	not	just	about	facts	and	figures	(although	those	are	important	
as well).

And	always	remember	that	the	first	three	lines	of	the	summary	section	
are	vitally	important.	Sometimes	people	read	only	the	first	few	lines,	so	
be	sure	to	make	them	count!

Use a High-Quality Headshot 
Unlike	a	paper	resume,	the	LinkedIn	profile	must	include	a	photograph.	
Profiles	without	photographs	seem	suspicious	and	are	almost	always	
immediately	disqualified	from	consideration	by	recruiters	and	hiring	
managers.	Ideally,	it	should	be	a	professional-quality	headshot	showing	
a	smiling	face	and	a	portion	of	shoulders.	And	it	should	look	like	your	
client.	We	are	often	our	own	worst	judges	of	our	appearance,	so	your	
client	should	ask	friends	and	colleagues	their	opinions	in	picking	the	best	
photo.

Depending	on	her	career,	your	client	may	be	able	to	get	more	creative	
and	expressive	with	her	profile	picture,	but	it	depends	on	her	field,	level	
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of	experience,	and	reputation.	You’d	expect	the	profile	picture	of	a	writer	
of	thriller	novels	to	look	different	from	that	of	a	brain	surgeon.

Other tips for the photograph:
Keep it businesslike.	No	dog,	no	spouse,	no	cute	baby.	The	photo	is	
meant	to	show	your	client	at	her	professional,	not	personal,	best.

Don’t misrepresent his appearance. Older people who are worried 
about	age	discrimination	may	be	tempted	to	use	a	photo	of	themselves	
in	their	thirties,	but	a	new	contact	may	be	unhappy	to	see	the	unexpected	
difference.	The	contact	may	even	think	your	client	is	trying	to	be	decep-
tive.	Unless	your	client	is	getting	hired	as	a	fashion	model,	employers	
are	looking	for	skills,	passion,	and	energy,	which	can	be	communicated	
through	their	smile,	open	eyes,	and	great	posture.

Find an alternative if the headshot is not an option. While a headshot 
is	ideal,	there	are	other	possible	solutions,	all	of	which	are	better	than	no	
picture.	For	example,	if	for	religious	reasons	your	client	can’t	post	a	por-
trait,	try	to	find	a	professional	logo	as	a	substitute	–	perhaps	a	logo	from	
his	current	company	or	college.	Do	this	only	as	a	last	resort!

Expand the Work History
On	a	traditional	resume,	your	client	doesn’t	list	non-relevant	or	early	
jobs.	But	unlike	a	resume,	on	LinkedIn	there	is	no	need	to	limit	the	con-
tent	to	one	or	even	two	pages.	Go	ahead	and	list	the	entire	work	history,	
with	as	much	detail	as	is	relevant.	You	don’t	know	what	criteria	potential	
employers,	clients,	and	network	contacts	are	looking	for,	so	the	profile	
should	be	as	robust	as	possible.	Your	client	can	even	list	those	odd	jobs	
from	her	teenage	years	if	they	include	responsibilities	and	accomplish-
ments	that	are	even	mildly	relevant.	You	never	know	if	the	hiring	man-
ager	looking	at	her	profile	had	a	similar	job	and	is	attracted	to	your	client	
for	that	reason.	And	don’t	discount	volunteer	work.	Employers	know	that	
volunteers	are	often	given	significant	responsibilities.	Include	any	volun-
teer	work	the	same	way	you	would	any	job,	describing	tasks	completed,	
skills	acquired,	and	achievements	delivered.

Choose the Right Endorsements
While	it’s	useful	and	important	to	be	comprehensive	in	the	profile	and	
include	much	more	than	you	could	with	a	standard	resume,	keep	the	
endorsements	tightly	focused.	Endorsements	represent	each	person’s	pro-
fessional	brand,	and	no	one	is	a	jack-of-all-trades.	When	someone	views	
your	client’s	profile,	if	everything	is	important,	then	nothing	is	important.	
Your	client	needs	to	be	viewed	as	the	expert	in	his	field.	Visitors	should	
understand	that	your	client	is	truly	a	specialist	on	a	narrow	range	of	top-
ics.
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Include Videos, Images, and Links 
The	LinkedIn	profile	doesn’t	have	to	be	just	plain	text	and	a	static	photo.	
LinkedIn	goes	far	beyond	the	traditional	resume	with	a	multimedia	
feature	that	lets	your	clients	include	documents,	graphics,	slideshows	
(using Slideshare), and links to other online content. Adding rich media 
is	a	great	way	to	expand	and	humanize	the	profile.	What	to	include?	The	
possibilities	are	endless	and	should	be	chosen	to	benefit	your	clients	and	
those	who	visit	their	profile	pages.	Here	are	a	few	ideas:

•	 A restaurant chef could link to reviews of the restaurant, pictures of 
his	best	dishes,	an	event	schedule,	and	a	video	interview.

•	 A photographer might want to incorporate a mini-portfolio of her 
best	work.

•	 A	writer	would	probably	want	to	include	links	to	his	articles.
•	 A retail store owner or manager could post images of current mer-

chandise,	coupons,	flyers,	and	the	store	itself.

The	process	of	adding	media	is	fairly	easy.	Items	can	be	added,	edited,	
moved,	or	removed	from	the	Edit	Profile	page.	To	add	media	samples	to	
the	Summary,	Education,	and	Experience	sections,	just	move	the	cur-
sor	over	Profile	at	the	top	of	the	home	page	and	select	Edit	Profile.	Then	
scroll	down	to	the	section	where	you	want	to	add	a	sample	and	move	
your	cursor	over	the	“Add	Media”	icon	(it	looks	like	a	square	with	a	plus	
sign).	Select	either	“Upload	File”	or	“Add	Link.”	If	you	choose	to	add	a	
link,	type	or	paste	the	link	into	the	Add	a	Link	field.	Then	click	“Save.”

Take Advantage of LinkedIn’s Many Features
Once	the	profile	is	completed,	your	client	should	take	the	necessary	time	
to	learn	and	use	the	many	features	of	LinkedIn.	This	may	be	a	topic	you	
will	want	to	cover	in	a	coaching	session	as	it	is	critically	important	to	
career management and is what the remainder of this article will focus on 
–	the	most	important	features	and	tools	available	on	LinkedIn.

Get – and Give – Recommendations
What	your	clients	say	about	themselves	holds	a	fraction	of	the	influ-
ence	of	what	others	say.	Recommendations,	which	are	testimonials	from	
people	who	know	your	client	professionally	and	can	speak	to	the	caliber	
of	her	work,	are	an	extremely	powerful	tool	when	it	comes	to	strengthen-
ing	her	professional	brand.

On	a	traditional	resume,	there’s	little	or	no	space	to	include	recommenda-
tions	from	previous	employers	and	colleagues.	On	LinkedIn,	recommen-
dations	are	integrated	into	the	profile	page.

Your	clients	should	send	personalized	recommendation	requests	to	
former	colleagues	or	supervisors.	A	good	strategy	for	securing	a	recom-
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mendation	is	to	offer	one	in	return,	and	it’s	also	considered	good	form.	
How	many	they	get	is	up	to	them;	if	they’re	not	sure	where	they	stand	
relative	to	their	peer	group	they	can	always	view	the	profiles	of	other	
professionals	and	make	sure	the	number	of	recommendations	their	peers	
have	is	competitive	with	the	number	they	have.	There’s	a	level	of	privacy	
built	into	the	system.	Recommendations	received	are	visible	only	to	1st-
degree,	2nd-degree,	and	3rd-degree	connections	when	they	are	signed	in	
to	LinkedIn.	People	outside	your	client’s	network	will	not	see	the	recom-
mendations.	The	public	profile	displays	the	number	of	recommendations	
but	not	the	actual	recommendations	themselves.

Take Advantage of Groups
Many	people	think	that	just	having	a	LinkedIn	profile	is	enough,	but	
potential	business	partners	aren’t	going	to	stumble	across	their	profile,	be	
amazed	by	their	brilliance,	and	offer	them	a	contract	or	job	on	the	spot.	
And	with	millions	of	users	on	LinkedIn,	it	can	be	difficult	for	anyone	to	
stand	out	from	the	crowd.	One	useful	solution	is	the	formation	of	subsets	
or	groups	built	around	a	common	topic,	profession,	or	industry	of	inter-
est.

On	LinkedIn,	it’s	a	good	idea	for	your	clients	to	join	groups	related	
to	their	field	or	their	personal	interests.	As	of	March	2012,	there	were	
roughly	1.3	million	such	groups	with	memberships	ranging	from	one	per-
son	to	700,000	people.	While	a	wide	range	of	topics	is	covered,	mainly	
around	professional	and	career	issues,	the	majority	of	the	largest	groups	
are	employment	related.	There	are	also	some	128,000	groups	for	both	
academic	and	corporate	alumni.	Groups	keep	their	members	informed	
through	emails	with	updates	to	the	group,	sharing	the	most	talked-about	
discussions within their professional circles.

LinkedIn	groups	support	a	limited	form	of	discussion,	moderated	by	the	
group	owners	and	managers.	Since	groups	offer	the	ability	to	reach	a	
wide	audience,	there	has	been	concern	about	spam	postings.	Now,	there	
are	a	number	of	firms	that	offer	an	anti-spamming	service	for	this	very	
purpose.

Accessibility	varies.	Groups	may	be	private,	open	to	members	only,	or	
may	be	accessible	to	internet	users	in	general	to	read,	though	they	must	
join	in	order	to	post	messages.

Connect With Purpose
Those	who	use	LinkedIn	to	make	professional	connections	see	it	very	
much	like	a	virtual	conference	they	are	attending,	but	instead	of	being	
restricted	by	who	happens	to	be	in	the	room,	they	have	access	to	people	
all over the world.
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Given	this	enormous	potential	population	of	connections,	remember	that	
LinkedIn	is	designed	to	help	your	client	advance	in	their	careers.	Their	
connections	should	make	a	difference	and	not	be	there	simply	so	that	
they	can	tell	themselves	that	they’ve	got	thousands	of	contacts.	Build-
ing connections for the sake of having a large following is not a sound 
strategy	if	they	want	to	effectively	grow	their	business	or	advance	their	
careers	using	LinkedIn.	Every	connection	needs	to	be	relevant	to	their	
professional	goals	and	objectives,	both	now	and	in	the	future.

To	be	successful	on	LinkedIn,	your	clients	need	to	ensure	that	all	com-
munication	with	their	connections	is	as	personal,	specific,	and	targeted	as	
possible.

It’s	a	good	idea	to	keep	connections	organized.	Your	clients	can	segment	
their connections into topic categories within LinkedIn through a process 
known as tagging.	Connections	need	to	be	segmented	in	their	specific	
fields	so	that	at	any	given	time	they’re	able	to	effectively	communicate	
with	any	one	of	their	contacts.	Your	client	can	use	tags	like	“direct	mar-
keting”	or	“social	media”	to	further	refine	what	their	contacts	know	and	
care	about.

When	your	client	invites	someone	to	connect	on	LinkedIn,	the	request	is	
accompanied	by	a	short	note.	Your	client	should	always	tailor	the	mes-
sage	and	not	rely	on	the	default	message	that	reads,	I’d like to add you to 
my professional network.	Even	if	your	client	is	reaching	out	to	someone	
whom	she’s	never	met,	the	best	strategy	is	to	do	a	little	research	on	that	
person	and	customize	the	connection	request	to	make	the	recipient	take	
notice	and	realize	that	the	invitation	is	personal,	not	general.	For	ex-
ample: I read the article you wrote about challenges in the field of human 
resources. I’m also building a career in HR and would appreciate being 
connected to you.

People	who	are	using	LinkedIn	effectively	want	to	be	connected	to	
people	who	make	them	look	good.	Employers	may	value	those	connec-
tions.	They	might	even	hire	your	client	because	he	knows	people	in	the	
industry	and	can	reach	across	boundaries	to	get	things	done.

Stay Engaged and Add Value
Whether	they’re	connecting	with	a	potential	client,	partner,	or	employer,	
your	clients	need	to	build	value	and	rapport.	Acceptance	of	the	connec-
tion	invitation	is	only	the	first	step.	Your	clients	should	create	steady	vis-
ibility	within	their	network.	Here	are	a	number	of	options	for	doing	that:

•	 Share information and demonstrate professional expertise through 
postings and comments in appropriate LinkedIn groups.

•	 Recommend	others,	with	specific	comments	about	that	person’s	pro-
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fessional	skills	and	abilities	that	will	likewise	showcase	your	client’s	
professional expertise.

•	 Share	status	updates	about	professional	accomplishments	and	prog-
ress.	Your	client	should	post	a	status	update	every	few	days	to	keep	
the	profile	fresh.	And	it	doesn’t	have	to	be	all	about	him	–	he	could	
congratulate a colleague for getting a promotion or share a helpful 
blog	post.	Status	updates	are	a	great	way	to	show	he	is	active	and	
engaged.	If	he	doesn’t	share	it,	no	one	will	know	what	he’s	done.

Turn on Notifications for “Who Has Viewed Your Profile” 
LinkedIn has several active features that encourage engagement. One 
feature	tells	your	client	when	someone	has	looked	at	her	profile.	It’s	a	
great	way	to	be	informed	about	people	or	organizations	who	are	inter-
ested	in	her.	If	the	prospective	clients	or	employers	checking	out	her	
profile	are	of	interest,	your	client	might	take	steps	to	engage	them,	such	
as	following	them	on	Twitter	or	reaching	out	directly	to	that	person	for	a	
phone or email conversation.

The	free	LinkedIn	account	provides	limited	information	on	profile	views.	
Go	to	Profile	>	Who’s	Viewed	Your	Profile	to	get	an	overview	–	the	total	
number,	trend	up	or	down,	and	the	actual	names	of	the	five	most	recent	
viewers.

To	receive	email	notifications,	go	to	Settings	>	Communications	>	Set	
the	frequency	of	emails	>	Notifications	>	Notifications	summary,	and	be	
sure	to	turn	on	daily	digest	email.

Clients who upgrade to a paid account can see the complete information 
of	those	who	have	viewed	their	profiles.

Remember	that	when	your	client	visits	another	person’s	profile,	that	per-
son	will	know	–	unless	your	client	chooses	to	be	anonymous.	To	become	
anonymous,	go	to	Privacy	and	Settings	>	Profile	>	Select what others 
see when you’ve viewed their profile.	Choose	between	being	identified	or	
anonymous.

Maintain Appropriate Privacy Settings
Not	everyone	has	to	know	every	little	thing	that	your	client	does.	Many	
people	don’t	realize	that	LinkedIn	has	privacy	settings.	When	your	client	
is	actively	engaged	in	his	current	job	but	is	looking	for	a	new	job,	he	
wants	to	be	discreet.	A	sudden	profile	upgrade	may	be	a	warning	sign	to	
his	potential	employer	that	he’s	looking	for	a	new	opportunity.	As	such,	
he	should	adjust	his	settings	so	his	boss	doesn’t	see	he	is	trolling	for	a	
new	job.

The	privacy	settings	are	easy	to	find:	Select	Settings from the drop-down 
menu, under the name in the upper right-hand corner. Six 
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Privacy Controls	allow	your	clients	to	determine	who	can	see	activity	
broadcasts	(including	profile	updates)	and	other	information.

Summary
The	traditional	resume	was	fine	in	its	day	and	still	serves	a	valuable	func-
tion. But LinkedIn has changed the game. The humanized and optimized 
LinkedIn	profile	allows	clients	to	present	a	more	comprehensive	picture	
of	themselves	and	their	capabilities	than	a	traditional	resume,	create	
a positive online image, and use the power of connections for career 
advancement	and	success.	What’s	more,	LinkedIn	is	here	to	stay	…	for	
years.	Learn	to	use	it	wisely	for	yourself	and	for	your	clients!
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Chapter 14

WRITING a LINKEDIN PROFILE to get 
FOUND by RECRUITERS
by Lisa Rangel
Recruiters	use	LinkedIn	prolifically	to	search	for	talent.	Therefore,	the	
best	way	to	optimize	a	LinkedIn	profile	is	to	start	thinking	from	the	per-
spective	of	the	corporate	or	search	firm	recruiter	doing	the	hire.	

A	Jobvite	2013	survey	found	94	per	cent	of	recruiters	use	LinkedIn	to	
find	candidates	for	their	open	positions.	With	that	staggering	number,	it	
is	imperative	that	job	seekers	not	only	to	be	on	LinkedIn,	but	that	they	
reverse-engineer the search and recruitment process to increase the like-
lihood	of	their	profiles	being	found	by	recruiters.	This	article	will	explain	
that process and much more.

How Does A Recruiter Find Candidates Using LinkedIn?
Recruiters	start	a	search	in	LinkedIn	by	focusing	on	the	unique	param-
eters	of	an	open	position	to	serve	as	core	common	denominators	between	
viable	candidates’	profiles	and	the	job	requisition	requirements.	For	ex-
ample,	for	a	Director	of	Finance	candidate	search,	the	recruiter	can	focus	
on	the	fact	that	the	position	is	a	Director	of	Finance	based	in	Atlanta,	
Georgia,	working	on	an	Oracle	financial	module	platform.	The	common	
denominators	could	be	<Oracle,	Atlanta-GA,	and	Director	of	Finance>	
to	start	that	search,	using	the	Advanced	Search	function	to	identify	viable	
candidates.	Many	additional	parameters	can	and	should	be	added	to	this	
search	to	fine-tune	the	results	and	generate	the	specific	findings	–	the	
ideal	job	candidate.	

Keywords	and	keyword	phrases	are	critical	to	a	recruiter’s	search.	Job	
seekers	can	pepper	their	profile	content	naturally	with	these	keywords	
and	phrases	to	increase	their	placement	in	search	results.	For	instance,	
if	the	job	seeker	is	pursuing	a	Marketing	Director	role	within	the	phar-
maceutical	industry,	the	word pharmaceutical will	need	to	be	naturally	
blended	into	the	headline,	summary,	employment	sections,	and	possibly	
skills	area	of	the	profile.	Without	this	keyword,	there	is	little	likelihood	
the	job	seeker	will	show	up	in	searches	for	candidates	having	this	spe-
cific	industry	background.	

Identifying Keywords and Keyword Phrases
Finding	core	and	secondary	keywords	and	keyword	phrases	is	the	crucial	
first	step	in	building	a	LinkedIn	profile	that	can	be	found	by	recruiters.	
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The	job	seeker	needs	to	identify	keywords	and	keyword	phrases	that	the	
recruiter	may	use	when	sourcing	for	the	jobs	the	candidate	wants.	To	
begin,	find	descriptions	for	jobs	the	candidate	is	targeting	via	job	boards	
and	company	websites.	

Once	two	or	three	viable	job	descriptions	are	located,	consider	using	an	
online word cloud	function	to	zero	in	on	keywords	that	are	relevant	to	
searches	for	that	position.	The	best	known	word	cloud	tool	is	Wordle.
com,	but	a	recent	blog	article	listed	nine	others	(Smitty,	2013).	Making	
word	clouds	is	very	easy	–	copy	and	paste	the	content,	click,	and	it’s	
done!

In	identifying	keywords,	first	define	those	that	recruiters	are	most	likely	
to	use	to	find	a	specific	talent	or	skill.	Then,	as	you	examine	various	job	
descriptions,	focus	on	geography,	titles,	and	unique	skills	not	found	in	
other roles or companies. 

These	keyword	phrases	–	derived	from	a	combination	of	the	job	func-
tion	(e.g.,	Marketing	or	Finance),	job-level	(e.g.,	Associate,	Director,	or	
CFO),	location	(e.g.,	Atlanta-GA	or	Tri	State	NYC	area),	and	required	
and preferred skills (i.e. Oracle, ecommerce marketing, customer ser-
vices)	–	are	the	foundation	for	optimizing	a	LinkedIn	profile	so	recruiters	
will	find	your	clients.

Optimizing LinkedIn Profiles 
There	is	more	to	optimizing	a	LinkedIn	profile	than	just	having	the	right	
keywords,	although	keyword	optimization	is	a	very	crucial	part	of	the	
process	as	mentioned	above.	This	section	of	the	article	addresses	the	
other	components	of	profile	optimization	that	should	be	employed	in	
conjunction	with	identifying	and	incorporating	the	right	keywords.

Have	a	cropped,	professional	headshot	for	the	profile	picture.	According	
to a Wall Street Journal article (2011), having a proper picture increases 
the	likelihood	a	recruiter	will	open	a	LinkedIn	profile	by	7	times	versus	
if no picture is present. It is paramount the right picture is placed on the 
LinkedIn	profile	to	complement	all	of	the	keyword	optimization	and	con-
tent	writing	efforts	made	by	the	job	seeker	or	resume	writer.		

Be	sure	to	incorporate	the	keywords	and	keyword	phrases	identified	from	
the earlier steps into the headline – the 120-character section found under 
the	name	on	the	LinkedIn	profile.	For	instance,	a	controller	in	Seattle	
who	has	experience	using	Hyperion	within	the	advertising	industry	
may	want	to	have	a	tagline	such	as,	Hyperion Financial System Expert 
& Controller | Marketing & Advertising Industry | Seattle Metro. This 
tagline	is	under	the	120-character	limit	and	uses	the	job	function,	title,	
location,	and	skill	keywords	pertinent	to	a	search	a	recruiter	would	use	to	
find	these	types	of	candidates.	
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Create	a	LinkedIn	vanity	URL	(job	seeker’s	name)	to	improve	the	opti-
mization within LinkedIn. Remove the series of random letters and num-
bers	from	the	assigned,	default	URL	given	to	the	member	by	LinkedIn.	
Change	the	URL	to	be	a	version	of	the	candidate’s	name	as	demonstrated	
in this example: http://www/linkedin.com/in/lisarangel.

Take	those	same	keywords	and	phrases	and	integrate	them	into	the	
accomplishment-focused	content	throughout	the	summary	section	that	
outlines	the	candidate’s	value	proposition	and	differentiating	factors.	
This	will	keep	the	recruiter’s	eye	on	the	profile	once	it	has	been	opened	
from	the	search	result	summary.	You	have	up	to	2000	characters	(letters,	
numbers,	spaces,	etc.)	for	the	summary	section,	so	it	should	be	filled	with	
valuable	information.

Write	achievement-rich	content	using	the	keywords	in	the	employment	
section. This will show the recruiter how the experience is related to the 
position	he	is	filling.	Ensure	that	both	the	title	and	description	clearly	
communicate	how	the	candidate	succeeded	at	various	job	responsibili-
ties,	while	staying	within	the	2000-character	limit	given	by	LinkedIn	for	
this section as well.

Finally,	to	maximize	LinkedIn	profile	optimization	and	recruiter	atten-
tion,	showcase	skills	and	topical	areas	of	expertise	by	using	additional	
keywords	and	keyword	phrases	to	populate	the	skills	section	of	each	
profile.

Inspire Recruiters To Connect With Vibrant Profile Content
The	strategy	behind	the	profile	–	what	each	person	writes	and	why	–	will	
vary	according	to	the	unique	circumstances	of	each	individual.	Strategies	
and	tactics	for	someone	who	is	gainfully	employed	might	be	different	
from	those	used	by	someone	who	is	in	between	positions.	A	staff-level	
employee	might	use	different	writing	tactics	to	position	himself	in	his	
profile	as	compared	to	an	established	corporate	executive	or	business	
owner.

Questions your clients can ask themselves in determining their 
LinkedIn profile strategy are:

•	 Who	is	the	audience	that	will	be	seeking	out	my	profile	using	my	
name?

•	 Who	is	the	audience	that	will	be	stumbling	upon	my	profile	through	
a	search?	(This	can	be	a	different	audience	than	#1.)

•	 What	is	the	main	purpose	of	my	profile?	(Is	it	to	attract	recruiters,	to	
market	a	business,	to	promote	services,	or	to	enhance	online	reputa-
tion?)
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•	 What	negative	consequences	do	I	want	to	avoid	that	could	result	
from	creating	a	LinkedIn	profile?		

The	content	for	the	summary	and	employment	sections	of	the	profile	can	
be	crafted	to	meet	the	answers	given	to	those	strategy	questions.	Know-
ing	the	strategy	–	before	you	begin	to	write	–	will	help	align	content	with	
the	LinkedIn	profile’s	purpose,	target	audience,	and	sought-after	result.	

Once	the	strategy	is	outlined,	write	content	in	short	sections	such	as	2–3	
line	paragraphs,	single	lines	of	text,	and	short	bullet	points,	and	surround	
the	content	with	white	space.	Your	goal	is	to	avoid	large	blocks	of	text	
and	keep	the	reader’s	eyes	moving	through	the	profile,	thus	increasing	
understanding and engagement and leading to a call, email, and/or inter-
view with the recruiter.

Write	the	accomplishment-laden	profile	content	in	first	person,	but	still	
in	a	professional	tone.	Incorporating	aspects	of	a	candidate’s	personality	
in	the	profile	is	preferred	on	social	media,	and	LinkedIn	is	no	exception.	
However,	refrain	from	focusing	so	much	on	personality	that	hard	and	soft	
employment	skills	are	minimized	or	not	included,	adversely	affecting	the	
purpose	of	the	profile.	LinkedIn	is not	Facebook!
 

Endorse and Be Endorsed – Recommend and Be Recommended
LinkedIn endorsements and LinkedIn recommendations are not the same 
thing	and	serve	different	purposes	in	the	context	of	LinkedIn	profiles.	A	
recommendation	is	a	written	reference	from	a	manager,	peer,	subordi-
nate,	client,	vendor,	or	professional	connection	that	supports	one’s	work	
product,	work	ethic,	skills,	and	character.	Conversely,	endorsements	are	
a	listing	of	relevant	skills	that	can	be	affirmed	by	other	LinkedIn	users	by	
clicking	on	the	skill,	similar	to	Facebook’s	<like>	button.

LinkedIn	recommendations	are	more	valued	by	hiring	managers	and	
recruiters.	When	done	properly,	they	are	a	qualitative	testament	to	a	
LinkedIn	connection’s	experience	with	that	particular	job	seeker.	Third-
party	testimonials	are	always	powerful	in	job	search.

LinkedIn	endorsements	are	very	easy	to	give	any	person,	whether	or	not	
the	person	is	a	connection.	The	value	is	questioned	by	hiring	managers	
and	recruiters,	but	it	is	unknown	how	endorsements	are	valued	by	the	
LinkedIn	algorithm	in	ranking	profiles	in	search	results.	Until	more	is	
known, do not ignore either. 

In	addition	to	receiving	these	testimonials,	it	is	valuable	to	give	recom-
mendations	and	endorsements,	because	the	person	giving	the	recommen-
dation	or	endorsement	now	appears	on	the	other	person’s	profile.	This	is	
another	opportunity	for	exposure.
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Participate In LinkedIn Groups Where Recruiters Discover 
Candidates
LinkedIn groups offer a plethora of opportunities for candidates to net-
work among colleagues, prospective hiring managers, vendors, clients, 
former co-workers, and new connections in a segmented, common inter-
est-based	manner.	LinkedIn	users	can	join	up	to	50	groups.	These	groups	
number	in	the	hundreds	of	thousands	and	are	segmented	by	location,	
profession,	industry,	hobby,	cause,	mission,	corporate/school	alumni,	and	
many	other	special	interests.	

With	regard	to	being	discovered	by	recruiters,	the	value	for	job-seeking	
candidates	to	join	and	engage	in	groups	is	three-fold:

By	joining	groups,	job	seekers	increase	their	reach	exponentially	beyond	
their	three	degrees	of	connections.	This	enables	candidates	to	show	up	in	
the	search	results	of	many	more	people,	since	the	job	seeker	is	now	a	part	
of	more	connection	webs.

By	contributing	questions,	articles,	and	answers	to	the	group	via	the	
group’s	feed,	a	candidate’s	profile	becomes	repeatedly	more	visible	to	
group	members.	Recruiters	see	the	job	seeker	offering	expertise	and	
helpful	assistance	to	group	members	in	a	proactive	manner	–	a	very	de-
sirable	trait	for	hiring	entities.

By	volunteering	to	assist	with	group	moderation,	a	job	seeker	gains	
exposure while showing leadership and coordination skills in the digital 
arena	–	skills	that	can	be	sought	after	for	many	positions	regardless	of	
discipline,	level,	or	industry.	

It	is	essential	for	the	job	seeker	to	realize	LinkedIn	groups	are	an	outlet	
to network and increase contacts. The goal is to make connections and 
take	the	conversations	offline	to	begin	nurturing	a	symbiotic,	fruitful	
business	relationship,	just	as	one	would	with	an	in-person	networking	
event,	conference,	or	convention.	LinkedIn	Groups	is	a	tool	to	be	opti-
mized	to	yield	more	targeted	contacts.	

Share Updates via the LinkedIn Activity Feed
The	LinkedIn	activity	feed,	which	resides	on	the	home	page	when	a	
LinkedIn user logs into her account, is a treasure trove of information 
from her connections and companies she follows. Posting information 
to	the	activity	feed	via	the	update	function	is	a	great	way	for	a	LinkedIn	
user/job	seeker	to	stay	top	of	mind	with	her	connections.	Hiring	manag-
ers	and	recruiters	within	the	user’s	contact	web	start	to	see	the	person	
as	a	generous,	knowledgeable	resource	to	reach	out	to	for	referrals	and	
inquiries	when	open	roles	are	available.
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Information to consider posting includes:
•	 Congratulations	to	others	on	job	changes	and	other	achievements
•	 Promotions	received	and	new	projects	awarded
•	 Topics needing advice and insight
•	 Announcements on accolades, testimonials, and awards received
•	 Conferences, conventions, and networking events attended
•	 Informational	materials	(videos,	publications,	podcasts,	slides,	white	

papers)
•	 Articles	written	by	others	that	the	job	seeker	finds	interesting
•	 Interesting	information	posted	in	others’	activity	feeds
•	 Comments	on	others’	posts	and	responses	to	comments	on	own	posts

Engagement	is	highly	valued	by	LinkedIn,	but	exactly	how	it	is	mea-
sured	and	weighted	is	unknown.	Sharing	information	via	these	types	of	
informational	posts	will	cross-pollinate	one’s	profile	to	generate	more	
and	more	exposure	well	beyond	the	first	degree	of	connections.	Increased	
activity	boosts	the	likelihood	of	recruiters	and	hiring	managers	finding	
the	candidate’s	profile	and	will	push	the	profile	higher	in	search	results	
due to the engagement and common connections.  

Search Powerfully Using LinkedIn’s Advanced Search to Find 
Recruiters 
While	optimizing	LinkedIn	to	be	found	by	recruiters	is	a	crucial	compo-
nent	of	a	job	search	strategy,	it	is	equally	as	important	to	use	LinkedIn	
to reach out to recruiters and hiring managers to generate opportuni-
ties.	LinkedIn’s	advanced	search	feature	can	help	job	seekers	generate	
job	leads	for	themselves	and	find	recruiters	with	whom	to	connect	in	a	
proactive	manner.	There	are	myriads	of	ways	to	do	this,	but	a	few	proven	
tactics	that	can	be	used	repeatedly	to	produce	new	information	to	act	on	
are	outlined	in	the	next	paragraphs.	To	find	the	advanced	search	feature	
on LinkedIn, click on the word Advanced	to	the	right	of	the	search	box	
located	at	the	very	top	of	the	LinkedIn	Home	Page.	A	screen	with	a	series	
of	search	fields	will	appear.	Certain	fields	can	be	accessed	only	with	a	
higher-level	(paid)	membership,	but	the	free	version	will	work	well	for	
many	job	seekers.	Job	seekers	can	consider	upgrading	if	they	find	they	
need	to	access	information	that	is	reserved	for	premium	members.	To	
specifically	find	recruiters	who	cater	to	the	expertise	of	a	candidate,	put	
the	keywords	recruiter, recruiting, or recruitment manager in	the	key-
word	or	title	field	of	the	LinkedIn	advanced	search	screen.	The	initial	
list	generated	includes	recruiters	who	are	within	the	job	seeker’s	three	
degrees	and	group	membership	lists.	To	fine-tune	the	search,	the	user	can	
enter	into	the	keyword	field	any	word	describing	the	niche	or	specialty,	
such as marketing or finance,	that	when	coupled	with	the	recruiting	key-
words	will	find	a	recruiter	who	works	specifically	in	that	field.		To	find	a	
list of recruitment companies, search companies in the LinkedIn search 
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function	(from	the	drop-down	menu	to	the	left	of	the	search	box	at	the	
top	of	the	LinkedIn	main	screen).	Use	the	same	keywords	employed	to	
find	individual	recruiters	(e.g.,	Technology	Recruiters	or	Finance	Re-
cruiting) to produce a list of niche recruiting companies. The user then 
can	search	through	his	three-degree	connections	to	find	a	connection	to	
the	recruiting	company.	Additionally,	the	user	can	follow	the	company	
for more information through its status updates.

Conclusion
Job	seekers	who	take	the	time	to	understand	the	sourcing	and	recruit-
ment	process,	determine	how	LinkedIn	is	a	major	tool	in	that	process,	
and	follow	the	thread	backwards	to	start	their	job-seeking	efforts	from	
the	recruiter’s	perspective,	will	soon	discover	that	they’re	the	ones	being	
found	and	hired!
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Chapter 15

EXECUTIVE and BOARD CANDIDATE 
BIOS: Executive Presence on Display
by Paula Asinof 
Good	executive	bios	are	hard	to	find.	Bad	ones	are	everywhere.	Bios	
are	found	on	websites,	in	marketing	brochures,	in	sales	presentations,	
in	public	profiles,	and	in	promotional	press	releases	–	and	sometimes	
are	used	for	job	searches.	Bios	are	often	requested	by	professional	and	
philanthropic	organizations	considering	an	executive	for	membership	or	
leadership	roles.		Given	the	plethora	of	personal	information	easily	avail-
able	to	the	global	community,	often	in	the	form	of	a	bio,	it	is	essential	
that executives attend to managing the presentation and content of this 
information.	For	those	executives	who	have	shied	away	from	a	public	
presence,	it	is	more	important	than	ever	to	establish	themselves	visibly.	

For	a	career	to	be	vibrant	and	successful,	especially	in	today’s	Free 
Agent Nation	(Pink,	2002),	the	executive	needs	to	be	easily	found	and	
professionally	presented.	And	a	bio	gives	readers	their	first	impression	of	
the	executive.	As	Susan	Bixler,	a	pioneering	coach	in	the	field	of	profes-
sional	image,	points	out,	although	people	should	be	judged	by	their	in-
nate	worth,	it	is	often	a	first	impression	that	determines	whether	someone	
will stick around long enough to let them reveal it (Bixler, 2001).

For	career	professionals,	wise	and	competent	counsel	on	the	use	of	
professional	bios	is	no	longer	just	a nice to have	skill,	but	rather	it	is	an	
essential	competency	for	working	with	executives	on	an	upward	career	
trajectory.	Bios	are	an	important	tool	for	enhancing	executive	visibility	in	
numerous	ways.	More	than	ever	before,	strong	positive	visibility	is	a	key	
component of successful lifetime career management.

Characteristics of Effective Bios
Most	bios	are	dull	and	boring,	providing	little	insight	into	the	person	
behind	the	words.	Bios	often	say	held this job, did this, held that job, did 
that, went to school there, grew up somewhere, married the high school 
sweetheart, and had 1.8 children. Change the names and locations and 
those	bios	could	be	about	80	per	cent	of	executives.	While	they	can	
be	impressive	in	the	display	of	credentials,	essentially	a	mini-resume,	
they	are	not	likely	to	engage	the	reader	with	the	person.	One	reason	for	
the	overwhelming	blandness	is	that	bios	are	frequently	written	by	third	
parties	who	do	not	necessarily	understand	the	executive’s	story	or	the	
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targeted	audience.	These	bios	are	simply	comprised	of	data	that	has	been	
dropped	into	a	more	or	less	predetermined	format.	In	addition,	many	
are too long with too much information. With the rise of LinkedIn, even 
recruiters	are	now	turning	there	first,	and	interest	in	this	type	of	bio	for	
recruiting	purposes	has	radically	diminished.

While a mini-resume	bio	may	be	useful	in	certain	circumstances,	as	a	
professional	marketing	tool,	it	is	not	enough.	The	best	bios	tell	a	story	
that	entices	the	reader	to	want	to	get	to	know	the	executive	personally	
and	understand	his	or	her	unique	talents	and	value.	It	is	the	executive’s	
personal press release designed to wow the reader.

Whether	using	their	bios	for	business	purposes,	for	advancing	their	
visibility	through	professional	or	community	activities,	or	for	job	search,	
executives	these	days	must	reach	beyond	being	a	commodity	in	an	
overcrowded	market	of	similarly	accomplished	peers.	Executives	must	
visibly	position	themselves	and	be	recognized	as	thought	leaders	in	
focused	areas	and	truly	stand	apart	from	the	competition	(Armon,	2008).	
In addition, the concept of personal branding that was taken mainstream 
by	Tom	Peters	in	1997	(Peters,	1997)	has	spawned	an	entire	industry.	The	
notion is now so pervasive that it took its place in the Dummies series in 
2012	(Chritton,	2012).	A	well-done	executive	bio	is	a	key	document	for	
articulating	an	executive’s	personal	brand.

Bios and Executive Presence
The	development	of	a	personal	branding-focused	bio,	especially	when	
the executive participates in the development process, often moves it 
from a marketing communication to a vehicle that helps strengthen 
“executive	presence.”	As	described	in	She’s Gotta Have It, a Business 
Week article (Conlin, 2002), It is executive presence, and the lack of It 
can	prevent	even	the	most	qualified	executives,	especially	women,	from	
achieving	promotions	for	which	they	are	otherwise	strong	contenders.	

As Business Week describes	it,	“Executive presence refers to … mak-
ing a polished entrance … taking hold of a room, forging quick personal 
connections … inspiring that I’ll-follow-you-anywhere-loyalty … convey-
ing an aura of warmth and authenticity …”			Notably,	the	article	points	
out	that	self-confidence	and	self-promotion	are	critical.

A	well-written	executive	bio	frames	a	personal	brand	that	is	presented	
with conviction and panache. And, furthermore, the process of 
developing	one	with	the	executive	fully	engaged	strengthens	his	or	her	
ability	to	deliver	it	in	person	with	style	and	confidence.	Career	coaches	
can	be	instrumental	in	assisting	their	clients	in	developing	and	
internalizing their professional personas.
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David	D’Alessandro,	the	former	Chairman	and	CEO	of	John	Hancock	
Financial	Services,	makes	the	point	explicitly:	“Everyone in organiza-
tional life is constantly being watched and evaluated by bosses, clients, 
vendors, peers, and subordinates. Every day, with every bit of human 
interaction you engage in, some member of this crowd forms an opinion 
about you”   (D’Alessandro,	2008).

So	whether	it	is	the	bio	itself,	the	process	of	creating	it,	the	influence	on	
how the executive presents him or herself in person, or all of these, there 
is	no	doubt	that	this	document,	properly	designed,	developed,	and	used,	
addresses essential aspects of career management. 

Executive Bio Samples
(1)	What	does	this	type	of	executive	bio	look	like?	Below	is	a	classic	
example	that	would	be	appropriate	for	a	variety	of	executive	uses	as	well	
as	for	Board	of	Directors	candidacy.	
Bio of Rhonda Levene [see Appendix]

(2)	Here’s	another	example	that	is	always	a	favorite.	It	was	created	from	
information gathered from Internet sources that researched and compiled 
data	on	the	Potter	character	in	the	acclaimed	television	show	M*A*S*H.
Bio of Colonel Potter [see Appendix]

Bio Structure
The	basic	structure	of	an	executive	bio	is	a	document	of	about	350	words	
that	fits	onto	a	single	page	using	an	appropriate	font	and	point	size.	Cur-
rently,	a	good	choice	is	Calibri	(a	hybrid	font	that	reads	well	both	in	a	
printed document and on an electronic screen) using a point size of 10.5 
or	11.		Bios	are	written	in	the	third	person,	consistent	with	the	literary	
genre	of	biographies.		Bios	may	or	may	not	include	headshots.	Gener-
ally	a	professional	headshot	is	recommended.	It	serves	to	reinforce	the	
executive’s	professional	stature	and	helps	to	engage	the	reader.	The	well-
known adage, a picture is worth a thousand words,	is	especially	relevant.	
Bio Structure [see Appendix]

The	core	of	the	personal	brand	appears	in	the	descriptors	that	align	with	
the	headshot.	There	are	as	many	variations	as	there	are	people	and	situa-
tions	–	with	or	without	Board	experience,	currently	employed,	retired	or	
in	transition,	title,	company,	functional	area,	areas	of	expertise,	or	
tag line. The	goal	of	this	section	is	to	describe	the	executive	with	laser	
focus	such	that	his	or	her	value	is	grasped	immediately	by	the	reader.	
This	information	is	then	supported	in	the	body	of	the	bio.
Here	are	a	few	additional	examples	of	headers:
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JOHN	M.	SMITH
Partner and Managing Director
Consulting Solutions LLC

Business Development Executive
Strategy	–	Business	Capture	–	Major	Accounts

KEISHA	C.	JACKSON
Chief	Learning	Officer
Big Church of Los Angeles

Learning Organizations 
Enterprise	Strategy	–	Adult	Learning	–	Leadership	Development

GEORGE	MARTINEZ
President/CEO
Small to Medium Business
Manufacturing	&	Distribution

Business Performance
Shareholder Value – Operational Excellence – Customer Experience

CHARLES	LEE
Healthcare	Management	Executive	–	Hospital	Systems
Cooperative Business Strategies: Alliances – Joint Ventures – Partnership 
Execution 

DIVYA KATDARE 
Senior Partner & Program Director, TDGC
Large-Scale Program Management
Engaging	Diverse	Constituencies	in	the	Dynamics	of	Change

Structuring the paragraphs is straightforward, keeping in mind that the 
goal	of	the	document	is	to	create	“WOW”	in	the	mind	of	the	reader.	For	
example,	“WOW,”	you	did	that?	“WOW,”	I’m	impressed!	“WOW,”	I	
need	to	talk	with	you	right	away.		The	bio	should	immediately	and	ac-
curately	create	a	picture	of	the	person	being	described,	portray	a	person	
with	distinguishing	capabilities	and	qualities,	and	communicate	the	sub-
ject’s	level	of	authority,	responsibility,	and	expertise.	Taken	as	a	whole,	it	
showcases	an	accomplished,	polished,	authentic,	and	personally	powerful	
executive.		In	creating	the	first	paragraph,	Positioning,	it	is	important	to	
keep	in	mind	that	this	where	the	executive	comes	to	life.	It	is	easy	to	slip	
into	a	rehash	of	competencies	or	experience	overviews,	so	it	is	necessary	
to	be	vigilant	to	stay	focused	on	the	person.	Here	are	some	questions	for	
brainstorming	that	are	effective	for	surfacing	the	right	information.	The	
best	results	come	from	drilling	down	into	the	specifics	beyond	the	initial,	
often	general,	responses.	Simply	ask,	Specifically what do you mean by 
that?
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What do you love about what you do? What is your mission, your pas-
sion? What about your work gets you up in the morning and keeps you 
motivated?  What makes you good at what you do? What innate abilities, 
unique talents, or special gifts do you have that others don’t have? How 
specifically do you think about things that contribute to your success?
Why do people like to work with you? Not just subordinates but also 
peers, bosses, customers/clients, vendors, regulators, politicians, etc.
What do people say about you? What would a reference say? What 
positive things get documented in performance appraisals and letters of 
recommendation? How does the press characterize you?

Essentially,	an	executive’s	brand	includes	the	following	three	factors	
(Asinof, 2008):

Essence Factor	–	who	they	are
Guru Factor –	what	they	know
Star Factor –	what	they	do	and	how	they	do	it

Specificity	is	the	key.	Words	like	leadership skills or communication 
ability	are	too	broad	to	be	descriptive.	It	is	essential	to	highlight	exactly	
what makes the executive a great leader or outstanding communicator. It 
is	the	specifics	that	set	the	executive	apart	from	other	great	leaders	and	
outstanding	communicators.	In	the	best	bios,	the	reader	will	come	to	the	
conclusion	that	the	executive	is	exceptional	based	on	the	information	
presented	rather	than	being	told	by	the	executive	that	he	or	she	is	great.	
After	all,	one’s	personal	opinion	of	one’s	own	greatness	is	surely	suspect.

The	second	and	third	paragraphs	cherry-pick	the	executive’s	accomplish-
ments	for	the	couple	of	contributions	that	had	real	impact	–	the	more	im-
pact,	the	better.	These	should	be	earthshaking,	company-saving,	award-
winning	events	supported	by	quantitative	results	where	possible,	and	be	
related to the interests of the targeted audience. 

Sensitive	corporate	information,	especially	financial	numbers,	strategic	
programs,	or	company	statistics	that	are	not	a	matter	of	public	record	and	
that	could	influence	the	market	or	stock	price	of	the	company,	should	not	
be	included	in	the	bio	or	should	be	stated	in	generalities	such	as	
multimillion-dollar.	This	also	applies	to	client	company	names	that	would	
provide	competitive	intelligence	or	which	the	company	or	client	views	
as	confidential.	The	bio	is	not	the	place	for	Wall	Street	analysts	to	find	
out	what	the	executive’s	company	is	doing	or	planning	to	do.	Usually,	
the	second	paragraph	deals	with	the	executive’s	current	or	most	recent	
position while the third paragraph sums up all the rest, with attention to 
providing	a	concise	career	progression	and	one	or	two	truly	significant	
and relevant achievements. 
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The	fourth	and	final	paragraph	should	include	education,	certifications,	
languages,	professional	affiliations	–	whatever	credentials	are	important.	
In	almost	all	situations,	faith-based	affiliations	and	family	information	
are	not	relevant	to	a	professional	bio.	

Board Bios
For	Board	of	Director	candidate	bios,	the	credential	section	is	critical	and	
as	a	result	usually	longer	than	in	a	standard	executive	bio.	For	a	Board	
candidate,	the	career	portion	may	be	shortened	to	achieve	the	targeted	
length	and	focus.		Boards	like	candidates	who	have	already	been	dis-
covered	by	other	organizations,	so	it	is	beneficial	to	include	corporate	
or	not-for-profit	Boards	on	which	the	executive	currently	or	previously	
has	served.	In	addition,	leadership	roles	in	industry,	civic,	or	charitable	
institutions	that	demonstrate	ability	to	guide	an	organization	strengthen	
the	bio.	Additionally,	Boards	like	executives	who	have	been	recognized	
for	their	accomplishments,	especially	with	awards	or	honors	from	outside	
their	own	companies.	Personal	media	coverage,	publications,	and	speak-
ing	engagements	should	also	be	considered.	With	notable	Board	experi-
ence,	the	bio	might	include	a	paragraph	like	the	one	below.	Its	placement	
in	the	bio	will	depend	on	its	importance	and	relationship	to	the	purpose	
of	the	bio	and	how	it	fits	into	the	overall	career	progression.	

Since	20xx,	[name]	has	been	a	member	of	the	Board	of	Directors	of	
ABC	International,	where	he	currently	chairs	the	Nominating	&	
Governance Committee, serves on the Compensation and Executive 
Committees,	and	previously	served	on	the	Audit	Committee.	During	his	
decade-long	affiliation,	ABC	has	made	a	well-managed	CEO	transition,	
grown	organically	and	through	acquisition,	diversified	its	portfolio,	and	
expanded its geographic footprint. 

Finally,	in	evaluating	a	Board	candidate	bio,	it	is	useful	to	consider	the	
key	qualities	that	Boards	are	looking	for	and	judge	how	the	executive,	as	
presented	in	the	bio,	compares	to	those	criteria.
Cachet: Boards	want	their	members	to	be	well	recognized	so	that	they	
bring	an	element	of	stardom	and	credibility	to	the	company.
Functional Expertise:	On	a	Board,	it	is	important	to	have	many	busi-
ness	functions	represented	so	that	decisions	are	made	with	a	balanced	
perspective.
Valuable Relationships:	Board	members	are	expected	to	be	able	to	open	
the	right	doors	for	their	company.	They	are	often	selected	because	they	
know who to call and can get things done through their networks.
Skilled Governance: A	company’s	strategic	policy	decisions	are	made	
by	its	Board,	with	each	board	member	contributing	to	the	overall	gover-
nance	of	the	organization.	The	Board	is	responsible	for	bringing	thought-
ful sophistication to the process of leadership.
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For not-for-profit Boards, two additional criteria are applicable:

Passion for the Mission:	Not-for-profit	Boards	want	Board	members	
who	believe	in	the	organization	and	serve	as	its	voice,	both	formally	and	
informally,	internally	and	externally.	

Monetary Contributions: Not-for-profit	Boards	generally	expect	their	
Board	members	to	make	material	personal	monetary	contributions	in	
addition	to	helping	the	organization	raise	money	from	other	sources.	

Finally,	the	bio	for	a	Board	candidate	needs	to	be	assessed	from	the	
perspective	of	a	Board	selection	committee	and	possibly	shareholders.	
Why	would	a	Board	want	this	executive	to	join	them?	What	is	the	most	
important	and	differentiating	contribution	the	executive	would	be	making	
to the group? 

If	the	Board	bio	is	targeted	to	a	specific	company	or	organization,	the	as-
sessment	should	be	even	more	specific.	What	are	the	needs	of	this	partic-
ular	Board	and	how	would	this	particular	executive	contribute	to	them?	
It	is	crucial	that	Board	candidates	not	simply	assume	that	executive	
expertise in a functional area makes them attractive to a Board. A useful 
question	is, If a Board member does ‘that,’ then what does the CEO (or 
CFO, CMO, CIO, CPO) do?	Board	contributions	must	always	be	viewed	
from a strategic governance perspective, not from an organizational or 
functional	leadership	point	of	view.		One	organization	that	has	embraced	
the	Board	bio	is	The	Board	Connection	(TBC)	(www.TheBoardCon-
nection.org)	in	Dallas,	Texas.	The	Board	Connection	is	a	not-for-profit	
founded	to	increase	the	number	of	women	serving	on	corporate	boards	
through	programs	designed	to	develop,	influence,	and	connect	qualified	
credentialed	women	with	board	governance	opportunities.	Member-
ship	is	by	application	only,	and	acceptance	is	based	on	an	assessment	of	
Board	readiness.		Since	its	founding	five	years	ago,	TBC	has	provided	
opportunities	for	its	members	to	attend	workshops,	participate	in	work-
ing	sessions,	and	obtain	additional	personal	guidance	in	creating	their	
Board	candidate	bios	in	a	standard	TBC	format.	TBC	maintains	a	library	
of	member	bios	for	distribution	for	specific	opportunities	and	publishes	
a comprehensive Board Bio Book that is shared with executive recruit-
ers	and	Board	search	committees.	Recently,	the	Board	candidate	bio	has	
been	integrated	into	TBC’s	proprietary	Board	Readiness	Assessment	
program. 

Conclusion
Business	today	moves	fast.	And,	it	is	unforgiving.	First	impressions,	
good	or	bad,	are	difficult	and	perhaps	impossible	to	change.	In	a	com-
petitive	market	for	talent	and	the	glut	created	by	the	increasing	ease	of	
disseminating	information,	personal	branding	and	marketing	has	moved	
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front and center	for	executives	in	managing	careers.	The	executive	bio	as	
a personal press release	provides	a	vehicle	for	displaying	executive	pres-
ence and standing out from the crowd with polish and pizzazz. 

References
Armon, K. (2008). Market Your Potential, Not Your Past.	AuthorHouse.

Asinof, P. and M. Brown. (2008). Be Sharp: Tell Me About Yourself in 
Great Introductions and Professional Bios.	BookSurge	Publishing	(now	
CreateSpace).

Bixler, S. and L.S. Dugan. (2001). Five Steps to Professional 
Presence. Adams Media Corporation.

Chritton, S. (2012). Personal Branding for Dummies. 
For	Dummies.

Conlin,	M.	(2002,	July	22).	She’s	Gotta	Have	“It.”	BusinessWeek.

D’Alessandro,	D.	(2008).	Career Warfare: 10 Rules for Building a Suc-
cessful Personal Brand on the Business Battlefield.	McGraw-Hill.

Peters,	T.	(1997,	August/September).	The	Brand	Called	You.	Fast Com-
pany.

Pink, D. (2002). Free Agent Nation: The Future of Working for Your-
self. Business Plus.

About the Author
Paula Asinof, CCM, MCD, NLPC, MBA, is an experienced career man-
agement	executive,	authority	on	bios	and	resumes,	and	founder	of	Yellow	
Brick	Path,	a	career	coaching,	consulting,	and	resume	services	firm.	She	
is	known	for	helping	clients,	colleagues,	and	subordinates	recognize	their	
unique	capabilities	and	position	themselves	as	A players through career 
strategy	and	professional	positioning	and	visibility.	She	has	a	contagious	
enthusiasm	and	passionate	belief	in	people	that	inspires	them	to	become	
prouder,	stronger,	and	more	valuable	contributors	to	their	organizations.	
She	has	also	led	innovative	initiatives	to	build	top-performing	organiza-
tions	with	staying	power.	In	addition	to	founding	Yellow	Brick	Path,	she	
is	a	co-founder	of	Coach	Academy	International,	a	cutting-edge	coach	
training	program.	Her	background	includes	10	years	of	Executive	Search	
recruiting as well as serving as Director of Career Services for Sanford-
Brown College. Earlier, she held leadership positions in Information 
Technology	and	Finance	with	GTE	(now	Verizon),	Rand	McNally,	and	
the	Midwest	Stock	Exchange.	She	began	her	career	at	Laventhol	&	Hor-
wath CPAs. She earned the MBA at The Wharton School of The Uni-
versity	of	Pennsylvania;	the	MA	at	Columbia	University,	and	the	BA	at	
Washington	University-St.	Louis.	She	is	a	Credentialed	Career	Manager	



Summer 2014......Career Planning and Adult Development JOURNAL......... 141

(CCM), a Master Career Director (MCD) and an Associate of Career 
Thought	Leaders	(CTL).	She	is	also	an	NLP	Practitioner	and	a	Certified	
NLP	Coach	(NLPC).	She	is	the	author	of	three	books:	
(1)  Be Sharp: Tell Me About Yourself, in Great Introductions and  
Professional Bios; 
(2)  Quick Start Coaching Kit:  Fast Track to Coaching Success; 
(3)  Be Smart: Sail Past the Hazards of Conventional Career 
Advice.

Contact her as follows:  pasinof@asinof.com 
  
APPENDICES:

I.    Executive Bio Sample: Bio of Rhonda Levene

II.   Executive Bio Sample: Bio of Colonel Potter 

III.  Bio Structure



142 ..........Career Planning and Adult Development JOURNAL.....Summer 2014

RHONDA LEVENE

COO & CFO
Daymon Worldwide

Consumer Products 
Transformation through Brand Strategy

BOARD EXPERIENCE
 GS-1, Global Industry Standards Association

Supply and Demand Chains

Daymon Worldwide
Audit Committee  ESOP Investment Committee

University of North Texas, Board of Governors
School of Hospitality & Merchandising

RHONDA LEVENE takes a vision and makes it reality through sound 
strategy development. She intuitively sees the threads of opportunity that 
wind through an organization, brings them together into a coherent whole, 
helps others extend their thinking, and drives material business advantage. 
She is an inspirational leader who tells stories that inspire action while at 
the same time is grounded in financial information that levers the business. 
Respected as a credible voice in decision making, finding strategic financing 
partners, and establishing governance boundaries, Rhonda earns a seat at 
the table wherever she serves.

Currently, as COO and CFO at Daymon Worldwide, a privately held, global 
retail branding and sourcing company, Rhonda oversees the operations 
of a billion-dollar-plus organization. She led the successful buyout of the 
founder and transitioned the company to a 100 per cent employee-owned 

Appendix I.  Executive Bio Sample: Bio of Rhonda Levene
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company. She is now spearheading major strategic shifts for transforming 
IT from a functional focus to an enabler of innovation for the business 
and integrating the finance organization so that it supports a truly global 
company. 

Previously, as Senior Vice President and General Manager, Rhonda led 
business development for the foodservice division of PepsiCo after 
heading their $1.5 billion U.S.-based multi-channel business. During 
this time, she drove the acquisition of market share from Pepsi’s largest 
competitor, repositioning Pepsi as a recognized and credible player in the 
foodservice industry. Earlier she rose through the ranks of The Coca-Cola 
Company, transitioning from finance to sales and marketing. She began her 
career in public accounting with Ernst & Whinney.

Rhonda holds an MBA from the University of Dallas, BBA from Southern 
Methodist University, and a CPA. She serves on several Boards of 
Directors, including GS-1, a Global Industry Standards Association, the 
Audit and ESOP Investment Committees of Daymon Worldwide, and the 
University of North Texas Board of Governors for the School of Hospitality 
& Merchandising. 
 555.555.5555 
email@email.com
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Colonel Sherman T. Potter, MD

Associate Medical Center Director 
Harry S. Truman Memorial Veterans’ Hospital

General Surgeon – Hospital Administrator – Decorated Wartime Field Officer

Colonel Sherman T. Potter is both an excellent surgeon and 
a leader who is frequently called upon for his knowledge of 
wartime surgery. He leads mainly by example, always 
doing his best and encouraging others to do the same. While 
he is easygoing by nature, no one doubts his authority – he is 
direct and decisive when he needs to be. He is respected not 
only by his troops but by his peers and those up the ranks. 
He is recognized for his ability to balance the spirit of army 
regulations with the difficulties of life in a war zone. Potter 
is a man of integrity and able to make the tough calls when 
necessary. 

Recently appointed Associate Medical Center Director, Colo-
nel Potter leads the organization, direction, and coordina-
tion of all administrative functions of the hospital, including 
acting as liaison with the Veterans’ Benefits Regional Office. 
Prior to his appointment, he headed the MASH 4077th 
deployed to Korea. Under his command, this unit consis-
tently ranked among the top-performing units during the 

Appendix II.  Executive Bio Sample: Bio of Colonel Potter
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Korean War. Edward R. Murrow, one of broadcasting’s most 
illustrious journalists, covered the 4077th after returning from 
touring the Korean battlefields. 

Previously, Potter completed medical school and served 
in various Army administrative roles after returning from 
active duty in France during World War I. He began his 
military career at a young age in the cavalry, and his love of 
horses continued throughout his life. 

Potter was decorated numerous times during his career and 
proudly wears the Army Commendation Medal, Purple 
Heart, Army Good Conduct Medal, National Defense 
Service Medal, Korean Service Metal, and the United 
Nations Service Medal. He served his medical residency in 
St. Louis and established his surgical practice in 1932.

 555.555.5555 
email@email.com 
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Appendix III.  Bio Structure

NAME

Title
Company

Keywords
Keywords

Paragraph #1: Positioning 

Paragraph #2: Current or Most Recent Position 

Paragraph #3: Rest of Career 

Paragraph #4: Credentials 

Contact information
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RESUME or BUSINESS PLAN?
Helping Job Seekers Hire Themselves
by Grant Cooper
As	resume	writers	and	career	coaches,	our	mission	is	to	equip	our	clients	
with	the	tools,	documents,	and	guidance	they	need	to	succeed	in	today’s	
competitive	economy.	In	most	cases,	that	means	providing	a	range	of	ca-
reer development products and services, including preparing new resumes 
and	cover	letters,	improving	LinkedIn	profiles,	offering	job	search	train-
ing, educating clients in social media networking, and enhancing their 
interview skills.

However,	I	have	found	that	an	increasing	number	of	my	clients	are	
strongly	considering	the	possibility	of	launching	a	small	business	as	an	
alternative	to	pursuing	a	new	job.	More	and	more	clients	are	requesting	
my	services	to	assist	them	by	creating	a	business	plan	that	they	can	use	to	
effectively	identify	the	steps	they	will	need	to	put	their	business	launch	in	
motion, while also attracting potential partners and funders.

Although	it	is	true	that	the	success	rate	of	small	businesses	in	the	U.S.	(ac-
cording	to	Intuit.com)	is	only	44	per	cent	surviving	four	years,	that	does	
compare	favorably	to	job	tenure.	According	to	the	U.S.	Bureau	of	Labor	
Statistics,	the	median	number	of	years	that	wage	and	salary	workers	had	
been	with	their	current	employer	(referred	to	as	employee	tenure)	was	4.6	
in	January	2012.

Long	before	I	launched	my	resume	writing	business	two	decades	ago,	I	
prepared	business	plans	on	an	intermittent	basis	for	my	family,	associates,	
and	friends.	As	an	entrepreneur	from	my	earliest	days,	having	opened	two	
businesses	as	a	university	student,	I	find	that	the	process	of	business	plan-
ning	comes	naturally	to	me.	A	key	component	of	my	business	acumen	has	
been	my	love	of	writing.	Whether	it	was	a	school	writing	project,	creating	
marketing	collateral	and	content	for	my	businesses,	or	generating	public-
ity,	writing	has	proved	to	be	an	asset	and	skill	that	has	served	me	well.

Fast	forward	to	the	mid-1990s	when	I	launched	Strategic	Resumes,	my	
resume	writing	business.	Although	I	realized	then	that	the	previous	ex-
perience	I	gained	in	preparing	business	plans	would	apply	in	many	ways	
to	my	new	venture,	at	least	in	terms	of	sharpening	my	technical	writing	
skills,	I	did	not	realize	that	business	plan	writing	itself	would	one	day	
become	a	key	profit	center	within	my	resume	writing	practice.	I	am	happy	

Chapter 16
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to	report	that	it	now	represents	a	significant	and	important	percentage	of	
my	overall	business	revenue.

Job Seekers & Business Plans
The	first	paying	business	plan	client	in	my	resume	writing	firm	was	
Michael,	a	57-year	old	attorney	who	had	worked	in	regional	legal	com-
pliance	at	a	large	banking	institution	for	nearly	two	decades.	Michael	
came	to	me	for	a	resume	after	his	layoff	from	a	national	bank	that	shifted	
his	responsibilities	to	the	company’s	New	York	headquarters.	In	his	job	
as	an	in-house	attorney	for	the	bank,	Michael	had	reviewed	brochures,	
marketing	materials,	print	and	broadcast	advertising	copy,	mass	emails,	
and	website	content	originated	by	the	region	to	ensure	that	it	met	all	ap-
plicable	financial	industry	standards	and	complied	with	appropriate	legal	
requirements.

Michael	had	initially	ordered	a	resume	from	me	to	explore	working	for	
another	bank.	When	picking	up	his	new	resume,	he	shared	his	concern	
that	age	might	prove	to	be	a	hurdle	in	obtaining	new	employment.	He	
also	stated	that	since	his	legal	specialization	was	so	narrow,	typical	law	
firms	might	not	be	interested	in	him.	He	added	that	he	would	not	want	to	
relocate	to	another	state	and	that	only	very	large	banks	hired	attorneys	
with his specialization.

With these concerns in mind, Michael then stated that he was consider-
ing	launching	a	new	business	designed	to	provide	his	expertise	in	com-
pliance	to	smaller	financial	institutions.	He	reasoned	that	there	were	
many	independent	banks	that	could	not	afford	to	hire	their	own	in-house	
compliance	attorneys,	and	since	their	associated	law	firms	were	not	truly	
specialists	in	this	area,	he	would	have	the	potential	to	profitably	market	
his services.

With	the	increasing	advent	of	online	marketing	and	web-based	content,	
Michael	believed	that	his	knowledge	was	becoming	more	essential	and	in	
demand.	He	realized	that	to	maximize	his	chances	of	success,	he	would	
need	a	comprehensive	business	plan	and	perhaps	funding	for	his	new	
venture,	and	inquired	whether	I	could	assist	him	by	preparing	the	busi-
ness plan.

The	business	plan	that	I	wrote	for	Michael	was	integral	to	the	success-
ful	launch	of	his	new	business.	Perhaps	due	to	the	era	of	increasing	
executive	layoffs	and	resurgence	of	entrepreneurial	energy	nationwide,	I	
have	found	more	and	more	clients	requesting	business	plan	preparation	
services.	This	is	despite	the	fact	that	I	have	only	recently	marketed	this	
service	and	have	depended	almost	entirely	on	referrals.

Another	example	was	a	young	client	whose	father	was	well	known	in	the	
regional	oil	and	gas	industry.	My	young	client	had	worked	on	some	oil	
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rigs	and	had	a	goal	to	open	a	business	providing	hard-to-get	parts,	equip-
ment,	and	supplies	to	clients	in	that	field.	To	do	this,	he	would	need	fund-
ing	to	lease	a	warehouse,	hire	staff,	order	equipment,	purchase	trucks,	
and cover related startup expenses.

I	wrote	a	business	plan	showing	how	he	could	leverage	his	family	
contacts	in	the	industry,	provide	world-class	service,	and	specialize	as	a	
niche-based	supplier	meeting	the	needs	of	the	energy	industry	through-
out	the	region.	Less	than	a	year	after	he	obtained	his	funding	based	on	
the	plan	I	wrote,	I	received	a	nice	thank-you	note	from	him	stating	that	
he had “exceeded the plan’s sales projections by over 400 per cent” and 
was	doing	great.	I	always	craft	my	plans	to	be	conservative,	so	the	fact	
that	he	exceeded	the	projections	was	understandable.

Should You Add Business Plans to Your Services?
If	you	are	considering	adding	business	plan	preparation	to	your	menu	of	
services,	I	would	recommend	that	you	consider	a	number	of	factors	that	
could	play	a	role	in	your	decision.	If	you	can	answer	yes to these four 
questions,	then	business	plan	writing	may	be	a	good	fit	for	you.

Are you open to change and willing to expand into new markets?

Do you enjoy learning about new fields, and are you able to conduct 
online research with an emphasis on facts and statistics?

Can you harness the patience, focus, and time commitment it takes 
to create detailed documents that can easily range from 8 to 36 
pages?

Are you generally knowledgeable about and willing to learn the basic 
principles of business	[such	as	capitalization,	breakeven	analysis,	busi-
ness	development,	personnel	management,	finance,	site	selection	factors,	
marketing, and accounting]?

If	you	answered yes	to	these	questions,	and	you	wish	to	significantly	
expand	your	resume	writing	services	to	include	business	plan	writing,	I	
can	tell	you	that	the	transferable	skills	you	already	possess,	in	terms	of	
technical writing, formatting, interviewing clients, and researching, are 
all	directly	applicable	to	business	plan	writing.

My	first	piece	of	advice	is	to	never	overpromise	or	assure	clients	that	
their	new	business	plan	will	guarantee	a	successful	business	launch	or	
result in funding. Just as a well-prepared resume alone does not guaran-
tee	a	job	offer,	or	even	interviews,	no	business	plan	can	guarantee	that	a	
business	will	be	funded	or	successful.

In	terms	of	obtaining	a	small	business	start-up	loan,	there	are	several	fac-
tors	that	your	clients	should	keep	in	mind.	In	general,	you	should	empha-
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size	that	no	one	will	likely	lend	start-up	money	simply	based	on	a	good	
business	plan.	However,	it	is	equally	important	to	remember	that	a	funder	
will,	in	nearly	all	cases,	not	lend	start-up	money	without	it.

There	are	several	conditions	a	banker	or	funder	will	endeavor	to	satisfy	
before	betting	on	a	new	venture.	First,	the	applicant	must	have	a	good	
credit	record.	When	an	entrepreneur	is	asking	others	for	their	money,	he	
must	show	that	he	has	previously	taken	care	of	his	own.	Poor	credit	is	a	
huge	red	flag	to	banks	and	venture	capitalists.

Second,	your	client	should	have	a	detailed	business	plan	that	covers	
everything,	including	a	biographical	profile,	an	executive	summary	of	
the	project,	marketing	plans,	capitalization	needs,	site	selection,	costs,	
breakeven	analysis,	and	in-depth	business	research.

Finally,	your	client	must	have	collateral.	Your	client	may	ask,	“Why	
should	they	need	collateral	if	the	idea	is	great	and	I	have	good	credit	with	
a	stable	background?”	The	simple	answer,	as	I	discussed	earlier,	is	that	
small	businesses	often	don’t	make	it,	with	failure	rates	that	cause	po-
tential	investors	to	cringe.	According	to	one	study,	here	are	the	10	most	
important	reasons	that	small	businesses	fail:

1)	Lack	of	experience,	2)	insufficient	capital,	3)	poor	location,	4)	poor	
inventory	management,	5)	over-investment	in	fixed	assets,	6)	poor	credit	
arrangements,	7)	personal	use	of	business	funds,	8)	unexpected	growth,	
9) competition, and 10) low sales.

But	you	can	be	sure	that	banks	desperately	want	to	lend	money	for	busi-
ness	start-ups	because	that	is	a	large	part	of	how	they	maintain	their	prof-
itability.	Particularly	in	today’s	low-interest	environment,	where	banks	
can	acquire	their	capital	at	historically	low	rates,	they	are	eager	to	finance	
new	businesses,	if	the	risk	is	understandable	and	manageable.	While	they	
do	generally	require	some	form	of	collateral	for	start-up	loans,	make	no	
mistake	about	it,	the	bank	or	funding	agency	doesn’t	want	to	go	through	
the	arduous	process	of	repossessing	your	client’s	collateral.	They	are	
very	much	hoping	for	the	business	to	succeed.

In	evaluating	a	potential	business	plan	client,	I	conduct	a	brief	intake	
to	learn	the	basics	of	their	business	concept,	their	suitability	in	terms	
of experience and skills, and their commitment and drive to make their 
business	dreams	come	true.	While	I	do	not	wish	to	be	a	gatekeeper,	I	also	
do	not	accept	clients	when	I	detect	a	deep	divide	between	their	aspira-
tions	and	their	capabilities.	Of	course,	they	are	free	to	seek	out	writing	
help	elsewhere,	but	I	will	not	knowingly	assist	them	in	what	I	surmise	is	
a doomed endeavor.
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How to Add Business Plans to Your Service Offerings
Once	you	have	accepted	your	new	business	plan	client	and	have	a	con-
tract	agreement	covering	your	price	and	terms,	you	can	begin	the	intake	
process.	I	typically	require	my	business	plan	clients	to	have	an	existing	
professional	resume	for	two	reasons.	One	is	that	I	will	base	their	bio-
graphical	profile,	in	part,	on	their	resume,	and	the	other	reason	is	that	
funders	generally	prefer	to	see	a	detailed	professional	resume	in	addition	
to	the	business	plan.	If	my	client	does	not	have	a	professional	resume,	or	
has	one	that	is	deficient,	I	suggest	that	I	prepare	her	resume	and	add	the	
fee for that service to the total.

The	intake	process	is	largely	similar	to	the	resume	intake	process.	Some	
writers	prefer	a	long	questionnaire	eliciting	the	desired	information,	
some	prefer	a	verbal	interview	process	and	note-taking,	and	others,	like	
me,	use	a	combined	process.	I	get	basic	information	through	an	interview	
session	and	follow	up	with	a	list	of	email	questions.

Once	you	have	gathered	basic	information	from	the	client,	the	research	
phase	begins.	Anyone	who	has	written	a	research	paper	for	a	college	
course,	or	conducted	online	research	to	write	a	blog	article	or	similar	
research-based	project,	can	do	this	just	fine.	The	type	of	research	I	am	
speaking	of	is	topical,	general,	and	represents	a	basic	review	of	factors	
that	will	go	into	the	business	plan.	I	personally	prefer	to	include	a	myriad	
of	charts,	photos,	and	graphics	in	my	plans,	and	anyone	with	above	aver-
age	desktop	publishing	skills	can	accomplish	this	readily	through	Micro-
soft	Word.	I	have	found	that	these	added	visual	elements	greatly	increase	
reader interest.

Another	phase	of	the	business	plan	creation	process	relates	to	financials,	
breakeven	analysis,	monthly	overhead,	repayment	of	principal,	budget-
ing, and forecasting. While I do document and explore these factors in 
my	business	plans,	there	are	much	more	developed	spreadsheets,	some-
times	with	five-year	monthly	projections,	that	are	normally	prepared	by	
accountants.	I	advise	my	clients	that	projects	seeking	funding	between	
$50,000	and	$500,000	often	do	not	require	these	types	of	monthly	fore-
cast	projections.	However,	that	determination	is	totally	up	to	the	prospec-
tive funder.

Should	a	detailed	projection	be	required,	I	urge	my	client	to	seek	the	
services	of	a	CPA.	In	fact,	accountants	who	prepare	those	types	of	
spreadsheets	for	clients	normally	do	not	do	the	type	of	expository	and	
persuasive writing I do and often refer their clients to me for descriptive 
business	plan	writing.

In	terms	of	pricing,	there	are	many	different	models	for	generating	real-
istic	and	profitable	prices.	I	use	a	per-page	model	that	is	currently	pegged	
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at	$250	per	page.	Others	may	charge	by	the	hour	or	by	project.	I	have	
rarely	prepared	a	plan	that	is	less	than	eight	pages	or	exceeds	32	pages.	
This	places	my	price	range	for	business	plans	from	$2,000	to	$8,000	for	
most	projects,	and	I	have	estimated	that	when	all	is	considered,	I	spend	
60 to 90 minutes of writing time per page.

It	is	my	understanding	that	large	accounting	and	public	relations	firms	
routinely	charge	$20,000	and	up	for	highly	developed	business	plans.	As	
in	the	field	of	resume	writing,	there	are	online	firms	that	may	charge	less	
and	some	may	charge	more.	My	clients	are	more	concerned	with	the	per-
sonal	service	I	provide,	the	testimonials	of	my	previous	clients,	and	their	
ability	to	work	directly	with	their	writer	to	tweak	the	plan	as	they	wish.

Summary
Business	plan	writing	is	certainly	not	for	everyone.	It	requires	dedication	
and	experience.	But	I	have	found	it	to	be	a	natural	extension	of	the	skills	
required	for	professional	resume	writing	and,	as	a	small	business	owner	
myself,	an	excellent	source	of	diversified	and	profitable	revenue.

In addition, entrepreneurship is an essential part of our economic land-
scape	and	is	a	trend	that	cannot	be	ignored.	It	is	estimated	that	since	
1990,	big	businesses	eliminated	4	million	jobs,	while	small	businesses	
added	in	excess	of	8	million	new	jobs.

The	fact	that	small	businesses	with	fewer	than	100	employees	now	
account	for	99%	of	all	businesses	and	generate	30%	of	total	U.S.	busi-
ness	payroll	is	an	indication	that	entrepreneurs	represent	a	huge	market	
waiting	to	be	tapped.	If	anything,	the	trend	toward	entrepreneurship	as	
a	viable	career	option	for	many	will	only	increase	in	years	to	come,	and	
those	who	are	equipped	to	provide	business	plan	writing	services	for	
their clients will thrive.

About the Author
Grant Cooper, founder and president of Strategic Resumes & Business 
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investor,	bank,	and	SBA	funding	for	launches	in	more	than	a	dozen	
different	industries.	He	also	wrote	a	non-profit	business	plan	that	was	
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ers,	and	corporations,	and	has	been	featured	in	newspaper,	radio,	and	TV.	
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Contact him as follows: grant@resupro.com

CAREER COACH
Training and Certification
www.CareerNetwork.Org

Post Office Box 611930, San Jose, CA 95161-1930
Telephone: 408-272-3085 Cellphone: 408-828-3858



154 ..........Career Planning and Adult Development JOURNAL.....Summer 2014

Chapter 17

THE IMPACT of APPLICANT 
TRACKING SYSTEMS on JOB 
SEARCH
by Joni Holderman
Given the increasing prevalence of computerized applicant tracking 
systems	(ATS)	within	the	job	search	diaspora,	a	greater	understand-
ing	benefits	both	career	counselors	and	their	clients.	In	less	than	twenty	
years,	ATS	have	transformed	the	recruiting	landscape	(Zielinski,	2011).	
Job	candidates	who	do	not	appreciate	these	changes,	or	who	attempt	to	
navigate	them	without	help,	may	face	significant	obstacles.	In	particular,	
these	systems	offer	unique	challenges	to	young	jobseekers	with	little	
work experience, to candidates returning to the workforce, and to clients 
undergoing	voluntary	or	involuntary	career	transitions.

In	1995,	fewer	than	300	companies	(all	major	corporations)	used	ap-
plicant	tracking	software	systems	to	store,	organize,	and	search	resumes,	
according to Training & Development	magazine.	Today	some	industry	
experts	estimate	that	80	per	cent	of	all	companies,	large	and	small,	rely	
on the computerized ATS as the first reader	for	every	resume	received	
from	any	source.	

This	evolution	in	hiring	methodology	has	major	implications	for	clients,	
since	for	many	candidates,	the	ATS	is	also	the	last reader – 75 per cent 
of	the	resumes	in	any	company	database	are	never	seen	by	a	human	
recruiter	or	hiring	manager,	because	they	do	not	meet	the	employer’s	pre-
established	criteria	for	a	specific	position.	In	some	cases,	highly	qualified	
candidates are included in this group of lost resumes (Levinson, 2012), 
for	a	variety	of	reasons	discussed	below.	Empirical	evidence	suggests	
that	ATS	can	eliminate	even	the	most	highly	qualified	candidates.	Bersin	
&	Associates,	a	talent	management	research	and	consulting	firm	in	Oak-
land,	California,	tested	an	ATS	by	writing	a	resume	for	a	clinical	scien-
tist	position.	The	firm	used	knowledge	of	the	job	requirements	to	craft	
a resume for a theoretical ideal candidate who met 100 per cent of the 
desired	qualifications.	The	ATS	ranked	this perfect candidate as meeting 
just	43	per	cent	of	the	qualifications,	a	ranking	far	too	low	to	merit	an	
interview	within	most	companies.	In	fact,	the	candidate	was	rejected	as	
not	meeting	the	minimum	educational	criteria,	simply	because	of	the	way	
advanced degrees were formatted on the resume (Levinson, 2012).
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Advantages of Using ATS for Companies
Applicant	tracking	systems,	also	called	talent	management	systems	
(TMS)	or	applicant	management	systems	(AMS),	offer	notable	benefits	
for companies of all sizes and their human resources departments. The 
advent	of	online	job	application	processes	in	the	1990s	unleashed	a	
tsunami of resumes for vacant positions. Google is said to receive 75,000 
resumes	per	week.	Employers	frequently	receive	1,000	resumes	for	a	
single	position,	and	an	internal	recruiter	handling	multiple	job	openings	
may	receive	900	resumes	per	day	(Meade,	2000).

Typically,	resumes	are	uploaded	directly	into	the	ATS	by	candidates	on	
job	boards	or	company	websites.	Resumes	e-mailed	by	candidates	are	
forwarded	directly	to	the	ATS,	often	without	even	a	cursory	glance	from	
the	internal	recruiter	or	hiring	manager.	The	majority	of	these	resumes	
do	not	meet	the	minimum	qualifications	the	employer	has	pre-established	
for	each	position,	such	as	education,	language	fluency,	or	length	of	expe-
rience	(Jenkins,	2009;	Levinson,	2012).	It	is	not	cost	effective	for	com-
panies	to	pay	a	highly	trained	human	resources	professional	(or	even	an	
entry-level	assistant)	to	thoughtfully	peruse	each	resume	individually.		

An	ATS	can	increase	consistency	of	hiring	across	multiple	locations	and	
drive	improvements	in	HR	key	performance	metrics	such	as	time-to-hire	
(Hansen,	2006).	A	mid-sized	company	may	find	the	time	to	fill	an	hourly	
position	diminishes	from	weeks	to	just	five	days	utilizing	ATS.	

The	ATS	allows	internal	recruiters	to	identify	and	maintain	a	connection	
with	highly	qualified	passive	candidates.	Nearly	75	per	cent	of	currently	
employed	workers	are	open	to	the	possibility	of	a	new	opportunity,	yet	
only	18	per	cent	are	actively	engaged	in	a	job	search	(Coombs,	2013).	A	
well-integrated	talent	management	system	permits	recruiters	to	identify	
these top candidates through social media networking and push	job	post-
ings	proactively	to	them,	rather	than	wait	for	candidates	to	apply.	

The	stakes	are	high.	Anecdotally,	a	mid-sized	manufacturing	company	
achieved	net	recruiting	cost	reductions	of	slightly	more	than	$1,000,000	
annually	by	virtually	eliminating	third-party	recruiter	expenses.	The	
company	implemented	an	ATS,	paired	with	increased	LinkedIn	network-
ing	capabilities	and	a	few	additional	internal	recruiters.	Although	this	
performance	may	not	be	typical,	the	average	company	can	recoup	the	
purchase	price	of	an	ATS	by	eliminating	the	expense	of	a	single	$30,000	
third-party	recruiter	or	headhunter	fee	(Meade,	2000)	for	a	job	with	an	
annual	salary	of	$100,000.	

Equally	important,	using	an	ATS	to	objectively	rank	resumes	based	on	
pre-defined	criteria	is	a	proactive	measure	employers	can	take	to	miti-
gate	risk	and	reduce	potential	liability	for	illegal	discrimination	in	hiring	
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(Zielinski,	2011).	Employers	are	aware	that	the	ATS	provides	this	protec-
tion	only	if	every	resume	is	put	through	the	same	objective	technological	
vetting process. In fact, circumventing the ATS to hire a candidate not 
included	in	that	database	carries	with	it	a	risk	of	de	facto	discrimina-
tion.	For	this	reason,	the	overwhelming	majority	of	employers	will	use	
the ATS to rank resumes from all sources, including internal candidates, 
employee	referrals,	networking	contacts,	and	third-party	recruiters.	

Combined	with	the	automated	Equal	Employment	Opportunity	and	Of-
fice	of	Federal	Contract	Compliance	Programs	(OFCCP)	non-discrimina-
tion	reporting	capabilities	offered	by	ATS	(Hauser,	2011),	this	software	
has	become	an	essential	tool	in	managing	the	risk	and	potential	legal	
liability	inherent	in	hiring.	

In addition to improvements in parsing software, the second-generation 
ATS	offers	improved	integration.	Most	applicant	tracking	systems	offer	
an	online	company	career	portal	that	attracts	top	candidates	with	entic-
ing	descriptions	of	the	company,	career	prospects,	job	openings,	and	
working	conditions.	Many	allow	a	recruiter	to	post	job	openings	on	the	
company	career	portal	while	simultaneously	uploading	them	to	multiple	
job	boards.	Most	applicant	tracking	systems	include	a	candidate	(client)	
relationship	management	or	CRM	system	that	allows	recruiters	to	track	
an	applicant’s	progress,	from	prescreening	to	phone	interview,	video	or	
in-person	interview,	aptitude/personality	assessments,	subsequent	inter-
views,	and	ultimately	the	hiring	process.	

The	most	advanced	applicant	tracking	systems	–	second-generation	
systems	–	are	fully	integrated	Talent	Management	Systems	(TMS)	that	
interface	with	the	HRIS	(Human	Resources	Information	System)	to	track	
candidates	from	resume	submission,	through	screening,	interview,	hiring,	
onboarding,	training,	talent	development,	succession	planning,	and	even-
tually	exit	interview.	These	systems	seamlessly	combine	TMS	processes	
with	payroll,	employee	leave,	and	benefits	administration.	Some	permit	
recruiters	to	search	the	social	networks	of	current	employees	to	identify,	
contact,	and	maintain	a	relationship	with	highly	qualified	individuals	
who	have	not	yet	even	submitted	a	resume.

The	ATS	of	the	future	is	a	fully	integrated	TMS/HRIS	that	includes	ad-
ditional	mobile	applications,	allowing	candidates	to	browse	company	
websites	and	apply	with	a	few	clicks	from	their	smart	phones.	It	will	of-
fer	more	mobile	apps	for	corporate	recruiters	to	engage	potential	candi-
dates	through	social	networking,	quickly	publish	job	postings	to	multiple	
specialized	job	boards,	and	conduct	the	business	of	recruiting	via	text	
message	(Zielinski,	2011).
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Large and Small Companies Use ATS
Perhaps	the	greatest	increase	in	ATS	utilization	within	the	past	five	years	
has	been	within	the	small	business	sector.	This	has	a	significant	impact	
on	job	seekers,	since	the	nearly	28	million	small	businesses	in	the	U.S.	
employ	about	half	of	all	private-sector	employees	and	created	the	major-
ity	of	job	growth	over	the	past	fifteen	years,	according	to	the	U.S.	Small	
Business Administration. 

Part	of	the	increased	adoption	rate	by	small	business	is	driven	by	eco-
nomic	factors	and	technology	innovation.	SaaS	(Software	as	a	Service,	
or cloud computing) has eliminated the need to purchase an ATS, with 
systems	ranging	in	price	from	$5,000	to	more	than	$1,000,000.	Instead,	
small	employers	have	a	variety	of	resources	available	from	more	than	
200	ATS	vendors	(Zielinski,	2011),	including	monthly	subscriptions	
ranging	from	less	than	$50	to	more	than	$1,500	per	month.	

Several	of	the	ATS	vendors	offer	a	free	trial	or	a	free	subscription	for	the	
first	recruiter	(SHRM,	2011;	Hauser,	2011).	Some	pay-as-you-go	systems	
charge	small	employers	based	on	the	number	of	candidates	hired	(Meade,	
2000.)	While	nationwide	the	cost	to	hire	an	employee	is	$3,655,	for	
very	small	employers	it	may	be	as	high	as	$8,000,	according	to	Success	
Performance Solutions. In addition, one ill-advised hiring decision has 
a	magnified	effect	when	a	company	employs	ten	individuals,	rather	than	
10,000.

Advantages for Job Seekers
Despite	much-publicized	drawbacks,	ATS	offer	some	benefits	to	job	
seekers.	Foremost	among	these	are	durability	of	the	resume	and	consid-
eration	for	multiple	job	openings.	Employers	can	set	a	purge	date	for	
resumes	received,	but	they	typically	retain	resumes	in	the	database	for	
a	year,	two	years,	or	more.	Resumes	of	candidates	with	highly	sought-
after	skills	such	as	software	engineering	may	be	retained	even	longer.	
At	times,	an	employer	may	identify	high-potential	internal	or	external	
candidates and track their progress over time with future openings in 
mind.	While	this	type	of	succession	planning	is	routine	internally,	an	ATS	
integrated	with	LinkedIn	and	Facebook	permits	the	employer	to	expand	
beyond	its	current	employee	base.		

Every	resume	in	a	company’s	ATS	goes	into	the	database,	and	virtually	
every	resume	is	searched	for	each	opening	–	not	just	the	position	the	
candidate	had	in	mind.	This	results	in	the	candidate	being	considered	for	
a	greater	number	of	openings	(Quible,	1998).	This	can	have	unexpected	
dividends for applicants. 

A	client	who	applies	for	a	position	as	Regional	Director	of	Sales	may	be	
contacted	for	a	V.P.	of	Sales	opening,	based	on	the	ATS	ranking	of	his	
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resume.	Or,	he	could	be	called	to	interview	for	a	Territory	Sales	Repre-
sentative	position,	based	on	the	assessment	of	his	resume.	In	effect,	once	
the	candidate’s	resume	is	in	the	system,	she	is	applying	for	all	openings	
within	that	organization	for	the	next	year	or	two.	Often,	affiliated	com-
panies	within	a	conglomerate	will	share	a	database	of	candidates.	This	
can	be	a	boon	for	the	client	when	a	company	has	subsequent	openings	in	
related	fields,	or	when	(unbeknownst	to	the	client)	a	sister	company	has	
openings at multiple locations. 

The	ATS	may	increase	diversity	by	offering	a	level	playing	field	and	
objective	assessment	for	all	clients,	including	those	in	protected	groups.	
Many	human	resources	executives	believe	that	objective,	rational,	
computer-based	decision	making	is	stronger	than	a	process	that	relies	
exclusively	on	subjective	human	interactions	and	assessments.	

The	CRM	interface	within	an	ATS	means	clients	are	often	notified	within	
seconds	via	e-mail	that	their	resume	has	been	received.	The	accelerated	
pace	of	automated	recruiting	means	they	may	be	contacted	for	an	inter-
view	within	hours	or	days	(via	e-mail,	phone,	or	text)	rather	than	weeks.	
Unfortunately,	this	also	means	that	a	candidate	whose	qualifications	do	
not	meet	just	one	of	the	rigidly	predetermined	requirements	set	by	the	
employer	may	have	the	demoralizing	experience	of	receiving	an	auto-
mated	rejection	within	seconds,	as	well,	despite	the	client’s	enormous	
potential	or	stellar	qualifications	in	other	areas.	

Disadvantages for Job Seekers
The	primary	and	pervasive	disadvantage	for	candidates	is	that	the	ATS	
does not explore individual potential, encourage career transitions, or 
support self-actualization. Instead, it measures candidates against an 
arbitrary	list	of	qualifications	predetermined	by	the	employer	for	each	
position	(Jenkins,	2009).	Typically,	only	the	top	ten	to	twenty	candidates	
are contacted for interviews, even if thousands of resumes are received. 

Clients	may	interpret	an	almost	instantaneous	Sorry, but you are not 
qualified for this position	e-mail	as	a	blanket	denial	of	their	worth	as	an	
employee	or	as	a	person,	rather	than	the	more	accurate	Sorry, but you 
were not a near-perfect match with our quixotic, arbitrary list of key-
words. 

Even	worse,	the	ATS	may	reject	clients	needlessly	by	misinterpreting	the	
resume	based	on	format.	Plain	text	and	Microsoft	Word	(doc)	files	seem	
to	perform	better	in	ATS	than	docx,	jpg,	rtf,	or	other	file	types.	PDF	files	
may	be	particularly	problematic.	Although	some	of	the	most	expensive,	
sophisticated	applicant	tracking	systems	can	read	them,	others	use	OCR	
(optical	character	recognition)	software	to	scan	PDF	resumes.	Even	
minor	variations	in	spelling	inserted	by	the	imperfect	OCR	software	can	
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result	in	a	mismatch	with	job	qualifications.	Resume	experts	recommend	
that	clients	use	both	a	Word	and	a	plain	text	version	of	their	resume.	

In	addition,	minor	resume	formatting	choices	can	torpedo	the	job	search.	
An	example	is	a	highly	qualified	Senior	Vice	President	candidate	who	
was	repeatedly	informed	by	the	ATS	that	she	did	not	meet	the	minimum	
qualifications	for	the	position.	Her	self-written	resume	listed	the	dates	of	
employment	at	the	left	margin,	before	the	company	name,	a	format	the	
ATS	was	unable	to	parse.	Although	she	had	more	than	20	years	of	high-
level	experience	within	industry-leading	firms,	the	ATS	showed	that	she	
had	zero	months	of	work	history.						

Candidates	with	narrow,	well-defined	career	goals	and	highly	targeted	
resumes	will	perform	better	in	ATS.	For	clients	contemplating	dual	career	
paths,	a	common	strategy	in	the	past	was	generating	two	versions	of	the	
resume,	with	each	reframing	past	experience	significantly	to	highlight	a	
different	skill	set.	However,	many	applicant	tracking	systems	penalize	
candidates	who	submit	multiple	resumes,	especially	if	the	work	experi-
ence	or	professional	branding	message	is	framed	differently.	This	can	
be	problematic	for	clients	who	may	not	realize	that	two	different	firms	
are sister companies within a single conglomerate, sharing a single ATS 
resume	database.	

The	interface	of	the	ATS	and	career	portal	may	make	the	process	of	
applying	for	a	position	more	cumbersome.	In	some	cases,	this	is	in-
tentional.	Companies	that	receive	too	many	resumes	from	unqualified	
candidates	may	create	a	career	portal	that	requires	forty	minutes	or	more	
to	navigate	successfully,	to	weed	out	all	but	the	most	highly	motivated	
candidates. 

Many	companies	use	the	ATS	to	administer	prescreening	questionnaires.	
In	some	cases,	these	online	quizzes	have	replaced	the	brief	phone	inter-
view.	Typically	these	screening	questions	are	simple	pass/fail	items	and	
one wrong	answer	disqualifies	the	client.	Some	job	seekers	report	that	the	
questionnaires	are	not	consistent	with	the	job	posting	and	reject	candi-
dates	who	are	fully	qualified.	

One example is an experienced Administrative Assistant who applied 
for	a	position	requiring	bachelor’s degree or equivalent work experience 
(two to four years.)	The	online	prescreening	questionnaire	asked	if	he	
had	a	bachelor’s	degree.	No	option	for	demonstrating	equivalent	work	
experience	was	provided.	When	he	truthfully	provided	a	negative	an-
swer,	he	was	instantly	informed	that	he	was	not	qualified	for	the	position.	
Answering	the	question	untruthfully	in	the	affirmative	would	be	equally	
distasteful,	since	he	would	be	falsifying	his	job	application.		
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The	most	common	search	criteria	include	specific	years	of	experience	
within	an	industry	or	job	title.	Some	employers	use	ATS	to	selectively	
interview	only	candidates	who	are	currently	employed,	while	rejecting	
all	unemployed	candidates.	Others	use	the	system	to	select	candidates	by	
location	(zip	code	or	area	code)	and	some	ask	the	ATS	to	identify	candi-
dates	who	have	worked	for	(or	are	currently	working	for)	specific	compa-
nies or competitors. 

ATS Software is Opaque
The	inner	workings	of	resume-parsing	technology	are	closely	guarded	
proprietary	secrets.	Like	the	Google	search	ranking	algorithms,	they	are	
intentionally	opaque.	Transparency	about	the	ATS	process	increases	the	
odds	of	users	successfully	manipulating	the	system	for	their	own	ben-
efit,	which	ultimately	reduces	the	value	of	the	product.	Additionally,	this	
relatively	new	technology	continues	to	evolve	rapidly	(Meade,	2000),	
introducing	constant	innovations.	However,	it	is	possible	to	make	some	
generalizations across products. 

Early	ATS	software	simply	parsed	resumes	and	searched	the	resulting	in-
formation	for	keywords	(nouns,	modifiers,	verbs,	and	phrases)	predefined	
by	the	employer	for	each	position.	While	many	ATS	vendors	provide	
generic	keyword	sets	for	common	job	categories,	most	employers	use	
these	prefabricated	solutions	only	for	entry-level	jobs.	

In	less	than	twenty	years,	ATS	has	moved	well	beyond	simple	keyword	
matching	technology	into	the	realm	of	artificial	intelligence.	The	most	
complex	systems	use	750,000	rules	and	more	than	ten	million	resume	
terms to rank candidates. 

More	advanced	systems	use	contextual	information	to	identify	bet-
ter	matches.	In	early	applicant	tracking	systems,	when	a	recruiter	for	a	
restaurant	chain	searched	for	a	general	manager,	the	ATS	simply	looked	
for the characters general manager	in	that	order.	Today,	the	most	sophis-
ticated	systems	are	capable	of	recognizing	that	the	General	Manager	of	a	
minor	league	baseball	team	has	a	significantly	different	skill	set	from	the	
General Manager of a restaurant. 

Overburdening	resumes	with	repetitious	keywords	is	not	an	effective	
strategy.	When	the	first	systems	were	implemented,	job	seekers	utilized	a	
variety	of	strategies	to keyword load resumes, including inserting invis-
ible	paragraphs	of	keywords	in	white	font	on	white	paper,	or	in	font	so	
tiny	it	appears	as	a	horizontal	line	to	the	human	eye.	Others	copied	and	
pasted	the	entire	job	posting	into	the	body	of	their	resume.	Many	ap-
plicant	tracking	systems	now	penalize	candidates	who	use	these	tactics,	
assigning them the lowest search rankings.  
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Adroit	use	of	keywords	is	still	an	important	feature	in	a	well-crafted	
resume,	but	it	is	only	one	factor	among	many.	Instead,	it	is	important	that	
a	highly	skilled	resume	writer	identify	the	client’s	greatest	strengths	and	
the	unique	way	the	client	adds	value	for	a	prospective	employer.	

These	qualifications	and	abilities	are	then	converted	into	widely	recog-
nized	terms	within	the	client’s	industry	and	recruiting	ecosystem,	which	
is	simply	another	definition	of	keywords.	Using	this	system	results	in	a	
resume	that	attracts	employers	and	openings	that	are	an	excellent	match	
with	the	client’s	skill	set,	goals,	and	interests.	This	approach	also	creates	
a resume with appeal for human readers, a document that performs well 
beyond	the	TMS.

The	ATS	calculates	years	of	work	experience	by	subtracting	start	dates	
from	end	dates	for	each	job.	It	analyzes	whether	this	experience	is	rel-
evant	or	not	by	looking	at	job	titles	and	responsibilities	in	context.	There-
fore,	there	is	little	value	to	the	job	seeker	in	overtly	stating	ten years of 
work experience in… within the resume. 

It	is	tempting	to	replicate	the	keywords	from	a	single	job	posting	in	the	
resume	–	and	this	may	be	an	effective	strategy	for	a	highly	motivated	cli-
ent	who	is	interested	only	in	a	single	job	opportunity	(perhaps	an	internal	
promotion or other dream job.)	However,	it	is	important	to	bear	in	mind	
that	keyword-optimizing	a	resume	for	one	job	posting	may	cause	it	to	
perform	poorly	for	similar	positions	with	other	companies.		

A	better	strategy	(and	an	essential	feature	of	a	well-crafted	21st-century	
resume)	is	identification	and	seamless	incorporation	of	keywords	highly	
relevant	to	the	client’s	professional	branding	message.	With	a	clear	and	
concise	message,	the	job	seeker	wants	to	communicate	the	unique	value	
he	offers	to	the	prospective	employer.

An	example	of	adroit	keyword	usage	is	client	Liz, an accomplished 
marketing executive whose self-written resume is not attracting the 
attention	she	merits	from	employers.	It	notes	that	she	has	expertise	in	
combining marketing groups and using tech tools to ‘get the word out’ 
and implement good marketing programs while nurturing workers. Liz’s	
professional	resume	writer	translated	those	terms	into	the	right	key-
words	(noted	in	boldface	type)	to	highlight	her	diverse strengths in M&A 
integration, talent development, and strategic leadership of innovative, 
award-winning interactive media campaigns that deliver excellent ROI. 
That	language	incorporates	the	keywords	that	will	attract	the	type	of	
employer	Liz	wants,	one	that	can	offer	a	position	that	is	an	excellent	fit	
with	her	capabilities.	
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Pragmatic Considerations in the Job Search
Ideally,	clients	need	a	highly	targeted	resume	that	supports	a	clearly	
defined	career	goal.	In	many	cases,	a	well-trained	resume	writer	can	
reframe	the	client’s	experience	to	support	his	current	career	goals	in	a	
way	that	is	completely	ethical	and	accurate,	while	maximizing	perfor-
mance	across	ATS	platforms.	Job	seekers	should	use	both	a	Microsoft	
Word resume and a plain text version without formatting features. Ide-
ally,	when	applying	online	(on	a	job	board	or	a	company	website),	they	
will upload (not cut and paste) the text resume. When emailing a resume 
as	an	attachment,	clients	can	include	both	the	Word	and	text	versions,	
unless	an	employer	specifically	requests	another	format.		The	ATS	cannot	
read contact information within the header of a Word document. Nor can 
it	parse	names	or	other	words	with	accent	marks.	Ironically,	this	includes	
the word résumé, which	is	converted	to	gibberish	such	as	“r?sum?”	or	
“r#233sum#233.”	Networking	still	counts	in	the	job	search,	but	in	new	
ways.	Many	ATS	provide	special	portals	for	and	give	preference	to	job	
seekers	referred	by	current	employees,	because	those	candidates	typi-
cally	have	higher	retention	rates.		A	well-integrated	ATS	allows	internal	
recruiters	to	identify	and	contact	passive	candidates	through	social	media	
networks	on	LinkedIn,	Twitter,	and	Facebook.	It	also	permits	recruiters	
to	stay	in	touch	with	promising	candidates,	even	if	the	company	does	not	
immediately	have	a	suitable	job	opening	(Zielinski,	2011).	Social	net-
working	is	an	increasingly	important	ATS	function	and	a	critical	venue	
for	candidates	to	capture	the	attention	of	recruiters	with	highly	profes-
sional,	well-crafted	branding	messages.	

Summary
The	ATS	poses	significant	challenges	for	clients	of	career	professionals,	
but	a	skillful	resume	writer	will	know	multiple	strategies	to	overcome	
common	challenges	in	a	way	that	is	entirely	ethical	and	accurate,	yet	
highly	effective.	A	great	resume	will	perform	well	across	many	ATS	
platforms,	rather	than	focusing	on	one	system	or	one	job	posting.	There	
is	no	one-size-fits-all	solution	or	standardized	keyword	list	for	every	job	
seeker. Clients still need compelling career search documents that cap-
ture	the	attention	of	human	readers,	serve	as	a	springboard	for	a	discus-
sion of stellar accomplishments in the interview, and survive a stringent 
background	check.	However,	those	career	documents	must	also	perform	
well	in	the	ATS	or	they	may	never	been	seen	by	a	human	being.		
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Chapter 18

APPLICANT TRACKING SYSTEMS
How to Navigate the ATS Resume-
Writing Landscape 
by Robin Schlinger
Before	the	Internet	and	online	applications,	resumes	would	be	sent,	
opened,	and	read	by	human	beings.	Today,	upwards	of	80	per	cent	of	
resumes	are	first	scanned	by	Applicant	Tracking	Systems	(ATS).	If	a	re-
sume	does	not	pass	the	ATS	criteria,	it	is	likely	the	resume	will	never	be	
read	by	a	human	being.	And	at	many	companies,	even	if	a	resume	is	read	
by	a	human	being,	it	also	still	must	pass	the	ATS	criteria	for	a	person	to	
be	considered	for	a	job.

Most	job	applicants	become	frustrated	because	their	resumes	disappear	
into	the	“black	hole”	of	ATS.	As	career	professionals,	we	can	best	serve	
our	clients	by	helping	them	navigate	ATS	so	that	they	rise	to	the	top.	
This article explains how ATS work, provides strategies for navigating 
the ATS landscape, and gives examples that illustrate how to write good 
resume	content	in	conformance	with	ATS	limitations	and	requirements.

What is ATS Technology?
Human	Resource	departments,	hiring	managers,	and	recruiters	use	Ap-
plicant	Tracking	Systems	to	streamline	and	accelerate	the	recruiting	
process.	By	using	automated,	computer-based,	ATS	technology,	hiring	
managers	can	more	easily	and	cost	effectively	seek	and	hire	the	best	
qualified	job	candidates.	Since	the	advent	of	Resumix,	the	first-ever	ATS,	
introduced	in	1988,	the	industry	has	been	marked	by	enormous	growth,	
technological	advances,	consolidations,	the	birth	and	death	of	entire	com-
panies	dedicated	to	posting	jobs	and	parsing	resumes,	and	the	landscape	
we	have	today	–	80	per	cent	of	resumes	going	through	ATS	as	the	first	
step	in	the	employment	process.

Reasons for ATS
Why	have	ATS	emerged	as	a	dominant	force	in	the	employment	indus-
try?	Several	reasons:

Monster	effect:	Hiring	managers	need	a	way	to	manage	the	number	of	
applicants	to	each	job.	With	thousands	of	folks	responding	to	every	job	
posting,	it	is	no	longer	possible	to	read	every	resume	for	every	open	posi-
tion. 
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Matching Ability: With	the	ease	of	applying	for	jobs,	many	applicants	
do	not	match	the	job	requirements.	ATS	can	help	the	hiring	manager	
find	candidates	that	match	without	expending	hours	reviewing	irrelevant	
resumes.

Ability to Find Candidates:	Many	companies	prefer	candidates	who	
already	are	working	and	may	not	be	actively	looking	for	a	job.	ATS	can	
search	LinkedIn	profiles	and	other	social	media	for	matches	to	the	job.

Regulations: The	U.S.	Federal	Government	requires	employers	to	report	
hiring	statistics	and	to	ensure	hiring	policies	follow	EEO	requirements.	
ATS makes this easier.

Automation: With	so	many	candidates	applying	to	each	job,	the	burden	
of	manually	tracking	candidates	and	documentation	becomes	costly.	
By	automating	the	hiring	process	from	the	beginning	and	tying	the	ATS	
into	the	existing	HRIS	platform,	companies	increase	efficiency	and	save	
significant	costs.

How ATS Work to Select Candidate Resumes
Every	ATS	is	different.	That	said,	in	layman’s	terms	here	is	how	Appli-
cant	Tracking	Systems	work	from	the	candidate’s	point	of	view.

The	candidate	selects	a	job	to	apply	for.	The	candidate	uploads	a	resume	
and	may	need	to	fill	out	forms	and	answer	additional	questions.	The	ATS	
then	will	“read”	and	parse	the	candidate’s	uploaded	resume.	Based	on	
how	the	software	algorithm	“reads”	the	resume,	information	from	the	
resume	will	be	put	into	set	fields	in	the	ATS	database.	Many	ATS	use	
clues from the resume, such as standard headings, to determine where to 
put	the	information	in	the	database.

Once	the	resume,	LinkedIn	Profile,	other	social	network	information,	and	
application answers from the candidate are in the ATS, the ATS will use 
algorithms	to	score	the	candidates	based	on	the	job	announcement.	Many	
ATS	use	keywords,	either	entered	by	the	hiring	manager	or	using	selec-
tion	algorithms	based	on	the	job	announcement	itself.	

The	ATS	then	use	the	scoring	algorithm	(equation)	to	determine	how	
well	the	candidate	fits	the	job	requirements,	based	on	keyword	matching	
and/or	answers	the	candidate	made	to	the	questions.	Many	recruiters	will	
select	only	the	resumes	with	the	highest	score	to	ever	be	read.	

Ideally,	the	ATS	will	select	the	best	candidate(s)	to	be	referred	to	the	hir-
ing manager.

How ATS Really Does Not Work
Applicant	Tracking	Systems	screen	out	many	well-qualified	candidates.	
Most	candidates	submit	resumes	not	optimized	for	ATS,	with	incorrect	
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headings, formatting, characters, and wording. If a resume is not format-
ted	correctly,	many	items	in	the	resume	may	end	up	ignored.	In	addition,	
a	resume	that	is	good	for	one	ATS	may	not	be	good	for	another.

ATS	require	applicants	to	list	all	their	knowledge,	skills,	and	accomplish-
ments	that	match	the	job	requirements.	This	goes	counter	to	wisdom	
perpetuated	for	shorter	resumes.	If	a	keyword,	phrase,	or	requirement	is	
not	listed	on	the	resume,	a	resume	may	end	up	rejected,	based	on	ATS	al-
gorithms	and	government	requirements,	even	if	it	is	formatted	correctly.

ATS	may	not	really	find	the	right	candidates.	Many	ATS	use	automatic	
algorithms	to	determine	keywords.	These	keywords	may	not	really	make	
sense	for	candidates	to	use	in	their	resumes.	It	is	possible	for	an	ATS	to	
find	no	qualified	candidates	if	the	wrong	keywords	are	used,	especially	
if	they	are	too	specific.	If	recruiters	are	entering	keywords,	they	need	to	
select	the	right	ones.	If	a	candidate’s	information	does	not	include	those	
keywords	even	if	he	has	the	skills,	he	will	be	overlooked.	

Some	ATS	now	are	trying	to	use	neuro-linguistic	programming	(NLP)	
techniques	to	overcome	the	lack	of	keywords	in	qualified	candidate	
resumes,	LinkedIn	profiles,	or	other	social	media	profiles.	These	systems,	
new	to	the	market,	still	need	development	to	work	properly.

Since	most	applicants	do	not	know	the	ATS	rules,	they	do	not	include	the	
required	information	in	the	right	format.	ATS	does	not	work	for	these	ap-
plicants.	We	can	help	these	job	seekers	by	guiding	them	through	the	rules	
and	ensuring	they	include	the	required	information	in	the	right	format	to	
be	selected.

ATS Reality
As I work with candidates, I have found several myths and realities sur-
rounding ATS.

Myth	1:	An	applicant	who	networks	can	avoid	ATS.
Reality:	In	2012,	60	to	70	per	cent	of	all	big	and	small	companies	used	
ATS, according to Preptel (a reverse-engineering service to help re-
sumes	pass	ATS;	the	company	closed	in	2013).	Today	that	number	may	
be	reaching	80	per	cent.	ATS	use	is	increasing.	Recruiters	scan	paper	
resumes and place emailed resumes into ATS. Based on experience with 
dozens	of	applicants,	even	candidates	known	and	wanted	by	hiring	man-
agers	need	to	pass	ATS	to	meet	government	requirements.

Myth	2:	A	candidate	who	uses	ATS	can	avoid	networking.
Reality:	Hiring	managers	like	to	hire	people	they	know	or	are	recom-
mended.	Per	a	survey	by	HR Daily Advisor (2012), referrals are still the 
#1 recruiting source. Networking allows the hiring manager to select 
the candidate once the resume passes the ATS. In addition, if a hiring 
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manager	wants	a	particular	candidate	for	a	job,	the	hiring	manager	can	
change	the	job	requirements	and/or	keywords	to	match	the	candidate’s	
background.

Myth 3: All ATS are the same.
Reality:	ATS	differ;	there	is	no	one-size-fits-all.	Even	ATS	implementa-
tions	differ	within	the	same	ATS	technology.	A	hiring	manager	and/or	
company	can	choose	to	set	different	options	in	the	system.	Different	ver-
sions	of	ATS	software	may	act	differently.

Myth	4:	ATS	can	read	all	files,	formats,	and	characters.
Reality:	Some	ATS	can	read	only	text	or	Word	2003	files.	Many	ATS	
cannot	read	tables	or	graphics.	Some	ATS	cannot	scan	italic	or	under-
lined	words.	Many	ATS	cannot	read	special	characters	(such	as	accent	
marks, curly	quotes,	and	ampersands)	and	will	replace	them	with	mean-
ingless characters.

Myth	5:	ATS	can	figure	out	where	to	put	all	the	data.
Reality:	Many	ATS	need	guidance,	using	headings,	to	determine	where	to	
put data.

Myth	6:	ATS	use	all	the	information	on	a	resume.
Reality:	Many	ATS	use	only	information	that	matches	their	formatting	
rules.

Myth	7:	ATS	are	unfair.
Reality:	ATS	deal	the	same	way	with	all	applicants.

Myth	8:	It	is	better	to	have	a	1-	to	2-page	resume.
Reality:	ATS-optimized	resumes,	often	longer	because	they	have	more	
keywords,	generally	score	higher.

Myth	9:	Passing	ATS	alone	will	get	you	the	job.
Reality:	A	person	will	read	the	resume	before	selecting	a	candidate.	Un-
less	already	known	by	the	hiring	manager,	a	candidate	will	need	to	be	
interviewed	–	probably	several	times	–	to	get	the	job.

Myth	10:	Companies	are	using	ATS	because	they	don’t	care	about	
people.
Reality:	Companies	are	overwhelmed	and	ATS	offer	the	promise	to	find	
better	candidates.	Combine	that	with	the	fact	that	the	U.S.	Government	is	
requiring	companies	to	report	EEO	statistics,	and	ATS	make	good	busi-
ness sense.

Myth	11:	Companies	care	about	finding	all	the	good	candidates	for	a	job.
Reality:	Companies	really	care	only	about	finding	one	good	candidate	for	
the	job.
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How to Overcome ATS Issues
As	noted	above,	not	all	ATS	are	the	same.	But	the	following	guidelines	
will	help	you	in	advising	your	clients	so	that	their	documents	will	work	
for	most	systems.

Conform With ATS Requirements
Include	all	required	contact	information:	Include	name,	address,	city,	
state,	zip,	phone	number,	and	email	address	at	the	top	of	the	resume.	
Note	that	many	ATS	will	select	candidates	only	from	the	local	area,	and	
many	will	eliminate	applicants	who	do	not	enter	zip	codes	at	least.	I	
recommend	candidates	get	a	local	address	to	apply	for	jobs	online	if	they	
are	not	looking	to	be	reimbursed	for	relocation	expenses.	Use	standard	
header	names	for	each	section:	For	the	summary	section	at	the	beginning	
of the resume, use the words Professional Profile or Summary. Include 
the	job	title	and	keywords	from	the	announcement	and	add	a	skill	list	if	
you	want.	Just	be	sure	that	the	summary	is	readable	by	humans	as	well.	
Of	course,	that’s	true	for	the	entire	resume.

Experience: Use the Professional Experience heading. Use a reverse 
chronological	format.	For	proper	identification,	you	may	want	to	add	the	
word company after	each	company	name.	Enter	in	dates,	including	month	
and	year.	Enter	the	company’s	city	and	state.	Write	job	descriptions	and	
accomplishments	with	keywords	and	phrases	from	the	announcement.	
Repeat	the	keywords	from	position	to	position	to	make	the	resume	score	
higher and show the depth of experience. 

Acronyms: Spell	out	acronyms	the	first	time	you	use	them	and	put	the	
acronym	in	parentheses	following	the	full	definition.	For	example:	Appli-
cant	Tracking	Systems	(ATS).	Thereafter,	you	can	use	just	the	acronym.	
Education: Use the Education	heading.	Type	the	full	name	and	abbrevia-
tion	for	each	degree,	major,	school	name,	and	location.	Consider	adding	
degree	dates,	grade	point	average	(if	high/relatively	high),	and	honors	(if	
any).	Consider	adding	a	course	list	to	include	even	more	keywords.
Training: Use the Training	heading.	Type	in	names	for	all	related	training	
courses	so	you	can	get	those	keywords	in	one	more	time.

Certifications: Use the Certification	heading.	Type	in	all	certification	
information in detail, as noted for Education.

Skills: Some ATS consider skills while other ATS will recognize that 
information	in	the	summary	section.	Use	a	Skills	headline	if	you	want	to	
include	that	section,	and	fill	it	with	lots	of	related	skills	and	keywords.	
Readability:	Ensure	both	humans	and	the	ATS	can	read	every	resume.	
Even	if	an	applicant	emails	a	resume	to	a	friend,	the	resume	may	be	
entered	into	the	company’s	ATS	system.	Candidates	have	limited	control	
how	the	resume	will	be	used.	In	addition,	in	many	cases	the	resume	that	
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is	read	by	the	ATS	is	still	stored	in	its	original	form	in	the	ATS.	The	hir-
ing	manager	may	access	that	resume	rather	than	the	mangled	ATS	format	
to read it.

Other considerations: Be careful with formatting and capitalization. 
Check	the	resume	for	grammar	and	spelling.	Avoid	using	fancy	charac-
ters,	graphics,	and	tables.	Modify	the	resume,	as	appropriate,	for	each	job	
application. 

Select the Right Job Announcement:	Use	the	job	boards	and/or	net-
work	to	find	job	announcements	where	the	candidate	meets	all	the	basic	
and	most	of	the	desired	requirements,	and	where	the	candidate	has	expe-
rience	in	most	of	the	job	duties.	In	the	U.S.,	many	companies	cannot	hire	
a	candidate	for	a	job	if	they	do	not	meet	the	advertised	job	requirements.	
Applicants	have	the	best	chance	to	be	selected	for	a	job	if	they	can	ad-
dress	the	job	requirements	and	the	job	duties.	If	there	is	a	questionnaire,	
applicants	must	be	able	to	indicate	they	are	expert	in	all	the	areas	in	the	
questionnaire	and	then	justify	their	answers	in	their	resumes.

Find Keywords and Keyword Phrases:	Read	job	announcements	and	
select	keywords	and	keyword	phrases	in	the	announcement,	even	those	
that	may	not	make	sense.	If	the	ATS	is	using	an	automatic	selection	al-
gorithm,	those	keywords	and	phrases	will,	most	likely,	be	included	in	the	
announcement.		To	identify	keywords	a	hiring	manager	may	be	using	that	
are	not	in	the	announcement,	applicants	can	use	O*Net	to	look	up	career	
fields	and	find	keywords.	They	can	analyze	a	group	of	announcements	
and	create	a	word	cloud	to	identify	common	keywords	(with	a	tool	such	
as	Wordle.com,	which	is	very	easy	to	use).	Or,	they	can	use	online	tools	
such	as	Bright.com	to	find	keywords	by	profession.	

Example: Writing an ATS-Optimized Resume
In the following sections I share an example of how to create a resume 
that	will	perform	well	in	ATS	searches.	I	identify	three	steps	in	the	pro-
cess and walk through each step, demonstrating how I created the content 
for	a	resume	to	match	this	sample	job	announcement.

STEP	1:	Identify	Keywords
Below	is	a	sample	job	announcement,	with	keywords	underlined. I chose 
this	example	since	it	met,	in	many	ways,	my	own	background.

CHEMICAL	PROCESS	ENGINEER
ABC	Company	is	a	global	leader	in	fertilizer manufacturing and distri-
bution and the third	largest	phosphate	fertilizer	producer	among	public 
companies.	CF	Industries	owns	and	operates world-scale phosphate 
plants and serves agricultural and industrial customers through its best-
in-class	distribution	system.
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KEY TASKS AND RESPONSIBILITIES
- Plan, organize, and supervise process-related	laboratory	and plant trials 
and experiments. 
- Evaluate process	equipment	and	process	flows for plant expansions, 
operations	efficiency	improvements,	cost	savings,	new	product	develop-
ments, and Best Manufacturing Practices. 
- Develop process packages and mass/energy	balance.
- Develop project	concepts.
- Develop and effectively	communicate	process	technologies from 
concept to production and ensure successful commissioning.
- Perform and communicate process assessments and audits.
- Participate as a Team	Member in related Safety,	Environment,	Quality,	
Production, Maintenance, and Engineering	Projects as a Process 
Engineering resource.
-	Manage	and	prioritize	various	projects	to	meet	or	exceed	budget	and	
timeline expectations.
-	Assist	company	Technical,	Quality,	and	R&D departments as a resource 
for	both	internal	and	external	customer	assistance	as	required.
- Best Practice development and execution at numerous sites within 
North America.
-	Perform	other	duties	as	assigned	by	Management.

REQUIREMENTS
BS, Chemical, Mechanical, or Materials Engineering
Minimum	8	years	Process	Engineering	experience	specifically	with	dry	
grinding and milling. 

Project	Management	Experience
Minimum	5	years	process	engineering	experience	in	Carbonate	and/or	
Clay	field,	wet	or	dry	process.	
Technical Project	Management and Plant Operations Experience are 
required.

-	Proficiency	in	Engineering,	Chemistry,	and	Math
- Process knowledge in mineral processing, mineral process chemistries, 
dry	process	grinding and milling, process control, plant automation and 
quality	techniques.
- Experience with ISO	quality	standards preferred.
-	Proficiency	in	Project	Management,	experimental	design,	process	statis-
tics,	and	problem	solving	techniques.
- Experience in Lean Manufacturing, 6 Sigma, Value Stream Mapping, 
and	other	manufacturing	analysis	techniques.
- Communication skills, including technical writing and presentation.
- Interpersonal skills with a good rapport with management, scientists, 
engineers, technicians, and plant personnel.
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-Skilled in financial	assessment and budget	management.

The	primary	function	involves	the	active	process engineering of multiple 
industrial	minerals	types at numerous sites within North America for the 
largest	global	industrial minerals producers.

The	primary	job	purpose	is	to	develop,	engineer,	and	analyze	process	
systems and technology for improving	efficiencies on existing	systems or 
new processes. In this role, the Process Engineer is expected to 
1) quantify	and	communicate	process	technology to Management, 
Production, Maintenance, Administrative, and Plant Personnel, 
2) troubleshoot	production	issues, 3) lead and perform plant trials, 4) 
directly	participate in the commissioning of process technologies, and 
5)	participate	as	required	on	internal or customer process improvement 
teams.

STEP	2:	Incorporate	Keywords	and	Phrases
In	working	with	clients,	start	by	taking	every	duty	and	requirement	in	
the	job	announcement	and	turning	it	into	a	question.	Add	a	phrase	such	
as	“What	is	your	experience	in…”	or	“How	have	you	demonstrated	your	
ability	in…”	or	“How	have	you	used	your	skills	or	knowledge	in…”	to	
the	front	of	each	duty,	responsibility,	or	requirement	to	create	questions.	
Add	a	question	mark	to	the	end	of	each	sentence.	Ask	the	applicant	to	
answer	each	question	with	an	example	from	his	experience.

For	example,	for	the	first	statement	in	the	Chemical	Engineering	job	
description,	“Plan,	organize,	and	supervise	process-related	laboratory	and	
plant	trials	and	experiments,”	the	question	would	be:	“What	is	your	expe-
rience	in	planning,	organizing,	and	supervising	process-related	laboratory	
and	plant	trials	and	experiments?”

I	recommend	having	clients	answer	each	question	in	the	following	man-
ner	with	accomplishment(s)	to	justify	the	answer.

Ask clients to provide all of the following information:

Have	you	done	this?
Accomplishment Name:
Background (Context):
Challenge:
Action (steps):
Results	(include	quantification):	
Reason	accomplishment	is	important	(Why	someone	would	care):
Role:
Budget:
Number	of	people	supervised	and	their	roles:
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Number	of	users:
Who interacted with:
Technologies used:
Awards	(if	any):
Which	Job:

Based on my experience, here is how I answered the question:
Have	you	done	this	(plan,	organize,	and	supervise	process-related	labora-
tory	and	plant	trials	and	experiments)?	Yes.
Accomplishment	Name:	Reduce	Volatile	Organic	Carbon	(VOC)	emis-
sions.
Background	(Context):	Environmental	Protection	Agency	(EPA)	required	
VOC emission reduction to approve plant expansion.
Challenge:	How	to	meet	EPA	requirement	and	keep	the	product	quality	
the same.
Action	(steps):	Identified	sources	of	VOC	emissions,	researched	alterna-
tive	technologies,	developed	project	plant	to	test	technologies	in	the	lab,	
obtained	approval	and	ordered	equipment,	ran	lab	and	consumer	tests,	
tested	product	in	plant,	and	revised	procedures	to	achieve	plant	quality.
Results:	Saved	more	than	$10	million	in	capital	equipment	costs	and	$1.3	
million/year	material	costs.
Reason Accomplishment Important: Could not implement plant expan-
sion	without	technology	change.
Your	role:	Project	leader
Budget:	$10,000
Number	of	people	supervised	and	their	roles:	1	lab	technician
Number	of	users:	N/A
Who	you	interacted	with:	Plant,	Research	and	Development	(R&D)	and	
Laboratory	personnel
Technologies	used:	Gas	Chromatography	(GC),	consumer	panels,	con-
stant	temperature	baths,	stirrers,	plant	process	control	systems
Awards	(if	any):	Won	company	project	innovation	award.
Which	job?	Senior	Process	Engineer,	Brown	and	Williamson

Based on the above, I then created the following accomplishment 
statement that incorporated the keywords:

Secured	Environmental	Protection	Agency	(EPA)	approval	of	plant	ex-
pansion	and	saved	$1.3	million/year	expenses	and	more	than	$10	million	
capital	costs	with	award-winning	technology	to	reduce	Volatile	Organic	
Carbon	(VOC)	emissions.	Led	entire	project,	conceiving,	planning,	or-
ganizing,	and	supervising	process-related	laboratory	and	plant	trials	and	
experiments	using	Gas	Chromatography	(GC)	and	plant	process	control	
system	expertise.
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A general format for accomplishment statements can be:
<Accomplished	what>	by	<describe	what	was	done>	through	using	
<technology	list>.

Note that even when writing for ATS, we are still creating strong accom-
plishment	statements	and	not	simply	listing	keywords	that	match	our	cli-
ent’s	experience.	Both	elements	–	a	strong	keyword	match	and	a	unique	
achievement	emphasizing	results	–	are	necessary	to	pass	the	ATS	barrier	
and appeal to the hiring manager.

In	creating	client	resumes,	use	keywords	and	phrases	from	the	announce-
ment	in	as	many	accomplishments	as	possible.	If	you	find	a	keyword	that	
represents	something	your	client	has	done	but	for	which	she	does	not	
have	an	accomplishment,	include	that	keyword	in	the	job	duties	descrip-
tion.	Note,	you	can	also	use	the	Professional Summary	section	to	list	key-
words	and	keyword	phrases.	Do	not	use	tables	for	these	skills.	Instead,	
list	them	as	words.	For	example,	for	this	announcement,	I	could	use	the	
following	in	the	summary	section:

Laboratory	Experiments	|	Plant	Trials	|	Process	Equipment	and	Process	
Flows
Operation	Efficiency	Improvements	|	Cost	Savings	|	New	Product	Devel-
opment
Best	Manufacturing	Practices	|	Mass	/	Energy	Balance	|	Quality	Manage-
ment
Research	and	Development	|	Team	Membership	/	Team	Leadership
Lean Manufacturing | 6 Sigma | Value Stream Mapping | Technical Writ-
ing and Presentations
Project	Management	|	Plant	Operations	|	Clay	Field	|	Wet	and	Dry	Pro-
cessing
Chemistry	|	Engineering	|	Math	|	ISO	9000	Standards	and	Audits	|	Ex-
perimental Design
Milling	|	Plant	Automation	|	Financial	Assessment	and	Budgeting	|	
Troubleshooting

Although	ATS	can	easily	read	all	of	the	words	above,	it	is	a	lot	of	text	
for	the	human	eye.	As	such,	since	we	all	know	that	human	readability	is	
important,	you’d	most	likely	re-format	the	above	as:

Laboratory	Experiments	|	Plant	Trials	|	Process	Equipment	and	Process	
Flows
Operation	Efficiency	Improvements	|	Cost	Savings	|	New	Product	Devel-
opment
Best	Manufacturing	Practices	|	Mass	/	Energy	Balance	|	Quality	Manage-
ment
Research	and	Development	|	Team	Membership	/	Team	Leadership
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Lean Manufacturing | 6 Sigma | Value Stream Mapping | Technical Writ-
ing and Presentations
Project	Management	|	Plant	Operations	|	Clay	Field	|	Wet	and	Dry	Pro-
cessing
Chemistry	|	Engineering	|	Math	|	ISO	9000	Standards	and	Audits	|	Ex-
perimental Design
Milling	|	Plant	Automation	|	Financial	Assessment	and	Budgeting	|	
Troubleshooting

If	a	candidate	is	missing	a	particular	keyword	or	phrase	in	her	experi-
ence,	and	it	is	not	an	absolute	requirement	for	the	job,	she	could	add	the	
following	to	her	summary:

Capable	of	learning/performing	the	following	functions:	<list	the	missing	
keywords	and	phrases>.

By	adding	the	statement	above,	you	can	truthfully	include	keywords	the	
client	has	not	done	yet	and	still	allow	the	client	to	pass the ATS hurdle.

ATS Resume Format
I	have	developed	a	Word	2003	resume	template	that	can	be	used	by	ap-
plicants	to	create	a	fairly	pretty human-readable	and	ATS-readable	
resume.	I	recommend	applicants	use	this	type	of	format	if	they	think	
there	is	any	chance	the	resume	will	be	entered	into	an	ATS	system.	I	am	
happy	to	share	it	with	you	–	simply	email	me	at	robin@robinresumes.
com	and	indicate	you	want	a	copy	of	the	template	for	your	use.

Summary
The	preponderance	of	Applicant	Tracking	Systems	can	make	it	challeng-
ing	for	resume	writers	to	create	resumes	that	will	actually	work	for	their	
clients.	Yet	by	carefully	matching	resume	content	to	keywords	and	key-
word	phrases	found	through	review	of	the	job	posting	and	other	easily	
available	resources,	resume	writers	can	help	their	clients	rise	to	the	type	
of	the	ATS	findings.	
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Chapter 19

COURAGEOUS NETWORKING 
CONVERSATIONS for MID-CAREER 
PROFESSIONALS in TRANSITION
by Karen Reiff and Laura Labovich
Success is not final, failure is not fatal: it is the courage to continue that 
counts.~ Winston Churchill

Throughout	our	career	in	private	practice,	we’ve	assisted	thousands	of	
individuals aged 17 to 75. The most challenging group, and the one with 
whom	we	enjoy	working	the	most,	is	mid-career	professionals	facing	
career	transition.	Fear	plays	a	big	role	in	most	change	and	transition,	but	
for	this	workforce	cohort,	it	is	especially	true.	It	doesn’t	seem	to	matter	
what	precipitates	a	need	for	career	transition.	Feelings	of	vulnerability;	
fear	of	the	unknown,	of	rejection,	of	networking;	or	fear	of	failure	tend	
to	derail	even	the	most	motivated	and	qualified	job	candidate.	Here	are	a	
few	of	the	comments	we	hear	clients	say:

“I’ve	never	had	to	look	for	a	job.”	
“I’m	too	old.”
“Maybe	I’ve	been	at	my	previous	employer	too	long.	Do	I	look	out	of	
touch?”
“I’ve	had	my	head	down	and	have	not	cultivated	a	network;	I	thought	I’d	
be	at	this	company	forever.”
“I	am	afraid	of	change.”
“I	have	no	skills!”
“I’m	not	much	of	a	people	person.”
“I’m	embarrassed	about	my	situation.”

Sound	familiar?	While	these	concerns	are	unique,	the	solutions	require	a	
special kind of courage, a leap-of-faith, and an action-oriented approach 
–	along	with	genuine	conversational	ability.	Think	of	this	ability	as	the	
foundation	for	a	career	management	mansion.	The	ability	to	teach	your	
clients	to	express	themselves	naturally,	and	thus	network	confidently,	can	
enable	them	to	quickly	reduce	their	anxiety,	helping	them	quiet	that	inner	
dialogue,	and	pave	the	way	to	success,	however	they	will	define	it.	

Whether	you	are	coaching	a	client	who	is	32	or	66,	with	10	or	30	years	of	
professional work experience, tap into these courageous conversational 
networking	strategies	as	you	assist	your	clients	in	their	transition	journey.	
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After	all,	your	“network	is	your	net worth	(O’Donnell,	2013).

How to bravely and quickly Tell Your Network You’re Looking for a 
Job
Picture	this:	Your	client,	Joanna,	shares	with	you	that	today,	she	ran	into	
her	neighbor,	who	asked	her	a	simple	(harmless)	question:	
“What’s going on?”	Joanna	calls	you	in	a	panic:	Her	thoughts	ran	the	
gamut. But, instead of delivering a calculated answer, she spewed: 
“Well, I’m not having much success in this long, frustrating job search; 
I’m adrift; I’m afraid; nothing much, just unemployed; I need help; Long 
story!”
Now	she	really	needs	your	help	to	craft	a	ready-made,	snappy	answer	for	
when	these	situations	occur	again,	as	you	both	know	they	will.	
snap·py: 	adj.	snap·pi·er,	snap·pi·est;	exciting	or	lively;	moving	or	able	to	
move	quickly	

Joseph	earned	the	PhD	in	Biochemistry.	He	is	a	shy	50-year-old	who	was	
recently	laid	off.	He	needed	to	learn	how	to	talk	–	convincingly,	genu-
inely,	and	in	a	variety	of	social	situations	–	about	his	need	for	employ-
ment.	He	was	convinced	that	he	needed	to	tell	people	why	he	was	laid	
off	and	was	uncomfortable	revealing	too	much.	He	identified	his	social	
circle	as	church	members,	friends,	neighbors,	son’s	teachers,	former	col-
leagues and professors, and other trusted acquaintances. Most of these 
folks were familiar with his work, his accomplishments, and, of course, 
his	brilliant	brain.	

Joseph,	with	coaching,	developed	what	Labovich	and	Salpeter	(2013)	
call a PMP (personal marketing plan). The purpose of the PMP is to 
facilitate	productive	conversations	with	others	who	can	assist	in	the	quest	
for	a	job.	Among	other	items,	Joseph’s	plan,	which	he	calls	his	to-do list, 
included	specific	scripts	for	his	most	predictable	social	situations.	His	
daunting	challenge	was	to	write	them	in	a	way	that	was	courageous,	safe,	
from	the	heart,	and	compelling.	He	also	learned	that	while	he	did	not	
have	to	tell	a	long	story,	his	answers	needed	to	be	snappy.	Snappy,	as	in	
short,	concise,	unique,	and	especially	impactful.

Arruda	and	Dixson	(2007)	identify	3	C’s	of	brand	communications:	clar-
ity,	consistency,	and	constancy.	Clarity	is	being	clear	about	who	you	are	
and	who	you	are	not.	Consistency	is	steadfastly	expressing	your	message	
no	matter	what	communication	vehicles	you	choose.	Constancy	is	always	
being	visible	to	your	network.	It	was	important	for	Joseph	to	send	the	
same message to his LinkedIn contacts as he does to those with whom 
he	runs	into	at	church	or	a	neighborhood	party.	After	clarifying	Joseph’s	
unique	message	(he	struggled	with	sounding	natural),	he	finally	found	
his voice. This presented additional challenges for him, however, as he 
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began	to	reveal	too	much,	got	himself	into	situations	for	which	he	was	
unprepared,	and	occasionally	convinced	folks	he	actually	was	a	loser.	
Yikes! – the dreaded I’m a loser and a fraud feelings do tend to surface 
when	we	are	at	our	most	vulnerable.	

We	went	back	to	the	drawing	board.	We	worked	on	three	scripts.	They	
are as follows:

I’m looking for a job in the local biotech field. I would be interested to 
know if you know anyone at GeneSplice. 

I’m making a career transition. I know you’re friends with Vaughn. 
Would you be willing to provide an introduction? He would be a great 
source of information about GeneSplice.

I’m looking for a biotech job in the Ann Arbor area.

Joseph’s	success	required	rehearsal.	He	practiced	with	his	family,	with	
his	coach,	in	front	of	the	mirror,	as	well	as	with	his	coach’s	contacts:	safe	
professionals	with	whom	he	could	tell	his	story.	He	also	developed	a	
series	of	snappy	reply	scripts:	short	answers	that	addressed	his	situation	
without	revealing	more	than	necessary,	which	helped	him	dramatically	
boost	his	confidence.	

Additional	results:-	Joseph	started	believing	in	himself,	and	also	un-
blaming	himself.	He	now	feels	completely	comfortable	with	his	message	
and	is	currently	participating	in	a	unique	career	transition	program	for	
seasoned mid- and late-career professional talent going through, or pre-
paring to undergo, a career transition. 

How to courageously Answer the Question You Hope They Won’t 
Ask!
For	every	job	seeker,	the	question	is	different,	but	there’s	always	one	that	
they	hope	(and	pray)	the	interviewer	won’t	ask.	This	elephant-in-the-
room is	the	one	thing	that	keeps	your	clients	up	at	night,	creates	night-
mares	when	sleeping,	and	causes	needless	anxiety.	It	could	be:

Why did you leave your last job? (When you were fired?)

What’s wrong with your ____? (Not	necessarily	voiced,	but	imagined	
because	of	some	perceived	disability	or	defect.)

I’m not sure why you would even want this job. Isn’t it sort of beneath 
you?

Interviews	are	disconcerting	enough	without	piling	on	the	terrifying	
question	for	which	the	only	answer	could	garner	your	client	a	rejec-
tion	letter	as	a	consolation	prize.	How	does	a	savvy	job	seeker	respond	
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creatively	and	courageously	to	such	pointed	(even	possibly	unfair)	ques-
tions?

Sandra	was	a	45-year-old	lawyer	with	the	Environmental	Protection	
Agency.	As	a	20-year	veteran	of	her	legal	job,	she	was	ready	to	do	some-
thing	new.	Her	last	interview,	when	Bill	Clinton	was	in	office,	was	made	
easy	by	the	strong	recommendation	of	an	internal	employee	–	her	aunt!	
(A	nearly	slam-dunk interview,	they	would	later	say.)	A	20-year	hiatus	
from	interviewing	is	anxiety-producing	enough,	but	it	wasn’t	the	inter-
view	that	concerned	Sandra.	No,	Sandra	was	confident	in	her	accom-
plishments at the EPA and had no issue tooting her own horn. 

But Sandra had a tremor. Whether she was nervous or not, her hands 
shook	noticeably.	She	had	learned	to	live	with	her	tremor,	having	expe-
rienced	it	since	birth.	But	now	her	fears	resurfaced,	and	she	worried	that	
the	interviewer	would	be	distracted,	even	though	she	knew he could not 
legally	ask	about	it.		We	discussed	the	options:

Don’t	mention	it!	Hey,	they	can’t	ask	about	it,	so	why	offer	up	any	infor-
mation	that	isn’t	relevant	to	the	job	at	hand.	Who	cares	if	they’re	curious!	
They	don’t	deserve	to	know.	Share	it	in	advance	of	the	interview,	perhaps	
after	the	phone	interview,	so	the	air	is	clear	when	I	get	there!	Reveal	it	as	
you	walk	in	to	the	interview.	No	secrets	for	this	gal!	

In outlining her options, Sandra had a profound a-ha moment. It occurred 
to	her	that	trying	to	hide,	or	cover	up,	her	tremor	wasn’t	going	to	ease	her	
anxiety	in	the	interview;	she	feared	that	she	would	still	be	distracted	by	
it.	And,	in	an	interview,	confidence	is	key.	She	realized	that	addressing	it	
head-on	was	the	best	approach,	in	this	case,	and	she	felt	best	about	doing	
it	in	person,	getting	it	out	of	the	way.	She	realized	that	by	naming	it,	she	
rendered	it	powerless.	As	she	sat	down,	before	the	interview	started,	she	
said:
“I just wanted to let you know that I’ve had this little tremor since birth, 
and it has never interfered with my job duties. Just thought I’d get that 
out of the way!” Phew! (Now	we	can	get	on	to	the	business	of	nailing	
this	job	interview.)

While	we’re	not	endorsing	a	full	disclosure	each	and	every	time,	we	
believe	that	we	best	help	our	clients	by	encouraging	them	to	prepare,	in	
advance	of	interviews,	for	how	they	will	handle	these	concerns	that	could	
consume	them,	and,	ultimately,	derail	them.	

Looking	at	the	other	two	questions	we	posed.		In	the	first	example	above	
– (Why did you leave your job?	–	if	your	client	was	fired)	–	we	encourage	
you	to	empower	your	clients	to	face	the	question	head-on	and	prepare	an	
answer	that	is	positive	and	firm,	but	not	at	all	bitter.	
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Our advice for the last example (Isn’t this job beneath you?) is to encour-
age	them	to	address	it	before	it	is	asked.  I know it may seem strange that 
with my experience at the director level, I’d be applying for an analyst 
position. But, I’ve thought long and hard about what I want my next 
move to be, and I realized that I was happiest in my career when I was 
closest to the work as an individual contributor. I’m in a phase in my life 
where I just want to do my best work and make a difference.

While	the	timing	for	disclosing	this	information	will	vary,	in	almost	
every	case,	job	seekers	should	be	prepared	with	a	good	answer	when	
the	question	gets	asked,	as	it	invariably	does.	Unfortunately,	hoping	the	
elephant-in-the-room	issue	will	go	away	or	somehow	be	sidestepped	
isn’t	a	feasible	or	recommended	strategy.	The	truth	is	this:	If	this	ques-
tion	doesn’t	get	answered,	it’s	unlikely	the	process	will	move	forward	
for	you.	The	interviewer	will	almost	always	have	a	concern,	whether	she	
announces	it	aloud	or	not.	So	encourage	your	clients	to	be	courageous	in	
their interview communications – after all, courage is powerful.

How to creatively Invite Accomplishments and Successes From Your 
Network
The	feeling	of	internalizing	accomplishments	in	your	career	can	be	
likened	to	getting	a	gold	star	on	your	3rd	grade	book	report;	this	is	one	
of	the	many	gifts	we	can	give	to	our	clients.	Regardless	of	how	minute	
or	groundbreaking,	uncovering	and	distilling	these	accomplishments	
has	an	undeniably	powerful	effect	on	job	search	motivation,	morale,	and	
attitude. Yet, in our work with mid-career professionals in transition, we 
frequently	hear:	I didn’t really do anything earth-shattering in any of my 
jobs. I just came in every day and did what I was asked to do!	As	we’ve	
all	witnessed,	job	seekers	who	struggle	to	uncover	their	accomplishments	
and	communicate	them	effectively	to	their	target	audience	increasingly	
find	themselves	in	a	long	and	daunting	job	search.

When	faced	with	an	accomplishments	exercise,	long-term	unemployed	
job	seekers,	mid-career	professionals,	and	others	in	transition	often	feel	
vulnerable	and	exposed,	especially	if	what	they	find	adds	up	to	a	
whole lot of nothing.	(The	children’s	song:	Nobody loves me, everybody 
hates me, I think I’ll eat some worms comes to mind.) But, to catapult 
them past the know thyself stage into the market thyself	phase,	it’s	not	up	
for	debate:	They	need	accomplishment	stories.

Relationship	expert	Dr.	Phil	says	that	every	happy	person	needs	a	
soft place to fall,	a	person	with	whom	they	have	a	sacred	trust	and	bond.	
During	frustrating	periods	in	job	search,	encourage	your	clients	to	tap	
into their soft place to fall to	receive	feedback	on	what	makes	them	
unique.	While	doing	so	even	with	the	safest	audience	can	still	be	a	bit	
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terrifying,	the	result	can	be	hugely	enlightening	and	can	help	push	them	
past	a	roadblock	in	their	search.	

These	people	–	your	clients’	family,	friends,	relatives,	and	close	connec-
tions	–	may	know	their	true	accomplishments	and	brand	attributes	before	
your	clients	are	even	aware	of	them.	Here’s	how	to	encourage	job	seekers	
to	invite	feedback	in	a	creative	and	courageous	way:
If you had to describe my legacy, how would you do it?
If you were to introduce me to someone I didn’t know, how would you 
describe me? What adjectives would you use?
When I was a kid, what did I do really well?
If I wrote a best-selling book, what would it be called?
Helping	your	clients	to	access	their	accomplishments	can	truly	set	them	
free.

Final Thoughts
We	fully	appreciate	and	honor	the	conversational	challenges	that	mid-
career	professionals	face	in	transition.	We	understand	the	energy	required	
to	simply	start	over,	to	plan,	to	get	our	minds	right.	We	recognize	the	
discipline it takes to write out a PMP and to craft messages with clar-
ity,	consistency,	and	constancy.	We’ve	done	it.	It’s	rough.	Frustrating	
at	times.	Scary,	intimidating,	overwhelming,	and,	yes,	even	fun!	Ralph	
Waldo Emerson once said, “The reward of a thing well done is to have 
done it.” This	is	always	true	when	moving	through	the	re-careering	
process. Just one courageous conversation, as our clients have demon-
strated,	is	enough	to	create	that	coveted	confidence	momentum	during	a	
period	when	many	mid-career	professionals	get	stuck,	like	a	VW	Beetle	
in	an	18-inch	snowdrift.	You	can	guide	and	encourage	them	as	they	start,	
shovel	in	hand,	and	clear	a	path	to	their	next	(great!)	job.	
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Chapter 20

THE INFORMATIONAL INTERVIEW 
POWER CHART:
An Aid to Communicating Your Value 
by Steven E. Beasley
I	learned	how	to	market	myself	by	asking	questions	about	my	best	fit	in	
an	industry.	This	process	consisted	of	presenting	my	background	experi-
ence, education, skills and achievements related to the needs of compa-
nies	in	that	industry,	then	requesting	advice	as	to	my	best	fit--specifically,	
my	appropriate	position	title	and	job	functions	within	that	industry,	and	
names	of	people	I	should	contact	for	further	advice.	I	was	truly	intrigued	
by	this	process.	The	process	is	called	referral	networking.	One	such	inter-
view	led	to	a	large	number	of	referrals	to	prominent	leaders	in	the	metro	
area	where	I	lived.	Subsequent	referral	interviews	with	these	contacts	
led	to	a	sharpening	of	my	career	objective,	a	focusing	on	my	best	fit,	and	
a	gold	mine	of	contacts	with	unadvertised	opportunities	matching	my	
goals	very	closely.	In	all,	after	learning	of--	and	applying--this	process,	I	
proceeded	to	accept	multiple	offers	covering	100	per	cent	of	my	time	as	
an independent contractor. This was a life-changing experience. Later I 
found out that the career advising profession calls this process informa-
tional interviewing.

At	another	stage	of	my	career,	I	developed	a	simple	method	of	presenta-
tion	in	these	referral	networking	interviews,	knowing	my	background	
had	so	many	details,	stemming	from	the	experiences	and	learning,	as	
well	as	development	of	multiple	skills	during	a	lifetime	embracing	
several	very	different	careers.	I	have	been	a	construction	worker,	medi-
cal	research	technologist;	science	writer/editor;	public	affairs	executive;	
program	analyst;	non-profit	fund	raiser;	college	lecturer/teacher;	military	
officer;	publications	managing	editor;	corporate	executive.	I	needed	to	
build	tools	that	aided	in	focusing	my	presentation.

How	does	one	focus	an	informational	presentation	that	distils	such	a	
wide	range	of	experiences	and	industries,	job	functional	responsibilities,	
diverse skills and accomplishments? I came up with an idea with which I 
proceeded	to	market	myself,	and	which	subsequently	helped	many	others	
do	so.	This	was	the	beginning	of	what	later	became	known	in	the	career	
advising	organizations	which	I	influenced	as	the	Informational	Interview-
ing Power Chart.
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What is a Power Chart as it has been utilized in career marketing? 
Well	known	in	the	career	advising	industry,	power	charts	have	zipped	all	
over	the	internal	internet	of	very	large	corporations,	and	have	spread	to	
their	subsidiary	companies.		The	power	chart	template	is	quite	simple.		It	
consists	of	very	basic	headings	along	its	horizontal	top	from	left	to	right:

Competency &   Related Achievements     Reference 
Requisite Skills        to verify  

To organize the Power Chart, competencies are named.  Because a 
competency	is	complex,	and	embraces	a	skillset	necessary	to	perform	a	
job	function	at	a	high	degree	of	proficiency,	this	needs	to	be	defined	by	
listing	these	requisite	skills.	Related	achievement	paragraphs	describe	ac-
tions the presenter has taken at some point in his/her life which led to the 
solution	of	a	problem,	or	a	successful	outcome	of	a	project.	The	individ-
ual	achievements	are	selected	because	they	demonstrate	the	presenter’s	
listed	competency.	The	achievement	listing	must	be	accompanied	with	
the details of where, when, and under what auspice it was done, and must 
include	a	valid	reference	to	a	person	who	will	back	up	the	presenter’s	as-
sertions.	It	helps	add	credibility	if	the	paragraph	includes	a	description	of	
the	problem	or	situation,	the	approach	the	presenter	made	to	the	problem	
[i.e. the solution], and the results achieved. This is often called the PSR 
paragraph,	standing	for	problem—solution—result.

How does one make a presentation using the Power Chart? 
When	teaching	this	method	to	my	corporate	clients	in	small	group	
sessions,	I	first	ask	each	person	in	the	audience	to	individually	choose	
an interview partner. Then the partners interviewed one another for the 
purpose of uncovering some of their proudest achievements. Now, once 
each person had named some of their achievements, we had their partner 
suggest	what	skills	and	competencies	were	suggested	by	the	individual	
achievements.

Once	competencies	had	been	identified	by	all	of	the	group	members,	we	
had	each	individual	stand	before	the	group,	name	one	competency	and	
briefly	describe	its	supporting	achievement.	The	audience	of	co-workers	
then would offer supportive advice to sharpen up the presentation, and 
then	we	would	move	on	to	the	next	person’s	statement.	This	usually	
worked	out	well.	Many	of	these	people	applied	this	presentation	method	
in	their	career	marketing	process.	All	they	had	to	do	in	the	real	referral	
networking	interview	is	ask	the	simple	questions:	Where	would	I	best	fit?	
What	other	person	would	be	the	best	source	for	further	advice?	Once	a	
referral	contact	is	identified,	we	coach	our	client	to	research	that	person’s	
company,	industry,	track	record,	and	the	company’s	needs	and	problems.	
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Often,	the	Power	Chart	attracts	interest	in	our	client	by	a	referral	con-
tact. If this happens, we coach the individual to follow out this interest 
in whatever direction it leads. We prepare them to follow that interest 
track	in	the	interview	with	appropriate	questions.		This	is	when	one	must	
be	extremely	careful	not	to	convert	the	informational	interview—the	
basis	for	obtaining	the	meeting—into	asking	for	a	job.	Of	course,	the	job	
interview	may	be	the	ultimate	result	of	multiple	interviews.		First,	one	
must	identify	the	contact	person’s	wishes.		Does	she	want	to	continue	the	
discussion	and	get	into	the	company’s	needs,	or	would	she	prefer	to	defer	
that	to	a	second	get	together?	Asking	for	and	obtaining	commitment	to	a	
follow-up interview if so indicated, is the preferred action for our candi-
date.

This	is	when	the	career	advisor	comes	in	handy.		She	helps	the	candidate	
prepare	the	next	generation	power	chart,	directly	addressing	the	compa-
ny’s	needs.	The	second,	or	follow-up	interview	provides	an	opportunity	
to present a Second Generation Power Chart, revised and expanded to 
encompass	all	of	the	company’s	needs	which	were	revealed	in	the	first	
interview.		This	second	version	may	become	the	competency	listing	for	
a	created	position,	with	undreamed	of	opportunity	to	negotiate	one’s	true	
value	in	whatever	offer	may	come.

We	coach	each	person	to	believe	in	the	process,	to	follow	its	simple	
course	to	the	outcome.	What	happens	varies	between	individuals.	Some	
people	receive	job	offers	on	the	spot,	without	even	getting	advice!	Others	
may	not	get	anything.	Still	others	may	leave	the	interview	loaded	with	
advice, information, and multiple referral contacts.  Such is the endless 
variety	and	wealth	of	possibility	in	this	process	that	one	marvels	that	we	
all	are	not	doing	referral	networking!		Whatever	happens,	we	say	to	our	
client:  “Be grateful for the opportunity to meet, and send a gracefully 
written thank you letter to every contact.” Sometimes these notes them-
selves produce unexpected positive results. 

We	review	each	referral	networking	interview	in	a	de-briefing	session,	
to see how well the individual did. Coaching each person through this 
process	becomes	a	joy.	Referral	networking	throughout	one’s	career	is	
valuable,	because	the	experience	produces	such	high	positive	results	
and	good	feelings	of	one’s	worthiness	that	the	individuals	I	coach	do	not	
want	it	to	end!

Let	me	tell	you	about	one	of	my	clients,	Emily	Johnson.	Here	is	what	she	
told me:
“I was talking among friends about career plans and dreams. One 
person, a colleague at the bank, asked if I wanted to pursue a position in 
higher management at the bank.” 
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So, without preparation, I said ‘sure!’ Ever helpful, my colleague said: ‘I 
will set you up with a job interview.’ Suddenly, I was stuck with a dilem-
ma. What is the goal in a job interview? To get the job! But I have other 
dreams and was actively pursuing them on the QT – with very promising 
results. In fact, I was about to have an informational and exploratory 
interview with a key contact in a consulting firm that matches my main 
career objective: business consulting. So how do I pursue my dream 
career but retain my present position at the same time? How do I handle 
the offered job interview?”
I	said	to	Emily,	“take a breath! We can solve that one when we get to it. 
First, let’s make you a Power Chart!”

Information and Referral Interviewing
Informational	interviewing	is	an	activity	in	which	we	learn	of	possibili-
ties, and sometimes we open doors we never knew existed. We gain in-
sight	into	our	own	best	capabilities	and	how	these	fit	into	the	job	market.		
On	average,	we	work	approximately	one	third	of	our	life	span.	It	follows	
that	it	is	in	our	best	interest	that	we	choose	the	career	that	is	the	most	
satisfying	to	us.	I	coach	my	career-advice	clients	on	how	to	manage	their	
informational/referral	interview	process	so	that	they	gain	insight	from	
other	people	about	how	they	might	fit	into	today’s	work.	Think	first	about	
our purposes in having these informal get-togethers. What do we want to 
get out of an informational/referral interview?

•		One	objective	is	to	gain	advice	as	to	the	possibilities	in	our	preferred	
career	field.
•		A	very	significant	goal	is	to	leave	a	favorable	impression	with	our	
interviewee—to	be	remembered	favorably.
•		A	valuable	product	of	this	kind	of	meeting	is	the	referral	to	persons	
whom we can also meet for similar advice. These referrals are golden.

When	I	meet	with	a	client	for	the	first	time,	we	cover	her	career	thoughts,	
current	situation,	any	specific	plans	she	has,	and	her	background.	We	re-
view	her	achievements.	In	the	process	we	talk	about	her	family,	friends,	
and	community	activities.	Then	we	explore	what	kind	of	career	she	
would	like	to	have.	We	look	at	her	preferences	based	on	personal	fac-
tors,	including	the	skills	she	has	demonstrated	and	enjoys	using,	personal	
values,	and	interests	in	specific	occupations	and	industries.	This	kind	of	
review	helps	my	client	to	see	herself	in	a	positive	way,	perhaps	for	the	
first	time	since	the	reason	that	sent	her	to	me	in	the	first	place,	whether	
it	was	a	job	loss,	graduation	from	college,	or	discovering	the	need	to	
change	careers.	Some	of	my	clients	make	that	discovery	while	receiving	
career	advising.	After	this	first	meeting,	I	assign	professional	assessment	
work	for	the	client	to	perform	before	our	next	meeting.	The	work	in-
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cludes	self-assessment	with	the	Myers-Briggs	Personality	Type	Indicator	
and	the	Strong	Interest	Inventory.	She	is	also	asked	to	list	her	favorable	
experiences, or achievements.  When we next meet, our discussion on 
these	three	items	leads	us	to	a	further	phase	of	self-analysis:	The	client	
discovers	those	strengths	in	her	life	that	are	consistently	there	in	many	of	
the	favorable	experiences	she	listed.	These	become	the	substance	of	the	
Power	Chart.	Before	my	clients	meet	with	anyone	for	information/refer-
ral	interviews,	they	prepare	a	Power	Chart,	which	can	be	used	as	discus-
sion	points	in	the	interviews.	The	Power	Chart	is	very	simple.	The	client	
merely	needs	to	answer	the	question:	What	are	your	most	significant	
strengths	[or	skills]	that	you	find	most	enjoyable	to	use?	That	answer,	
for	each	client,	is	very	important,	because	it	holds	for	her	the	essence	
of what motivated strengths she offers the world. When she decides on 
these	most	significant	strengths,	we	go	on	to	the	next	one,	and	the	next,	
and so on, until we have a good list. The next part of the Power Chart 
process	consists	of	matching	groupings	of	the	client’s	strengths	[these	
groupings are called competencies] with a related achievement or favor-
able	experience	(from	the	previous	exercise).	

Once	we	have	many	competencies	with	related	examples	of	favorable	
experiences,	we	then	field-test	using	the	chart	with	a	willing	interviewee	
who	can	be	a	colleague,	friend,	neighbor,	or	relative.	The	idea	is	to	give	
the	client	confidence-building	experience	with	this	kind	of	presentation.		
When	she	is	happy	with	these	experimental	trials	using	the	Power	Chart,	
then we practice the Informational Interview on closed circuit video, 
so	she	can	see	how	she	presents	herself.	After	that,	it’s	on	to	the	infor-
mational	interviews,	gaining	favorable	allies,	receiving	referrals,	and	
eventually	being	invited	to	a	job	interview!	

Oh,	about	Emily’s	job	interview	at	the	bank?	She	did	a	referral/informa-
tional interview using her Power Chart [expanded with much more detail 
from	the	example	above]	and	created	her	own	job	–	Vice	President,	Busi-
ness	Consulting.	She	got	it,	with	a	big	raise!	

Below	is	a	simplified	example	of	part	of	Emily	Johnson’s	Power	Chart.	
[See Figure 1:  Sample Power Chart, Business oriented]

Power	charts	for	persons	who	have	technological	achievements	may	be	
utilized	to	focus	the	informational	interview	on	specific	technical	com-
petencies.	From	one	of	my	corporate	clients	conducting	a	personal	career	
marketing	campaign	inside	his	company,	an	example	of	such	a	
technology-oriented	Power	Chart	is	presented	below.
[See Figure 2:  Sample Power Chart, Technology oriented]
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Figure 1: Sample Power Chart
  [Business oriented]
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Figure 2: Sample Power Chart
[Technology oriented]
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Chapter 21

FROM INTERVIEW to OFFER:
The 30-60-90 Plan
by Jan Melnik
Job	searches	require	a	considerable	amount	of	time,	from	candidate	
sourcing and prescreening through to the multiple stages of interviewing, 
final	candidate	selection,	and	a	job	offer.	What	used	to	be	a	timeframe	of	
perhaps	a	few	weeks	can	easily	extend	across	several	months	to	as	long	
as	four	to	six	months	in	duration.	This	is	reflective	of	companies	and	
organizations recognizing the value of careful hiring decisions, often as 
a result of experiencing the high cost and pain of poor hiring decisions in 
the past.

By	the	time	a	candidate	has	been	contacted	in	a	prescreening	call	or	even	
for	the	first	round	of	interviewing,	she	knows	that	her	preliminary	career	
communications	–	typically	a	resume,	cover	letter,	and	LinkedIn	profile	
–	have	effectively	worked	to	advance	her	qualifications,	experience,	and	
background.	She	has	stood	out	among	the	many	likely	candidates	and	is	
in	a	smaller	field	of	prospects.	

Savvy	job	seekers	will	invest	considerable	time	and	energy	in	role-
playing	for	their	first	interview,	conducting	their	due	diligence	as	they	
research	as	many	sources	as	possible	to	learn	about	their	target	company,	
department, and position. Some will engage coaches to help them prac-
tice	and	perfect	their	interviewing	skills.	And	many	will	carefully	and	
promptly	write	or	email	a	thank-you	note	following	the	interview.	These	
are	all	suggested	best	practices	for	today’s	job	seeker.

But what tends to happen as the pool of top candidates narrows to a 
group	moving	on	to	the	second	round	of	interviews?	A	number	of	candi-
dates	will	dutifully	write	or	email	another	set	of	similar	thank-you	notes	
following round two of interviews and perhaps even rounds three and 
four.	Many	recycle	the	same	language	from	their	first	message.	While	
these	measures	are	certainly	preferable	to	the	inaction	of	those	candi-
dates	who	don’t	bother	with	thank-you	notes	at	all	after	their	interviews,	
there’s	a	lot	being	left	on	the	table.	It	is	somewhat	surprising	in	this	
economy,	but	employers	note	that	they	never	hear	from	many	applicants	
post-interview.

Tool to Give Candidates a Competitive Advantage
Throughout	the	prolonged	stages	of	today’s	interview	process,	candidates	
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have	a	unique	opportunity	to	differentiate	themselves	and	get	closer	to	an	
offer	by	using	what	I	call	the	30-,	60-,	90-day	“business	plan”	approach	
in	their	thank-you/follow-up	correspondence;	we’ll	call	this	the	30-60-90	
plan	for	simplicity.	This	tried-and-true	tool	serves	to	combine	a	candi-
date’s	unique	value	proposition	with	branding	in	ways	that	are	fresh	and	
reflect	due	diligence	on	the	applicant’s	part,	all	of	which	helps	to	opti-
mally	position	the	individual	for	the	target	job.	

There	is	a	great	deal	of	flexibility	in	the	creation	of	the	30-60-90	plan.	
For	career	practitioners,	it	is	a	robust	tool	that	can	be	of	significant	value	
in	a	candidate’s	career	collaterals	package,	both	from	the	standpoint	of	
results gleaned for the applicant and an added revenue stream for the 
practitioner.	Let’s	first	dissect	what	the	plan	looks	like	and	how	it	is	used;	
we’ll	then	explore	how	it	is	created.

Format: The 30-60-90 Plan
My	recommendation	is	that	the	plan	be	created	as	an	attractively	format-
ted	Microsoft	Word	document	and	ultimately	transmitted	via	email	as	an	
attachment	along	with	the	content	pasted	into	the	body	of	an	email.	This	
enables	recipients	to	read	the	content	on	smartphones	and	tablets	without	
the	requirement	to	download	the	Word	doc.	

The	length	will	vary	depending	on	the	quality	and	depth	of	input	from	
the	candidate,	the	amount	of	research	he	has	done,	and	the	complexity/
level	of	the	target	position.	My	30-60-90	plans	range	from	two	to	five	
pages.	Content	is	single-spaced	with	strategic	use	of	bolded	subheads	and	
good white space for a strong visual appearance.

The	plan	is	created	exactly	as	a	business	letter	would	be	with	a	proper	in-
side	address	and	business	salutation	in	the	Word	version	that	is	attached.	
I’ve	selected	an	example	for	this	article	that	features	a	candidate	for	the	
position	of	Manager	of	Internal	Communications	at	Houston	Children’s	
Medical	Center;	the	actual	30-60-90	plan	was	five	pages	in	length	(edited	
for space in this article). The plan leads off with a short paragraph ex-
pressing appreciation for the interview with a strong initial pitch. 

I	sincerely	appreciated	the	opportunity	to	meet	with	you	on	Tuesday	
and	thank	you	for	an	insightful,	open	discussion	about	the	work	of	your	
department and the role of the Manager of Internal Communications. 
I	am	confident	of	my	ability	to	make	a	significant	contribution	to	the	
Houston	Children’s	Medical	Center	in	this	capacity	and	deliver	a	creative	
approach	and	proven	expertise	to	the	requirements	and	challenges	of	
internal communications. 
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The	next	paragraph	or	two	of	the	plan	should	recap	briefly	the	highlights	
of	the	candidate’s	background	that	are	most	relevant	to	the	opportunity,	
followed	by	key,	transferable	skills	that	align	directly	with	the	position	
requirements.	For	instance,	continuing	for	our	Manager of Internal 
Communications candidate:

As	you	know,	my	background	includes	progressive	roles	managing	inter-
nal	communications	for	4	different	organizations	–	an	inner-city	school	
district	comprising	30,000	students	…	a	5-star	resort	with	staff	number-
ing	more	than	400	in	season	…	a	national	association	with	hundreds	of	
members	…	and	a	not-for-profit	agency	serving	the	needs	of	thousands	
of	residents	across	12	Texas	cities.	In	every	role,	I	have	been	able	to	
bring	pragmatic	leadership,	enhancing	each	organization’s	ability	to	com-
municate	clearly	with	its	constituents	and	stakeholders.	

We	discussed	some	of	the	demonstrated	skills	and	experience	I	bring	to	
the role, including:

•		Proven	track	record	of	successfully	balancing	competing	priorities	
and	effectively	juggling	multiple	projects	and	deadlines	–	with	calm,	
finesse,	and	competence.	This	will	prove	valuable	to	the	role	of	Manager	
of	Internal	Communications	when	considered	from	the	standpoint	of	key	
project	demands:	from	the	HR	projects,	employee	engagement	strategies/
outreach,	and	intranet	redo	to	the	IT/electronic	health	records	project	
and new initiatives to support internal communications throughout the 
HCMC	community.
•		Skill	in	working	effectively	and	diplomatically	with	constituents	with	
widely	varied	views	and	perspectives	across	a	large	organization.		
•		Deep	respect	for	the	dignity	and	value	of	people	at	all	levels	–	not	only	
the staff, professionals, medical caregivers, administrators, and individu-
al	contributors	throughout	HCMC,	but	the	patients	and	families	we	serve.
•		Reputation	as	a	key	contributor,	idea	generator,	and	change	agent	–	
willing	to	share	innovative	concepts,	brainstorm	openly,	and	collaborate	
creatively	with	all	team	members,	carefully	listening	to	others,	asking	
questions,	and	drawing	out	the	best	ideas	for	enactment.
•		Strong	background	in	managing	IT	projects,	collaborating	effectively	
with technical experts to achieve successful outcomes.
•		Talent	turning	around	organizations	and	optimizing	performance	
through sincere and effective interpersonal skills and a genuine desire to 
achieve	the	best	results.
•		Commitment	to	building	trust	and	rapport,	working	hard,	delivering	
value, and achieving goals.
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The next section of the plan introduces the pitch:

Recapping	some	of	the	most	important	areas	where	I	can	play	an	integral	
role	contributing	within	internal	communications	and	for	the	department	
as	a	whole	at	HCMC	in	my	first	90	days,	I’d	like	to	present	the	following	
30-60-90	day	plan.

The	body	of	the	plan	is	divided	into	three	timeframes	of	30,	60,	and	90	
days	each.	The	concept	is	to	craft	specific	goals	for	each	of	those	inter-
vals – those initiatives, steps, and actions that the candidate would antici-
pate	taking	with	as	much	specificity	as	possible,	yet	with	language	that	
suggests	these	are	working	ideas	and	preliminary	concepts.	My	technique	
is	to	list	each	of	the	objectives	or	initiatives	planned	within	the	respective	
window	of	time,	then	amplify	the	purpose/goals	in	an	expanded	para-
graph or two for each. Continuing with the Manager of Internal Com-
munications	example,	I’ll	share	all	of	the	objectives	in	the	first	milestone	
in	their	entirety,	then	truncate	the	details	in	the	amplified	paragraphs	for	
space considerations thereafter so that readers can get a feel for how the 
plan comes together.

Milestone: 30 Days
Initial	objectives	to	undertake	within	the	first	30	days	include	the	follow-
ing highlights:
Meet for in-depth discussions with direct manager (John Smith) and Se-
nior VP, Strategic Planning, Marketing & Business Development (Sarah 
Rodriguez)	to	clarify	specific	short-	and	long-term	goals	and	objectives	
for Manager of Internal Communications
Meet	with	all	members	of	our	team	to	gain	better	understanding	of	indi-
vidual	and	group	goals	and	objectives
Meet	with	IT	program	manager	for	shared	project	discussions	and	meet	
other IT staff as appropriate
Meet	with	other	constituents	as	identified	by	direct	manager/Senior	VP	to	
establish	initial	foundation	for	working	together
Reinvigorate	the	collaboration	with	IT	and	advance	the	electronic	health	
records	project	
Meet	with	select	members	of	Human	Resources	to	discuss	shared	vision	
and goals
Understand	and	advance	employee	engagement	initiatives

1-4)  Methodical Schedule of Meetings Across Multiple Organizational 
Levels & Departments
In	my	first	30	days,	I	would	undertake	a	rigorous	schedule	of	meeting	
with	managers,	team	members,	select	staff	within	complementary	depart-
ments, and constituents throughout the organization to listen-and-learn, 
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to	bring	myself	up	to	speed	as	quickly	as	possible	on	the	overall	culture	
of	HCMC	as	well	as	identify	opportunities,	issues/concerns,	and	areas	
for	future	development/implementation.	The	bottom-line	objective	for	
the	first	30	days	will	be	to	learn	everything	I	possibly	can	about	how	our	
department	supports	the	mission	of	HCMC	and	how	we	best	serve	our	
constituents.	I	would	want	to	augment	my	efforts	with	any	formal	(or	
informal)	training	and	orientation	programs	you	would	recommend.	I’d	
also	be	very	interested	in	visiting	the	different	sites	(19,	I	believe)	that	
comprise	HCMC.

5)		Reinvigorate	IT	Collaboration	–	Electronic	Health	Records	Project	
Implementation
To	get	up	to	speed	as	quickly	as	possible	and	refocus	attention	on	this	
mission-critical	project,	as	you’ve	suggested,	I	would	meet	with	the	IT	
project	manager	and	suggested	others	as	well	as	all	identified	constitu-
ents	to	develop	and	deepen	my	understanding	of	the	project	precepts,	
then	begin	moving	toward	end-goals	of	communicating	and	disseminat-
ing	information	regarding…

6)		Solidify	Connection	between	Human	Resources	&	Internal	Commu-
nications 
Integral to the role of Manager of Internal Communications is the strong 
tie	between	the	Human	Resources	function	and	Internal	Communica-
tions.	To	this	end,	a	high	priority	would	be	placed	on	establishing	a	foun-
dation	and	building	a	strong	working	relationship	with	key	members	of	
the	Human	Resources	function	that	I	will	work	with	and	support.	Within	
the	first	30	days	in	position,	I	would	develop…

7)		Understand	&	Advance	Employee	Engagement	Initiatives	
Within	the	first	30	days,	I	plan	to	immerse	myself	in	learning	about	all	of	
HCMC’s	existing	internal	communications,	from	the	internal	employee	
survey	and	printed	newsletters	to	the…

Milestone: 60 Days
Initial	objectives	to	undertake	within	the	first	60	days	include	the	follow-
ing highlights:
Come	fully	up	to	speed	on	the	IT	project
Continue	working	closely	on	the	HR	side	of	the	house	to	get	up	to	speed	
quickly	and	put	in	place	programs/tools	to	support	mutual	objectives
Craft	social	media	policy
Launch	new	initiatives	with	social	media	playing	pivotal	role	

I	would	anticipate	feedback	from	both	you	and	John,	touching	base	to	en-
sure	I’m	on	the	right	track	in	focusing	my	energies	and	attention	on	those	
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areas	most	critical	–	and	that	I	had	achieved	in	the	first	30	days	those	
goals	you	had	provided.	I	would	also	project	that	my	responsibilities	
would	increase	as	I	delve	more	deeply	into	all	areas	of	responsibility.	

1)		Continue	to	Advance	Work	on	Electronic	Health	Records	Project
Consistent	with	specific	milestones	established	in	the	first	30	days	for	
this	important	project,	I	would	continue	to	prioritize…

2)		Ongoing	Collaboration	with	HR	&	Internal	Communications	Initia-
tives
This	area	of	focus	would	also	be	managed	in	lockstep	with	my	other	
responsibilities,	recognizing	the	importance	of	implementing	and	sustain-
ing…

3)		Craft	Social	Media	Policy:	Communications	Department
With	respect	to	confidentiality	of	information,	social	media	policies,	and	
use	of	social	media	itself,	I’d	certainly	be	interested	in	furthering	discus-
sions	about	HCMC’s	policies.	Organizations	and	states	are	struggling	to	
come	up	to	speed	on	the	types	of	limitations	that	are	appropriate	to	place	
on	use	of	social	media	by	their	employees	–	balancing	between	freedom	
of	speech	concerns	and	across-the-board	prohibitions	so	as	to	straddle	
the	appropriate	legal	line.	A	New	York	Times	article	earlier	this	year	
reported…

4)		Launch	New	Initiatives	Tapping	Social	Media	Capabilities
Expanding	on	the	idea	we	briefly	brainstormed,	I	believe	there	are	syn-
ergistic opportunities to involve students from area universities with an 
interest	in	media/communications/video	with…

Milestone: 90 Days
Initial	objectives	to	undertake	within	the	first	90	days	include	the	follow-
ing highlights:
Achieve	full	integration	of	support/liaison	role	with	Human	Resources	in	
planning,	executing,	and	implementing	initiatives	with	a	measurable	set	
of criteria in place to sustain effort and ensure success
Provide	visionary	leadership	in	the	form	of	innovative	ideas	for	consider-
ation and launch
Undertake	new	programs	and	responsibilities	as	an	integral	team	member

I	would	expect	that	we	would	again	revisit	my	performance	to	date	at	
the	start	of	this	timeframe	–	and	clarify	my	efforts	going	forward.	I	work	
extremely	well	autonomously	and	as	a	committed	team	member.	From	
our	discussion,	I	appreciated	your	clear	communications	style.	



Summer 2014......Career Planning and Adult Development JOURNAL......... 197

At	90	days	in	position,	I	would	be	fully	up	to	speed,	moving	forward	
with	independence	as	you	and	John	deem	appropriate	and	contributing	
significantly	to	the	organization.	You	can	anticipate	my	bringing	ini-
tiatives and ideas to the forefront, implementing programs, and effec-
tively	managing	priorities.	I	would	anticipate	at	the	end	of	the	90-day	
timeframe	a	brief	recap	of	performance	and	goal-setting	for	the	next	12	
months.

1)		Ongoing	HR	Project	Planning	&	Management
At	90	days	in	position,	a	seamless	and	well-managed	integration…

2-3)  Advancement of New Directives & Ideas for Growth
With	the	opportunity	to	have	fully	integrated	into	my	role	at	the	3-month	
point,	I	would	be	poised	to	continue	to	add	value	and	thought	leadership,	
proposing	new	initiatives…

This	proposed	30-60-90	day	plan	is	intended	to	serve	as	a	preliminary	
vision	for	what	my	role	as	Manager	of	Internal	Communications	might	
look	like	for	those	first	critical	months	in	position;	of	course,	this	is	also	
intended	to	be	a	springboard	to	discussion	with	John	and	yourself	–	edit-
ing,	tailoring,	and	amplifying	to	reflect	those	goals	and	objectives	you	
both	deem	most	critical	to	the	organization.

I	am	very	excited	about	the	prospect	of	working	with	you	and	the	team	
at	HCMC.	You’ll	find	me	to	be	a	high-energy	contributor,	someone	who	
can	partner	effectively	with	people	across	our	entire	organization.	I	thrive	
in	challenging	environments	that	embrace	collaboration,	creativity,	in-
novation, and results. 

I	am	very	excited	by	the	opportunity	to	bring	my	significant	experience	
to	Houston	Children’s	Medical	Center	as	a	part	of	a	dynamic	organiza-
tion	and	provide	strategic	leadership	and	strong	hands-on	skills	to	build	
employee	engagement.	I	look	forward	to	the	next	step	in	the	process	(and	
the	prospect	of	meeting	with	the	Vice	President	of	Human	Resources	and	
the	IT	program	manager	with	whom	I’d	be	working).	Thank	you,	again,	
for	your	consideration.		
Sincerely,

The	details	in	the	plan	should	dovetail	as	much	as	possible	with	informa-
tion	that	the	applicant	learned	in	the	first	two	interviews.	Where	there	is	
a	lack	of	clarity,	ideas	can	be	couched	in	terms	that	include	“for	possible	
discussion,”	“for	potential	consideration,”	and	“from	a	preliminary	stand-
point.”	Obviously,	the	two	closing	paragraphs	are	designed	to	solidify	the	
concepts	and	reinforce	the	candidate’s	brand	and	suitability	for	the	job	
while	reiterating	that	the	document	reflects	preliminary	ideas,	inviting	
further discussion.
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Strategic Use of the Plan
I	recommend	30-60-90	plans	be	used	following	the	second	job	interview	
and	not	the	first.	This	is	because	the	field	of	candidates	can	still	be	too	
wide	following	the	first	round	of	interviews	for	there	to	be	a	good	ROI	
on	the	time	and	money	invested	to	develop	the	plan.	

The	other	reason	for	delaying	till	round	two	is	that	most	candidates	will	
not	be	able	to	fully	glean	the	level	of	pain,	problems	requiring	solutions,	
and	“lay	of	the	land”	in	just	one	interview.	However,	a	second	inter-
view	is	sometimes	prefaced	by	an	in-depth	phone	call	following	the	first	
interview	with	an	opportunity	to	ask	more	pointed	questions.	It	may	very	
well	include	the	opportunity	to	meet	with	multiple	stakeholders,	further	
deepening	the	candidate’s	ability	to	understand	opportunities	and	chal-
lenges	faced	by	the	organization	or	department.	All	of	this	background	
knowledge serves as the ideal foundation for crafting the 30-60-90 plan. 

Variations	of	the	plan	can	be	extrapolated	for	use	following	subsequent	
steps	in	the	interview	process.	Sometimes	it	is	just	a	matter	of	referenc-
ing a few strategies or tactics from the plan in a post-third-interview 
follow-up.	For	instance,	following	the	initial	thank-you	language,	a	
comment	can	be	included:	“I	was	gratified	to	learn	that	the	points	I’d	
postulated	in	my	30-60-90	day	business	plan	mirror	the	direction	you	
envision	for	this	department.	Of	course,	these	were	preliminary	ideas,	but	
I’m	excited	to	see	we’re	on	the	same	page	with	the	opportunities	that	are	
available	to	achieve	this	year’s	objectives…”

For	C-suite	and	very	senior-level	job	opportunities,	there	will	nearly	
always	be	additional	layers	of	information	to	bring	into	the	plan	that	can	
be	expanded	and	forwarded	back	to	the	original	interviewers	from	round	
two as well as funneled up the pipeline to the executive team and even 
the	board	of	directors.

Creating The 30-60-90 Plan
A career practitioner, of course, cannot create the 30-60-90 plan in a 
vacuum.	At	the	core	of	this	service	offering	is	the	interview	debriefing	
session. Planned in advance, candidates who opt for this leveraged, add-
on	service	should	secure	a	debriefing	appointment	with	their	coach	as	
soon	as	an	interview	is	scheduled,	ideally	holding	the	debriefing	within	
an	hour	or	two	of	the	close	of	the	interview.	I	schedule	all	debriefing	ap-
pointments	by	phone	and	try	to	be	somewhat	flexible	as	candidates	will	
rarely	know	the	exact	length	of	time	they’ll	be	interviewed	when	it	is	
round two. 

The	debriefing	appointment	is	usually	about	30	minutes	in	length	(more	
if	the	candidate	has	been	interviewed	separately	by	multiple	people).	I	
coach	my	clients	in	advance	to	personally	debrief	the	second	they	are	out	
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of	the	elevator/in	their	car/in	a	quiet	space,	immediately	after	leaving	the	
interview,	and	to	jot	down	every	and	anything	that	comes	to	mind,	but	
with	a	focus	on	four	key	areas:	

Recollection	of	opportunities,	problems,	points-of-pain	for	which	there	
was	discussion	showing	a	match	between	applicant	and	the	situation.	If	
ideas	bubble	up	after	the	interview	where	the	candidate	can	share	new	
information/experiences,	this	should	also	be	noted.
Creative	ideas	that	spring	from	the	interview	–	after-the-fact	brainstorm-
ing,	ideas	that	flood	the	applicant’s	mind	about	what	he	might	do	in	the	
position;	like	brainstorming,	these	shouldn’t	be	edited	(yet),	just	data-
dumped.
Concerns	expressed	or	simply	perceived	around	any	inadequacies/short-
comings	that	need	to	be	reinforced	as	skills/strengths	in	the	plan.	Like-
wise,	if	there	are	any	questions	the	candidate	did	not	feel	fully	prepared	
to address or to which responses felt lukewarm, as much detail as possi-
ble	should	be	noted	so	that	this	can	be	rolled	into	the	plan.	For	example,	
“When you asked me about my experience managing new employee ori-
entation programs, I neglected to mention that my role in Austin included 
a back-to-school event each August for all new educators in the system, 
typically several hundred per year. I created …”  Additional research – 
conducted	either	before	the	second	interview	or	immediately	after	–	that	
could	include	media	coverage,	YouTube	and	social	media	visibility,	busi-
ness	journals,	annual	report,	etc.	Any	salient	points	would	be	woven	into	
some of the recommended actions or strategies.

To	maximize	the	efficacy	of	the	plan,	it’s	essential	that	the	document	be	
written	the	same	day	as	the	debriefing;	then	provided	to	the	candidate	for	
editing and transmission to the hiring manager/interview team no later 
than	the	morning	after	the	interview.	Obviously,	quality	is	important,	
so	pushing	the	timeline	out	a	day	is	permissible,	but	it	shouldn’t	go	out	
beyond	48	hours	post-interview	if	at	all	possible.	

Part	of	the	success	of	the	plan	(which	is	getting	the	candidate	to	the	final	
interview stage – and/or to the offer – as well as serving as an effective 
roadmap	for	the	first	90	days	in	position)	is	its	ability	to	demonstrate	a	
candidate’s	skill	in	promptly	synthesizing	a	great	deal	of	information,	
encapsulating	it	in	a	meaningful	and	strategic	manner,	and	effectively	
showing	an	“above-and-beyond”	approach	that	proves	her	professional-
ism	and	fit	for	the	opportunity	at	hand.

As	a	revenue	stream,	this	add-on	service	–	for	the	debriefing	session	and	
editorial	services	to	write	the	plan	–	should	reflect	a	fee	representing	
from	four	to	six	hours	at	the	practitioner’s	hourly	rate	for	coaching/writ-
ing	services.	Many	of	my	clients	augment	this	by	also	scheduling	inter-
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view coaching prior to each step of the interview and will further engage 
my	assistance	with	the	first	round	of	thank-you	letters	and	other	commu-
nications throughout the interview process.

The	bottom	line	is	that	few,	if	any,	individuals	will	go	to	this	length	
to	highlight	their	candidacy	for	a	particular	position.	When	used	for	a	
highly	coveted	position	for	which	there	is	strong	competition,	the	30-60-
90	day	plan	can	be	a	key	differentiator	with	tremendous	power	in	moving	
a	job	search	forward	to	a	successful	conclusion.	For	the	career	practitio-
ner,	this	can	be	a	unique	and	profitable	service	offering	that	augments	the	
best	practices	they	recommend	to	their	job-seeking	clients.
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Managing Editor of the Journal.  Authors who are writing articles which 
require	special	formatting	[art,	graphics,	tables	drawings,	charts	and	
graphs]	should	submit	the	original	and	one	clear	copy	typed	(double	
spaced)	on	8	1/2	X	11	inch	white	bond.	
2. Use end notes, not foot notes.
3.	Tables	and	figures	should	be	typed	on	a	separate	sheet	of	paper.		The	
graphs,	illustrations,	and	drawings	should	be	camera-ready	art	wherever	
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position,	place	of	employment,	degrees	[with	Degree,	Major,	Institution,	
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odical.		If	you	have	published	an	article	in	another	publication	that	you	
believe	is	of	merit,	you	may	wish	to	submit	it	to	the	Career	Planning	and	
Adult	Development	Network	Newsletter	for	consideration	as	a	summary	
or	abstract.		We	accept	review	copies	of	books,	but	do	not	guarantee	that	
we	can	find	a	reviewer.
9.	Manuscripts	should	not	exceed	4,000	words.		A	typical	article	would	
run	from	6	to	12	pages	of	double-spaced,	word-processed	copy.		How-
ever,	please	do	not	let	length	inhibit	you	from	expressing	your	ideas.
10.	We	reserve	the	right	to	edit	all	submissions	for	length,	style,	and	clar-
ity	of	presentation.		We	will	communicate	with	you	directly	to	clarify	any	
confusion	as	to	the	content	of	your	submission.
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