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Introduction

Any one of us who has looked for a job during our careers knows that networking has been, still is, and will always be the best way to find a position. So now we have technology working in our favor to allow us and enable us to network more broadly and more quickly—in real time.

—Laura Terenzi Khaleel
Director, Talent Acquisition Strategies
Pitney Bowes

Some things never change—and some things never stop changing. In recent years, the hiring process has fallen into the second category. Back in 2004, I wrote Get the Interview Every Time, about how the digital world was turning the job market upside down. I based the book on the input I received from 50 Fortune 500 hiring professionals. A few years later, because so many job seekers were still clinging to the ubiquitous hard-copy resume printed on expensive stationery and blindly mailed to a batch of varied employers, I subsequently wrote two more books urging readers to go electronic. Targeted keyword search became the backbone of the new electronic hiring process and job seekers needed to align their job searches with those who were doing the hiring.

Now, just as we all got comfortable again (or as comfortable as you can get in a job market with nearly 10 percent unemployment), along comes social media—Twitter, Facebook, LinkedIn, MySpace, and YouTube, to name a few. What do these social networking sites have to do with the job market?

Pretty much the same thing that they have to do with your social life. Whether you have weak ties or strong ties, using social networks can make your connections grow more robust, extend your reach, help you maintain relationships with people who historically you would have lost touch with, and enable you to target employers with laser focus. Essentially, social network sites provide rich databases that allow you to easily manage your connections with a personal touch—photos, videos, snippets of what’s happening in your life—while keeping a keen eye on your profession. Provided you participate regularly, your circle of friends and associates can expand exponentially. Social media allows networking—one of the most essential components of the job search—to unfold almost effortlessly.

Think of it this way. Remember all those coworkers from your last job at XYZ Company—the ones you worked with for 40 hours a week for five years, or the ones you went to lunch with at the neighborhood deli two or three times a week, or the ones you played softball with at the annual company picnic? Before social networking, you probably lost touch with all but one or two of them because you didn’t have the time or wherewithal to keep track of everybody.

That’s all changed now that social media has gained a foothold. With relative ease, you can “link” with most of the people you worked with in the accounting department of your former employer, or you can share your Facebook page with the guys in your fraternity or sisters in your sorority, or you can post updates for your friends, classmates, and associates who are following your tweets on Twitter, or form a closer tie with an alumnus from your college. Through the ease of electronic communication—whether it is sending e-mail, viewing photos, posting brief status updates on daily life, or making comments in forums or even blogs—you can stay actively connected to a wider network. People who in years gone by would have fallen by the wayside as lost connections can now become part of a dynamic and engaged network.

In an age of economic disruption, it makes perfect sense to position yourself to take advantage of new opportunities. Retooling and rebuilding are real possibilities—and not just for companies. The job market has been merciless and you need to be able to respond quickly—before your job is gone. Tapping into your connections when you are out of work is too little, too late. As Carolyn Rice, director of Talent Management for Kellogg’s, said, “It’s so much more important to do this when you have a job than when you are desperately looking for a new one.” 1 You need to identify people in your network who are important to your business. Especially in the event that you do need a job, those relationships need to be thriving. Social networking allows those relationships to stay current, so you can grab a cup of coffee with a coworker, shoot an occasional note to check in, talk about the latest happenings at a company you are targeting, and send congrats on work promotions or company changes.

It’s about the brand

Virtual connections are quickly becoming the networking tool of choice, and work is the new hot topic of conversation. This development did not escape the notice of America’s largest and most successful employers, who saw the need to engage on social networks, too. Claudia Reilly, the national program manager of Recruitment at Avnet, Inc., said, “The new media has changed hiring dramatically. Even from the beginning when applicants began applying online—maybe starting heavily five to seven years ago where that became the mode of application—to now, the volume of applicants you get through the different venues, such as blogs and everything out there, has changed the entire process. And it also has had an impact on how we view and look at resumes.” 2

While Fortune 500 companies create their own online communities—sites where they not only extol their brand but also cast their nets for new employees—job seekers, too, are developing an online brand. What is personal branding in the age of social networking? Not to oversimplify, but it is the sum total of everything you say online. That’s your brand. And according to the Fortune 500 professionals we spoke to, it’s a good idea to be as judicious about what you publicly announce online as these billion-dollar companies are about their brands.

Social networks growing up

When social networks began, they were youthful domains where teenagers and college-age students worked out their angst, determined the pecking order or just hung out chatting with friends—without restraint or seeming purpose. But eventually, especially with the introduction of the business network, LinkedIn, in 2003, and the subsequent buy-in from the students’ parents on Facebook, YouTube, and MySpace a few years later, the demographics of social networks began to age. Social networking started to grow up, and participants leveraged their time spent chatting and put it to good use by spotting career opportunities so that they could find a job before they actually needed a job.

David McMichael, an assistant vice president and manager of staffing strategies and programs at SAIC (Science Applications International Corporation), a Fortune 500 company that employs 45,000 people worldwide, said: “I think it’s a common misconception that [social networks are for] a younger audience. In fact, through this whole process, you’ll start to look at some of this demographic data and when you look at Twitter, the majority of people on there are between 30 and 45. Our target audience has a footprint on these sites.” 3

When the opportunity to write The Web 2.0 Job Finder presented itself, I was fairly new to social media. Actually, my kids would say I was stumbling around, making my share of blunders. They often reminded me how public the medium is, but every time I asked my youngest daughter to explain the ins-and-outs of Facebook or Twitter, she ran the other way, so I started doing my own research and began paying attention to those who were at home in social networking.

That’s when I tapped into Coleen Byrne’s expertise. Coleen has worked in the Internet industry since 1996 and was most recently sales director at Yahoo! In addition, she has worked for CNET, Excite, and IGN, and she has both international and domestic experience in Internet advertising sales and operations, Internet marketing, and Internet business development. Coleen’s career has grown with the Internet industry, and it is tightly integrated into her daily life—both personally and professionally. She is also my niece and was one of my first contacts on Facebook. I followed her lead. A conversation about social networks began and her enthusiasm became contagious. We started talking to some experts.

Fortune 500 expertise and other insiders

As in four earlier books (one on business writing and three on the job market), The Web 2.0 Job Finder is based on the expertise of Fortune 500 professionals. Professionals from these companies have a deep knowledge of how trends play themselves out on a large scale. Fortune 500 companies are the largest and most successful businesses in America and their reach is extensive. UPS (United Parcel Service), one of the companies we sought for The Web 2.0 Job Finder, is the second-largest employer in the United States with a workforce of 400,000-plus. Dan McMackin, manager of Public Relations, and Matthew Lavery, manager of Corporate Workforce Planning, have been with UPS since the days of paper resumes. Having mastered Web 1.0 on a large scale for UPS, they knew instinctively that social networking was the next “evolution” in hiring. As Lavery said, “If we don’t start building our process now, we are going to be left behind. We want to be sure that we keep growing and we understand how the community is going to work and be part of that community and grow with it.” 4 The Fortune 500 employers who did agree to be interviewed for this book echoed Lavery’s claim, but we should mention we reached out to more than 400 Fortune 500 companies, and many of them said they were too new to the game to offer any guidance on social networking. Without a doubt, social networking is still evolving, but the 35 Fortune 500 professionals we spoke to provide a significant benchmark.

Because the Web 2.0 job market is so dynamic, we thought it would be a good idea to tap into the expertise of smaller, cutting-edge companies as well. Small and midsize companies employ more than 65 percent of working Americans. By virtue of the fact that many of these employers are smaller than most Fortune 500 companies, they usually respond more quickly to new directions. These smaller companies often are “nimble” and open to innovation—especially as these developments trend toward protocol. As a result, their perspective on social media provides a true 360-degree view of what’s happening in the 2.0 marketplace.

Finally, the picture The Web 2.0 Job Finder paints would not be complete unless we spoke to those individuals in the trenches of the job market—recruiters and job seekers discovering opportunities. You’ll hear about their success stories—even in this squeezed economy—and how social media made the challenging process of finding a job more fruitful and definitely swifter.

Because our experts focused on LinkedIn, Facebook, Twitter, and YouTube, we did too. As far as the job market goes, you have to follow the big numbers in social media. Companies zero in on the sites with the most users, but, again, it’s an ever-evolving medium. Five years from now, the Web may morph into 3.0 or 4.0 or 5.0 and it may be a completely different animal, so who needs to read this book now? We think The Web 2.0 Job Finder will help job seekers who want to turn social media into a powerful career tool; it will help those who want to understand how Fortune 500 companies are using it; and it will help those who need to revise their attitude and get their feet wet without creating havoc. The book is not a how-to on navigating specific social sites; there are plenty of in-depth books on those topics. Rather, The Web 2.0 Job Finder is a practical guide to understanding how social media is changing hiring—from a hiring professional’s perspective—and how it is changing our lives in the process.

Cautionary tales

So much has been said about the pitfalls of social media—you are being watched, you are being judged—that it’s become a favorite bogeyman. Even Eric Schmidt, CEO of Google, added his own warnings when he told a group of journalists at the Wall Street Journal that “…every young person one day will be entitled automatically to change his or her name on reaching adulthood in order to disown youthful hijinks stored on their friends’ social media sites.” 5 We don’t want to scare anyone away from social media—it’s a powerful tool when looking for a job—but we would be remiss if we didn’t address the issue of privacy and the need for discretion. We encourage you to engage and interact on social platforms, but if you are new to social networking, remember that all your online conversations and musings are public. Pay particular attention to Chapter 4 if you are new to the game.

Even though we are fairly certain that by now everyone has digested all the dos and don’ts of social networking—with only the uninformed posting photos of Saturday night’s beer bong party—you also need to practice online common sense. You can still do a lot of damage to your personal brand and disqualify yourself for a job with your online postings by allowing others to infer that you are a complainer, a slouch, a misanthrope, or just plain difficult.

Why network?

The key to networking is determining specifically what you want to do and then connecting with the people you know. If you can position yourself as a solution to a company’s problem—and you can communicate this to your network—your contacts will usually want to help you in any way they can. But as Ian Decker, a director of Talent Acquisition at MetLife, said, “You need to come out of your shell and let people know that you are looking.” 6 Social networking allows you to do this in a friendly, non-obligatory manner. It allows you to connect with your strong alliances—and your weak ones, too.

Most job seekers are aware that networking is by far the best tool for finding a job, but too many still approach the hunt in a hit-or-miss fashion. We want to emphasize in The Web 2.0 Job Finder that securing a good job that has staying power is rarely just a matter of luck. Focused research, a targeted resume, insight into the full hiring cycle, keyword search, skillbuilding and follow-up are all essential components of finding a good job. Although it may seem Web 1.0, we cover these traditional topics too because these facets of the job hunt are as relevant in the Web 2.0 world as they were 10, 20, 30 years ago. Social networking is not an antidote to a highly competitive job market; rather, it is a tool—a powerful tool when used appropriately, especially when it’s used before you actually need a new job.

Not just any job

For the last few years, during the worst job market since the Great Depression, prospects have been limited and/or nonexistent. Nearly 15 million Americans are out of work. The Web 2.0 Job Finder will help you navigate your way through the “funnel,” so you can zero in on the jobs that are a good match for your skills and qualifications. Finding and securing meaningful work is crucial, no matter what the economic climate is, but you need to be deliberate, focused, and aware of the new criteria. Research will play a big part in getting the type of meaningful work you deserve.

Exactly what is meaningful work? We like Malcolm Gladwell’s definition. The author of Outliers said, “…autonomy, complexity, and a connection between effort and reward are, most people agree, the three qualities that work has to have if it is to be satisfying.” 7 Engaging work that allows you to problem-solve while compensating you sufficiently is available—even in an ailing economy. You just need to know how to use your toolbox to discover it. The Web 2.0 Job Finder can help you. Our goal is to create a career book that answers the questions a job seeker may have regarding the 2.0 marketplace. Kellogg’s talent director, Carolyn Rice, said her company fills a very high number of its open jobs through networking, so job seekers can significantly improve their chances of getting hired with a wide networking circle. With social networking, those weak ties that we all accumulate throughout a career can actually become some of your strongest allies.

We spend more time working—usually 40 hours or more a week—than doing anything else, and we all know that work has the potential to define and fulfill us or make us miserable. If you value your well-being, your health (physical and psychological), and financial prospects, then it’s critical to find and secure a position that allows you to realize your potential. We agree with Sigmund Freud, who said, “The key to happiness is meaningful love and meaningful work.” The Web 2.0 Job Finder will focus on your work, even though understanding social networking may indeed have broader applications.

SAIC’s David McMichael said, “I’m hopeful that the book will help people come to the realization that [social media] is here to stay. I read recently that one in eight married couples met through social media. That’s a pretty powerful statistic. It’s harder to find a spouse than it is to find a job or people to fill it. Within the next 10 years, people will use social media to find an employer and the numbers could be staggering.” 8 


Chapter 1
Working Your Brand

I have a hard time saying that personal and professional networks should be completely separate because I think, at the end of the day, to really be a good networker you figure out how to mesh those two things well.

—Mike Rickheim
Vice President of Global Talent Acquisition
Newell Rubbermaid

Who are you? You’ve probably been asking yourself that question your entire life—without ever coming to any conclusive answer. Even when life is at a standstill, some variable introduces itself and you are forced to reformulate and sometimes even reinvent yourself. That’s the nature of life. You change, you grow, you accommodate the new—both the good and the bad. That’s why the idea of personal branding may sound almost counterintuitive to you. The concept is too fixed, too stale, too conformist. You are a human being, after all, not a product or service. But let’s look at it from another perspective. Even if you are fluid, elusive, and constantly changing, there’s no denying that wherever you go you leave an impression.

That impression is the topic of this chapter. That impression is your personal brand.

Ten years ago, very few people referred to this impression as a personal brand. Instead, in your private life, it was often called your personality or maybe your essence. In your professional life, it was called your image. For the most part, it was fairly easy to develop these identities separately. Each facet that made you you could be neatly compartmentalized and tucked away until you chose to showcase yourself—whether it was at home, in the workplace, in the community, or with your friends. You had many faces, and not too many people got a glimpse of the all-inclusive you. Not to underestimate your value in any way, but most people, with the exception of your nearest and dearest, didn’t think all the intimate particulars of your life were exactly relevant.

And you’re not even in show biz

Fast-forward to the digital world of 2011, where information about you can be pulled from thin air and reassembled—inexpensively, quickly and easily—into a full-figured profile. Anyone who has done research on the Internet knows Google is a beautiful tool, but this fact doesn’t always soothe the soul when those compartments that were carefully (or perhaps not so carefully) constructed burst wide open and all those online musings, inquiries, opinions, likes, and dislikes become transparent.

Exactly when did this happen? We are a talky bunch. No language has more words than the English language (more than a million according to the Global Language Monitor).1 It is also the language of the Internet (maybe not officially, but in 2010 there were approximately 100 million more English users than Chinese users).2 Language—actually usage—is a good indicator of what’s important to us in our daily lives, and, according to the GLM, if a new word is cited at least 25,000 times, it’s time to add it to the lexicon.

Just in case you’re wondering what the official one-millionth word of the English language is…On Wednesday, June 10, 2009, the Global Language Monitor crowned Web 2.0 as the one-millionth word (yes, word) in the English language.

What is Web 2.0?

So you understand why we chose to name the book The Web 2.0 Job Finder, a little history may help. At a conference in 2004, Tim O’Reilly, a leading advocate of open source,3 said when the Dot-com bubble burst in 2001, the Internet reshuffled. The wheat separated from the chaff. The strong—Google, Craigslist, Yahoo!, and eBay, to name a few—survived, and the weak fell, at least temporarily.4

It took some time to recover from the 2001 fallout, but the next big thing (a phrase many were reluctant to utter after the bubble burst) began to sprout from the wheat…and the chaff. Software platforms developed that began to “harness the collective intelligence” of users (Digg, Wikipedia). These were platforms with rich layers of information marked by increasing interactivity. Essentially these platforms were enormous databases of information that cost nothing to use. To be successful, they had to be popular and engaging. In effect, the more people who jumped on board, the richer the data became.

For a few years, so many social media venues surfaced that it was difficult to decide where to participate. Some users created profiles in Plaxo while some ventured into LinkedIn, some stayed loyal to Friendster while others migrated to MySpace, some contributed to Digg while others engaged with Reddit, some tuned into YouTube while others proclaimed the virtues of Vimeo, and so on. The platforms managed to coexist peacefully—with each touting its own uniqueness—but eventually it was user popularity that determined value. Preferences began to make a difference. As Kirk Imhof, a group director at Ryder System, Inc., said, “The venue for social media is particularly good if it’s used en masse—providing an employer access to many potential candidates. We have had our best success with social media sites that are used by many.”5

The migration to certain platforms began. In 1995 you may have been able to find a long-lost school chum on Classmate.com, but, 10 years later, you could fully engage in conversations and share photos and videos with them on Friendster and MySpace. Soon LinkedIn (2003), Facebook (2004), YouTube (2005), and Twitter (2006) interrupted the conversations with their own slants. Blogs, microblogs, forums, comments—it seemed everybody had a lot to talk about. Once these sites won their way into our hearts, the dialogue became enthusiastic, even reckless at times. User-generated content was the new game in town and social networking nudged itself into our daily lives. A frenzy of free speech ensued.

Marshall McLuhan, in 1964, said, “The medium is the message.”6 It’s just as true today, so, with this in mind, what distinguishes the Web 2.0 medium from other forms of communication? We are going to let others go into greater depth on this topic, but for the purposes of The Web 2.0 Job Finder, we think social media is set apart from other communication tools by (1) its public, communal, interactive nature, (2) the minutiae of the conversation, and (3) the speed, extension, and economy of getting the message out. In many respects, social media is a perfect vehicle for a job search.

The 2.0 job market

This is a broad overview of Web 2.0, but because this book is about the job market, suffice it to say that social networking—regardless of the nonstop warnings against publicly airing private details—is quickly becoming the tool of choice for communicating and connecting with your colleagues. Keith McIlvaine, a former global social media recruitment lead at Unisys, said on Twitter, “Social networking is not new. Platform is new. Networking has been happening from dawn of time.” (September 28, 2010.)7

It’s true: Humans have always networked; survival often depended on it. Social connection is a constant; it’s just the medium—the “platform”—that constantly changes. Although nothing has ever been more rewarding than a face-to-face, humans have continually enhanced the reach of communication with one medium after the other: mail, Pony Express, telegram, telephone, e-mail. We are good at connecting with others. That’s what we do; we share information, so when connections grew digitally, the conversation organically seeped into different compartments of our lives. Hiring was one of them.

Knowing that networking is probably the best way to secure a new position, job seekers eagerly connected virtually with their colleagues—past and present. With social media they could keep in touch (and interact) with scores of associates—whether they were in the neighboring town or halfway across the globe. And it didn’t take long before companies realized they too could cast a wider net over available applicants by engaging them through social media. Ryder’s Kirk Imhof said, “We continue to look at best practices in recruiting and we continue to leverage the tools that our candidates are using—and their favorite hangouts are where we want to be.”8

Statistics confirm that the best way to find a job is through networking.9 While the exact numbers vary on exactly how many jobs are filled as a direct result of networking—and that could mean anything from “Hey Joe, I noticed ABC Company is hiring” to “Give me your resume, Joe, and I’ll show our hiring manager”—a savvy job seeker knows it’s essential to tap into his or her contacts when looking for a new opportunity. That means you need to pick up the telephone, send a former colleague an e-mail, attend an industry function—or even a family get-together—and start asking for direction and suggestions. Nowadays it also means tapping into your online social network.

What are you all about?

But back to the crux of the chapter: personal branding. Before the networking process begins, it’s important to cultivate an online portrait of yourself that enhances your prospects. That means you will have to market your skills and attributes. That could mean anything from creating a full-bodied, professional LinkedIn profile to leveraging some of the damage on Facebook by adjusting your privacy settings so that your musings and photos are not as public. You need to start thinking about your personal brand before the dialogue about a career move even begins.

Ideally, you are still employed before you even start thinking about a new job. That’s the best position to work from, and a strategy that allows you to make a thoughtful choice about where your career is headed, but not everyone is so lucky. We are still recuperating from the worst job loss since the Great Depression, so making a move in this economic climate can require a fair amount of clairvoyance, with only the most adventurous opting to change jobs when nearly 15 million people are unemployed. The good news is that the job market is bound to change. If a robust economy is not around the corner, there’s a very good chance it’s hovering around the bend. Regardless, whether you are actively looking or passively considering a new job, what better time than now to build your brand?

Take an in-depth look at your work self. Most of us spend more time working than doing anything else, so it’s important to identify the activities that engage you fully and allow you to make a strong and unique contribution. Do you love research? Do you enjoy solving logistics issues? Do you meet your deadlines without having palpitations? Do you passionately enjoy generating new leads? Do you love the interaction with customers? Do you like to mentor those who have less experience? Do you have a knack for discovering the perfect code? Do you delegate without alienating? You get the picture. Whatever wakes you up or plugs you in when you are working is probably your strong point(s). It is also your personal brand and what makes you, you.

If your current work does not match your real strengths—and there are plenty of people who hold jobs that are not fulfilling—then there’s another way to approach this issue. Brian Tracy, in Eat That Frog, says you should ask yourself, “Why are you on the payroll?”10 You need to be crystal clear about this. Do you troubleshoot issues and offer an anticipated fix? Do you organize databases so that they are logical and efficient? Do you develop financial and marketing strategies for customers to increase sales and gross margins? Do you coordinate activities for all aspects of merchandising? Even if you are not particularly fond of the activities you spend eight hours a day doing, you must be good at them; otherwise you wouldn’t be on the payroll. So, if your job doesn’t match your strengths—ideally at least—think about the things you are good at and which of these transferable skills you plan to bring forward to your next position because these skills are going to be part of your brand also.

If you’re thinking, “This is too much trouble. I just want to find a good job,” then maybe you need to ask yourself exactly what a good job means. A case in point is Jeanne Smith. Back when business was booming (not so long ago actually), Jeanne was able to support herself by selling her paintings in galleries. She’s an excellent artist, but the market dried up in the economic downturn. She needed to retool, so she enrolled in a certification program that would allow her to make a very good living while she painted in her free time. The new job was in the service field. There were plenty of open positions in this field, so Jeanne didn’t have trouble finding a job, but she did have trouble keeping a job. The new work didn’t suit her; in fact, it was totally alien to her. But, out of stubbornness and desperation, the newly certified Jeanne kept trying to put a square peg into a round hole. She took one service job after another, until her body told her (back trouble, Lyme’s disease, migraine headaches) what her mind refused to accept: it wasn’t a good fit.

Imagine another scenario for Jeanne. If she had identified her strengths (and they were obvious), she could have seen that her creative talent—her love of color, texture and composition—might be more suited to graphic or Web design than to a position in the service industry. Both industries were hiring—and certification in design was not any more intensive than in the field she chose. It’s essential to remember that, when looking at your work self, you must consider your past, present, and future—what gives you satisfaction, what brings you success, what direction will enhance your life. Jeanne didn’t consider any of this. She simply made an unexamined decision to do something different.

How does this relate to branding?

We take a lot of things about ourselves for granted. Lots of people are good managers or excellent communicators or highly proficient in functionality or adept at streamlining budgets or excellent at organizing the chaotic. You might ask yourself who really cares if you find an inaccuracy that slipped by ten other people or saved the company money when you switched to ergonomic work stations or sold more than your quota in a given month. That’s your job. What’s so unique about that?

No one needs to remind you that it’s a competitive job market, and grabbing a hiring manager’s attention is harder than it’s ever been. That’s why personal branding makes sense.

Branding turns the ordinary into the extraordinary. Let’s take a look at the most popular brand on social networks: Starbucks.11 When you think about a cup of coffee, maybe the ingredients come to mind: coffee and water, possibly some cream and sugar. If you really love coffee, you might rhapsodize about the aroma. But Starbucks has really delved into the essence of a cup of coffee. In fact, the company has discovered the full potential of a cup of coffee—lattes, cappuccinos, frappuccinos, macchiatos, mochas. Starbucks has turned the ordinary into something extraordinary.

We want you to think like Starbucks—or at least rethink how you see your work self. We asked Charlie Greene, a recently retired vice president of Trading Systems Development at NYSE Euronext, about his personal brand. Initially he looked puzzled, until we asked, “What were you known for at the Exchange?” He said: “I had a knack for making complex projects simple.”

I am the product of a Catholic-school upbringing, so early in life I learned how to pay attention and listen. As an adult, when I would go to a business meeting, that’s what I did. I paid attention. Then I would ask a lot of questions. Not questions for the sake of asking questions; real questions, like How-does-this-get-done type of questions. I knew if I didn’t understand what the leads were talking about, the people I managed wouldn’t understand it either. So I asked questions until I understood thoroughly. Then I communicated this information to my team in plain English. At first, I did this instinctively. Eventually, as I was asked to oversee more complex projects, I realized this habit or instinct (or whatever it was) is what I was beginning to be known for in the company. Throughout my career, I made sure I got better at turning complex stuff into understandable implementations.12

This insistence on simplicity became part of Greene’s personal brand. It didn’t happen overnight, but nothing of real substance happens that way anyhow. Instead Greene recognized that there were certain core competencies his company valued, and he built his reputation around them. Maybe you complete projects ahead of schedule. Maybe you generate new leads, even in a downturned economy. Maybe you know how to save the company thousands on office supplies. Whatever it is that makes you stand out, that makes you a go-to person, that’s the capability you want to build on and leverage. Write a brief mission statement about who you are, and see if you can make that your personal brand going forward.

If you are a newcomer to the job market, you might be wondering what you can possibly leverage as part of your personal brand. It’s a little more difficult to do at this point in your career, but there are some capabilities that are part of your nature or temperament. Perhaps you are highly organized or analytical or reliable or generous or a dynamic personality—or just plain cooperative (a highly underrated competency). You don’t need a full-fledged career to see certain patterns in your life; just a little self-reflection. These are competencies you want to highlight as you develop a personal brand. In the workplace, it’s all about building on your strengths—not your weaknesses.

What about the real you?

With all this emphasis on self-examination, you might be thinking that your strengths are just half of the story; that you also have some real weaknesses—and they are just as much a part of the whole shebang as your strengths. Maybe you have struggled with a bad case of analysis paralysis or procrastination or social phobia your entire life, and you talk about it incessantly in the hope that one day you will overcome it. That’s all legitimate. You should work on personal defects. Just do it quietly—with your therapist, your minister, your significant other, or a close friend. Personal defects are a private matter, and they are interesting and valuable only when they have been turned into strengths.

Which brings us to how this all ties in with social media: Just in case you need reminding, the Internet is a public forum. All of your likes and dislikes, musings, online chatter, and interaction with cohorts are accessible to those who may want to go to the trouble of finding out those colorful particulars. People sometimes forget this in their enthusiasm, sleep deprivation or after one too many beverages. They broadcast unflattering portraits of themselves. And it can cost you a job, and sometimes even your reputation.

Brett Goodman, a recruiter for EdisonLearning, Inc., told us how he nixed an applicant, a very talented IT guy, because during the vetting process he encountered, without even trying, more than he bargained for:

Just recently I needed to hire a User Support Technician. He made a junior mistake. I was really interested in him, but when he sent his resume he also included links to all the Websites he created, including his personal Website. I went to his personal Website and I found out a slew of information about him. Really none of this made a difference to me and I even thought he was kind of interesting, overall. But I got the impression from his personal Website that he didn’t like too many people—and I drew a conclusion that this guy might not work too well with others. So even though this guy’s Web-building skills were excellent, he knocked himself out of the running because we got more information than we needed.13

You already know about the danger of posting explicit photographs from Saturday night’s beer-pong party. There’s no need to remind you of avoiding that indiscretion, but this example points to the more subtle trails we leave when indulging personal negativity on the Internet. The applicant probably wasn’t aware of the message he was sending. As Goodman said, it was a “junior mistake” —the mistake of thinking everyone thinks like you.

In Erik Qualman’s book, Socialnomics, the author cites a case about a mother of three who has a friend who is questioning whether she is ready for children. The friend tells the mother that she is “the most with-it person that I know,” and goes on to say that, “it seems like your kids are all that you can handle.” The friend went on to tell her that she came to this conclusion based on the status updates that the mother had been posting on her social media page.14 The young woman didn’t realize the impression she was making, whining about the travails of motherhood, and the message she was sending out about her personal brand.

We are not suggesting that you must depict yourself exclusively in pure Pollyanna prose when you are online; some things need to be communicated that are not particularly pleasant—for the good of all parties concerned. But we are suggesting you examine everything you write about yourself and others. It should be rational and decent. Ask yourself before you commit it to print: Is it harmful to you or to others? What kind of message are you sending out to the world? Does it enhance or detract from who you are? Would you stand by it if it were on the front page of the New York Times? Heather McBride-Morse, an HR manager at a Fortune 500 Information Management and Systems company, said: “It’s more about managing your information. You have to remember that whatever you say on a public forum reflects positively or negatively on you, so that’s your brand. It doesn’t matter where you’re putting your brand, you’re still putting your brand out there.”15

Once you have made the decision to practice some self-censoring, you can proceed to building a personal online brand that will clarify your objectives and move you in the direction you want to go. Don’t worry, you can be authentic without doing damage to yourself or others. All you have to do is keep the conversation productive. We agree with Newell Rubbermaid’s Mike Rickheim that the best networkers are those who know how to blend the professional and personal well. Your online activity may be confined to one site or it may be scattered far and wide, but think about everywhere you spend time online and ask yourself what you are saying about your personal brand.

There’s a reason Dale Carnegie’s seminal 1936 business book, How to Win Friends and Influence People, has sold millions of copies. It’s an ode to human decency in the marketplace, a reminder to keep your values in the midst of competition—playful or otherwise. Carnegie’s book is still relevant today, even in a digital world. Do not lower your human decency standards just because you are online. Leave the “This Sucks” comments to those who are getting paid for them and/or the ornery, and keep your social communication valid, friendly, trustworthy, and informative. If you do have a legitimate complaint—perhaps you’ve been to Dell Hell and back—by all means, voice it, but don’t act like a raving lunatic.

So what is fair game when it comes to engaging in social media and using it as a personal branding tool? Besides portraying yourself in the best light, consider a few more things, such as, be clear about your interests without being overzealous; engage in conversations where there is friendly give-and-take; add value to your content by sharing relevant information and perks by alerting others to events and other happenings; network with colleagues in a community or trusted network; join industry groups to learn about career opportunities; send out a cohesive message; have a sense of humor; recognize that, in most cases, “less is more.” Let’s elaborate on these aspects.

Interests: In the movie The Social Network, the Mark Zuckerberg character tells the Sean Parker character that the Facebook crew assembled in Palo Alto lives and breathes code; “Parker” nods in approval and says he wouldn’t have it any other way. Living and breathing code is not atypical for a lot of geeks, but, unless you are working for a demanding start-up that expects 24/7 participation and commitment, it’s not a bad idea to come across as a more balanced human being. Whether you are rhapsodizing about fly fishing on the Big Horn River, all-night Call of Duty videogame-fests, rejuvenating yoga retreats in the Caribbean, or rain-soaked golf outings in Scotland, try to broaden your online portrait with some information that also says you are interested in your career. Find the right balance. This is equally true if your musings fall into the other camp—the camp of no interest in anything but self. If most of your blogs are of the navel-gazing variety, then broaden your outlook. Venture into some online communities that pique your curiosity. Include others. If you proceed slowly, you will quickly determine how you can contribute to the conversation. Suggestion: Google your name to see what digital impression you’re creating. If you come across particularly lopsided in one area, realign your data for a more robust online profile by offering help to others, adding insight to an area of special interest, discussing your work, or recognizing others’ achievements.

Give and take: What is particularly appealing about social media is that it’s no longer a one-sided conversation. Instead it can be a creative or disruptive interchange of ideas and information and even a powerful collaborative tool. It is up to you how you participate. We asked Mike Troiano, principal at Holland-Mark (a Boston-based strategic marketing firm), who is ranked in the top 1 percent of the most influential people on Twitter, how he uses social media to brand himself. Troiano said: “Tactically speaking, I use it all. I don’t really distinguish among social marketing tactics (tweets, status, etc.). My focus is less on the delivery mechanism, and more on delivering something of use to the people I’m connected to (‘content’), sharing my authentic responses to whatever’s happening around me (‘persona’) and engaging with those same people in a mutually beneficial dialogue (‘rapport’).”16 Suggestion: Try participating on a forum. Carolyn Rice, a director of Talent Management at Kellogg’s, said, “I think it’s important that candidates have an online presence. I am too busy to write a blog, but I comment on them. I am interested in keeping abreast of what is happening in my field, so even if I don’t want to create my own blog, I have the opportunity to read what others are thinking and writing and I can comment on it. This is not time-consuming and it keeps me updated.”17

Sharing: There’s a precept in the digital world that says WIIFM (What’s In It For Me?) should form the basis of every Internet marketing plan. In one the “commandments” of The Social Media Bible, Lon Safko and David Blake said, “Thou shalt always have a strong WIIFM: This is always the most important commandment. Whether it’s SEO, SEM, e-mail, Web pages or a hard copy brochure, your marketing message always has to have a strong ‘What’s In It For Me.’”18 When building your brand, you should think like a marketing professional, too, every time you update or tweet. If you want digital engagement, ask yourself, What’s In It For Them? To tap into Troiano’s expertise again: “There are two kinds of people in the world: relationship people and transaction people. Transaction people don’t want to leave anything on the table. They meet with you when it serves their interests. They have an agenda when they call. They become inaccessible when your ability to help them wanes. Relationship people recognize the value of associations. They see the strength in large networks of weak ties. They are always willing to help—to talk, refer, have coffee, whatever—and they expect the same in return.”19 Suggestion: Just to get a better balance, practice giving away exclusively for a few weeks. See what kind of response you get. This might mean adding links or photos or video to posts; making valuable contributions via comments or blogs; offering discounted tickets or coupons to a faithful following or friends; clicking on a positive customer review on Amazon and saying it was “helpful”; alerting the troops to a career fair. Nurture engagement. Give away more than you take.

Network, network, network: There’s a theory in social media called the 1:50 principle, which states that everyone knows at least 50 people and each one of these 50 people knows an additional 50 people, so even as your circle widens by degrees of separation, your network becomes large enough to create new opportunities. In essence, you can improve your visibility—or personal brand—the wider your circle is and the “weaker” your ties. Because virtual connections are easier to maintain and foster than traditional connections, you can build a strong online presence by engaging with layers of people—friends of friends of friends. Heather McBride-Morse said your online networking should become “a daily habit—part of building your brand and building your own sense of job security. Companies are not really able to give you that security for life. You’re building it every day yourself.”20 Suggestion: Erik Qualman, author of Socialnomics, recommends, “You need to network, before you need a network.”21 Set aside 10 minutes every day for some type of online networking activity. Do it for at least three months and see what kind of results you get. Don’t wait until the last minute to build a network or revamp your online profile. Lissa Freed, a vice president of human resources at Activision, said that type of online behavior is fairly transparent: “What I’ve seen is that, by and large, most of the LinkedIn profiles are bare bones, so you can tell when someone in the organization starts looking because they beef up their profile…it’s an indication when someone builds it out that they are much more seriously seeking [a new job] versus just wanting to stay connected.”22

Join an industry group: If you are already virtually connected to hundreds of online friends and your LinkedIn connections are topping 500, joining another community may merely contribute to a serious case of information overload. But, if you are at the initial stages of broadening your social networking capabilities, by all means join an industry group or online community. These groups often post job leads and inside information. It’s also good exposure to industry jargon, a valuable tool when revamping the keywords in your resume. You have to start somewhere when you first start participating in social media, and as Kellogg’s Rice said: “Everyone starts with zero contacts. You have to be patient and build them.”23 Suggestion: Follow targeted companies on Facebook or Twitter. Familiarize yourself with the industry and pay attention to all discussion regarding specific skills and company culture. These are important aspects of the hiring process. Offer suggestions and comments when you have something of value to add to the conversation. Just remember to put your best foot forward, even in the most benign or innocent exchanges. Set up a Twitter account to talk about your skills or work interests—in 140 characters at a pop. Use keywords so searches can find you, and, as Eric Kaulfuss, a talent director at CIGNA, said, “Don’t put anything online that you wouldn’t want a prospective employer or your current employer to see.”24

Send a cohesive message: If your foray into social media was initially helter-skelter, now is the time to pull together your message and personal brand. Start with the obvious: If you have five or six blurry photos uploaded on a variety of sites, get one decent photograph and pull your profiles together that way. If damage control is necessary, start providing content that at least balances the more negative commentary. If some core competencies are more important in your industry than others, then make sure you are on board with these as well. Come across as an industry insider. Suggestion: Examine what all your innumerable online affiliations say about you, and use links to pull all your online activity together. Heather Huhman recommends: “Be Consistent: Linking your tweets to Facebook and other updates is a simple way to make your brand more cohesive and to update all of them more often. Have a message and communicate it to your audience. Stay on message and ‘in character’—your brand should be reflected in person, online, in and out of the office.”25

Humor: One of the main attractions of social media is that it’s fun. So much fun that we’ve created innumerable initialisms to account for all our online hijinks: LOL, ROTFL, BWL, to name a few. Laughter is good medicine in any situation—whether at home or in the workplace—but we do have to proceed with some caution. Ask yourself if it’s appropriate before you blast the “Trunk Monkey” video on YouTube to your colleagues or post an irreverent joke on Facebook. Humor is good; cruelty and intolerance are not. Suggestion: First and foremost, know your audience. It is not difficult to inadvertently offend another person’s sensibility or create an enemy by making another person the butt of your inconsiderate joke. Use humor wisely and it will do more for your brand than anything else: As David Hanscom said in a tweet on October 25, 2010, “Laughter is the shortest distance between two people.”

Less is more: Exuberance for the new may have created a monster in disguise when you first ventured into social media. We heard time and again from Fortune 500 professionals that it’s better to be thoughtful by targeting your online branding efforts than to spread yourself so thin that your reckless meanderings add up to an incoherent mess. Erik Qualman, author of Socialnomics, recommends, “When branding yourself online or building an online presence, don’t try to boil the ocean. Meaning, don’t feel you need to be on every digital tool (blogs, wikis, social networks, job networking sites, and so on). Rather focus on a niche you are passionate about and start on the few social networks important for that niche (for example, LinkedIn, YouTube) and after having some success and lessons, grow from there.”26 Determine which social media sites have the most value for your objective—which may be strictly for hiring purposes and networking or exclusively social-oriented. Laura Terenzi Khaleel, a director of Talent Acquisition Strategies at Pitney Bowes, recommends: “Start slow, start small, feel your way through it. As you get more comfortable, expand and extend your reach. Learn from others who know how to use it well. Because you can make mistakes and you can overuse it and you can put out information perhaps that you don’t want out there.”27 Suggestion: Get an objective opinion and ask a friend how you can improve your LinkedIn profile so that it portrays a balanced, serious and viable candidate. Often a third party can spot a shortfall much more easily.

As in anything else, when venturing into the digital world it is better to proceed in a thoughtful manner than to have to retrace your steps or indulge in full-scale damage control. But regardless of where you are in your personal branding endeavor, keep in mind these suggestions Troiano offered:

1. Be authentic. It’s hard to ‘fake it’ in social media, just because maintaining the façade takes too much trouble.

2. Listen first.

3. Curate the content you find useful by pointing it out to others.

4. Create content that adds value whenever and wherever you can.

5. Engage with people as people, not as institutions.

6. Recognize it’s okay to ask for what you want if you do so in the context of the five preceding points.28 


Chapter 2
Some Things Remain the Same, Sort Of

If you understand what you want or where you want to work or where you have a personal interest, those are the places to start—not the rapid-fire shotgun approach of everywhere.

—Laurie Byrne
Vice President, Global Staffing and Talent Development
Stryker Corporation

Social media has radically changed how we network and find new opportunities, but other aspects of the job search have remained fairly constant. No matter how strong your connections—virtual and otherwise—for most jobs you still have to do your research, create a resume, follow up, apply through an applicant tracking system, pass the telephone screen, show up for the face-to-face, make it through the background check, follow up some more, review the particulars, and, finally, make a decision to accept the offer; a decision that will dramatically change the next three, five, or even 10 years of your life.

That’s a broad overview of the process, but actually the elements of finding a good job are almost as numerous as the elements on Mendeleev’s periodic table. The good news is that, for the most part, the hiring process has evolved more deliberately and in many respects it is still more Web 1.0 or even pre-Web than it is Web 2.0. In other words, a lot of what you learned about the hiring process is still valid, but let’s review the traditional job hunt in relation to how social media can enhance each stage of this process.

Without a doubt, the more focused your job search, the better your results. That’s a given. In Chapter 1, we strongly urged you to get in touch with your work self. Not only does it enhance your personal brand, but it also helps you zero in on the type of job that will be a good fit for you. Why is this important? Because it’s a waste of your time and the company’s if you decide in six months that you are miserable at your new job and you leave (voluntarily or not).

You can avoid this scenario if you approach your new mission mindfully. Think about what interests you in the work world. Usually your work interests can be narrowed down to the skills that you are good at. Because it’s next to impossible to be good at something that doesn’t interest you, make sure your next job has plenty of, as Dan Pink says in Drive, “Goldilocks Tasks,”1—the kind of work that creates “flow.” Make that a priority and you will be successful at your next job. Rodney Smith, author of Stepping out of Self-Deception, says in his book, “The point is to allow our interests, not our idealism, to lead our work.”2

Examining your work self is the initial stage of your research. The next step is researching the job itself—as well as the company and the industry. And this is where Google makes your life very simple. Plug the name of the company into the Google search bar and in a click-second a full array of information pops up. Read everything. Then go to the company’s Website and Career Page and read everything there. You can get a good sense of whether the company’s culture aligns with your own values.

If the culture doesn’t seem like a good fit, don’t apply for the open position. Fitting in culturally at a company is just as important as having the right skills for a particular job.

How so? Let’s take a look at what it’s like to work at UPS, the second-largest employer in the United States (with a workforce that exceeds 400,000). Matt Lavery, the Corporate Workforce manager at UPS, described UPS as a “classic tortoise” (as opposed to a hare). He said, “You have to be willing to start at or near the bottom and work your way up.”3 Dan McMackin, the Public Relations manager at UPS, added, “It’s a physically demanding job…. You need to work five nights a week—shorter shifts—but five nights a week. And you need to have a commitment to service. That sounds simplistic, but it’s not. It’s about serving people and we serve a whole bunch of them. We have 7 million daily customers. We ship 15 million packages a day.”4

As appealing as UPS’s perks are (promotion from within, job security, excellent benefits), if you get stressed by meeting tight deadlines or unscrambling messy logistics or you prefer to spend your evenings with the children, UPS might not be a good fit for you. And maybe you would prefer being a big fish in a smaller pond than the 400,000-plus at UPS. These are all serious considerations that you need to make about the culture of the company before you jump onboard.

Although there are no guarantees that everything you hear and read about a company beforehand will meet your expectations, you have never been in a better position to learn about the internal workings of a company. You can start with Google, then move to evaluating these companies on Facebook, Twitter, YouTube, blogs, micro-blogs, or within one of the many industry groups on LinkedIn. Read mainstream news articles about the company. Visibility has improved 100 percent since the days when you had to traipse off to the library to read a dry annual report to even get a sense of the type of business the company actually conducted.

At UPS, the human resource team is developing videos about how their senior leaders got their start at UPS—once again reinforcing the promotion-from-within culture—and they plan to post these videos on UPSjobs.com as well as the other large job boards. At American Family Insurance, Lisa Beauclaire, an HR specialist in Sourcing and Diversity, said the company is developing an AmFam Careers playlist on its American Family channel on YouTube.5 Cindy Nicola, a vice president of Global Talent Acquisition at Electronic Arts, said the company keeps the conversation “light” and “entertaining” on Face-book for its 128,000-member community, but it is “leveraging the power of viral marketing” on the YouTube channel to “connect current employees, future employees, and brand ambassadors to life at EA.” This is in addition to the company’s blog www.insideea.com that “allows people to get under the skin and really see what life at our company is like.”6 At McGraw-Hill, Brian Jensen, vice president of Talent Acquisition, said, “We now added a Careers Tab on the Facebook page that has all the jobs on it. We have a job feed. Also on the main wall of the corporate Facebook page we get queried about jobs at McGraw-Hill or questions about the recruiting process. It’s an avenue for a candidate to ask questions or seek guidance if they need it.”7

To add to this corporate visibility, job candidates also have their own extensive networks to tap into when they want inside information on a company. Keith McIlvaine, a former global social media recruitment leader at Unisys, says younger professionals and recent college graduates sometimes prefer their own networks because they are often skeptical of companies “trying to control their brand,” so “they want to be responsible for finding their own information.”8 Instead they prefer to call up a friend of a friend who interned at the company to get the low-down. But, regardless of what avenues you take while researching, it’s essential that you study the targeted company thoroughly—before you even make contact with anyone there. Stan Weeks, a senior recruiting manager and college relations program manager at Weyerhaeuser, said, “Research is probably the single most important thing you can do to understand the company and understand what the company’s future prospects are, what they’ve dealt with in the past, and what it is presently dealing with as well as where its hot spots are.”9 We agree; the better your research, the better your prospects.

The age of transparency is here. Companies have invested millions of dollars and dedicated significant resources to ensure that their brand is recognizable and visible. You don’t want to walk into a job interview unsure of what the company is all about. That will probably disqualify you on the spot, which means you have to get organized before making contact with the company. Start creating files on your targeted companies. When you apply for a position, take notes and put it in the file. Review it often, just in case you get that random call and a hiring manager begins the prescreening process by quizzing you about why you are eager to work at ABC Company.

Lissa Freed, a vice president of Human Resources at Activision, said: “So many people don’t take the time to research. Back to how you use the Internet, there is no reason that you should walk into any job and not be rich with content that you can readily find out there about a company, the industry, whatever. So many people just don’t do their homework and there is no excuse for it because it is all there.”10

Start by targeting five—at the most, 10—companies that are hiring. Start gathering your information. This approach is fairly simple if you stay focused. If the temptation hits you to use the shotgun method, resist it, even if you are feeling desperate about finding a new job. You don’t want to have to go through this process all over again in six months or a year. This is just one more reason why it’s always a good idea to find a new job while you still have your old job. You just make better decisions about where you want to go in your career when you are not under pressure.

Newell Rubbermaid’s Mike Rickheim reinforced this idea when he said, “The best candidate in a hiring manager’s eyes is the one who doesn’t have to make a move. They are and have been gainfully employed and there’s another employer who really wants to keep them, so it absolutely makes sense to engage in those conversations just to keep your options open. You are in a position of power as that ‘passive job seeker.’”11

We know what you’re thinking: Not everyone has that advantage, especially in light of the recent recession. In fact, many of you probably bought this book precisely because you are in the unenviable position of needing a job—today. We sympathize; the last two or three years were no fun for the many people who struggled to find a job, but, based on the feedback we got from the Fortune 500 HR professionals, we still think you should not jump into your next position without thoroughly researching your options and targeting a job that is a good fit for you. It may take a little longer than you’re comfortable with. On average, finding a new job may take six months, but it’s a worthwhile strategy to ensure that it’s a good match. You will be so much better off in the long run.

Although not optimal, if you are taken by surprise by a reorganization or layoff, don’t despair. Stay focused. As long as you have kept your network alive and well, you can tap into your connections—provided you know specifically what type of job you want and how you can be the solution to an employer’s problem. When Chris Nutile, director of MediaLink Executive Search, was at Yahoo! Latin America, he was presented with a position he had to reject, so he went to his social network and announced he was coming back to New York and was looking for a contract opportunity.

Actually I used an online solution, Ping.fm. Ping.fm or Hootsuite.com are sites that can be used to update all of your social network status messages at once. Facebook, LinkedIn, Yahoo!, AOL, they are all available. It can even tweet the update, and best of all, it does all that at once for you. You just set up an account, and provide permissions for the service to publish status updates across your various networks. It’s a free Website and there is a dashboard on the Website. The Average Joe can figure it out. Some people might get concerned because you are putting in membership screen names and passwords to the various portals and Websites, but I think at this point people are getting more and more comfortable with those types of privacy issues…. I said I was coming back to New York and looking for contract recruiting opportunities as an “in-between” before deciding on my next permanent position. Within two days, my former colleagues at Google called me and made an offer to go back and ramp up hiring in the Business Development and Sales organizations.12

Staying plugged in to your network and clear about your next move can make the transition seamless, but remember to stay flexible and extend your reach as far as possible via social networks—go beyond the immediate and don’t be afraid to tap into your weak ties. Your weak ties can be almost as helpful as your strong ties. Why? Because your weak ties don’t usually know about the baseball glove you forgot to return to your still-miffed brother-in-law strong tie. And, as a result, these weak ties occasionally will help you more readily than your miffed brother-in-law.

We will emphasize again and again throughout The Web 2.0 Job Finder that it’s better to find a new job before leaving your old job. Considering the economic climate, this suggestion may seem out of touch with reality. Many people are out of work, but the consensus of our Fortune 500 participants was clear: The employed are more sought after than the unemployed. Don’t lose faith though. Although employers are eager to attract the passive candidate, rest assured, they also have no illusions about the impact this recession has had on the job market. CIGNA’s Eric Kaulfuss said, “We understand the economic environment out there now…it’s a question I hear from managers who are not working. They ask me if that’s a problem, and I tell them it’s not.”13

The resume in 2011

As we were having our discussions with the Fortune 500 insiders, we couldn’t help but wonder how the resume has changed in the Web 2.0 world. The good news is that while everything else may be swirling madly and changing rapidly in the job market, the resume hasn’t really changed much—at least as far as content goes. And, as much as you like the fancy format, it is all about the content.

Yes, you still need a resume. Yes, it should have keywords on it that allow you to match up to specific, open positions. Yes, it should be clear, concise, grammatically correct, and accurate. Yes, it should showcase your accomplishments and skills. Yes, it should move you forward to your next job and challenge. David McMichael, an assistant vice president and manager of Staffing Strategies and Programs at SAIC, said, “I think the same information a prospective employer wanted to see 10 years ago, that same information still resonates today. That’s what they’re looking for when they try to gauge somebody’s skill set via a resume.”14 Does that mean you can pull up your old resume, brush it off, and update it without considering Web 2.0? If it’s in excellent shape, you might be able to avoid revamping it. But, before you upload your current resume to LinkedIn, consider what Fortune 500 participants said just in case there’s room for improvement. Think of your resume as a living, breathing document that you will continually update as you target companies and apply to specific, open positions—your resume should always be a work in progress because you are going after specific jobs at specific companies and a one-size-fits-all resume will not do you justice.

The job you want

Now that you have given your next career move a good deal of thought—and you know what direction you want to go in—go to Google and search job postings for the position you want. Before you even start revising your resume, print the job postings out. Read them carefully.

Say you want to be a line manager in logistics. Go to the job boards—industry-specific and otherwise—and parse several job postings to get a good sense of how hiring managers view the job you are after. The more job postings you look at, the better your grasp. There’s a lot of relevant information in job postings and if you make it a habit to review them carefully before you update your resume, they will help you:

[image: image] get a handle on the language the employer uses

[image: image] identify the keywords that are relevant to your specific job and industry, and

[image: image] assess what the company values.

Also when the same keywords appear again and again in the job postings from different companies, you know those keywords are core competencies that you must have to be qualified for that position. In addition, reading job postings is especially helpful to newcomers to the workforce. If you don’t have the skills required for the position you are interested in, invest in getting them—sign up for a course or certification program. For instance, take a look at the following job posting for a Regional Logistics Services Deployment Manager (Processes):

Regional Business Partnering Role Individual Contributor Role (Strategic Role)

ABC Company is a Global IT/Telco MNC with strong year-on-year growth and multibillion-dollar revenues. We offer many products and services to our clients, and due to stable and rapid expansion, we are looking for a Regional Logistics Services Deployment Manager (Processes) to support us in a Global/Regional Initiative, which is redesigning the corporate approach in Logistics Operations.

Job description

Reporting to the regional director of Logistics, you will identify and generate opportunities for building a global supply chain, and drive implementation of projects in collaboration with clients and inside teams. You will participate in the creation and deployment of logistics service offerings, ensuring the deployment of highly effective logistics processes, capabilities, solutions, systems, and tools to operations, based on defined best practices and road maps.

Your other responsibilities include:

Manage customers and inside operational requirements to develop action plans for future capability deployment; support development of Sales Units customer logistics strategy and customer service offerings, in seamless cooperation with clients and logistics teams; manage deployment of programs and projects; implement capability and solutions; review and cascade current portfolio of capabilities, programs, and solutions.

The successful applicant

You must possess a Bachelor’s degree with minimum of 10 years of related work experience and knowledge in logistics operations, process improvement, and implementation. You must possess knowledge of competitive models for import/export operations for product delivery and knowledge and experience in downstream logistics. You should possess excellent organizational, interpersonal, and communication skills, and work effectively in a highly diverse, global, multifunctional environment that works across multiple time zones. Project management skills/experience, i.e. Lead, Six Sigma or Kaizen, is highly advantageous.15

If you were to apply for this job, many of the words and phrases should appear on your resume (provided, of course, you actually have this type of experience). This is the language you need to know to get this job; these are the skills you need to have to be successful in this position. Do you have to match up word for word, 100 percent? According to Megan Dick, a manager of human resources at Cameron, “There is no such thing as a perfect match.”16 But a close match is what most companies expect.

Keywords may sound like old news—so Web 1.0—but they are uniquely important in today’s job market. How important are keywords in a Web 2.0 job hunt? Pitney Bowes’ Khaleel said keywords are “critical, critical, critical.”17 The job market is all about search, and search depends on keywords.

Here’s what Jim Gattuso, director of Staffing and Recruitment at CSC, said about how keywords impact search: “The basic resume—the format and the content of the resume—is pretty much the same as it’s been for certainly the last 30 or 40 years. It is normally a chronological representation of someone’s work history with some sort of a summary objective or objective statement at the front that contains work history and educational history and sometimes a small amount of personal information about some groups or affiliations that the person may have, but I think what may have changed is that lots of candidates may have become a little more savvy to the fact that their resume in the original format may never be seen by a pair of human eyes. It’s going to be received, scanned, and through keyword search people will find their resume or not find their resume.”18

If you just spent hours, or days even, writing your resume—and fooling with indents, rules, bullets, and typeface—the fact that your resume may not be viewed by human eyes may vex you. It’s bad enough that you have to condense your extensive work experience to one or two pages; now you find out a computer scanner is deciding if you make it past the first round.

What to do? Use keywords. Parse the job posting for the open position very carefully. If the job posting says you need to have advanced Microsoft Excel skills (and you have them), make sure that information is on your resume. If it says you need to develop PowerPoint presentations, put that on your resume. If it says you need certain certifications, don’t apply unless you are certified (or at least in the process of pursuing these certifications). Of course, not every company handles a submitted resume this way, but the larger companies do. They have to. They get an enormous number of resumes per day and these resumes have to be scanned and tracked.

With all this emphasis on keywords, it might be a temptation to fudge a few. Actually, according to NYSE-Euronext’s Charlie Greene, a hiring manager is practiced at detecting whether a candidate is qualified for a job within about 15 minutes of a face-to-face interview. Going that far in the hiring process is a waste of everyone’s time if you’re not qualified. Better to recognize early in the job hunt what skills are necessary to do a particular job and do a crash course—at night school, while at a contract or freelance project, or at some other certification program or college. There really aren’t too many ways around getting the qualifications you need for a particular job. Not that people haven’t tried.

Some job seekers were so hell-bent on making it past that first round that they loaded their resumes with every relevant keyword by hiding them in a white font. That way the scanner picked up the keywords and the resume was brought to the hiring manager’s attention. Ryder’s Kirk Imhof said, “There were ways early on for individuals to hide words in a resume so that when you did a keyword search a white font word against a white background was never seen—it was buried in your resume—but it was picked up by the search tool. And there were little tricks to make sure you had lots of keywords to ensure your resume would be pulled up. That doesn’t really work well anymore.”19

So how do you get your resume to stand out? One of the cardinal rules of writing anything is to know your audience. As far as writing a resume, you have to use the language of the employer (who wrote the job postings that the computer is scanning). And you have to have the qualifications—be a good match—for the job to which you are applying. You can simplify this process by understanding what’s required. That’s why it’s so beneficial to read job postings for your particular field and position before you even attempt to write your resume. Even if the next job is a stretch for you (and it should be), know what’s required, so you don’t look like you’re in over your head. Martin Cepeda, senior university recruiter at a Fortune 500 healthcare company, said, “Your resume needs to be specific to the job that you are applying for. If you are applying for 10 jobs, I would suggest creating up to 10 different resumes that are keyword-specific to those jobs. This would allow the recruiter to view a resume that highlights your specific transferable skills that are relevant to the job that he/she is recruiting for.”20 When writing your resume, keep this in mind: Although it is essential that you do a good job of presenting your skills and qualifications in a resume, this is not the most crucial aspect of the job hunt. Spend 20 percent of your time writing a targeted resume and 80 percent of your time forming a network and making a connection within your targeted company.

Your words matter—a lot

While the job hunt unfolds, make the employer’s language yours by using their keywords. If you do match up well keyword-wise with the job posting and you decide to apply for the position, print the job posting and save it in your special file so that when an HR person calls you for a prescreening interview, you can speak specifically to the skills required for that job—every aspect of it (refresh your memory with the job posting right before your actual interview, too). Fortune 500 participants said again and again that you won’t score any points if a hiring manager calls you on the telephone and you are clueless as to what company you reached out to. A thoughtful, targeted approach is your best strategy—always.

Just as keywords should be part of your arsenal when looking for a job, they also play an important role when companies cast their nets for prospective employees. Search is still king, even in the Web 2.0 world. Pitney Bowes’ Khaleel said her company created a Search Engine Optimization [SEO] site earlier this year where all the company’s job openings are pulled each night, and whenever “someone is in Google or any of the job aggregators—like Indeed.com or Simply Hired or Juju or any other search engine—whatever words they type up as keywords, we want our jobs to come up if it’s a relevant search. That’s why we have established a separate search completely and totally geared toward search engine optimization.”21 This suggests that companies are making an effort to learn your language too, which makes perfect sense in a social media landscape where dialogue is the name of the game.

Make their job easy

Put yourself in the recruiters’ shoes. They see hundreds of resumes each day—especially at larger corporations. Finding a good fit between an open position and candidates takes time and resources. What you want to do is catch a recruiter or hiring manager’s attention with your resume quickly. Don’t worry if you haven’t expounded on all your innumerable qualities; you’ll have plenty of time to do that later—in the applicant tracking system or, if you are lucky, at the job interview. As far as your electronic resume goes, less can be more at this stage of the game. Try to be crisp and clear about your intentions. Ian Decker, a director of Talent Acquisition at MetLife, gave another reason to keep it brief: “I think there are many different theories about a resume. Should it be one page? Should it be two pages? What should be on it? I still think for a mid- to senior-level professional, a two-page resume with just enough to whet your appetite where you want some more is good. You don’t want to put everything on the resume because then I don’t have any reason to call you. You’ve already told me everything. But if you give me enough for me to say, ‘Wow, this is great. I want to learn more,’ then I am going to call you.”22

So if you are just putting your resume together now, you may be wondering what the appropriate length is. Generally, for someone with fewer than five years’ experience, a one-page resume is sufficient; for most others, a two-page resume is standard.

Obviously, in the Web 2.0 world, we are talking about electronic resumes. During the initial application process, paper resumes have almost become irrelevant. Karen Bradbury, assistant vice president of Talent Management Strategies at Unum, said, “You need to think about the workload of a recruiter and just what a company has to keep track of in terms of applications and resumes and so on. If a company gets a paper resume, it’s just three more steps that a recruiter has to take. It has to be scanned and in the system and matched to a job—and that’s not a situation you want to be in as a recruiter or as a candidate.”23

That doesn’t mean you won’t eventually need a paper resume. If your first introduction to a company is at a career fair or you are invited to a face-to-face interview, a hard-copy resume is expected. On the day of your interview, for instance, you may meet with several people who will want a hard copy of your resume when you speak to them. But, nowadays, most job applicants make their initial contact with a company via the Web or LinkedIn—and that means your resume is electronic. The point is to find out what the protocols are for the hiring process at whatever company you apply to—and then follow those protocols to the letter. It’s part of making the hiring manager’s job easy.

Your networks—social and traditional—are excellent resources for this type of information. If your targeted company has a Facebook page, ask about specific aspects of the hiring process. Make a connection with a recruiter on LinkedIn and ask for specifics. Tap into your colleagues from former jobs and ask them what they know about your targeted company. They may actually know someone who is working there and put you in touch with that person. But, before you proceed to that stage, you need to develop a strong resume, so let’s cover some of its features.

Simple yet professional

A resume should comprise contact information, career objective, work history, education specifics, computer know-how or other relevant information (such as language fluency), and affiliations (sometimes relevant personal interests). Unless you work in the creative fields, those components form a standard resume, even in the Web 2.0 world. Without overstating the obvious, this information must be accurate. There are a lot of variables on a typical resume, and one or two elements can slip under the radar, so be careful. Read your resume twice—and then have an objective third-party proof it again—before you hit Send.

Keep the resume simple yet professional. Starting with the contact information, it should read: name, address, telephone number, and e-mail address. Provide a URL to your Website in this section, if it is relevant. For now, focus on content and be sure everything is accurate. Format, unless you are creative capital, is secondary.

Marie Smith

16 A Smith Street

Waldwick, NJ 07463

(201) 555–5555 (cell), mxzsmith@gmail.com

This is fairly straightforward, but, according to Fortune 500 HR managers, they have seen errors even in the contact information. Nowadays you must have an e-mail address; also it’s a good idea to include only one telephone number. Chris Nutile, director, MediaLink Executive Search, said, “Always try to use a local phone number—some people move from San Francisco and they are still using their cell phone from San Francisco. You know what, sign up for Google voice and get yourself a local phone number and have it forward to that cell phone. It is really important because as a recruiter I want to be sure the person definitely lives in that city in case relocation is not available and I want to know what I am dealing with.”24 Nutile also urges applicants never to use the company e-mail where they are currently employed. Your employer legally has the right to review e-mail sent on their system. Be sure to have a professional e-mail address (avoid cutiepieXO@hotmail.com). “My suggestion is always use a very professional, or appropriate, non-work e-mail address. So first name dot last name—get it now, because it may not be there in two months. Use Yahoo! or a Google e-mail account—Gmail is considered a little bit more cutting-edge—so that is a plus if you can get it.”25 Keep the type size of your name the same size as the rest of the contact information (boldface does work well in this section though).

Next create a career objective—a meaningful one, not a generic one—that says something about who you are and where you want to go. A career objective can have several names—professional summary, professional profile, focus statement, qualifications summary—but generally it’s a two- or three-line encapsulation underneath your contact information that indicates the position you are applying for at the new company. The objective should contain plenty of targeted keywords. Is an objective necessary? Kellogg’s Carolyn Rice said: “I like career objectives. On a resume without one, all you have is your history. If you want to do in your new job exactly what you were doing in your old job, then it’s not necessary to have a career objective. I don’t think that’s the case with a lot of people though. When they move to another job, they are looking for a change. That change should be communicated in the career objective.”26

So if you were looking for a new sales position, avoid generic objectives that read:

Seeking challenging and rewarding position in sales industry.

Instead write one that conveys skills while also pinpointing a specific open position at the company—with some relevant keywords, of course: Sales and marketing professional—with proven track record of account acquisition, business development skills and ability to convey value proposition through management skills—seeks Account Executive position at ABC Company. Adept at responding to changing environment and implementing strategies optimizing profit and growth. That objective may seem like a mouthful, but it’s much more focused and it uses language—and keywords—the employer can appreciate.

Your professional history—where you worked and what you did—is the crux of the resume. This is where you list, preferably in chronological order, the companies you worked for, the location of each company (and a brief description or URL for each company if it’s not well-known), the time you worked there, and the title of your position, followed by a bulleted description of your accomplishments and skills.

Professional History:

XYZ Company (www.xyz.com)

New York, NY

Facilities Manager

1999 to 2010

• Created centralized construction and purchasing department, consolidating all construction and purchasing functions for procurement of goods and services nationwide.

• Managed retrofit of 200 retail locations and more than 50 new retail locations; handling design, construction, licenses, and permits from government agencies.

• Promoted from Assistant Purchasing Agent (2001) to Purchasing Agent (2005) to Facilities Manager (2007).

• Negotiated with vendors to establish nationwide programs for procurement of all construction materials, HVAC, architecture, general contracting, computer/communications and infrastructure as well as office equipment, resulting in 30-percent cost reductions.

• Established best practices; developing and distributing purchasing handbook detailing instructions on purchasing of all goods and services.

• Created centralized purchasing process for outfitting retails with materials necessary to open new business.

• Automated construction and purchasing department, using IBM Macola Systems, resulting in reduced costs and improved efficiency.

This is a bulleted description of what you did and what you know. Keep in mind a few things: First, it should not be a detailed description of your duties or responsibilities. Instead rephrase your material so it showcases your accomplishments, skills, and contribution; second, if you received a promotion, highlight this—it shows your company valued you as an employee; third, the company you worked for carries its own weight, even if it’s not well known—if it’s a growing and dynamic company, a short description or URL is always helpful to include; fourth, use keywords, especially ones that will be transferable to your next position; finally, how long you worked at a company matters—anything more than three years says to a future employer that you are a “loyal” employee. In fact, the longer at a company, usually the better—provided your resume doesn’t suggest you sat in a cubicle for 10 years twiddling your thumbs.

Your professional history should address how your skills can help the prospective employer. Think of it this way: The new company has a problem and you are the solution to that problem. Whether you know it or not, no one else can do what you do, so rethink your skills. How are they unique to you? Renowned Choreographer Twyla Tharp, in The Creative Habit, said, “An awareness of your particular set of skills will tell you what sets you apart. When asked to explain his success, Billy Joel says, ‘I have a job where I get to do the only things I’m good at doing. I can sing in tune. I can play an instrument. I can write songs. And I can get on stage and perform. I’m not a virtuoso at any single one. I’m competent and I do my job. But I’m in a field, the music industry, which sees this as extraordinary.’”27 Take the opportunity in your Professional History section to convince a prospective employer that your skills are extraordinary—even if you are humble by temperament. Cast yourself in the best light; it’s really just an attitude adjustment.

It was mentioned earlier that chronological resumes are the preferred format. Whereas skills resumes or functional resumes are useful for some professions—especially if you plan to continue to work independently—most hiring managers like a clear timeline, which the chronological resume provides. If you jumped around a lot or worked many contract jobs you may be tempted to downplay this fact with a functional resume if you are applying for a full-time position. We don’t recommend it. Most hiring managers can see through that veil a mile away. Better to be straightforward and clear—there’s nothing wrong with establishing from the get-go that “that was then, this is now,” which places the resume squarely in the heart of Web 2.0.

Getting back to transparency in the Web 2.0 world, everyone has quick and deep access to information. Stay honest. Google can expose a lot of flaws, so it’s better to meet everything head-on. PPG Industries’ Shannon Pelissero said, “I don’t know if I would say the resume has changed. I think the job seeker has changed as a result of the Web 2.0 world because information is so readily available now that job seekers have changed their perception. If I found a candidate I liked, I could go on Facebook and search his or her name or I could go on LinkedIn and do the same. I could find out a lot about that person before I even talked to them. I think that has changed the job seeker’s perception. For instance, they have to be more honest because all this information is readily available… . Also they can find out a lot about us, too.”28

The last section of the resume should be reserved for credentials including degrees, certifications, language fluency, and computer know-how. If you graduated within the last five years or your work history is minimal or nonexistent, your education gets top billing, after the career objective and before the work history. Add a GPA if it is 3.0 or higher. Whether you are a college graduate or not, list any information in this section that tells the employer that you are a lifelong learner: advanced classes, even night classes qualify, especially those that are relevant to the current position you are seeking. Your highest level of education should be listed.

The following sample resume will pull all these elements together, but first just a few words about layout and design. Unless you are a creative, don’t sweat the design. Content is much more important, and the simpler your resume is, the better—strive for compatibility. MediaLink’s Chris Nutile said, “Oftentimes PDFs or other forms of documents don’t translate very well for an applicant tracking system because they have trouble parsing the information into the applicant database. My recommendation is to always use a Word document.” 29 We suggest Microsoft Word 97–2003 (some companies don’t have the latest version of Word). Electronic resumes have a penchant for disfigurement (indents are especially tricky), and, in most cases, your resume eventually will be pulled apart in an applicant tracking system and automatically converted to plaintext. The following resume is simple yet professional.

Mary Zella Smith

100 Smith Street

Smithtown, CT 00000

(000) 000–0000, URL (if you have a Website)

MS1010@verizon.net

Career Objective: Highly skilled Line Manager/Negotiator seeks Operations Director position. Worked in all aspects of Shipping —from broker/dealer to traffic. Adept at handling distribution logistics, building revenue, and ensuring high standards from pick-up to delivery.

Professional History:

ABC Company (www.abccompany.com)

New York, NY

Senior Account Executive

2003 to Present

• Manage 50 accounts, with a net profit ranging between $300,000 and $500,000.

• Structure client-specific shipping programs to address seasonal pricing and volume and transit requirements while enhancing operational controls.

• Provide service to clients while allowing customization of transportation and logistics needs.

DEF Company

New York, NY

Vice President

1998 to 2003

• Provided cost-sensitive and competitive pricing for customers in all aspects of international transportation from import/export, LCL/FCL coverage.

• Managed staff of 15 and promoted staff development through continuing education and enhancing knowledge of competitive marketplace.

• Ensured regulatory and compliance measures were met within global guidelines.

• Reduced costs by 10 percent by implementing best practices.

• Optimized international supply chain logistics network with multiple distribution centers.

JKI Company

Hoboken, NJ

FCL Development Manager

1996 to 1998

• Developed and maintained relationships with ocean freight carriers.

• Clinched contracts by providing thorough updates on current market trends to customers.

• Reported updated information on carriers’ status in ocean freight surcharges.

• Monitored key accounts and increased sales revenue by $500,000.

• Maintained extensive communication with clients and overseas offices.

LMO Shipping Company

New York, NY

1988 to 1996

Assistant Line Manager

• Managed all aspects of international traffic, bookings and sales in Relay Department.

• Coordinated and negotiated ocean rates; scheduled, routed and traced export freight shipments.

• Negotiated volume deals with brokers, shippers and non-vessel operating common carriers.

• Supervised operations of 13 U.S. offices and reported to VP while overseeing order processing, pricing and customer service. Promoted to Assistant Line Manager in 1992.

• Created and analyzed marketing, financial and sales reports.

• Quoted pricing policies, tariffs, and export rates while establishing all tariff and time/volume rates for major export trade lanes.

• Communicated with sales staff regarding delays, scheduling and customs issues.

• Developed bid proposals, negotiating sales and service contracts for key accounts.

PQR Company

New York, NY

1986 to 1988

Traffic Manager

• Coordinated export consolidation to Far East while documenting bookings, bank transactions, follow-up shipments, and export records. Promoted to Traffic Manager in 1987.

• Solicited U.S. importers for international steamship freight transportation service.

• Negotiated rates, terms and conditions with Far East and European offices.

Education, language, computer know-how, and affiliations:

• World Trade Institute of Export; Traffic, Documentation, Letters of Credit Courses—1983

• State University of New York at Stony Brook; B.A. Sociology—1979

• Former Member of Women’s Traffic League

• Fluent in English and Hebrew; extensive travel in Europe and Israel

• Proficient in Microsoft Office: Excel, PowerPoint, Word, Visio, Access, Outlook

• Proficient in Internet research. LinkedIn profile: http://www.linkedin.com/in/maryzellasmith.

The preceding sample is an outcome-based resume, with emphasis on the applicant’s achievements and promotions. Verifiable numbers and accomplishments will always make more of an impression than hype. Be sure the language in your resume suggests that you are a doer and not a paper pusher. Nouns are good, verbs are better—specific numbers and promotions sing. Your information, however, should not compromise a former employer.

Resumes have a style of their own, so avoid personal pronouns and start your bulleted information with verbs (where the I is implied) and end each line with a period if it’s a complete sentence. Use present-tense verbs for your current position and past-tense verbs for former positions. Because of space limitations, it is perfectly acceptable to drop articles (the, a), even though the sentence may sound clipped.

Compatibility is an issue for electronic resumes submitted via e-mail. Most hiring managers are tolerant of a few snafus, but if it’s totally garbled, a hiring manager might just skip over your resume. You can avoid this situation by having two versions of your resume: a standard version similar to the preceding sample and a plaintext version. If you need to convert your resume to plaintext to make it more compatible, it’s fairly simple:

[image: image] Once in your e-mail, retrieve your original resume from Microsoft Word.

[image: image] Go to File and hit Save As.

[image: image] In the Save As window that pops up, rename your original resume P-text (your last name).

[image: image] Underneath the File Name bar, go to Save As Type. Click on the arrow and then scroll down and highlight Text Only. Then hit Save.

[image: image] When the warning pops up that your formatting will be lost, hit Yes.

[image: image] Complete the conversion by closing the document and then reopening it in Word so you can readjust the margins and clean up any formatting.

As mentioned earlier, if you are applying through an applicant tracking system, the conversion is often automatic, but it’s still good to know how to convert it to plaintext yourself just in case. As already mentioned, Word 2003 documents are most compatible, so avoid PDFs or other word-processing programs. Once again, make the hiring manager’s job easy.

There are exceptions, however, to the general rule of using Word documents exclusively for resumes and they apply to creative capital. Creative jobs often require creative solutions, so resumes often veer away from the standard resume and instead are either interactive or, at the very least, linked to Websites. Activision’s Lissa Freed said, “In the creative world, more and more resumes are linked to Websites where you can view a portfolio…just the ability to create a Website with your content there versus hauling in a big portfolio. I see it more in the creative fields.”30 Take a look at Paula Cuneo’s resume at www.wix.com">31 She posted the link to her resume on her Facebook page. She does an excellent job of personal branding.

If you cannot decide whether an interactive resume is the right medium for you, take into consideration what Lisa Beauclaire, a sourcing and diversity specialist at American Family Insurance, said: “Someone inquired about our social media digital marketing department as we were getting that rolling and they had quite an interactive resume. It is impressive when you see something a little bit different, but we haven’t had to make decisions on video resumes yet because it’s so new. I do know (just from getting into the branding and video that we’re starting to do), you still have to be—communication-wise—really polished in order to do it. So if you’re going to do it, do it right. Some people might not present themselves well in video.”32

Applicant tracking systems (ATS)

Nearly all large companies use applicant tracking systems. You’ve seen the recruiting software when you apply for a position on the job boards and you are redirected to the company Website via Brass Ring, Taleo, RecruitSoft, or PeopleSoft (to name a few). You may roll your eyes when you are redirected because an ATS usually means that in addition to uploading your resume you will be spending from 30 minutes to an hour filling out job-specific questions, which are designed to ensure the company receives both the information and the focus it wants. Weyerhaeuser’s Stan Weeks said, “We use a cutting-edge system. We use Taleo, a system of choice for most companies. When we see a resume, they all come across and look the same way. Resumes are pulled on required questions that the candidate has to answer and keyword searches.”33

An ATS acts as a central database for a company’s recruiting efforts. It usually means that you can only apply for specific open positions (unsolicited resumes are not welcome). In 99.9 cases, applicants must go through the ATS before being considered a viable candidate. Here’s how CSC’s Jim Gattuso explains the process: “When an applicant applies for a specific position or wants to be considered formally as a candidate, we ask the applicant to go into our career site and submit some information and include a resume. We also gather additional information, including some voluntary disclosures, some demographic information.… We ask the applicant to go through, what I call, the front door, through our career site.… Eventually every applicant goes through the front door and into the applicant tracking system.”34

Recruiting software helps companies streamline their hiring process by tracking candidates. For companies, the software makes data easier to sort and retrieve: It filters candidates by matching data against job requirements, it ranks candidates, it accelerates communication with applicants, and it enables companies to ask job-specific questions regarding experience, skills, and interests for each position posted. For applicants, it allows a more thorough picture of your capabilities than a one- or two-page resume ever could.

But it also requires that you commit some time to the application process. You cannot rush through because your communication skills are on display and you can be knocked out of the running if you handle this prescreening stage carelessly. At PPG, “Candidates are able to attach up to 20 documents in their application, so you get the cover letter, the resume, the letters of recommendation, the awards they’ve won. It can be overkill and sometimes I think you hurt yourself more than you help yourself with that.”35

An ATS also discourages candidates who may not be serious about the company—those who use a spray-and-pray methodology for applying to job postings—because filling out all that information is a time-consuming venture. The downside for companies is that an ATS may chase away very qualified candidates—those gifted engineers who aren’t good spellers or those computer wizards who speak English as a second language or those dynamic personalities who are just too busy to expend a few hours on an iffy prospect. It’s a challenge to devote this much time to something when there may not be a reward. But if you are seriously interested in the targeted company or you do receive some encouragement to go to the company Website from a recruiter, then give this part of the process everything you have—while still remaining concise and accurate. And then follow up. E-mail a recruiter—if you have his or her name—or contact an insider that you may have found a connection to. Do not be a pest, but by all means express your interest. Say in your e-mail, “I just submitted my application via your ATS and I was wondering if you can give me any other advice on the hiring process.”

Regardless of the fact that most large companies insist that you apply through the ATS, it can be a disincentive to many. Lisa Beauclaire of American Family Insurance said her company wants to capture applicants in a less intensive manner. “We’re looking at some systems, in addition to the applicant tracking system, where people can submit interest in American Family, without actually applying. Some people choose not to go to our ATS because of the time commitment, so this new option would create more of a talent community to go along with social media. People could just opt in and leave their contact information, which could simply be their name, number, e-mail address, and we can keep in contact with them.”36

Set aside some quiet time to devote to the ATS because a lot is riding on your thoroughness. And be prepared to answer specific questions clearly and briefly. Stan Weeks explains, “The way our applicant tracking system is set up for compliance is that we base our position on several required questions. The applicant applies and he or she has to answer certain questions, such as, ‘Are you proficient in Excel, yes or no?’ If they press yes, they come across as a viable candidate. If they press no, then they don’t come across as a viable candidate and we don’t have to look at them because they don’t match the minimal skill set of the position. If 300 people apply, and 290 don’t know Excel, then we only have to look at the 10 that do. If all 300 have Excel, we have to look at every single candidate.”37

It is much easier to expend the energy an applicant tracking system requires when you have received encouragement from a recruiter to “stay in touch,” but regardless of what point in the job search you encounter a company’s applicant tracking system, just remember that you have to climb the ATS wall to get to some of the better jobs in the marketplace. And sooner or later, if you plan to work at a large or mid-size company, you will have to go through the “front door.” Things may change in the future though. SAIC’s David McMichael said:

I think the power of social media will make a prominent impact on not only how people search for jobs but also on how they apply to jobs. Right now companies are becoming increasingly proficient at leveraging social media for employment branding and to locate and attract talent, but there isn’t much discussion about using social media to simplify the application process. Why not? Today job seekers are burdened by a complicated application process and employers are frustrated by low career site conversion rates. Insert the highly flexible capabilities of the social Web into that picture and we discover a huge opportunity for a practical solution—you apply to jobs via your LinkedIn profile or some other social profile in a matter of seconds. As this type of technology becomes a reality, we may see companies sprinting to implement.38

The crucial paragraph

A lot of effort has been expended up to this point—research, targeting five companies (maybe a few more), examining whether the ATS will be part of the hiring process—but you are still at the early stages of your job hunt. A crystal-clear resume that resounds with your accomplishments and skills is a good beginning, but now you have to write that crucial paragraph; not the cover letter, but the elevator pitch about your qualifications. Although many Fortune 500 employers said the cover letter was not as important as it once was—simply because there are so many other calling cards in the Web 2.0 job market—you still need to write a short paragraph about what you have to offer. This summary is the paragraph that will eventually become part of your cover letter. It is also the paragraph you will memorize in the event that you run into someone at the grocery store or on the soccer field or while grabbing a cup of coffee at Starbucks and you want to let them know that you are available. And this may be the paragraph you recite in the event that you receive a telephone screen from an interested employer.

This 30-second pitch should be a brief encapsulation of your skills and qualifications and emphasize the skills you want to use in your next job:

I have five years’ experience as an executive assistant at XYZ Company, working for the vice president of Marketing and the group director of Business Development. Working in the fashion industry, I am highly adept at extensive scheduling of calendar activities, responding to clients’ requests, monitoring promotions, directing editors to the appropriate channel, onboarding new hires and reconciling expense reports as well as providing daily support to the Marketing team with my highly proficient skills in Excel, PowerPoint, Microsoft Office, and Adobe.

Write this summary now—and then wait until you have finished information-gathering before even attempting to write the cover letter. Why? In the Web 2.0 job market, the focus has shifted in the cover letter. You are no longer the star; instead you are the second paragraph. The first paragraph of your cover letter is about the employer—and why you want to work specifically for that employer. But, right now, you will need a summary. Spend some time thinking about who you are and where you want to go, and then write four or five lines that convey how you are uniquely qualified to add value to whatever job you target.

Cindy Nicola, vice president of Global Talent Acquisition at Electronic Arts, said, “I am seeing people move away from cover letters,”39 and Vincent Taguiped, a manager of recruitment at a Fortune 500 media company, agrees. In the digital environment, “You should always be putting your best foot forward,” he said.40 So create a summary of who you are and what you have to offer before making contact with a company. The approach will attest to your preparedness—a highly valued skill in a tumultuous marketplace. 




End of sample
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