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Major Changes and Improvements in This Edition

Here are the major changes in the Eighth Edition of Business in Action:

® Five new chapter-opening vignettes with chapter-ending case studies:

Chapter 2: The forecasting challenges faced by Apple when the company was planning the launch of
its iPhone 6 models

Chapter 3: Cisco’s successful merger-and-acquisition process, defying the odds when it comes to
buying other companies

Chapter 8: The Mexican building-materials giant Cemex’s innovative use of custom collaboration
platform to help its global workforce solve pressing business challenges

Chapter 11: Zappos’ unconventional strategies for finding and attracting unconventional
employees

Chapter 16: GoPro’s smart use of social media to build awareness of and demand for its rugged
action cameras

® More than three dozen new review, analysis, and application questions and student
projects

® Fourteen all-new exhibits and 45 updated or redesigned exhibits, further expanding
Business in Action’s unmatched selection of value-added instructional visuals

® Coverage of the revolution in mobile connectivity and the many ways mobile is
reshaping business

® New or substantially revised sections include

The Technological Environment (Chapter 1), highlighting the disruptive effects of mobile
communication and connectivity

The Trans-Pacific Partnership (PTT) (Chapter 2), highlighting the controversy surrounding this
major new trade agreement

Legal Differences in the Global Business Environment (Chapter 2), updating the European
taxation controversy that has forced Google, Amazon, Starbucks, and other U.S. companies to
change their business practices

Blueprint for an Effective Business Plan (Chapter 6), adding a discussion of the contrary view
about the value of conventional business plans and the use of canvases instead

Social Networks and Virtual Communities (Chapter 8), adding an overview of Zappos’s reliance
on social networking to keep its growing workforce connected

Gamifying for Healthy Competition (Chapter 10), describing how companies are using game
principles to motivate employees

Gender (Chapter 11, in Dimensions of Workforce Diversity), updating the discussion of
gender pay imbalance and uncovering the major issues behind the often-quoted statistics about
women earning only 70 percent of what men earn

Test Marketing (Chapter 14), expanding the coverage with the new phenomenon of crowdsourced
test marketing and crowdfunding as a way to identify potential hit products

XV
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Packaging (Chapter 14), broadening the discussion of how packaging decisions are often a
tug-of-war between competing economic and environmental concerns

The Outlook for Wholesaling (Chapter 15), adding discussion of how e-commerce technologies
let companies such as Amazon jump into traditional wholesaling and distribution channels be-
cause some incumbent players were too slow to adapt

The Outlook for Retailing (Chapter 15), expanding the discussion points of overcapacity, the
emergence of mobile commerce, the growth of multichannel retailing, and data security and
privacy concerns stemming from personalized marketing efforts

Physical Distribution and Logistics (Chapter 15), using Amazon’s new same-day delivery service
and experimentation with delivery drones to highlight the importance of competitive physical
distribution in the marketing mix.

Public Relations (Chapter 16), explaining how social media have upended the traditional practice
of public relations

Business in Action: An ldeal Text for Your
Introduction to Business Course

Business in Action is the ideal text for courses that aim to cover the full spectrum of contem-
porary business topics in the most efficient and successful manner possible.

Business in Action offers instructors and students a much-needed alternative to texts that
are either overstuffed and overwhelming or so skimpy that they compromise essential
coverage. With a full 20 chapters, including chapters dedicated to employee motiva-
tion, customer communication, financial markets, and banking, it has the same scope
as other comprehensive texts while being up to 20 percent shorter. There is no filler and
no fluff, and the examples were chosen carefully to illustrate important points, without
overloading the text. We invite you to do side-by-side comparisons with any other busi-
ness text to see which one will make the best use of students’ limited time and energy
for studying.

Every chapter is bookended with a vignette/case study pair that help students grasp the
principles covered in the chapter. The chapter-opening vignette introduces a company
faced with a major strategic challenge and encourages students to imagine how they would
address that challenge. The chapter-closing case study describes the strategic choices the
company’s leaders made, including how they applied the concepts students just learned in
the chapter. Three critical thinking questions require students to apply the concepts cov-
ered in the text. Plus, students can find out more about the company featured in the case
by completing the “Learn More Online” exercise. In this edition, six of the vignette/case
studies are all new, and the rest have been updated to reflect the most recent decisions faced
by each featured company.

Every chapter is divided into six concise segments, each focused on its own learning objec-
tive and offering a comprehensive checkpoint to help students review and reinforce what
they’ve learned. With this approach, each learning objective segment is treated almost as
a mini-chapter within the chapter, letting students pace their intake and memorization,
rather than having to review an entire chapter at once. The consistent six-part structure
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also simplifies course planning and class time allocation for instructors, and it helps stu-
dents organize their reading, review, and test preparation.

VISUAL LEARNING FOR A NEW GENERATION OF STUDENTS

Business in Action takes efficiency and student-friendly design to an entirely new level, with
more than 150 Exhibits That Teach. These unique diagrams, infographics, and other exhibits
address the challenge of getting students to read long passages of text by presenting vital
concepts visually. The emphasis throughout is on productive learning—on helping stu-
dents minimize the time they spend reading while maximizing their learning outcome.
This value-added approach to visuals is in sharp contrast to books that try to entertain
with decorative photos, cartoons, or fractured page designs that disrupt the flow of read-
ing and thereby force students to spend even more time reading.

Healthy connection between risk and reward

Company makes a decision that involves some risk. *

b If outcome is positive, company reaps the rewards. Ic}
4 If outcome is negative, company suffers the consequences. I@

Moral hazard: Link between risk and reward is broken

(el 1Al Company makes a decision that involves some risk. *

* If outcome is positive, company reaps the rewards. lﬁ

Q

If outcome is negative, someone
else (including other companies,
consumers, or taxpayers) suffers
the consequences.
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Extending the Value of Your Textbook with Free
Multimedia Content

Business in Action’s unique Real-Time Updates system automatically provides weekly con-
tent updates, including interactive websites, podcasts, PowerPoint presentations, online
videos, PDFs, and articles. You can subscribe to updates chapter by chapter, so you get
only the material that applies to your current chapter. Visit http:/[real-timeupdates
.com/bia8 to register.
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Building Skills, Awareness, and Insight

Each chapter contains a rich set of questions and projects to help students verify their
learning, expand their knowledge, and practice important skills:

® Test Your Knowledge. Fourteen carefully selected questions help you review infor-
mation, analyze implications, and apply concepts. Highlighted questions involve ethi-
cal considerations and concept integration from other chapters .

® Expand Your Knowledge. Discovering Career Opportunities tasks give students a chance
to explore career resources on campus, observe professionals at their jobs, interview
businesspeople, and perform self-evaluations to assess their own career skills and
interests. Improving Your Tech Insights tasks students to research and summarize an
important technical development and explain its business implications; this feature
introduces them to such revolutionary developments as nanotechnology, location and
tracking technologies, and assistive technologies for people with disabilities.

® Practice Your Skills. Sharpening Your Communication Skills addresses one of the key skill
concerns among today’s hiring managers; this exercise lets students practice listen-
ing, writing, and speaking in a variety of real-life scenarios. Building Your Team Skills
teaches important team skills, such as brainstorming, collaborative decision making,
developing a consensus, debating, role playing, and resolving conflict. Developing Your
Research Skills familiarizes students with a wide variety of business reference materials
and offers practice in developing research skills.
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Full Support for AACSB Learning Standards

The American Association of Collegiate Schools of Business (A ACSB) is a not-for-profit cor-
poration of educational institutions, corporations, and other organizations devoted to the
promotion and improvement of higher education in business administration and account-
ing. A collegiate institution offering degrees in business administration or accounting may
volunteer for AACSB accreditation review. The AACSB makes initial accreditation decisions
and conducts periodic reviews to promote continuous quality improvement in management
education. Pearson Education is a proud member of the AACSB and is pleased to provide
advice to help you apply AACSB Learning Standards.

Curriculum quality is one of the most important criteria for AACSB accreditation.
Although no specific courses are required, the AACSB expects a curriculum to include
learning experiences in the following areas:

® Written and oral communication

Ethical understanding and reasoning
Analytical thinking

Information technology

Interpersonal relations and teamwork
Diverse and multicultural work environments
Reflective thinking

Application of knowledge

Throughout Business in Action, you'll find student exercises and activities that support
the achievement of these important goals, and the questions in the accompanying test
bank are tagged with the appropriate AACSB category.

Course Planning Guide

The structure of Business in Action makes it easy to adapt to courses of any length and with
any specific instructional goals. The following table suggests one possible sequence and
schedule for covering the chapters in the textbook, with time allocations based on the total
number of class hours available.

Hours Devoted to Each Chapter
30-Hour 45-Hour  60-Hour

Chapter Course Course Course
Chapter 1: Developing a Business Mindset 2 3
Chapter 2: Understanding Basic Economics 2 2 3
Chapter 3: The Global Marketplace 1 2 3
Chapter 4: Business Ethics and Corporate Social Responsibility 2 3 3
Chapter 5: Forms of Ownership 1 2 3
Chapter 6: Entrepreneurship and Small-Business Ownership 1 2 3
Chapter 7: Management Roles, Functions, and Skills 2 3 3
Chapter 8: Organization and Teamwork 1 2 3
Chapter 9: Production Systems 1 2 3
Chapter 10: Employee Motivation 1 2 3
Chapter 11: Human Resources Management 1 2 3
Chapter 12: Labor Relations 1 2 3
Chapter 13: The Art and Science of Marketing 2 2 2
Chapter 14: Product and Pricing Strategies 2 2 2
Chapter 15: Distribution and Marketing Logistics 1 1 2
Chapter 16: Customer Communication 1 2 2

Continued on next page
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Hours Devoted to Each Chapter
30-Hour  45-Hour  60-Hour

Chapter Course Course Course
Chapter 17: Financial Information and Accounting Concepts 2 3 3
Chapter 18: Financial Management 2 2 3
Chapter 19: Financial Markets and Investment Strategies 1 2 3
Chapter 20: The Money Supply and Banking Systems 2 2 3
Appendix A: Business Law - 1 1
Appendix B: Risk Management 1 1 1
Appendix C: Information Technology - - 1
Appendix D: Personal Finance: Getting Set for Life 1 1 1

Resources for Instructors and Students
Instructor’s Resource Center

At the Instructor Resource Center, www.pearsonhighered.com/irc, instructors can
easily register to gain access to a variety of instructor resources available with this text in
downloadable format. If assistance is needed, our dedicated technical support team is ready
to help with the media supplements that accompany this text. Visit http://247pearsoned
.custhelp.com/ for answers to frequently asked questions and toll-free user-support phone
numbers.

The following supplements are available with this text

® PowerPoints. A full set of PowerPoint slides is provided. The slides are divided by
chapter and are suitable for leading class lectures and discussion. The slides contain the
relevant material from each chapter along with reproductions of key tables and figures.

® Instructor’s Resource Manual. The Instructor’s Resource Manual makes it easy to plan
lectures and incorporate all resources offered with Business in Action. Each chapter con-
tains a chapter outline, classroom activities, and answers to all end-of-chapter material.

® Test Bank. The test bank contains approximately 100 questions per chapter, including
multiple-choice, true/false, and essay questions.

® TestGen® Computerized Test Bank (and various conversions). TestGen is a test-
generating software program that allows instructors to add, edit, or delete questions from
the test bank; analyze test results; and organize a database of exams and student results.

CourseSmart eTextbook

CourseSmart eTextbooks were developed for students looking to save on required or rec-
ommended textbooks. Students simply select their eText by title or author and purchase
immediate access to the content for the duration of the course using any major credit card.
With a CourseSmart eText, students can search for specific keywords or page numbers,
take notes online, print out reading assignments that incorporate lecture notes, and book-
mark important passages for later review. For more information or to purchase a Cours-
eSmart eTextbook, visit www.coursesmart.com.

Customer Service

If you have questions related to this product, please contact our customer service depart-
ment online at http:/[247pearsoned.custhelp.com/.


http://www.pearsonhighered.com/irc
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Real-Time Updates—Learn More

Real-Time Updates—Learn More is a unique feature you will see strategically located through-
out the text, connecting students with dozens of carefully screened online media. These
elements—categorized by the icons shown below representing interactive websites,
podcasts, PDFs, articles, videos, and PowerPoints—complement the text’s coverage by
providing contemporary examples and valuable insights from successful professionals.

REAL-TIME UPDATES
Learn More by Reading This Article

Ready to start a business? Get this insider advice

Managing your career in today’s workplace: One expert’s view

Is a higher minimum wage really the job killer some claim
it to be?

Why aren’t wages rising faster?

Which companies do U.S. consumers like and loathe
the most?

Starting and growing a successful partnership

The innovation advantage of intrapreneurs

Learn from the failure of other entrepreneurs

Looking for an angel?

What makes the digital enterprise effective?

A company needs bosses, right?

Management is not leadership

The benefits of mobile collaboration
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Givers, takers, and matchers: How giving can be
a source of motivation

Eight mistakes that demotivate employees

An in-depth tutorial on labor unions

How established companies are trying to compete
against “digital disrupters”

Marketing a museum in the social media age

The fundamental steps to building your brand

Ten successful brand extensions

Social media etiquette guide for businesses

How social media changed public relations

Introduction to the accounting equation

Get a grip on balance sheets

Build a better budget

Free tutorials to help you get started in investing

Did we learn anything from the banking
crisis?

Smart tips for buying life insurance

Simple steps to protect your privacy

30
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Learn More by Reading This PDF
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Prologue

Using This Course to Help Launch Your Career

You might not be thinking about your long-term career path as you dive into this business
course, but this is actually the perfect time to start planning and preparing. Even though
you may not have decided which area of business interests you the most, it’s never too early
to start accumulating the skills, experiences, and insights that will give you a competitive
advantage when it’s time to enter (or reenter) the business job market. By thinking ahead
about the qualifications you’d like to have on your résumé when you graduate, you can se-
lect courses, seek out part-time employment and internship opportunities, and pursue ex-
tracurricular activities that will give you the professional profile that top employers look for.

This prologue sets the stage by helping you understand today’s dynamic workplace,
the steps you can take to adapt to the job market, and the importance of creating an
employment portfolio and building your personal brand.

UNDERSTANDING THE CHANGING WORLD OF WORK

Even as the U.S. economy recovers from the Great Recession and employment levels im-
prove, you're likely to encounter some challenges as you start or continue on with your busi-
ness career. As companies around the world try to gain competitive advantages and cost
efficiencies, employment patterns will vary from industry to industry and region to region.

The ups and downs of the economic cycle are not the only dynamic elements that
will affect your career, however. The nature of employment itself is changing, with a
growing number of independent workers and loosely structured virtual organizations that
engage these workers for individual projects or short-term contracts, rather than hiring
employees. In fact, one recent study predicted that independent workers will outnumber
conventional employees in the United States by 2020.!

This new model of work offers some compelling advantages for workers and
companies alike. Companies can lower their fixed costs, adapt more easily to economic
fluctuations and competitive moves, and get access to specialized talent for specific
project needs.” Workers can benefit from the freedom to
choose the clients and projects that interest them the most,
the flexibility to work as much or as little as they want, and
(thanks to advances in communication technology) access to
compelling work even if they live far from major employment
centers such as New York City or California’s Silicon Valley.?

On the other hand, this new approach also presents some
significant challenges for all parties. These flexibilities and free-
doms can create more complexity for workers and managers,
diminished loyalties on both sides, uncertainty about the fu-
ture, issues with skill development and training, and problems
with accountability and liability.* Many of these challenges
involve communication, making solid communication skills
more important than ever.

These changes could affect you even if you pursue tradi-

Are you comfortable working on your own? Independent workers tional employment throughout your career. Within organi-
have become an important part of the global workforce. zations, you're likely to work with a combination of “inside”
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employees and “outside” contractors, which can affect the dynamics of the workplace. And
the availability of more independent workers in the talent marketplace gives employers
more options and more leverage, so full-time employees may find themselves competing
against freelancers, at least indirectly.

As you navigate this uncertain future, keep two vital points in mind. First, don’t wait
for your career to just happen: Take charge of your career and stay in charge of it. Explore
all your options and have a plan—but be prepared to change course as opportunities and
threats appear on the horizon. Second, don’t count on employers to take care of you. The
era of lifetime employment, in which an employee committed to one company for life with
the understanding it would return the loyalty, is long gone. From finding opportunities to
developing the skills you need to succeed, it’s up to you to manage your career and look out
for your own best interests.

From an employer’s perspective, the employment process is always a question of balance.
Maintaining a stable workforce can improve practically every aspect of business perfor-
mance, yet many employers want the flexibility to shrink and expand payrolls as business
conditions change. Employers obviously want to attract the best talent, but the best talent
is more expensive and more vulnerable to offers from competitors, so there are always
financial trade-offs to consider.

Employers also struggle with the ups and downs of the economy. When unemploy-
ment is low, the balance of power shifts to employees, and employers have to compete in
order to attract and keep top talent. When unemployment is high, the power shifts back to
employers, who can afford to be more selective and less accommodating. In other words,
pay attention to the economy; at times you can be more aggressive in your demands, but at
other times you need to be more accommodating.

Companies view employment as a complex business decision with lots of variables to
consider. To make the most of your potential, regardless of the career path you pursue, you
need to view employment in the same way.

Given the complex forces in the contemporary workplace and the unrelenting pressure of
global competition, what are employers looking for in the candidates they hire? The short
answer: a lot. Like all “buyers,” companies want to get as much as they can for the money
they spend. The closer you can present yourself as the ideal candidate, the better your
chances of getting a crack at the most exciting opportunities.

Specific expectations vary by profession and position, of
course, but virtually all employers look for the following gen-
eral skills and attributes:’

® Communication skills. Communication is far and away
the most commonly mentioned skill set when employers
are asked about what they look for in employees. Improv-
ing your communication skills will help in every aspect of
your professional life.

® Interpersonal and team skills. You will have many in-
dividual responsibilities on the job, but chances are you
won't work alone often. Learn to work with others—and
help them succeed as you succeed. E

® Intercultural and international awareness and sen-
sitivity. Successful employers tend to be responsive to
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diverse workforces, markets, and communities, and they  Communication skills will benefit your career, no matter what path or

look for employees with the same outlook. profession you pursue.
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® Data collection, analysis, and decision-making skills. Employers want people
who know how to identify information needs, find the necessary data, convert the
data into useful knowledge, and make sound decisions.

® Digital, social, and mobile media skills. Today’s workers need to know how to use com-
mon office software and to communicate using a wide range of digital media and systems.

® Time and resource management. If you've had to juggle multiple priorities during col-
lege, consider that great training for the business world. Your ability to plan projects and
manage the time and resources available to you will make a big difference on the job.

® Flexibility and adaptability. Stuff happens, as they say. Employees who can roll with
the punches and adapt to changing business priorities and circumstances will go fur-
ther (and be happier) than employees who resist change.

® Professionalism. Professionalism is the quality of performing at the highest possible level
and conducting oneself with confidence, purpose, and pride. True professionals strive to
excel, continue to hone their skills and build their knowledge, are dependable and account-
able, demonstrate a sense of business etiquette, make ethical decisions, show loyalty and
commitment, don’t give up when things get tough, and maintain a positive outlook.

Adapting to Today’s Job Market

Adapting to the workplace is a lifelong process of seeking the best fit between what you
want to do and what employers (or clients, if you work independently) are willing to pay
you to do. It’s important to think about what you want to do during the many thousands
of hours you will spend working, what you have to offer, and how to make yourself more
attractive to employers.

Economic necessities and the vagaries of the marketplace will influence much of what hap-
pens in your career, of course, and you may not always have the opportunity to do the
kind of work you would really like to do. Even if you can’t get the job you want right now,
though, start your job search by examining your values and interests. Doing so will give
you a better idea of where you want to be eventually, and you can use those insights to
learn and grow your way toward that ideal situation. Consider these questions:

® What would you like to do every day? Research occupations that interest you. Find
out what people really do every day. Ask friends, relatives, alumni from your school,
and contacts in your social networks. Read interviews with people in various profes-
sions to get a sense of what their careers are like.

® How would you like to work? Consider how much independence you want on the
job, how much variety you like, and whether you prefer to work with products, ma-
chines, people, ideas, figures, or some combination thereof.

® How do your financial goals fit with your other priorities? For instance, many
high-paying jobs involve a lot of stress, sacrifices of time with family and friends, and
frequent travel or relocation. If location, lifestyle, intriguing work, or other factors are
more important to you, you may well have to sacrifice some level of pay to achieve
them.

® Have you established some general career goals? For example, do you want to pur-
sue a career specialty such as finance or manufacturing, or do you want to gain experi-
ence in multiple areas with an eye toward upper management?

® What sort of corporate culture are you most comfortable with? Would you be
happy in a formal hierarchy with clear reporting relationships? Or do you prefer less
structure? Teamwork or individualism? Do you like a competitive environment?

You might need some time in the workforce to figure out what you really want to do
or to work your way into the job you really want, but it’s never too early to start thinking
about where you want to be. Filling out the assessment in Exhibit 1 might help you get a
clearer picture of the nature of work you would like to pursue in your career.



Knowing what you want to do is one thing. Knowing what a company is willing to pay you
to do is another thing entirely. You may already have a good idea of what you can offer
employers. If not, some brainstorming can help you identify your skills, interests, and char-
acteristics. Start by jotting down achievements you're proud of and experiences that were
satisfying, and think carefully about what specific skills these achievements demanded of
you. For example, leadership skills, speaking ability, and artistic talent may have helped you
coordinate a successful class project. As you analyze your achievements, you may well begin
to recognize a pattern of skills. Which of them might be valuable to potential employers?

Next, look at your educational preparation, work experience, and extracurricular ac-
tivities. What do your knowledge and experience qualify you to do? What have you learned
from volunteer work or class projects that could benefit you on the job? Have you held any
offices, won any awards or scholarships, mastered a second language? What skills have
you developed in nonbusiness situations that could transfer to a business position?

Take stock of your personal characteristics. Are you aggressive, a born leader? Or
would you rather follow? Are you outgoing, articulate, great with people? Or do you prefer
working alone? Make a list of what you believe are your four or five most important quali-
ties. Ask a relative or friend to rate your traits as well.

If you're having difficulty figuring out your interests, characteristics, or capabili-
ties, consult your college career center. Many campuses administer a variety of tests

EXHIBIT 1 Career Self-Assessment

Consider these 20 questions to help define the sort of career path you would like to pursue.

Activity or Situation Strongly Agree Agree

Disagree
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No Preference

1. I want to work independently.
2. | want variety in my work.
3. I want to work with people.
4. | want to work with technology.
5. | want physical work.
6. | want mental work.
7. I want to work for a large organization.
8. I want to work for a nonprofit organization.
9. I want to work for a small business.
10. | want to work for a service business.
11. I want to start or buy a business someday.
12. I want regular, predictable work hours.
18. I want to work in a city location.
14. I want to work in a small town or suburb.
15. I want to work in another country.
16. | want to work outdoors.
17. I want to work in a structured environment.
18. I want to avoid risk as much as possible.
19. | want to enjoy my work, even if that means making less money.

20. | want to become a high-level corporate manager.
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that can help you identify interests, aptitudes, and personality traits. These tests won’t
reveal your “perfect” job, but they’ll help you focus on the types of work best suited to
your personality.

While you're figuring out what you want from a job and what you can offer an employer,
you can take positive steps toward building your career. First, look for volunteer projects,
temporary jobs, freelance work, or internships that will help expand your experience base
and skill set.® You can look for freelance projects on Craigslist and numerous other web-
sites; some of these jobs have only nominal pay, but they do provide an opportunity for
you to display your skills. Also consider applying your talents to crowdsourcing projects, in
which companies and nonprofit organizations invite the public to contribute solutions to
various challenges.

These opportunities help you gain valuable experience and relevant contacts, provide
you with important references and work samples for your employment portfolio, and help you
establish your personal brand (see the following sections).

Second, learn more about the industry or industries in which you want to work and
stay on top of new developments. Join networks of professional colleagues and friends
who can help you keep up with trends and events. Many professional societies have stu-
dent chapters or offer students discounted memberships. Take courses and pursue other
educational or life experiences that would be difficult while working full time.

Employers want proof that you have the skills to succeed on the job, but even if you don’t
have much relevant work experience, you can use your college classes to assemble that
proof. Simply create and maintain an employment portfolio, which is a collection of projects
that demonstrate your skills and knowledge. You can create a print portfolio and an e-portfo-
lio; both can help with your career effort. A print portfolio gives you something tangible
to bring to interviews, and it lets you collect project results that might not be easy to show
online, such as a handsomely bound report. An e-portfolio is a multimedia presentation
of your skills and experiences.” Think of it as a website that contains your résumé,
work samples, letters of recommendation, relevant videos or podcasts you have recorded,
any blog posts or articles you have written, and other information about you and your skills.
The portfolio can be burned on a CD or DVD for physical distribution or, more commonly,
it can be posted online—whether it’s a personal website, your college’s site (if student pages
are available), a specialized portfolio hosting site such as Behance. To see a selection of stu-
dent e-portfolios from colleges around the United States, go to http://real-timeupdates
.com/bia8, click on Student Assignments and locate the link to student e-portfolios.

As you assemble your portfolio, collect anything that shows your ability to perform,
whetherit’sin school, on the job, or in other venues. However, you must check with employ-
ers before including any items that you created while you were an employee and check with
clients before including any work products (anything you wrote, designed, programmed, and
so on) they purchased from you. Many business documents contain confidential informa-
tion that companies don’t want distributed to outside audiences.

For each item you add to your portfolio, write a brief description that helps other peo-
ple understand the meaning and significance of the project. Include such items as these:

® Background. Why did you undertake this project? Was it a school project, a work
assignment, or something you did on your own initiative?

® Project objectives. Explain the project’s goals, if relevant.

® Collaborators. If you worked with others, be sure to mention that and discuss team
dynamics if appropriate. For instance, if you led the team or worked with others long
distance as a virtual team, point that out.
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® Constraints. Sometimes the most impressive thing about a project is the time or
budget constraints under which it was created. If such constraints apply to a project,
consider mentioning them in a way that doesn’t sound like an excuse for poor quality.
If you had only one week to create a website, for example, you might say that “One
of the intriguing challenges of this project was the deadline; I had only one week to
design, compose, test, and publish this material.”

® Outcomes. If the project’s goals were measurable, what was the result? For example,
if you wrote a letter soliciting donations for a charitable cause, how much money did
you raise?

® Learning experience. If appropriate, describe what you learned during the course of
the project.

Keep in mind that the portfolio itself is a communication project, so be sure to apply
everything you'll learn in this course about effective communication and good design. As-
sume that potential employers will find your e-portfolio site (even if you don’t tell them
about it), so don’t include anything that could come back to haunt you. Also, if you have
anything embarrassing on Facebook, Twitter, or any other social networking site, remove
it immediately.

To get started, first check with the career center at your college; many schools offer
e-portfolio systems for their students. (Some schools now require e-portfolios, so you may
already be building one.) You can also find plenty of advice online; search for “e-portfolio,”
“student portfolio,” or “professional portfolio.”

Products and companies have brands that represent collections of certain attributes, such
as the safety empbhasis of Volvo cars, the performance emphasis of BMW, or the luxury
emphasis of Cadillac. Similarly, when people who know you think about you, they have a
particular set of qualities in mind based on your professionalism, your priorities, and the
various skills and attributes you have developed over the years. Perhaps without even be-
ing conscious of it, you have created a personal brand for yourself.

As you plan the next stage of your career, start managing your personal brand deliber-
ately, rather than just letting it happen. Here are the basics of a successful personal brand-
ing Straltegy:8

® Figure out the “story of you.” Simply put, where have you been in life, and where
are you going? Every good story has dramatic tension that pulls readers in and makes
them wonder what will happen next. Where is your story going next? You might even
want to write a brief summary of your story to help clarify your thoughts.

® Clarify your professional theme. Volvos, BMWs, and Cadillacs can all get you from
Point A to Point B in safety, comfort, and style—but each brand emphasizes some at-
tributes more than others to create a specific image in the minds of potential buyers.
Similarly, you want to be seen as something more than just an accountant, a supervi-
sor, a salesperson. What will your theme be? Brilliant strategist? Hard-nosed, get-it-
done tactician? Technical guru? Problem solver? Creative genius? Inspirational leader?

® Reach out and connect. Major corporations spread the word about their brands with
multimillion-dollar advertising campaigns. You can promote your brand for free or
close to it. The secret is networking, which you’ll learn more about in the next section.
You build your brand by connecting with like-minded people, sharing information,
demonstrating skills and knowledge, and helping others succeed.

® Deliver on your brand’s promise—every time, all the time. When you promote
a brand, you make a promise—a promise that whoever buys that brand will get the
benefits you are promoting. All of this planning and communication is of no value
if you fail to deliver on the promises your branding efforts make. Conversely, when
you deliver quality results time after time, your talents and professionalism will
speak for you.
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Networking is the process of making informal connections with mutually beneficial busi-
ness contacts. Networking takes place wherever and whenever people communicate: at in-
dustry functions, at social gatherings, at alumni reunions—and all over the Internet, from
LinkedIn to Facebook to Twitter. In addition to making connections through social media
tools, you can get yourself noticed by company recruiters.

Networking is more essential than ever because the vast majority of job openings are
never advertised to the general public. To avoid the time and expense of sifting through
thousands of applications and the risk of hiring complete strangers, most companies pre-
fer to ask their employees for recommendations first.” The more people who know you,
the better your chance of being recommended for one of these hidden job openings.

Start building your network now, before you need it. Your classmates could end
up being some of your most valuable contacts—if not right away then possibly later
in your career. Then branch out by identifying people with similar interests in your
target professions, industries, and companies. Read news sites, blogs, and other online
sources. Follow industry leaders on Twitter. You can also follow individual executives at
your target companies to learn about their interests and concerns.'? Be on the lookout
for career-oriented Tweetups, in which people who've connected on Twitter get together
for in-person networking events. Connect with people on LinkedIn and Facebook, par-
ticularly in groups dedicated to particular career interests. Depending on the system
and the settings on individual users’ accounts, you may be able to introduce yourself via
private messages. Just make sure you are respectful of people and don’t take up much
of their time.!

Participate in student business organizations, especially those with ties to professional
organizations. Visit trade shows to learn about various industries and rub shoulders with
people who work in those industries.!? Don’t overlook volunteering, which enables you to
meet people, demonstrate your ability to solve problems, manage projects, and lead oth-
ers. You can do some good while creating a network for yourself.

Remember that networking is about people helping each other, not just about other
people helping you. Pay close attention to networking etiquette: Try to learn something
about the people you want to connect with, don’t overwhelm others with too many mes-
sages or requests, be succinct in all your communication efforts, don’t give out other peo-
ple’s names and contact information without their permission to do so, never email your
résumé to complete strangers, don’t assume that you can send your résumé to everyone
you meet, and remember to say thank you every time someone helps you.!?

To become a valued network member, you need to be able to help others in some way.
You may not have any influential contacts yet, but because you're actively researching a
number of industries and trends in your own job search, you probably have valuable in-
formation you can share via your social networks, blog, or Twitter account. Or you might

simply be able to connect one person with another who can

REAL-TIME UPDATES help. The more you network, the more valuable you become

Learn More by Visiting This Website in your network—and the more valuable your network be-

Learn More in the Students section.

Alison Doyle maintains a great list of career experts to follow on
Twitter. Go to http://real-timeupdates.com/bia8 and click on

comes to you.

Follow these people to a new career Finally, be aware that your online network reflects on

who you are in the eyes of potential employers, so exercise
some judgment in making connections. Also, many employ-
ers now contact people in a candidate’s public network for
background information, even if the candidate doesn’t list

those people as references.!*

As a final note, be sure to use all the job search tools and resources available to you. For
example, many companies now offer mobile apps that give you a feel for what it’s like to
work there and let you search for job openings. A variety of apps and websites can help
you find jobs, practice interviewing, and build your professional network (see Exhibit 2).


http://real-timeupdates.com/bia8

Mobile Job-Search Tools

A wide variety of mobile apps, such as these from Glassdoor and ThelLadders, are available to help you find
the ideal job and manage your career path.
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Courtesy Glassdoor

Preparing Your Résumé

Although you will create many messages during your career search, your résumé will be
the most important document in this process. You will be able to use it directly in many
instances, adapt it to a variety of uses such as an e-portfolio or a social media résumé, and
reuse pieces of it in social networking profiles and online application forms. Even if you
apply to a company that doesn’t want to see your résumé, the process of creating it will
prepare you for interviewing and preemployment testing.

Before you begin writing a résumé, make sure you understand its true function—as a
brief, persuasive business message intended to stimulate an employer’s interest in meeting
you and learning more about you. In other words, the purpose of a résumé is not to get you
ajob but rather to get you an interview."

Your résumé is one of the most important documents you'll ever write. You can help
ensure success by remembering four things: First, treat your résumé with the respect it
deserves. A single mistake or oversight can cost you interview opportunities. Second, give
yourself plenty of time. Don’t put off preparing your résumé until the last second and then
try to write it in one sitting. Experiment with different ideas and phrases until you hit on
the right combination. Also, give yourself plenty of time to proofread the résumé when
you're finished—and ask several other people to proofread it as well. Third, learn from
good models. You can find thousands of sample résumés online at college websites and
job sites such as Monster.com. Fourth, don’t get frustrated by the conflicting advice you'll
read about résumés; they are more art than science. Consider the alternatives and choose
the approach that makes the most sense in your specific situation.

Courtesy Thel.adders.com
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Be aware that you will find a wide range of opinions about résumés, regarding ev-
erything from appropriate length, content, design, distribution methods, and acceptable
degrees of creativity to whether it even makes sense to write a traditional résumé in this
age of social media and online applications. For example, you may encounter a prospec-
tive employer that wants you to tweet your résumé or submit all the links that make up
your online presence, rather than submitting a conventional résumé.'® You may run across
examples of effective résumés that were produced as infographics, interactive videos, sim-
ulated search engine results, puzzles, games, graphic novels—you name it, somebody has
probably tried it.

By the way, if anyone asks to see your “CV,” they’re referring to your curriculum vitae, the
term used instead of résumé in some professions and in many countries outside the United
States. Résumés and CVs are essentially the same, although CVs can be more detailed. If
you need to adapt a U.S.-style résumé to CV format, or vice versa, career expert Alison
Doyle offers advice on her website, www.alisondoyle.com.

Estimates vary, but one comprehensive study uncovered lies about work history in more
than 40 percent of the résumés tested.!” And dishonest applicants are getting bolder all the
time—going so far as to buy fake diplomas online, pay computer hackers to insert their
names into prestigious universities’ graduation records, and sign up for services that offer
phony employment verification.!® “It's becoming common to cheat,” observes Professor
George Gollin of the University of Illinois, Urbana, mentioning the 200,000 fake college
degrees sold every year as one example.!’

Applicants with integrity know they don’t need to stoop to lying. If you are tempted
to stretch the truth, bear in mind that professional recruiters have seen every trick in the
book, and frustrated employers are working aggressively to uncover the truth. Nearly all
employers do some form of background checking, from contacting references and verifying
employment to checking criminal records and sending résumés through verification
services.?? Employers are also beginning to craft certain interview questions specifically to
uncover dishonest résumé entries.’!

More than 90 percent of companies that find lies on résumés refuse to hire the offend-
ing applicants, even if that means withdrawing formal job offers.”? And if you do sneak
past these filters and get hired, you'll probably be exposed on the job when you can’t live
up to your own résumé. Given the networked nature of today’s job market, lying on a ré-
sumé could haunt you for years and could force you to keep lying throughout your career
to hide the original misrepresentations on your résumé.

Many people have gaps in their careers or other issues that could be of concern to employ-
ers. Here are some common issues and suggestions for handling them in a résumé:**

® Frequent job changes. If you've had a number of short-term jobs of a similar type,
such as independent contracting and temporary assignments, try to group them un-
der a single heading. Also, if past job positions were eliminated as a result of layoffs
or mergers, find a subtle way to convey that information (if not in your résumé then
in your cover letter). Reasonable employers understand that many professionals have
been forced to job hop by circumstances beyond their control.

® Gapsin work history. Mention relevant experience and education you gained during
employment gaps, such as volunteer or community work.

® Inexperience. Mention related volunteer work and membership in professional
groups. List relevant course work and internships.

® Overqualification. Tone down your résumé by focusing exclusively on the experi-
ence and skills that relate to the position.


http://www.alisondoyle.com

® Long-term employment with one company. Itemize each position held at the firm
to show both professional growth and career growth within the organization and in-
creasing responsibilities along the way.

® Job termination for cause. Be honest with interviewers and address their concerns
with proof, such as recommendations and examples of completed projects.

® Criminal record. You don’t necessarily need to disclose a criminal record or time
spent incarcerated on your résumé, but you may be asked about it on job applica-
tion forms. Laws regarding what employers may ask (and whether they can conduct a
criminal background check) vary by state and profession, but if you are asked and the
question applies to you, you are legally bound to answer truthfully. Use the interview
process to explain any mitigating circumstances and to emphasize your rehabilitation
and commitment to being a law-abiding, trustworthy employee.?’

Of all the parts of a résumé, the brief introductory statement that follows your name and
contact information probably generates the most disagreement. You can put one of three
things here:?°

® Career objective. A career objective identifies either a specific job you want to land
or a general career track you would like to pursue. Some experts advise against includ-
ing a career objective because it can categorize you so narrowly that you miss out on
interesting opportunities, and it is essentially about fulfilling your desires, not about
meeting the employer’s needs. In the past, most résumés included a career objective,
but in recent years more job seekers are using a qualifications summary or a career
summary. However, if you have little or no work experience in your target profession,
a career objective might be your best option. If you do opt for an objective, word itin a
way that relates your qualifications to employer needs. Avoid such self-absorbed state-
ments as “A fulfilling position that provides ample opportunity for career growth and
personal satisfaction.”

® Qualifications summary. A qualifications summary offers a brief view of your key
qualifications. The goal is to let a reader know within a few seconds what you can de-
liver. You can title this section generically as “Qualifications Summary” or “Summary
of Qualifications,” or if you have one dominant qualification, you can use that as the
title (see Exhibit 5 on page xxxvii for an example). Consider using a qualifications sum-
mary if you have one or more important qualifications but don’t yet have a long career
history. Also, if you haven’t been working long but your college education has given
you a dominant professional “theme,” such as multimedia design or statistical analysis,
you can craft a qualifications summary that highlights your educational preparedness.

® Career summary. A career summary offers a brief recap of your career, with the goal
of presenting increasing levels of responsibility and performance. A career summary
can be particularly useful for executives who have demonstrated the ability to manage
increasingly larger and more complicated business operations—a key consideration
when companies look to hire upper-level managers.

Although there are a number of ways to organize a résumé, most are some variation of
chronological, functional, or a combination of the two. The right choice depends on your
background and your goals, as the following sections explain.

The Chronological Résumé

In a chronological résumé, the work experience section dominates and is placed immediately
after your contact information and introductory statement. Develop your work experience
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section by listing your jobs in reverse chronological order, beginning with the most recent
one and giving more space to the most recent positions. For each job, start by listing the
employer’s name and location, your official job title, and the dates you held the position
(or “to present” if you are still in your most recent job). Next, in a short block of text, high-
light your accomplishments in a way that is relevant to your readers. Doing so may require
“translating” the terminology used in a particular industry or profession into terms that
are more meaningful to your target readers. If the general responsibilities of the position
are not obvious from the job title, provide a little background to help readers understand
what you did.

The Functional Résumé

A functional résumé, sometimes called a skills résumé, emphasizes your skills and capabili-
ties, identifying employers and academic experience in subordinate sections. This ar-
rangement stresses individual areas of competence rather than job history. The functional
approach has three advantages: (1) Without having to read through job descriptions, em-
ployers can see what you can do for them, (2) you can emphasize previous job experi-
ence, and (3) you can deemphasize any lengthy unemployment or lack of career progress.
However, you should be aware that because a functional résumé can obscure your work
history, many employment professionals are suspicious of it.>’ If you don’t believe the
chronological format will work for you, consider the combination résumé instead.

The Combination Résumé

A combination résumé meshes the skills focus of the functional format with the job history
focus of the chronological format. The chief advantage of this format is that it lets you
highlight particular areas of strength without raising concerns that you might be hiding
something about your work history. Using a summary of qualifications or a career sum-
mary as your introductory statement is a great way to highlight your ability to contribute
to a potential employer.

Exhibits 3 through 5 on the following pages show how a job applicant adapted the
combination format to work in three job-search scenarios, each of which you might face
in your career as well:

® Scenario 1: positioning yourself for an ideal opportunity (when you've found a
job opening that aligns closely with your career goals and your academic and profes-
sional credentials)

® Scenario 2: positioning yourself for an available opportunity (when you can’t
find a job in your chosen field and need to adapt to whatever opportunities are
available)

® Scenario 3: positioning yourself for more responsibility (after you have some ex-
perience in your field and want to apply for positions of greater responsibility)

Producing your résumé is not a simple matter, because you might need to create several
formats to satisfy the requirements of various employers. Also, your résumé will be read by
a human being in some cases but analyzed by computer-based applicant tracking systems
in others. Unfortunately, there is no single format or medium that works for all the situ-
ations you will encounter, and employer expectations continue to change as technology
evolves. Find out what each employer or job posting website expects and provide your
résumé in that specific format; many employers will toss your résumé or application if you
don't follow their instructions.

No matter how many media and formats you eventually choose for producing your
résumé, a clean, professional-looking design is a must. Unless you have some experience
in graphic design and you're applying in a field such as advertising or retail merchandis-
ing, where visual creativity is viewed as an asset, resist the urge to “get creative” with your



EXHIBIT 3

opening, you still need to adapt your résumé content carefully to “echo” the specific language of the job description.*®

The Scenario

You are about to graduate and have
found a job opening that is in your
chosen field. You don’t have any
experience in this field, but the
courses you've taken in pursuit of
your degree have given you a solid
academic foundation for this
position.

The Opportunity

The job opening is for an associate
market analyst with Living Social,
the rapidly growing advertising and
social commerce service that de-
scribes itself as “the online source
for discovering valuable local
experiences.” (A market analyst
researches markets to find
potentially profitable business
opportunities.)

The C ication Chall

You don’t have directly relevant
experience as a market analyst, and
you might be competing against
people who do. Your education is
your strongest selling point, so you
need to show how your course
work relates to the position.

Don'’t let your lack of experience
hold you back; the job posting
makes it clear that this is an entry-
level position. For example, the first
bullet point in the job description
says “Become an expert in market
data . . .,” and the required skills
and experience section says that
“Up to 2 years of experience with
similar research and analysis is
preferred.” The important clues
here are become (the company
doesn’t expect you to be an expert
already) and preferred (experience
would be great if you have it, but
it’s not required).

Keywords and Key Phrases

You study the job posting and
highlight the following elements:

1. Working in a team environ-
ment

2. Research, including identifying
trendy new businesses

3. Analyzing data using Microsoft
Excel

Managing projects

5. Collaborating with technical
experts and sales staff

6. Creating new tools to help
maximize revenue and
minimize risks

7. Bachelor’s degree is required

8. Natural curiosity and desire to
learn

9. Detail oriented

10. Hands-on experience with
social media
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Emma Gomes
(847) 555-2153
emma.gomes@mailsystem.net
emmawrites.blogspot.com

Address:
860 North 8th Street, Terre Haute, IN 47809

Permanent Address:
993 Church Street, Barrington, IL 60010

Summary of Qualifications

.

In-depth academic preparation in marketing analysis techniques

Intermediate skills with a variety of analytical tools, including Microsoft Excel and Google Analytics

.

Front-line experience with consumers and business owners
¢ Multiple research and communication projects involving the business applications of social media

Education

B.S. in Marketing (Marketing Management Track), Indiana State University, Terre Haute, IN, anticipated
graduation: May 2014

Program coursework

* 45 credits of core business courses, including Business Information Tools, Business Statistics, Principles
of Accounting, and Business Finance

¢ 27 credits of marketing and marketing management courses, including Buyer Behavior, Marketing
Research, Product and Pricing Strategy, and seminars in e-commerce and social media

Special projects

¢ “Handcrafting a Global Marketplace: The Etsy Phenomenon,” in-depth analysis of how Etsy transformed
the market for handmade craft items by bringing e-commerce capabilities to individual craftspeople

¢ “Hybrid Communication Platforms for Small Businesses,” team service project for five small businesses
in Terre Haute, recommending best practices for combining traditional and social-media methods of
customer engagement and providing a customized measurement spreadsheet for each company

Work and Volunteer Experience

Independent math tutor, 2009-present. Assist students with a variety of math courses at the elementary,
junior high, and high school level; all clients have achieved combined test and homework score
improvements of at least one full letter grade, with an average improvement of 38 percent

Volunteer, LeafSpring Food Bank, Terre Haute, IN (weekends during college terms, 2012-present).
Stock food and supply pantries; prepare emergency baskets for new clients; assist director with public
relations activities, including website updates and social media news releases.

Customer care agent, Owings Ford, Barrington, IL (summers, 2011-2013). Assisted the service and sales
managers of this locally owned car dealership with a variety of customer-service tasks; scheduled service
appointments; designed and implemented improvements to service-center waiting room to increase

guest comfort; convinced dealership owners to begin using Twitter and Facebook to interact with current
and potential customers.

Professional Engagement

¢ Collegiate member, American Marketing Association; helped establish the AMA Collegiate Chapter at
Indiana State

* Participated in AMA International Collegiate Case Competition, 2011-2012

Awards

* Dean’s List: 2012, 2013

* Forward Youth award, Barrington Chamber of Commerce, 2010

XXXV

Crafting Your Résumé, Scenario 1: Positioning Yourself for an Ideal Opportunity

Even for an ideal job-search scenario, where your academic and professional experiences and interests closely match the parameters of the job

Gomes includes
phone and email
contacts, along
with a blog that
features academic-
oriented writing.

Using a summary
of qualifications
for her opening
statement lets her
target the résumé
and highlight her
most compelling
attributes.

Her education is

a much stronger
selling point than
her work experience,
so she goes into
some detail—care-
fully selecting course
names and project
descriptions to echo
the language of the
job description.

She adjusts the
descriptions and
accomplishments
of each role to
highlight the
aspects of her
work and volunteer
experience that are
relevant to the
position.

The final sections
highlight activities
and awards that
reflect her interest
in marketing and
her desire to
improve her skills.

Notice how Gomes adapts her résumé to “mirror” the keywords and phrases from the job posting:
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Offers concrete evidence of teamwork (rather than just calling herself a “team player,” for example)
Emphasizes research skills and experience in multiple instances

Calls out Microsoft Excel, as well as Google Analytics, a key online tool for measuring activity on websites

Indicates the ability to plan and carry out projects, even if she doesn’t have formal project management experience

Indicates some experience working in a supportive or collaborative role with technical experts and sales specialists (the content of the work

doesn’t translate to the new job, but the concept does)
Suggests the ability to work with new analytical tools
Displays her B.S. degree prominently

Demonstrates a desire to learn and to expand her skills

Tracking the progress of her tutoring clients is strong evidence of a detail-oriented worker—not to mention someone who cares about results and

the quality of her work

Lists business-oriented experience with Facebook, Twitter, and other social media
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EXHIBIT 4 Crafting Your Résumé, Scenario 2: Positioning Yourself for Available Opportunities

If you can’t find an ideal job opening, you'll need to adjust your plans and adapt your résumé to the openings that are available. Look for opportunities
that meet your near-term financial needs while giving you the chance to expand your skill set so that you'll be even more prepared when an ideal oppor-

tunity does come along.*®

The Scenario

You are about to graduate but can’t
find job openings in the field you'd
like to enter. However, you have
found an opening that is in a
related field, and it would give you
the chance to get some valuable
work experience.

The Opportunity

The job opening is for a seller
support associate with Amazon, the
online retail giant. Employees in
this position work with merchants
that sell products through the
Amazon e-commerce system to
make sure merchants are success-
ful. In essence, it is a customer
service job, but directed at these
merchants, not the consumers who
buy on Amazon.

The C: ication Chall

This isn’t the job you ultimately
want, but it is a great opportunity
with a well-known company.

You note that the position does not
require a college degree, so in that
sense you might be a bit over-
qualified. However, you also see a
strong overlap between your
education and the responsibilities
and required skills of the job, so be
sure to highlight those.

Keywords and Key Phrases

You study the job posting and
highlight the following elements:

1. Be able to predict and respond
to merchant needs; good
business sense with the ability
to appreciate the needs of a
wide variety of companies

2. Strong written and oral
communication skills

3. High degree of professionalism

4. Self-starter with good time
management skills

5. Logically analyze problems and
devise solutions

6. Comfortable with computer-
based tools, including Microsoft
Excel

7. Desire to expand business and
technical skills

8. Customer service experience

9. Collaborate with fellow team
members to resolve difficult
situations

10. Record of high performance
regarding quality of work and
personal productivity

Emma Gomes
(847) 555-2153
emma.gomes@mailsystem.net
emmawrites.blogspot.com

Address: Permanent Address:
860 North 8th Street, Terre Haute, IN 47809 993 Church Street, Barrington, IL 60010

Gomes modified her
summary of qualifications

Front-line customer service experience with consumers and business owners to increase emphaSIS on
customer service.

Summary of Qualifications

.

Strong business sense based on work experience and academic preparation

Intermediate skills with a variety of software tools, including Microsoft Excel and Google Analytics

Record of quality work in both business and academic settings
Education
B.S. in Marketing (Marketing Management Track), Indiana State University, Terre Haute, IN,

expected graduation May 2014 She adjusts the selection of
highlighted courses to reflect

Program coursework —-—@ the retail and e-commerce
* 45 credits of core business courses, including Business Information Tools, Business Statistics, Principles aSpe?tS of this particular job
of Accounting, and Business Finance opening.

¢ 27 credits of marketing and marketing management courses, including Marketing Fundamentals, Buyer
Behavior, Marketing Research, Retail Strategies and seminars in e-commerce and social media
Special projects

* “Handcrafting a Global Marketplace: The Etsy Phenomenon,” in-depth analysis of how the Etsy -
e-commerce platform helps craftspeople and artisans become more successful merchants

She adjusts the wording of
this Etsy project description
to closely mirror what

¢ “Hybrid Communication Platforms for Small Businesses,” team service project for five small businesses
Amazon is—an e-commerce

in Terre Haute, recommending best practices for combining traditional and social-media methods of X
customer engagement and providing a customized measurement spreadsheet for each company pla_tform serving a multitude
of independent merchants.

Work and Volunteer Experience

Independent math tutor, 2009-present. Assist students with a variety of math courses at the elementary,
junior high, and high school level; all clients have achieved combined test and homework score
improvements of at least one full letter grade, with an average improvement of 38 percent

Volunteer, LeafSpring Food Bank, Terre Haute, IN (weekends during college terms, 2012-present).
Stock food and supply pantries; prepare emergency baskets for new clients; assist director with public
relations activities, including website updates and social media news releases.

She provides more detail
Customer care agent, Owings Ford, Barrington, IL (summers, 2011-2013). Assisted the service and ~—1J regarding her customer
sales managers of this locally owned car dealership with a variety of customer-service tasks; scheduled support experience.
service appointments; designed and implemented improvements to service-center waiting room to increase
guest comfort; convinced dealership owners to begin using Twitter and Facebook to interact with current
and potential customers.

Professional Engagement The final sections are

¢ Collegiate member, American Marketing Association; helped establish the AMA Collegiate Chapter at - still rg\evam to this job
Indiana State opening, so she leaves

¢ Participated in AMA International Collegiate Case Competition, 2011-2012 them unchanged.

Awards

* Dean’s List: 2012, 2013

¢ Forward Youth award, Barrington Chamber of Commerce, 2010

Notice how Gomes adapts her résumé to “mirror” the keywords and phrases from the job posting:

Suggests strong awareness of the needs of various businesses

Examples of experience with written business communication; she can demonstrate oral communication skills during phone, video, or in-person
interviews

Results-oriented approach to tutoring business suggests high degree of professionalism, as do the two awards

The ability to work successfully as an independent tutor while attending high school and college is strong evidence of self-motivation and good
time management

Indicates ability to understand problems and design solutions

Suggests the ability to work with a variety of software tools

Demonstrates a desire to learn and to expand her skills

Highlights customer service experience

Offers concrete evidence of teamwork (rather than just calling herself a “team player,” for example)

Tracking the progress of her tutoring clients is strong evidence of someone who cares about results and the quality of her work; Dean’s List awards
also suggest quality of work; record of working while attending high school and college suggests strong productivity
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EXHIBIT 5

Prologue XXXVii

Crafting Your Résumé, Scenario 3: Positioning Yourself for More Responsibility

When you have a few years of experience under your belt, your résumé strategy should shift to emphasize work history and accomplishments. Here is
how Emma Gomes might reshape her résumé if she had held the two jobs described in Exhibits 3 and 4 and is now ready for a bigger challenge.*”
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Emma Gomes
(847) 555-2153
emma.gomes@mailsystem.net
Twitter: www.twitter.com/emmagomes
1605 Queen Anne Avenue North, Seattle, WA 98109

Market and Strategy Analyst

* Five years of experience in local and online retailing, with three years of focus on market opportunity
analysis

Strong business sense developed through more than 60 marketing programs across a range of retail
sectors, including hospitality, entertainment, and fashion

Recognized by senior management for ability to make sound judgment calls in situations with
incomplete or conflicting data

Adept at coordinating research projects and marketing initiatives across organizational boundaries and
balancing the interests of multiple stakeholders

Advanced skills with leading analysis and communication tools, including Excel, PowerPoint, and
Google Analytics

Professional Experience

Associate Market Analyst, LivingSocial, Seattle, WA (July 2011-present). Analyzed assigned markets for
such factors as consumer demand, merchandising opportunities, and seller performance; designed,
launched, and managed marketing initiatives in 27 retailing categories, including fashions and accessories;
met or exceeded profit targets on 90 percent of all marketing initiatives; appointed team lead/trainer in
recognition of strong quantitative and qualitative analysis skills; utilized both established and emerging
social media tools and helped business partners use these communication platforms to increase

consumer engagement in local markets.

Seller support associate, Amazon, Seattle, WA (July 2009-June 2011). Worked with more than 300
product vendors, including many in the fashion and accessories sectors, to assure profitable retailing
activities on the Amazon e-commerce platform; resolved vendor issues related to e-commerce oper-

ations, pricing, and consumer communication; anticipated potential vendor challenges and assisted in

the development of more than a dozen new selling tools that improved vendor profitability while reducing
Amazon’s vendor support costs by nearly 15 percent.

Education

Evening MBA program, University of Washington, Seattle, WA; anticipated graduation: May 2015.
Broad-based program combining financial reporting, marketing strategy, competitive strategy, and supply
chain management with individual emphasis on ive methods, fi ial lysis, and marketing
decision models.

B.S. in Marketing (Marketing Management Track), Indiana State University, Terre Haute, IN, May
2009. Comprehensive coursework in business fundamentals, accounting and finance, marketing
fundamentals, retailing, and consumer communications.

Professional Engagement

¢ Member, American Marketing Association
¢ Member, International Social Media Association

¢ Active in National Retail Federation and Retail Advertising & Marketing Association
Awards

 Living Social Top Ten Deals (monthly employee achi award for d.

couponing deals); awarded seven times, 2011—2013

the most profitable

¢ Social Commerce Network’s Social Commerce Innovators: 30 Under 30; 2012

500000000 Q

Highlights her experience in market and business analysis and her continuing education in this area
Mentions skill at coordinating cross-functional projects
Lists experiences that relate to the collection and analysis of retail data

Emphasizes the work she has done with fashion-related retailing and retailing in general

Identifies experience and education that relates to quantitative and qualitative analysis (this point overlaps #1 and #3 to a

degree)

Mentions project management experience

Lists areas that suggest effective communication skills

Lists education, with emphasis on coursework that relates most directly to the job posting
Mentions work experience and educational background related to these topics

Includes these programs in the list of software tools she uses

Gomes stays with a summary
of qualifications as her opening
statement but gives it a new
title to reflect her experience
and to focus on her career
path as a market analyst.

Work experience is now her
key selling point, so she shifts
to a conventional chronological
résumé that puts employment
ahead of education. She also
removes the part-time jobs she
had during high school and
college.

She updates the Education
section with a listing for the
MBA program she has started
(selecting points of emphasis
relevant to the job opening)
and reduces the amount of
detail about her undergraduate
degree.

She updates the Professional
Engagement and Awards
section with timely and
relevant information.

Notice how Gomes adapts her résumé to “mirror” the keywords and phrases from the job posting:
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résumé layout.?® Recruiters and hiring managers want to skim your essential information
in a matter of seconds, and anything that distracts or delays them will work against you.
Moreover, complex layouts can confuse an applicant tracking system, which can result in
your information getting garbled.

Fortunately, good résumé design is not difficult to achieve. As you can see in Exhibits 3
through 5, good designs feature simplicity, order, effective use of white space, and clear
typefaces. Make subheadings easy to find and easy to read, placing them either above each
section or in the left margin. Use lists to itemize your most important qualifications. Color
is not necessary by any means, but if you add color, make it subtle and sophisticated, such
as a thin horizontal line under your name and address. The most common way to get into
trouble with résumé design is going overboard.

Depending on the companies you apply to, you might want to produce your résumé
in as many as six formats:

® Printed traditional résumé. The traditional paper résumé still has a place in this
world of electronic job searches, if only to have a few copies ready whenever one of
your networking contacts asks for one. Be sure to use quality paper (white or slightly
off-white; avoid gimmicky designs and borders) and a quality printer.

® Printed scannable résumé. You might encounter a company that still prefers scan-
nable résumés, a type of printed résumé that is specially formatted to be compatible
with optical scanning systems that convert printed documents to electronic text. These
systems were quite common just a few years ago, but their use appears to be declin-
ing rapidly as more employers prefer email delivery or website application forms.?? A
scannable résumé differs from the traditional format in two major ways: It should al-
ways include a keyword summary, and it should be formatted in a simpler fashion that
avoids underlining, special characters, and other elements that can confuse the scan-
ning system. If you need to produce a scannable résumé, search online for “formatting
a scannable résumé” to get detailed instructions.

® Digital plain-text file. A plain-text file (sometimes known as an ASCII text file) is a
digital version of your résumé that has no font formatting, no bullet symbols, no col-
ors, no lines or boxes, and no other special formatting. The plain-text version can be
used in two ways. First, you can include it in the body of an email message, for employ-
ers who want email delivery but don’t want file attachments. Second, you can copy
and paste the sections into the application forms on an employer’s website.

® Microsoft Word file. In some cases, an employer or job-posting website will want
you to upload a Microsoft Word file or attach it to an email message. (Although there
are certainly other word processing programs on the market, Microsoft Word is the de
facto standard in business these days.)

® PDF file. Creating a PDF file is a simple procedure, but you need the right software.
Adobe Acrobat (not the free Adobe Reader) is the best-known program, but many oth-
ers are available, including some free versions and online services.

® Online résumé. An online résumé, sometimes known as a social media résumé or
multimedia résumé, gives you an opportunity to expand on the information con-
tained in your basic résumé with links to projects, publications, screencasts, online
videos, course lists, social networking profiles, and other elements that give employers
a more complete picture of who you are and what you can offer.

As you produce your résumé in various formats, you will encounter the question of
whether to include a photograph of yourself on or with your résumé. For print or elec-
tronic documents you will be submitting to employers or job websites, the safest advice is
to avoid photos. The reason is that seeing visual cues of the age, ethnicity, and gender of
candidates early in the selection process exposes employers to complaints of discrimina-
tory hiring practices. In fact, some employers won’t even look at résumés that include pho-
tos, and some applicant tracking systems automatically discard résumés with any kind of



extra files.*® However, photographs are acceptable and expected for social media résumés
and other online formats where you are not actively submitting a résumé to an employer.

In addition to the six main formats, some applicants create presentations, videos,
or infographics to supplement a conventional résumé. Two key advantages of a Prezi or
PowerPoint supplement are flexibility and multimedia capabilities. For instance, you can
present a menu of choices on the opening screen and allow viewers to click through to
sections of interest. (Note that most of the things you can accomplish with presentation
software can be done with an online résumé, which is probably more convenient for
most readers.)

A video résumé can be a compelling supplement as well, but be aware that some em-
ployment law experts advise employers not to view videos, at least not until after candi-
dates have been evaluated solely on their credentials. The reason for this caution is the
same as with photographs. In addition, videos are more cumbersome to evaluate than pa-
per or electronic résumés, and some recruiters refuse to watch them.?! However, not all
companies share this concern over videos, so you'll have to research their individual pref-
erences. For example, the online retailer Zappos encourages applicant videos and provides
a way to upload videos on its job application webpage.

An infographic résumé attempts to convey a person’s career development and skill
set graphically through a visual metaphor such as a timeline or subway map or as a poster
with an array of individual elements. A well-designed infographic could be an intriguing
element of the job-search package for candidates in certain situations and professions be-
cause it can definitely stand out from traditional résumés and can show a high level of skill
in visual communication. However, infographics are likely to be incompatible with most
applicant tracking systems and with the screening habits of many recruiters, so while you
might stand out with an infographic, you might also get tossed out if you try to use an
infographic in place of a conventional résumé. In virtually every situation, an infographic
should complement a conventional résumé, not replace it. In addition, successful info-
graphics require skills in graphic design; otherwise you'll end up with a confusing mess
that no recruiter will take time to figure out (you can see many examples of this online). If
you lack those skills, you'll need to hire a designer.

Whenever you submit a résumé, accompany it with an application letter to let readers
know what you're sending, why you're sending it, and how they can benefit from reading
it. (Application letters are sometimes called cover letters, and they can be either printed or
emailed.) Start by researching the organization and then focus on your audience so that
you can show that you've done your homework.

If the name of an individual manager is at all findable, address your letter to that
person, rather than something generic such as “Dear Hiring Manager.” Search LinkedIn,
the company’s website, industry directories, Twitter, and anything else you can think of
to locate an appropriate name. Ask the people in your network if they know a name. If
another applicant finds a name and you don’t, you're at a disadvantage.

Remember that your reader’s in-box is probably overflowing with résumés and appli-
cation letters, and respect his or her time. Avoid gimmicks, and don’t repeat information
that already appears in your résumé. Keep your letter straightforward, fact based, short,
upbeat, and professional (see Exhibit 6 on the following page).

Deciding if, when, and how to follow up after submitting your résumé and application
letter is one of the trickiest parts of a job search. First and foremost, keep in mind that
employers continue to evaluate your communication skills and professionalism during
this phase, so don’t say or do anything to leave a negative impression. Second, adhere to
whatever instructions the employer has provided. If a job posting says “no calls,” for ex-
ample, don’t call. Third, if the job posting lists a close date, don’t call or write before then be-
cause the company is still collecting applications and will not have made a decision about
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EXHIBIT 6 Application Letter

In this response to an online job posting, Dalton Smith highlights his qualifications while mirroring the requirements specified in the posting. He grabs
attention immediately by letting the reader know he is familiar with the company and the global transportation business.

Position Supply Chain Pricing Analyst

Position code | T23-6678 Location Tacoma, WA | Status Full-time

Sea-Air Global Transport has an immediate opening for a supply chain pricing analyst
in our Tacoma, WA, headquarters. This challenging position requires excellent
communication skills in a variety of media, a polished customer service presence both
in person and over the phone, and proven aptitude in statistical analysis and business
mathematics.

Smith’s application letter
echoes the language of
the job posting.

The minimum educational requirement for this position is a bachelors degree or
equivalent, preferably in business, statistical methods, or applied mathematics.
Experience in customer service is highly desirable, and experience in transportation
or logistics is a major plus.

Click here to learn more about Sea-Air or click here to explore the attractive compensation
and benefits packages we offer all employees.

27225 Eucalyptus Avenue
Long Beach, CA 90806
March 13, 2015

Sea-Air Global Transport
5467 Port of Tacoma Rd., Suite 230
Tacoma, WA 98421

Dear Hiring Manager:

The first sentence grabs

> Sea-Air Global Transport consistently appeared as a top transportation firm in the

attention by indicating research I did for my senior project in global supply chain management, so imagine

knowledge of the company my delight when I discovered the opening for an export pricing analyst in your The opening paragraph identifies

and its industry. Tacoma headquarters (Position Code: T23-6678). With a major in business and a the specific job for which he is
minor in statistical methods, my education has been ideal preparation for the applying.

challenges of this position.

In fact, my senior project demonstrates most of the skills listed in your job

description, including written communication skills, analytical abilities, and math In this discussion of his skills, he
aptitude. I enjoyed the opportunity to put my math skills to the test as part of the echoes the qualifications stated
statistical comparison of various freight modes. in the job posting.

The reference to his resumé ———- As you can see from my résumé, I also have more than three years of part-time

emphasizes his customer experience working with customers in both retail and commercial settings. This
service orientation and also experience taught me the importance of customer service, and I want to start my
shows he has done his professional career with a company that truly values the customer. In reviewing your
homework by researching website and reading several articles on Lloyd’s List and other trade websites, I am
the company. impressed by Sea-Air's constant attention to customer service in this highly

competitive industry.

My verbal communication skills would be best demonstrated in an interview, of In the close, he politely asks
course. I would be happy to meet with a representative of your company at their for an interview in a way that
earliest convenience. I can be reached at dalton.k.smith@gmail.com or by phone at emphasizes yet another
(562) 555-3737. job-related skill.

Sincerely,

The letter doesn't include a ———>
handwritten signature
because it was uploaded Dalton Smith
to a website along with his
résume.
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inviting people for interviews. Wait a week or so after the close date. If no close date is given
and you have no other information to suggest a time line, you can generally contact the
company starting a week or two after submitting your résumé.>* Keep in mind that a single
instance of poor etiquette or clumsy communication can undo all your hard work in a job
search, so maintain your professional behavior every step of the way.

When you follow up by email or telephone, you can share an additional piece of in-
formation that links your qualifications to the position (keep an eye out for late-breaking
news about the company, too) and ask a question about the hiring process as a way to
gather some information about your status. Good questions to ask include:**

® Has a hiring decision been made yet?

Can you tell me what to expect next in terms of the hiring process?

What is the company’s timeframe for filling this position?

Could I follow up in another week if you haven’t had a chance to contact me yet?

Can I provide any additional information regarding my qualifications for the position?

Whatever the circumstances, a follow-up message can demonstrate that you're sin-
cerely interested in working for the organization, persistent in pursuing your goals, and
committed to upgrading your skills.

If you don’t land a job at your dream company on the first attempt, don’t give up. You
can apply again if a new opening appears, or you can send an updated résumé with a new
unsolicited application letter that describes how you have gained additional experience,
taken a relevant course, or otherwise improved your skill set. Many leading employers take
note of applicants who came close but didn’t quite make it and may extend offers when
positions open up in the future.>

Interviewing with Potential Employers

An employment interview is a formal meeting during which you and a prospective em-
ployer ask questions and exchange information. The employer’s objective is to find the
best talent to fill available job openings, and your objective is to find the right match for
your goals and capabilities.

As you get ready to begin interviewing, keep in mind two vital points. First, recognize
that the process takes time. Start your preparation and research early; the best job offers
usually go to the best-prepared candidates. Second, don’t limit your options by looking
at only a few companies. By exploring a wide range of firms and positions, you might
uncover great opportunities that you would not have found otherwise. You'll increase the
odds of getting more job offers, too.

Most employers interview an applicant multiple times before deciding to make a job
offer. At the most selective companies, you might have a dozen or more individual inter-
views across several stages.’® Depending on the company and the position, the process
may stretch out over many weeks, or it may be completed in a matter of days.>”

The interviewing process starts with a screening stage, in which an employer filters out ap-
plicants who are unqualified or otherwise not a good fit for the position. Screening can
take place on campus, at company offices, or via telephone or computer. If your screening
interview will take place by E)hone, try to schedule it for a time when you can be focused
and free from interruptions.”

The next stage of interviews helps the organization narrow the field a little further.
During this selection stage, show interest in the job, relate your skills and experience to
the organization’s needs, listen attentively, ask insightful questions that show you've done
your research, and display enthusiasm. Typically, if you're invited to visit a company, you
will talk with several people in succession, such as a member of the human resources de-
partment, one or two potential colleagues, and one or more managers, including your
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potential supervisor. At Google, for examqple, recruits talk with at least four interviewers,
both managers and potential colleagues.’

If the interviewers agree that you're a good candidate, you may receive a job offer, ei-
ther on the spot or a few days later, by phone, mail, or email. In other cases, you may be
invited back for a final evaluation, often by a higher-ranking executive. The objective of
this final stage is often to sell you on the advantages of joining the organization.

You can expect to encounter several types of interviews. In a structured interview, the inter-
viewer (or a computer) asks a series of prepared questions in a set order. In contrast, in
an open-ended interview, the interviewer adapts his or her line of questioning based on the
answers you give and any questions you ask. Many of your interviews will be conventional
one-on-one interviews, with just you and a single interviewer. However, in a panel inter-
view, you will meet with several interviewers at once. Some organizations perform a group
interview, in which one or more interviewers meet with several candidates simultaneously.
A key purpose of the group interview is to observe how the candidates interact with one
another.

Perhaps the most common type of interview these days is the behavioral interview, in
which you are asked to relate specific incidents and experiences from your past.*! A situ-
ational interview is similar to a behavioral interview except that the questions focus on how
you would handle various hypothetical situations on the job. A working interview is the most
realistic of all: You actually perform a job-related activity during the interview. You may be
asked to lead a brainstorming session (sometimes with other job candidates), solve a busi-
ness problem, engage in role playing, or even make a presentation.*?

Because the interview process takes time, start seeking interviews well in advance of the
date you want to start work. Some students start their job search as early as nine months
before graduation. Early planning is even more crucial during downturns in the economy
because many employers become more selective when times are tough. Whatever shape the
economy is in, try to secure as many interviews as you can, both to improve the chances of
receiving a job offer and to give yourself more options when you do get offers.

Interviews give employers a chance to go beyond the basic data of your résumé to get to
know you and to answer two essential questions. The first is whether you can handle the
responsibilities of the position. Naturally, the more you know about the demands of the
position, and the more you've thought about how your skills match those demands, the
better you'll be able to respond.

The second essential question is whether you will be a good fit with the organization
and the target position. This line of inquiry includes both a general aspect and a specific as-
pect. The general aspect concerns your overall personality and approach to work. All good
employers want people who are confident, dedicated, positive, curious, courteous, ethical,
and willing to commit to something larger than their own individual goals. The specific
aspect involves the fit with a particular company and position. Just like people, companies
have different “personalities.” Some are intense; others are more laid back. Some emphasize
teamwork; others expect employees to forge their own way and even compete with one
another. Expectations also vary from job to job within a company and from industry to
industry. An outgoing personality is essential for sales but less so for research, for instance.

Remember that an interview is a two-way conversation: The questions you ask are just as
important as the answers you provide. By asking insightful questions, you can demon-
strate your understanding of the organization, you can steer the discussion into areas that
allow you to present your qualifications to best advantage, and you can verify for yourself
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EXHIBIT 7 Ten Questions to Consider Asking an Interviewer

Use this list as a starting point when you are planning the questions to ask in a job interview.

Question

Reason for Asking

1.

2.

What are the job’s major responsibilities?

What qualities do you want in the person who fills this
position?

. How do you measure success for someone in this

position?

. What is the first problem that needs the attention of

the person you hire?

5. Would relocation be required now or in the future?

6. Why is this job now vacant?

. What makes your organization different from others in

the industry?

. How would you define your organization’s managerial

philosophy?

9. What is a typical workday like for you?

10.

What are the next steps in the selection process?
What's the best way to follow up with you?

A vague answer could mean that the responsibilities have not been clearly defined,
which is almost guaranteed to cause frustration if you take the job.

This will help you go beyond the job description to understand what the company really
wants.

A vague or incomplete answer could mean that the expectations you will face are
unrealistic or ill defined.

Not only will this help you prepare, but it can signal whether you’re about to jump into
a problematic situation.

If you're not willing to move often or at all, you need to know those expectations now.

If the previous employee got promoted, that’s a good sign. If the person quit, that
might not be such a good sign.

The answer will help you assess whether the company has a clear strategy to succeed
in its industry and whether top managers communicate this to lower-level employees.

You want to know whether the managerial philosophy is consistent with your own
working values.

The interviewer’s response can give you clues about dalily life at the company.

Knowing where the company is in the hiring process will give you clues about following
up after the interview and possibly give you hints about where you stand.

Sources: Heather Huhman, “5 Must-Ask Questions at Job Interviews,” Glassdoor blog, 7 February 2012, www.glassdoor.com; Joe Conklin, “Turning the Tables: Six
Questions to Ask Your Interviewer,” Quality Progress, November 2007, 55; Andrea N. Browne, “Keeping the Momentum at the Interview; Ask Questions, Do Your Research,
and Be a Team Player,” Washington Post, 29 July 2007, K1.

whether this is a good opportunity. Plus, interviewers expect you to ask questions and tend
to look negatively on candidates who don’t have any questions to ask. For a list of good
questions that you might use as a starting point, see Exhibit 7.

Thorough preparation is key to success in interviewing. Here are some pointers to help you
prepare:

® Learn about the organization, including its operations, markets, and challenges.

® Learn as much as you can about the people who will be interviewing you, if you can
find their names.

® Plan for the employer’s questions, including questions about tough decisions you've
made, your perceived shortcomings, what you didn’t like about previous jobs, and
your career plans (see Exhibit 8 on the following page).

® Plan questions of your own to find out whether this is really the job and the organiza-
tion for you and to show that you’ve done your research.

® Bolster your confidence by removing as many sources of apprehension as you can.
Instead of dwelling on your weaknesses, focus on your strengths so that you can em-
phasize them to an interviewer.

® Polish your interview style by staging mock interviews.

Present a professional appearance, with appropriate dress and grooming.

® Be ready when you arrive and bring along a pen, paper, a list of questions, copies of
your résumé, an outline of your research on the company, and any correspondence
you've had regarding the position.

® Double-check thelocation and time of the interview and map out the route beforehand.

® Relax and be flexible; the schedule and interview arrangements may change when
you arrive.


http://www.glassdoor.com
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EXHIBIT 8 Twenty-Five Common Interview Questions

Chances are you'll hear many of these questions during your job interviews, so spend some time thinking
about your responses.

Questions About College
1. What courses in college did you like most? Least? Why?

2. Do you think your extracurricular activities in college were worth the time you spent on them?
Why or why not?

3. When did you choose your college major? Did you ever change your major? If so, why?
4. Do you feel you did the best scholastic work you are capable of?

5. How has your college education prepared you for this position?

Questions About Employers and Jobs
1. Why did you leave your last job?
2. Why did you apply for this job opening?
3. Why did you choose your particular field of work?
4. What are the disadvantages of your chosen field?
5. What do you know about our company?
6. What do you think about how this industry operates today?

7. Why do you think you would like this particular type of job?

Questions About Work Experiences and Expectations
1. What was your biggest failure?
2. Describe an experience in which you learned from one of your mistakes.
3. What motivates you? Why?
4. What do you think determines a person’s progress in a good organization?
5. Are you a leader or a follower?
6. What have you done that shows initiative and willingness to work?

7. Why should | hire you?

Questions About Work Habits
1. Do you prefer working with others or by yourself?
2. What type of boss do you prefer?

3. Have you ever had any difficulty getting along with colleagues or supervisors? With instructors? With
other students?

4. What would you do if you were given an unrealistic deadline for a task or project?
5. How do you feel about overtime work?

6. How do you handle stress or pressure on the job?

Sources: Alison Green, “The 10 Most Common Job Interview Questions,” U.S. News & World Report, 24 January 2011,
http://money.usnews.com; “Most Common Interview Questions,” Glassdoor blog, 29 December 2011, www.glassdoor.com;
The Northwestern Endicott Report (Evanston, lll.: Northwestern University Placement Center).
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Touching base with a prospective employer after an interview, either by phone or in writ-
ing, shows that you really want the job and are determined to get it. It also brings your
name to the interviewer’s attention again and reminds him or her that you’re waiting to
know the decision.
Send a follow-up message within two days of the interview, even if you feel you have
little chance of getting the job. These messages are often referred to as “thank-you notes,”
but they give you an important opportunity to go beyond merely expressing your appreci-
ation. You can use the message to reinforce the reasons you are a good choice for the posi-
tion, modify any answers you gave during the interview if you realisze you made a mistake
or have changed your mind, and respond to any negatives that might have arisen in the
interview.*> Email is usually acceptable for follow-up messages, unless the interviewer has
asked you to use other media.
If you haven’t heard from the interviewer by the promised date or within two weeks
after the interview, you have the option of sending a message of inquiry. Such a message is
particularly appropriate if you've received a job offer from a second firm and don’t want to
accept it before you have an answer from the first.

Building Your Career

Even after an employer hires you, you should continue improving your skills to distinguish
yourself from your peers and to make yourself more valuable to current and potential

employers:

44

Acquire as much relevant technical knowledge as you can, build broad-based life expe-

rience, and develop your social and communication skills.

Learn to respond to change in positive, constructive ways; this will help you adapt if

your “perfect” career path eludes your grasp.

Keep up with developments in your industry and the economy at large; read widely
and use social media tools to find and follow experts in your chosen field.
Learn to see each job, even so-called entry-level jobs, as an opportunity to learn more

and to expand your knowledge, experience, and social skills.

Take on as much responsibility as you can outside your job description.
Share what you know with others instead of hoarding knowledge in the hope of

becoming indispensable; helping others excel is a skill, too.

Understand the big picture; knowing your own job inside and out isn’t enough.

Best wishes for success in this course and in your career!
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