
‘Best Of’ Conference Preview
By Bridget Ann Brooks, CPRW

Conferences can fulfill a variety
of functions for the professional ré-
sumé writer: Developing new skills.
Networking with colleagues. Gaining
insight into additional profit oppor-
tunities. Connecting with vendors.
Recharging your batteries.

From 2000 until 2005, Résumé
Writers’ Digest provided recaps and
writeups for many of the professional
résumé writing industry’s conferences.

In looking through past issues of
Résumé Writers’ Digest, I realized how
many great ideas there were in the
“conference coverage” articles.

Consequently, I’ve planned a
“’Best Of’ Conference Coverage” Spe-
cial Report to share all the past ar-
ticles. This is just a teaser.

However, there’s no substitute for
attending a professional conference in
person — so be sure to check out the
CALENDAR OF EVENTS on page 7.

Bridget Brooks, CPRW
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Making a Silk Purse from a Sow’s Ear: Tips, Tricks, Ideas
And Inspiration for Improved Résumé Design

Presentation by Louise Kursmark • NRWA Conference, San Antonio, 2001

“Times New Roman, 12 point.” “Word Résumé Wizard, Professional Style.”
Have you found yourself beginning to pinpoint standard (a.k.a. lifeless, in

many cases) résumé styles from the existing résumés clients send you?
Page design is one of the least recognized keys to successful résumé de-

velopment, yet it is crucial in allowing our clients to “stand out” among stacks
of résumés and capture employers’ attention during that critical first 30-sec-
ond screening.

Louise Kursmark’s presentation on résumé design at the 2001 NRWA con-
ference demonstrated dramatic before-and-after differences in résumé design
and illustrated how subtle formatting enhancements can make a significant
impact in a résumé’s presentation.

Why Bother? The Competitive Edge
The first topic Kursmark addressed was the purpose for improving résumé

design capabilities. How can using design elements benefit résumé writers
professionally and financially?

“Better design gives you a competitive advantage,” Kursmark stressed as
the first reason résumé writers should consider expanding their design reper-
toire. Do you have clients who ask for samples of your work? Do you include
résumé samples on your web site? What might potential clients think if your
samples do not stand out visually? They may have the impression that you are
not a skilled “writer,” even though your writing may be top-notch.

Excelling in page design can also add to your reputation as an expert in
the field. After all, Kinko’s uses page design elements for the résumés they
write, don’t they? Are the people who write résumés for them considered ré-
sumé experts? Kursmark stressed that résumé writers should incorporate de-
sign elements in their work to position themselves as the best in their field.

An Emphasis on Content
According to Kursmark, a second compelling reason for mastering docu-

ment formatting is that “good design complements the content.” A reader’s
eyes can be directed to specific content-based items on a page through for-
matting techniques and “tricks.”

Using different fonts for résumé headings, boldfacing elements in bulleted
accomplishment statements and using horizontal line borders to “break up”
bodies of information can make a subtle, yet telling, impact on how a résumé
is viewed, particularly for that hiring manager or HR associate who must read
through hundreds of résumés every day.

Imagine this: If you were assigned to review a stack of résumés, wouldn’t
you appreciate those that made it easy to find pertinent information? You can
bring attention to the content of a résumé through design elements.

Strategic Use of Design
Much of résumé writing involves using strategies to highlight or de-em-

phasize information from a job seeker’s background. It follows logically that
design can be used to support the strategy for a particular résumé. If the
strategy is to emphasize the creativity of a particular job seeker, use creative

Jones Before

Jones After

continued on page 3
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fonts for heading titles and eye-catch-
ing page borders to reveal this. If the
strategy is to present a conservative
image, use a combination paragraph/
bulleted statement format to enhance
the professionalism of the document.
Kursmark noted that the résumé writer
has a wide range of flexibility in align-
ing design techniques with strategies.

The Good News
The flexibility of using résumé de-

sign elements is good news for both
experienced writers and those new to
the profession. Kursmark emphasized
that “there are no rules or absolutes
in using page design strategies — it
is whatever works for the situation.”

Each résumé writer has his or her
own preferences on how to structure

and design documents. If you’re won-
dering if you’ve been doing it wrong
all this time, don’t worry. Improving
page design abilities is simply a mat-
ter of taking what you do well now
and adding tricks to your arsenal
gradually to give yourself greater flex-
ibility and even more visually-compel-
ling résumés.

Before-and-After Strategies
The majority of Kursmark’s presen-

tation centered around observing
model résumés to discuss design ele-
ments and what made each résumé
stand out. Perhaps the most illustra-
tive and instructive examples were the
before-and-after samples viewed for
several job seekers.

Sample One: Walter H. Jones
The “before” version (see page 2)

is a classic example of the type of ré-

sumé (and errors) many job seekers
write for themselves: Times New Ro-
man font, misaligned spacing, large/
dense blocks of text and no distinc-
tion between sizes or emphasis in
name, heading titles, company names
and job titles.

Clearly, there is room to improve
this document’s design. First, Kursmark
changed the font from Times to
Tahoma (not that Times is an ineffec-
tive font, per se; however, Kursmark
pointed out that over 90 percent of
job seekers use this Word default font).
Then, she corrected the spacing prob-
lem for dates. Next, the text was bro-
ken up into sections of both bulleted
statements and a combination para-
graph/bulleted statement format.

Finally, different font sizes and
capitalization were used to distinguish
among the client name, section head-
ing, company names and job titles.
In addition, line borders were included
to separate text and add a visual ele-
ment to make the résumé sparkle.
(Draw the horizontal line borders
manually or include them by using the
Format, Borders and Shading, Borders
option in Microsoft Word — Kursmark
recommends “Borders and Shading”
because it provides better control.)

Sample Two: Kyo Tanaka
The next two before-and-after ex-

amples are effective because the “be-
fore” examples are actually not too
bad! In the case of Kyo Tanaka (see
page 4), she uses an Arial font (still a
frequently-used font), employs differ-
ent sizes for key information and head-
ings and uses white space to separate
sections.

In the “after” version, the font
was changed to Palatino and the bul-
lets were changed from the Word de-
fault round bullets to hollow boxes,
producing a “checklist” effect (to
change a bullet style, go to Format,
Bullets and Numbering, and you will
see several choices.

Improved Résumé Design
continued from page 2

continued on page 4

Stansfield After
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Improved Résumé Design
continued from page 3

For even more choices, click on
Customize, then Bullet, then choose
Wingdings, and use any of the font’s
symbols as bullets).

The “before” version has all in-
formation aligned to the left —
Kursmark uses tabbed spacing to sepa-
rate headings, job titles and descrip-
tions and bulleted accomplishments.
She blends the use of italics and bold.
The “before” version is good — the
“after” is better and the type of work
that will impress clients and poten-
tially close sales.

Sample Three: Kathleen Stansfield
The third example illustrates how

subtle changes can make a difference.
While both the “before” (not pictured)
and “after” version (see page 3) use
the Times New Roman font, the “af-
ter” version uses this font in a way
most job seekers don’t. Note how the
letters in the client’s name and head-
ing titles are “spaced out” to create a
unique look (to create this effect,
highlight the text, go to Format, Font,
Character Spacing, Spacing and Ex-
panded, then indicate the type of
spacing). Also, the first letter in the
first name, last name and headings are
slightly larger than the others.

In addition, a text box is used to
emphasize the 7-year sales numbers
and partially-drawn horizontal borders
separate sections. Bullets are changed
and indented, and there is a more con-
sistent separation between bodies of
information.

The Process
So, what is the best way to im-

prove résumé design capabilities?
Kursmark recommends a four-step pro-
cess: 1) Observe résumés, from
samples in books and on web sites,
and ask yourself: “Which ones work?”;
2) Analyze the ones that are effective
and ask yourself: “What is it in the

design that works?”; 3)
Model your favorite samples
as you begin to incorporate
new design elements into
your résumé writing; and 4)
Add design elements to your
repertoire until they become
second nature.

Through example and ex-
planation, Kursmark showed
that résumé design is within
each résumé writer’s grasp
and can positively affect the
impact of your résumés, the
perception of your expertise
and what you can charge for
your writing services. Learn-
ing effective techniques is
worth the effort.

Tanaka Before

Tanaka After
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Outfitted in a large blanket rep-
lica of a one million dollar bill, Su-
san Britton Whitcomb, author of
Résumé Magic and co-author of e-
Résumés says, “Résumés that deliver
a healthy return on investment put
money in our pockets and money in
our clients’ pockets. A résumé rep-
resents hopes, dreams and the fu-
ture of the client. It is a big respon-
sibility (for the résumé writer).”

Whitcomb challenged résumé
writers in the audience to determine
a salary they want to attain within
six months and strive for that goal.
Learning to write quality résumés
quickly, which provides tangible re-

R.O.I. Résumés — Write Résumés That
Deliver A Healthy Return on Investment

Presentation by Susan Britton Whitcomb • CMI Conference, San Diego, 2002

sults to clients, will increase the
writer’s income.

Whitcomb designed the “R.O.I.”
system for creating résumés:

R = Readable,
O = Other-Oriented, and
I = Impact-Driven.

Readable
A résumé should capture the at-

tention of the reader and be visually
appealing. Use white space, Whitcomb
says. “Don’t cram information on the
page. Be a copy writer, not a biogra-
pher.” Lengthy, boring résumés do not
provide a return on investment.

A good résumé reflects the
needs of the employer, has a defi-
nite focus with only one target ca-
reer field (otherwise, write two or
three versions of the résumé, says
Whitcomb) and it should contain
three to five main signature
strengths to match the employer’s
needs.

Résumés should be attractive,
incorporating various design ele-
ments (including lines, bullets,
bolding, italics, underlines and in-
dents) and, of course, every résumé
should be error free. Whitcomb sug-
gests multiple proofreading/editing
sessions to ensure résumés are free
from spelling, grammar and typo-
graphical errors.

Other-Oriented
Quality résumés speak the

employer’s language. The employer’s
language is found by fleshing out
key words and mining several (3-5)
relevant position postings on the
web or in newspaper ads. If postings
are not consistent in the use of key
words, the client may need more
than one résumé. As you amass key
words from specific position
postings, watch for and use first-
cousin words (closely-related words)
in the résumé objective and sum-
mary sections.

For example: Marketing, Commu-
nications, Promotions and Advertis-
ing are all closely-related words. Op-
erations, however, is not a closely-
related word and should not appear
in this listing.

Résumés should be frontloaded
with key words using words from the
employment postings.

“Don’t bury key words at the end
of the résumé,” Whitcomb cautions.

continued on page 6
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Employers need to see that the ré-
sumé ‘speaks their language’ at the
top, as they start reading.”

Whitcomb recommends using a
blend of the four main key word cat-
egories throughout the résumé: Hard
skills (employment law, cost ac-
counting, workers compensation),
soft skills (team building, team
player, interpersonal skills), general
information (employment history
and responsibilities, and “other”
categories including languages,
clearances, licenses and professional
development, as appropriate) and
academic qualifications.

Finally, be careful to focus the
résumé history to ensure relevance
to the employer. Whitcomb says she
leaves off certain positions when ap-
plicable (i.e., a short position in-
between several long or important
positions). She reviews the client’s
career history and includes employ-
ment timeframes relevant to the
career focus and intent of each ré-
sumé.

Impact-Driven
“Go for the bottom line,” Whit-

comb says, by using comparisons
and before-and-after numbers. The
employer wants to know what your
client has actually accomplished on
the job. Quantify and qualify accom-
plishments whenever possible.

ROI Résumés
continued from page 6

When the career field is one in
which it is difficult to quantify accom-
plishments (teaching or service indus-
tries, for example), use promotions,
bonuses, special projects or quotes
from letters of recommendation or
evaluations to reinforce or imply re-
sults.

She recommends the CAR (Chal-
lenge, Action, Result) format to for-
mulate accomplishment bullets on ré-
sumés.

Whitcomb also suggests separat-
ing accomplishments from responsi-
bilities, reserving bullets for accom-
plishments and leading off impact
statements with numbers whenever
possible.

“Couple key words with accom-
plishments to drive home the signa-
ture strength message,” she notes.

Quality Writing Habits Pay Off
Whitcomb suggests several tips

to help résumé writers write faster
and smarter, produce quality ré-
sumés and meet their personal fi-
nancial goals:
• Ask clients the right questions
from the “get-go.” Investigate,
probe, pull teeth and be a bulldog
to collect the information from cli-
ents. Keep the client focused and
only gather information that is
employer-oriented, avoiding extra-
neous details.
• Ask your clients, “How does
your company measure or evaluate
your results?” Collect hard facts and
numbers. Ask your clients to pro-
vide comparisons, percentages and
specific quantifiable accomplish-
ments.

continued on page 7
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ROI Résumés
continued from page 6

Calendar of Events
April 30 – May 3, 2008

CAREER MANAGEMENT ALLIANCE

ANNUAL CONFERENCE 2008
“Building Your

Professional Worth”
Minneapolis, Minnesota

Registration: $579 (Alliance members)

$699 (non-Alliance members)

For more information:
www.careermanagementalliance.com

Sept. 24-27, 2008
11TH ANNUAL NRWA CONFERENCE

San Diego, California
Early Registration: $325 (until 3/31/08)

For more information:
www.TheNRWA.com

Oct. 15-18, 2008
CAREER DIRECTORS

INTERNATIONAL (CDI)
SEVENTH ANNUAL CONFERENCE

“Reach for the Stars
…Capture Success”
Seattle, Washington

Early Registration: $395 (until 7/1/08)

For more information:
www.careerdirectors.com

• Listen to the client. It is not about us, it is about them. “Clients don’t
care how much you know, until they know how much you care,” Whitcomb
noted.

• Organize your notes to help you write faster — and don’t get over-
whelmed. Streamline the process of collecting client data by staying fo-
cused on a particular career field and organizing notes as you move along.
Look for and highlight key words, based on industry requirements and
postings.

• Use your past work and sample résumés to get ideas for new résumés.
Think before you write. Sit and think, after you have reviewed your notes,
before you begin production.

• Learn to adjust the default points of space between paragraphs and
the distance between bullets and text (keep bullets and text fairly close)
— these are common formatting errors.

•  Proofread your work to ensure quality résumés for your clients.

•  Proofread again.

  Whitcomb said she hopes all résumé writers will have successful
businesses writing competitive-edge résumés for their clients.

   When you applying Whitcomb’s R.O.I. method: Readable, Other-Ori-
ented and Impact-Driven) for the creation of quality career search materi-
als, she is certain that résumés can easily be transformed into attention-
capturing marketing documents that make money both for résumé writers
and their clients.
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Bill Murdock: Become The ‘Who, What, Where,
When, Why and How’ Con Man!

Many of us hate “doing” sales.
Why?
Because we don’t like to be re-

jected and perceived as pushy.
Bill Murdock has a 75 percent clos-

ing ratio and has had only three no-
shows so far this year.

Murdock, an ex-used car salesman,
shared his seven steps to the sales
process, one designed to ease your
sales burdens.

Here are the seven steps:
1. Meet and Greet
2. Initial Qualification of Buyer
3. Needs Assessment
4. Product Presentation
5. Trial Close
6. Isolation of Objection(s)
7. Close

Meet and Greet
Before coming to the conference,

Murdock called several résumé writers
at their offices to help him illustrate
the point he was trying to make with
this first step.

Murdock didn’t like what he heard
when we picked up our phones.

In his opinion, we were all “try-
ing too hard to sound professional.”
He could tell when we were short on
time and didn’t really want to talk.

The first step of the sales process
is to sound confident on the phone
and interested in the person calling.
It is not necessary to sound happy,
but it is absolutely essential to come
across as genuinely interested.

Buyer Qualification
According to Murdock, the biggest

mistake we make when we have some-
one on the phone is giving them a
“data dump,” spitting out our verbal
business cards.

Former car salesman Bill Murdock.

One of the first questions we all
receive is: “How much is a résumé?”

Instead of giving the prices out
up front, answer this question with:

“It depends. Let me ask you a
couple of questions first.” (This is
where you can qualify the prospective
buyer.) Then, ask him/her questions
such as:
• “What are you trying to accom-
plish with your career at this point?
• “What kind of qualifications do
you have?”

The main point here is that it is
important to qualify the prospect first
before quoting a price.

Another point to consider is that
when you give the price out right away,
the prospect will automatically think
that the decision whether to hire you
should be based on the price alone.

At this point, you lose control of
the sales process and let the client
control the conversation.

Needs Assessment
This is the most important step.
When you are on the phone, your

job is to listen and ask questions. You
need to find out what the client’s
needs are and position your questions
and responses accordingly.

The next time you are trying to
sell a prospect on your services, pay
attention to how many times you use
the following words:

I
ME
MY

MINE
MYSELF

The fewer times you use these words
over the phone, the greater the possi-
bility of actually closing that sale.

Why?

Because you will be talking about
the client and his/her needs, instead
of yourself and what you are about.

You are irrelevant.
You are the least important thing

to the potential client. They don’t want
to hear about you.

They want to hear what you can
do for them.

In order to assess the prospect’s
needs, use the open-ended question
approach, meaning that instead of
using the “I, ME, MY, MINE, MYSELF”
strategy, focus on asking questions
that begin with the following words:
Who, What, When, Where and Why.
• “Who are you working for?”
• “What do you do?”
• “Where do you see your career
progressing?”

Murdock believes that résumé
writers should spend 25 to 30 min-
utes on the phone with a potential
client initially and that the potential
client should be doing most of the
talking by answering our open-ended
questions.

continued on page 9

Presentation by Bill Murdock • PARW Conference, Dallas, 2002
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Be prepared to spend 30 minutes,
if you have to, on the phone with a
prospect. If you don’t have a half-hour
to spend, don’t even pick up the phone
in the first place.

A point he emphasized is that your
income will be directly proportional
to the time you spend on the phone
with the client, because you will es-
tablish yourself as someone who is
really interested in them and some-
one who knows about their field.

Murdock estimated that you will
earn $10 for every minute you spend
asking open-ended questions.

Product Presentation
Résumé writers have to realize

that the customer only has a vague
idea about résumés.

That is why it is a good strategy,
as Murdock suggested, to offer to show
some résumé samples to prospects as
“product presentation.”

“Would you like to see some ré-
sumé samples I have written in your
field?”

Create samples of your work in
many fields to demonstrate to prospec-
tive clients that you speak their lan-
guage.

Become a con man! A con man?
Yes, a Confidence Man.

When a client calls, she wants you
to take her into your confidence. She
wants you to talk to her in her own
language. If she is an accountant, she
wants you to talk to her in accoun-
tant language. If she is an attorney,
she wants you to talk to her in
attorney language.

Samples help you to stand
out and clearly demonstrate
that you do speak their lan-
guage.

Trial Close
• Don’t put pressure on people to
make an appointment.
• Don’t try to close too quickly.

A point Murdock emphasizes is to
listen much more than you talk.

Everyone thinks that a good sales-
person has to be a smart talker. But,
in reality, a good salesperson has to
be a smart listener.

The bottom line is: the more the
client talks, the more money you will
make.

This step (trial close) could be the
final close if the prospect doesn’t have
any objections. Try to ask for the ap-
pointment after you have spent a con-
siderable amount of time with the
prospect. If the prospect brings up an
objection, move on to step number
six.

Isolation and Inversion of
Objection(s)

Objections can come in many
forms and shapes. The key is to first
isolate these objections and then to
fix them.

For example:
Objection: “The price is too high.”
Murdock: “Others have told me the

same thing, John. Is there any other
reason why you wouldn’t want to buy
from me?”

Other questions to ask to isolate
objections include:

• “You know I hear that
a lot the first time some-

body wants to buy
from me. Would you
mind telling me

why?”

• “Is there any other reason you
wouldn’t want to do business with me
right now?”

If they say: “No, this is the only
reason,” then move on to fix the prob-
lem by offering to work out the de-
tails.

Close
This is the final step. Ask for the

business. Ask for the appointment and
offer a couple of different times for
them to choose from.
• “Would you like to get started
today?”
• “How would you like to pay for
your résumé?”
• “Let me get the agreement ready
for you to sign. Will you be paying
with check or credit card?”

Become a ‘Confidence’ Man
continued from page 8

Write Great
Résumés Faster

Write résumés faster.
Serve fewer clients,

but make more money!
To order a copy of the newly

revised “Write Great Résumés
Faster” book, which contains doz-
ens of ideas for improving your or-
ganizational skills, facing a blank
page with confidence, and more.
Includes hundreds of keywords and
action verbs.

Send a check for $18 ($15 plus
shipping/handling) to: Image
Building Communications, PO Box
241621, Omaha NE 68124 or order
at www.rwdigest.blogspot.com.
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How to Add $100,000 To Your
Career Transition Business Now

Turn up the heat if you want to
take your business to the next level.
The key to increasing sales by
$100,000 is blending vision with ac-
tion, as John O’Connor from Career Pro
Inc. in Raleigh, North Carolina sees
it.

By rethinking our operational pro-
cedures in small, manageable compo-
nents, we form the foundation for big-
ger rewards, like increased income. It
might be just one additional business
strategy that makes the difference
whether you realize your financial
goals or fail to meet them. Remem-
ber, it takes only one degree, from
211°  to 212° , to reach boiling point.

The PRWRA’s third annual confer-
ence started with these steps to em-
power résumé writers to make your
business sizzle:
• Define your motivation. Ask your-
self why do you do what you do. What
is it that you want from your busi-
ness? What are your material dreams?
What are your financial goals? Whether
it is family, lifestyle, financial com-
mitment or the freedom of working for
yourself, maintain the focus to allow
you to forge ahead.
• Observe the masses, define your-
self — and then blaze your own trail.
What business are you in? Do you re-
strict your income by defining your-
self exclusively as a résumé writer or
a career coach? We do not see our cli-
ents solely as their job titles. We would
never say, “Oh, you are a mergers and
acquisitions specialist at xyz com-
pany.”

Don’t make the mistake of limit-
ing who you are by using groupthink
to define what you can offer. Step out-
side of your comfort zone and con-
sider what might be required of you
to earn more money.

John O’Connor

Frequently, a client seeks more
than a résumé or a cover letter. They
may not articulate this. They want so-
lutions to their problems and chal-
lenges, and tools to unleash their po-
tential and open the doors to oppor-
tunity. Capitalize on your expert sta-
tus by listening to their needs. Fol-
low through by developing a targeted
plan of action to help get them where
they want to go. You are in a position
to offer career coaching, behavior pro-
filing, web résumés and countless
other add-on services. Offer more and
you’ll get more!

Further, set yourself apart from
others by responding positively to
atypical client requests. When asked
by a customer to do something a little
out of the ordinary, don’t get steamed:
respond positively.

Limit your flexibility and you limit
your income. This often translates to
meeting on- and off-site, in other cit-
ies, conducting interviews outside of
standard business hours or even de-
veloping creative formats for unique
industries.
• Dream bigger than your fears.
Desire burns through challenges. If
you think small, you will stay small.
It is going to take more than merely
hanging a shingle outside the door to
boost sales. It is crucial that you ag-
gressively work toward fulfilling your
vision.

Maintain the positive mindset. Ar-
ticulate where you are right now and
then determine where you want to be.
You are in a powerful, word-based in-
dustry. Make your own words work for
you by writing your goals down. Main-
tain a positive and healthy outlook
to avoid the all-too-common maladies
typical of those operating at 211º.

Be cognizant of conditions known
as Procrastination, Detail-itus and

Excuse-itus. Procrastination will get
you nowhere. Getting bogged down
with too many complicated details will
lead to minimal productivity. Giving
excuses why you can’t take action will
ultimately result in failure — before
you have even started!

Eliminate distractions and nega-
tivity from external sources. Overcom-
ing challenges is all part of the pro-
cess, and should fuel your drive to
reach your goals. It may not be easy.
This tenacious commitment will em-
power you to conquer difficult clients,
lost revenue, diminished confidence
or successful competitors. Just watch
your life change as your attitude ad-
justs!

Conference attendee Marie Cajuste
from CV Express, Delray Beach, Florida,
saw the value in making the change.

“John’s presentation was a per-
fect start to a great conference. I
stand inspired,” she said.

Re-imagine the employee status
and give yourself a promotion by
adapting a business owner mentality
to capture the markets you seek. You
are closer than you think.

Presentation by John O’Connor • PRWRA Conference, Indianapolis, 2004



“Best Of” Conference Preview 11

Who better to share attention-get-
ting strategies — the WOW Factor! —
for powerful résumés than someone who
produces dynamic résumés and who has
authored or co-authored nearly every
résumé book published in the last 5-10
years? Louise Kursmark is exactly that
person.

While I caught Kursmark’s presen-
tation in Vegas during the PRWRA con-
ference, you can find her books and
distinctive contributions in finer book-
stores everywhere.

Kursmark began by posing signifi-
cant questions that résumé writers
should ask themselves at all critical
career junctures. These focused on the
need to know how the world of work
changes and how to respond to those

Adding the Wow! Factor
changes through the written word and
corresponding visual statements. Her
interactive questions solicited inter-
esting responses, such as the two fol-
lowing:

Kursmark: Why is the WOW! needed?
PRWRA Respondents: We need to study
different industries, their communica-
tion style, and how they want to be
marketed to and responded to in writ-
ing. We need to study our individual
client, responsibilities, and achieve-
ments, and go beyond the normal to
create impact statements that will
demand attention from the intended
audience. We must not only study key-
words, but create space in the elec-
tronic and mostly Word-formatted

documents to fit the most dominant
information.

Kursmark: From a business perspec-
tive…
PRWRA Respondents: All businesses
utilize different communication styles
and methods for getting their mes-
sages across. Companies, non-profits,
government agencies, and human re-
sources departments the world over
require and want jobseekers to under-
stand their business. As writers, we
need to tune our businesses into the
detailed requirements and hot buttons
of every industry, even if it means
studying each type that our clients will
approach.

continued on page 12
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Wow! Factor
continued from page 11

Instead of a formula for all ré-
sumés or industries, Kursmark de-
scribed and demonstrated some of the
ways to add the WOW! to almost any
type of résumé. We need to change
our thinking to the marketing and ad-
vertising field, not just résumé writ-
ing. So she suggests considering docu-
ments as marketing pieces and pro-
vides the following examples to sup-
port that direction:

Wow Strategy #1:
Branding Statements

SENIOR EXECUTIVE

– General Management –
– Sales & Marketing –

– Business Development –
Specialize in raising the bar, creating
the strategy, managing the risk, and
improving the quality and caliber of
operations. (rest of summary follows)

SENIOR MARKETING EXECUTIVE

Translating consumer insights into
actionable strategies for dynamic

business growth.
(rest of summary follows)

CHIEF TECHNOLOGY OFFICER

Marshalling technology resources to
support business priorities and

enable the achievement of extraordi-
nary goals. (rest of summary follows)

SENIOR EXECUTIVE:
TECHNOLOGY PRODUCTS & SERVICES

Ignite Revenue ~ Drive Change &
Growth ~ Build Dynamic Organizations

(rest of summary follows)

Do you like what you’ve read so far? Order your:

“BEST OF” CONFERENCE COVERAGE SPECIAL REPORT
See Page 13 for Ordering Information

Wow Strategy #2:
Unique Summary

The first third of the résumé will
win or turn off the reader. It needs to
capture and focus on what may be
most important to them. The Unique
Summary should create an immediate
impact statement and visual event
that could include graphics, tables,
and columns. It should grab the
reader’s eye and provide a few details
of relevant examples.

IT DESIGNER & STRATEGIST
Accomplished executive team member

with outstanding project and program man-
agement skills. Outstanding ability to
handle highly complex, large scale projects
that require extensive organizational skills,
cross-functional team design/direction, and
a superior record of delivering projects on
time and under budget with an average
savings to client company engagement of
$37,000. Completely realigned failing $21
million department within the technology
support, call center operations area to sup-
port key projects across all departmental
lines. Focused efforts included working di-
rectly with C-level on each engagement and
project phase area. Strategically placed
company in position to win new accounts
with a new account revenue average of
$348,000.

Wow Strategy #3:
Umbrella Achievements:

Umbrella achievements demonstrate
and direct the reader’s attention to criti-
cal, salient achievements that focus on
transforming, career impact statements for
each position.

UNIVERSITY OF NORTH CAROLINA AT
CHAPEL HILL, Chapel Hill, NC
Director of Residential Life

(2001 – Present)
Initiator of Program Planning & Evalua-
tions: worked closely with departmental
leadership in establishing departmental

goals; resulted in $2,300 per year
savings; aligned the university Strategic
Plan with savings of $1,100 per student.

Wow Strategy #4:
Minimize Job Descriptions

Avoid descriptions from job his-
tories and responsibilities listings.
Look for elements of direct, tangible
impact to the organization.

PROFESSIONAL EXPERIENCE
Freaman & Associates, Raleigh, NC
Director of Corporate Operations

(November 2002 – September 2004)
Key player in the design and implementa-
tion of all multi-million dollar expansion
strategies for the company. Direct reduc-
tion of 34% of workforce, significant sales
increases, and $2.3 million reduction in
operating cost margins.

Wow Strategy #5:
Get Creative

Graphs, charts, columns, tables,
and quotes can enhance the WOW!
Strategy thought process. Do not be
limited by visual graphics.

Wow Strategy #6:
Highlight Select Accomplishments

In this area, you can re-label or
use Career Highlights to emphasize
critical information.

EAST CAROLINA UNIVERSITY
Greenville, NC
Director/Chief of Police (1/1993 – Present)
Introduced community policing, imple-
menting programs resulting in recognition
by the Governor of North Carolina for Ex-
cellence in Community Policing.

Another critical step in producing
documents that say WOW! is to ask
context questions — those concern-
ing core skills and abilities — and to
solicit CAR, STAR, and SHARE items.
These are varying acronyms describ-
ing a storytelling process to describe
challenges, actions, and results
achieved by job seekers. Part of the
writer’s job is to select the right in-
formation, not just use the informa-
tion provided by the candidate. We
have to draw them out, provide de-
tailed guidance on how to delineate
their achievements, and educate them
in the best, most current ways to dif-
ferentiate themselves from their com-
petition.

Thanks to our article authors: Daniel Dorotik, NCRW; Diane Burns, CPRW, CCM, IJCTC, CEIP; Rita
Fisher, CPRW; Audrey Field, CRW, B.A., B.Ed.; John M. O’Connor, BA, MFA, CRW, CPRW, CCM, CECC
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