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5 TIPS FOR HELPING YOU BECOME RICH AND FAMOUS
(EVEN IF YOU NEED TO FIND A NEW JOB FIRST)
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Are you ready to start marketing yourself more effectively?

For over two decades, I have had the pleasure of helping hundreds of professionals and thousands of stu-
dents figure out how to market themselves more effectively. While each of their situations were unique—
just as I'm sure yours is—most found themselves experiencing one of these challenges:

Finding a New Job:
Whether they were in school looking for an internship, a recent graduate or part of the fallout
from a corporate restructuring they were looking for a new source of income.

Exploring New Career Paths:

Some people were just tired of the work they were doing. Others found that their industries
were changing and needed to try something new. Some others were simply trying to figure out
what to do with their lives.

Getting Promoted Within Current Company:

Some realized that marketing wasn’t only limited to finding new opportunities outside their
company. It was also about getting recognized and receiving credit for the work they were
doing inside their company.

When I first started helping people, I focused on how to write effective résumés. This naturally led to ad-
vising on what to do during job interviews. After a while, I realized the problem with this kind of advice
was that they could find it about anywhere, and most of it they should have had already learned from
their mothers and fathers. So, I eventually decided to focus on a handful of powerful ideas they could use
to stand out and put their best foot forward.

After extensive testing, | ended up with the five key tips I've included in this guide. Don’t worry. They
work. They have been tested over and over in countless fields and situations. I've even had several people
tell me these tips have helped them secure another $10,000 in starting salary that they were not expect-

ing. Talk about return on investment!

What can you do to market yourself more effectively? Simply take the ideas in this guide and apply

them to your current situation. It’s that easy.

Lloyd Corder, Ph.D.

Once you're settled in your new job, please
don’t forget to help as many people as you

can to market themselves more effectively.

LLOYD CORDER, PH.D.
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Your dream job might fall in your lap, but I doubt it.
If you're like most people, you're going to have to work at it. The more focused and deliberate you are,
the more opportunities you'll find.

The best way to find job opportunities is to create your “job pipeline,” or a step-by-step process you'll use
to land the job you want. In essence, it’s a big qualifying process where you look for good “job leads” and
sort them out through follow-up conversations, interviews, and eventually offers. The more opportunities
you have coming through your pipeline, the more options you'll have to select from.

The Job Pipeline below shows an example of this concept. At the “Marketing” step, everything is about
generating potential leads that you will later evaluate. The “Selling” phase takes it a step further and tries
to determine if any of the leads are worth spending more time on. The “New Job” phase is where you get
to decide on accepting or rejecting—or continuing to negotiate—an offer.

Below each of these three areas is a listing of some of the typical steps, issues and opportunities. The
g p p pp
point is that your job search should be systematic and deliberate—something you work on everyday, just

like a real job.

Note the arrows that drop out of each phase. If you don't go to the next step, you should try to make
your contact a new friend or referral source. Just because they didn’t have a job—or the right one to-
day—does not mean it’s over forever. And, who knows, they might have friends or colleagues who could
use your help right now (a new lead).

YOUR JOB

Job Pipeline
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NOT THE INTERNET

Be specific about the types of jobs you're looking for.
Instead of, “I'd like to work in project management,”

say, “Who do you know that works at ABC Bank?”

FOIIP #25-

If you'’re limiting your job search to Internet listings or places where hun-
dreds—if not thousands—of other people can easily see the same information
as you, you're wasting your time.

Instead, network with a handful of the right people. You'll be more likely to find jobs that no one
else knows about.

Finding the Bull's Eye
Think about networking as a bull’s eye target. The first people
you start with may not even be on the target, but they can
lead you to others who are on the outer rings. Those on the
outer rings can lead you to your target.

What Networking Is all About

Networking is a life skill. It is not just something we do
when we want something. The objective is to build and
develop an ongoing relationship. When you frequently
help others, they will often help you in return. Consid-
er incorporating these ideas as you network.

$1201u05 oYY

* Give without expectation. Networking is about helping others achieve their
goals or solve their problems.

*  Great networkers listen and gather information. Without listening there is no
trust. Without trust, business rarely happens.

* Networking is about contact. Connect with people. Find individuals you can
eventually bring into your inner circle (people you know best and can help the most) as
well as other people in your outer circle (individuals who you meet less frequently but
who you can also help).

* Networking has been around for ages. We just recently gave it a name.

It used to be called...helping!
* It’s okay to ask for what you want. Most people like to be helpful—when asked.

* Ifyou bring a friend, don’t spend all of your time with them.
The point is to meet new people you don’t know.

LLOYD CORDER,
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Networking Events

Some events are designed specifically for meeting other people. These can be job fairs, conferences
or speed dates. These are some of the key ways to get the most out of these events.

BEFORE

oL
L
o
<

Introduce yourself to someone on the way in.

Develop a “Top 107 list of companies and/or individuals you'd like to meet. Ask the people you're
networking with if they know any of these individuals or friends of these individuals.

Have a mentor. Rehearse. Practice.
Set clear goals and objectives. The first step in getting what you want is defining what you want.
Go! You might meet a new best friend or a prospective employer.

Always RSVP.

Adopt a “There you are” (Youre important, I want to meet you) versus “Here I am” (’m important,
you must want to meet me) state of mind.

See someone you know? Introduce someone you know to them and they will probably do the same.
Circulate and make your presence known to key people and peers.
Smile. Look people in the eye. Shake hands.

Exchange business cards or contact information. Business cards are best exchanged when there’s some stat-
ed, mutual reason to do so, like a time to schedule a follow-up meeting or something promised to send.

Increase your people vocabulary. Use their name in a sentence.

Focus on making two to three meaningful, more detailed contacts rather than 10-20 superficial
introductions.

If it’s appropriate, schedule a follow-up meeting.

Follow-up on anything promised or promising. If you aren’t planning to follow-up, don’t promise
anything during the event.

Stay in touch by using cards, phone calls, emails, texts, articles, brochures, events and updates. “I saw
this and thought of you.” “Thought you would appreciate this.” It builds relationships.

Take immediate action. If you promised follow up, do it that day or the next. If you said you would
call, call within a day or two.

Always carry your business cards or have your contact information readily available.

Identify your two or three biggest self-presenting weaknesses and take corrective action.
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Treat your interviews as a sales call.

At the request of a long-time friend, I took a young college graduate to lunch. She was
both excited and scared of the first official task of her professional career—finding a
job. She wanted to know if I could provide advice and referrals.

After we talked about what she had studied in school and what kinds of jobs she
might be interested in, I gave her an idea. It was the same idea I had given to hun-
dreds of other people, many of whom had used it successfully to stand out from the
crowd and impress their future employers.

I suggested to this young woman that she throw her résumé in the trash. By that I
meant she should stop relying so heavily on her résumé—that one-page advertisement
designed to get a job interview. Instead, I suggested she treat the interview meeting
like any sales call.

Elements of a Good Sales Call

* Sales rep asks a lot of questions. Listens and tries to understand
the customer’s problem.

* After the rep is sure about the specifics and it is something that
the customer wants to solve, they offer solutions, products,
ideas or services to the customer. Resist the temptation to jump
in quickly after identifying a problem or pain. Instead, spend time
explaining and quantifying the impact of the pain.

I suggested that the young woman ask a lot of questions, listen and try to understand
what problems a company was having and why.

IN THE TRASH

After listening for a while, it would make sense to talk about her experience, skills and
ideas for solving some of those problems. In essence, she was the product she should
be selling. And she should sell herself in the way executives are used to buying.

“How do I do that?” she asked. I told her there were a lot of ways, but the one that
works best is to prepare a written document containing three pages:

A sales call is a qualifying step where you ask questions
and discover needs. This approach gives you more

control than a typical job interview.

LLOYD CORDER, PH.D.
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Your 3-Page Sales Literature

Page 1 | Meeting Title Page 1:
Put a title on it. Spell the name of the person, their title

and company correctly. Include your name, address,
phone number and date as well.

& Their Name and Company
® Your Name

s Date

Page 2 | Questions About Page 2:
the Company/Job From what you know about the company and what you
« 15-20 custom-designed can find online and learn through friends/family members,
questions, based on research develop a set of “pain” questions. I gave her a few examples:
* Get them talking—telling you
what they want to buy
1. What's the biggest problem or challenge you are having with or in department?

2. How long has it been a problem?

3. What have you done to solve that problem?

4. What still needs to be done?

5. From what I've read, you have tried . How has that been working?
6. Is this a new position or one that was recently vacated?

Page 3 | Your Bulleted Page 3:
Quailifications In general terms create a bulleted list of your experienc-
s 15 90 statenserts fhatinclude es, talents and abilities. Don't simply repeat what you
numbers (How much?2 How said on your résumé. Think of a handful of categories to
often?) showing what you've : . . : _
accompished group your information (technical, marketing, manage
ment, etc.).

» Leave wiggle room

Use bullets and start each phrase with past-tense verbs
so it shows you've accomplished something. The purpose of these statements is to show
that you have the needed solution. But they should be general enough to leave you “wiggle
room” so you aren't completely boxed in with your response. Remember, numbers sell. So,
include information about how much, how often or how fast you do things.

LLOYD CORDER, PH.D.
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[ went on to tell her that after she prepared this document to have a couple of other
people look at it to proofread it and make suggestions.

At the start of the interview, after you've met the person and had a chance to get to
know each other a bit, open up your folder or take these sheets out of your jacket
pocket and say, “I hope you don't think this is too forward of me. I was thinking
about our meeting and I did some background research and reading. At any rate, I've
come up with several questions I would like to ask you. I wanted to make sure I asked

all the questions, so I typed them up.”

Before you hand the interviewer the questions, pause for a moment. Then say, “Do
b4 q p ot

you want me to give you these now or do you want me to save them until later?”
Most will want the document right away.

If they say, “There’s a place at the end of the interview for you to ask questions.”
smile and look for the first opportunity to ask a question. As soon as you can, ask
a question on your sheet and hand it to the interviewer.

The trick is to be subtle and gentle.

And a good hour-long interview would be you asking pain questions for
45-minutes and sharing your background for 15-minutes. Why? Because
you'll learn a lot about what’s important to your prospect and allow yourself
the chance to modify how you talk about your background. Plus, you'll find
the person interviewing you likes you more because you've let them talk
about something they care about.

—

The young lady called me several weeks later to thank me for the advice,
and to inform me that she had received two job offers, and chose the one
she wanted. She realized that getting a job is more about “selling” yourself,
than just holding your résumé.

Use more than your
résumé to sell yourself.



BEFORE YOU ASK THE QUESTIONS

These are the top 50 job interview questions.

A friend of mine from the University of Kansas who worked in the placement office started collecting the
most popular interview questions recruiters used to screen candidates. Use them to practice your interview
responses ahead of time. Give them to a friend and practice your answers out loud. (Note: If you need pain
questions for your 3-page sales proposal described on page 8, reverse these questions. For example, for question 1,
ask, “What are this department’s long- and short-range goals and objectives...”)

Goals

1. What are your long- and short-range goals and objectives? When and why did you establish
these goals, and how are you preparing yourself to achieve them?

2. What specific goals, other than those related to your job, have you established for yourself
for the next two to four years?

3. What do you see yourself doing five years from now?

4. What do you want to do in life?

5. What are your long range career objectives?

6. What are the most important rewards you expect in your business career?

7. Do you have written goals? Can I see them?

Career/Company

8. What do you expect to be earning in five years?

9. What do you think it takes to be successful in a company like ours?

10. In what ways do you think you can make a contribution to our company/organization?
11. In what kind of a work environment are you most comfortable?

12. Why did you decide to seek a position with this company?

13. Are you seeking employment in a company of a certain size? Why?

14. What do you know about our company?

15. What criteria are you using to evaluate the company for which you hope to work?
16. Why should I hire you?

17. What qualities should a successful professional __ possess?

18. Describe the relationship that should exist between and functions?

19. What skills help make someone a better professional?

20. What two or three things are most important to you in your job?
21. What does a good know how to do?
22. What do you know about and have you ever used it?

23. What do you know about marketing return on investment? How should it be integrated

into the process?
LLOYD CORDER, PH.D. -

24. How might you help us to improve our overall results?
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Personality

25. Which is more important to you, the money or the type of job?

26. What do you consider to be your greatest strengths and weaknesses?

27. How do you think a friend, colleague or client would describe you?

28. What motivates you to put forth your greatest effort?

29. How do you determine and evaluate success?

30. How do you work under pressure?

31. What major problem have you encountered and how did you deal with it?
32. Do you have a geographical preference?

33. Will you relocate? Does relocation bother you?

34. Are you willing to travel?

35. Why are you interested in ___ ? Why did you choose a careerin 2
36. Which ____skills are you using to find a job?

25. What is your USP (Unique Selling Proposition)?

26. What qualifications do you have that make you think you will be successful in ____ ?
27. What two or three accomplishments have given you the most satisfaction?
28. Describe your most rewarding experience?

Recent Graduates

41. Has your college experience and other marketing training prepared you for a career?
42. If you were hiring a marketing candidate, what qualities would you look for?

43. What college subjects did you like best? Least?

44. Who was your favorite professor? What did he or she do that helped you the most?
45. If you could do so, how would you plan your academic study differently? Why?

46. What changes would you make in your college or university?

47. What plans do you have for continued study?

48. Do you think that your grades are a good indication of your academic achievement?
49. What have you learned from participation in extracurricular activities?

50. How would you describe the ideal job for you following graduation?

42. If you were hiring a marketing candidate, what qualities would you look for?

43. What college subjects did you like best? Least?

44. Who was your favorite professor? What did he or she do that helped you the most?
45. If you could do so, how would you plan your academic study differently? Why?

46. What changes would you make in your college or university?

47. What plans do you have for continued study?

48. Do you think that your grades are a good indication of your academic achievement?
49. What have you learned from participation in extracurricular activities?

OYD CORDER, PH.D. -

50. How would you describe the ideal job for you following graduation?



Like so many things in life, it’s easier to accomplish something when you decide
what you want and write it down.

Setting goals and creating a plan clarifies where you should be—and should not be—spending
your time. It also helps you communicate more effectively to the people who can help you. Use
these categories and thought-starter questions to create your plan.

Current Situation

Start by describing the environment in which you're trying to find a job. Be totally honest when
comparing yourself to others in the marketplace.

What marketing tactics will you use to identify job leads?

What are your skills?

Positioning

You can't be all things to all people. If you try, you'll water down your image and confuse your
potential employers or new boss. The real challenge is to select a unique positioning or definition
that attracts the people you want to sell to.

What is your Unique Selling Proposition (USP) that differentiates you from your competition?

What is your niche? What portion of the overall market (segment) do you serve?

AND MAKE SURE TO WRITE IT DOWN

What are the benefits of someone hiring you versus someone else?

LLOYD CORDER, PH.D. -
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Marketing Tactics

Marketing tactics are individual tools, used in conjunction, to help you identify job leads—leads you will qual-
ify through follow-up contact, interviews and offers. (See page 4 for information regarding your Job Pipeline.)

What marketing tactics will you use to identify job leads?

What combination of techniques will you use to accomplish your objectives?

Timetable

Remember that your perception of time will be very different from those inside the company
you're trying to find a job with. A couple of weeks might seem like agony to you, but will fly by
to them. So, be realistic in giving yourself enough time to find a job.

How much time will it take you to find a job?

How long will your current financial resources last?

Realistic Salary Expectation

Everyone would like to make as much money as they can, but not everyone can wait to find the
highest paying job.

What are your realistic salary expectations?

How can you demonstrate to potential employers that you're going to produce a lot
more money that you're being paid?

LLOYD CORDER, PH.D. -



I TIP #5

Send a Handwritten Thank-you Note

If it’s easy to do, it’s easy to disregard. If you want to stand out, make the extra effort. Sending an email is
nice, but sending a handwritten thank you note is much better, because most people don’t get very many of
them and a lot of people like to keep them.

Buy a box of cards and get a book of stamps from the Post Office. Then, write as many as you can, especially
whenever someone does something nice for you. If they give you a referral, send them a note. If they give you
a phone or online interview, send them a note. If you're sending out a handful every day, you're on the right
track!

Who should | send thank-you cards to?

What is the process for quickly and easily sending thank-you cards?

LLOYD CORDER, PH.D.
CORCOM-INC.COM




Dr. Lloyd Corder is a leading marketing strategist, researcher and seminar
leader who has helped hundreds of organizations figure out how to more
effectively sell their products, services and ideas.

He is president and CEO of CorCom, Inc., a successful marketing and
research consultancy. Previously, he was a vice president for Ketchum, one
of the world’s largest public relations firms.

He has consulted with ABB, Alcoa, Allegheny County Department of Human Services, American
Iron & Steel Institute, Audubon Institute, Bayer, Commonwealth of Pennsylvania, Dunlop Tires,
Duquesne University, FedEx, GlaxoSmithKline, Greater Pittsburgh Convention and Visitors
Bureau, Heinz, Highmark Blue Cross Blue Shield, Kings Family Restaurants, LG, MSA, National
Aviary, Pizza Outlet, Point Park College, PPG Industries, Quaker State, Sprint, UPMC, Vatican
Museums, Viking Freight Systems, Wendy’s, Western Union, WQED Pittsburgh, Xerox and
many others.

He has completed over 2,000 marketing research projects, written over 100 business articles and
has had his research findings appear in over 200 newspapers and magazines.

He is an adjunct professor at the top-rated Tepper School of Business at Carnegie Mellon Univer-
sity as well as on the communication faculty of the University of Pittsburgh. He holds the M.A.
and Ph.D. degrees in communication from the University of Pittsburgh and a B.A. from the
University of Kansas.
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