Career Corner

Your Numbers Don’t Add Up

Misrepresenting facts is a key cause for loosing
the job opportunity. Its all a numbers game when
it comes to selling yourself on the resume.

by Robert Meier

C.nnlwtumn for that once-in-a-lile-
tirne opportumty often tempts job
seekers to inflate their results to attract
the hiring manager, but watch out
ol the most damaging decisions you can
make 1s misusing numbers in your re-
sume. In [act, its become so common
for job seekers to use phony statistics
that recruiters have become skepiical
And il they're not totally convinced, its
likely they will dismiss your accom-
plishments as soon as they see them.
Most job seekers think a typo in their re-
sume 1s a greater threat o winning the
joh offer than embellishing their accom-
plishments. Not so. Odd-looking num-
bers raise red [lags much quicker than a
grammatical laux pas, and once a [lag is
raised—game over,

one

Big Numbers Can Lead to
Bigger Problems

Staustical claims are impornant o delining
value, but prolessionals can sink their
chance ol winning an interview by using
confusing or outrageous numbers. Every-
one knows that building a positive impres-
sion in this difficult job market takes
awesome accomplishments. They realize,
like professional baseball players, they
need 1w put up big numbers o stay em-
ployed Tts all in the stats they're told. i.e
the bottom line, the ROL the profits. Its
this push for outlandishly big results that’s
the root cause of bad numbers, Although
its true that percentages and quantities
mitke hiring managers take notice and
stunning statistics can elevate your value,
bur embellishing is just a lancy word lor
Iving, Dont kid yoursell, hiring managers
are so sensitized to this problem that even
a hint of fiction will cause them to trash the
candidate rather than nsk their reputation
on someone they may have doubts about

To make sense of your numbers, don’t
make these mistakes,

First, don't be a victim ol the benign ac-
cident. This is where a candidate
meant something else when they
said they grew revenues by 1,000 %
in 30 days,

Secondly, don't buy into the lie that
goes like this: Candidate X says to
himself; well my company recently
closed, so really it doesnt matter
what | say because they can't con-
firm the facts.

You'd be surpnsed how obvious it is
to spot someone misrepresenting his or
her accomplishments. Either validate
your numbers or don't use them. Better
yet, use numbers you can confirm, The
secrel 1o using numbers properly is 1o be
conservative enough so that you can
look an interviewer in the eye with com-
plete confidence that your staustics are
valid. Your confidence will often carry
the day and help a reviewer trust you

The [ollowing real-life example is not
so much misrepresenting a result as it is
using a result that may not make any
sense 10 the reader
Example #1 Susan B is an impres-

sive sales prolessional, who is a
Business Development Manager
(BDM) for a business center. In talk-
ing with her 1 learned the achieve-
ment th' was most pl’i"—‘le UI was
that she had “increased price effi
ciency of current clients from 69%
to 90% in a 5 month period.”

Problem Yet, when | showed that in-
[ormation to others in her field, no
one understood what she meant by
price efliciency

When 1 met again
rewrite her resume, | brought up her “ef-
ficiency” statement and learned that she

with Susan to

was a better negotiator than anybody
else in the company. When she signed a
new chient for office space, she negotiat-
ed the price based on square footage, of-
fice amenities and length ol contract
She excelled in getting the customer’s
signature on the doued line. While
other BDMs quickly capitulated to win
business, she was able to convince the
client to buy without going below 90%
ol list price (which is what she meant by
price efficiency)

So her resume rewrite highlighted those
abilities as follows:

“To maximize profits, | close
deals within 10% of list price, the
current corporate standard is 69%
of list, the difference of closing
deals at 90% have increased gross
profit to my company by $5 mil-
lion during the past 5 years.”

Her original statistics were valid but
unclear. She thought she would explain
price efliciency in the interview. She
needed Lo clearly communicate her value
in her resume first, m a way that didn?t
take extra explanation. Not only was the
clearer explanation of the 90% price efli-
ciency important. but the bottom line
impact to her company was that $5 mil-
lion. Now she could be pre-sold before
she ever went to the interview

Another way to blow the numbers
game 1s to apply a statistic to the wrong
fact
Example #2 Joe, is a genius. By age

28 he was a Product Manager for a
Baby Bells DSL high-speed Internet
service. When we met, he had job-
hopped three new positions be-
tween that job and his most recent
role which is Director of Marketing
for a smaller, privately held commu-
nications company




Business Marketing
Association

What Joe was most proud of was increasing brand aware-
ness 376% in 12 months. Great. right? Nearly quadrupled
his companys brand awareness i a year. Only problem,
defining brand awareness is difficult even for major corpo-
rations with large marketing departments. To say that you
increased brand awareness 376% lor a small. privately held
company that no-one has heard of, is a little like claimmg
that my apple 15 20% more crunchy than your apple, imer-
esting, but hard to prove

Even though brand management, brand extensions. and
brand awareness are impurt;mt ISsues L0 corporale America,
you can' use hot ideas as magical key words 1o open the
door ol opportunity. When the senior vice president ol mar-
keting asked Joe what he did to expand his companys brand
awareness he learned that Joe was able to get eight articles
published m trade journals and newspapers, an increase
from the company’s two previous press mentions. He sug-
gested that was brand awareness. Joe didn'l mean to cross
his wires between brand awareness and press mentions
(which he did quadruple), he just didnt know what was the
right thing to call his success, so he made a classic mistake
and used and exaggerated number 1o deline an accomplish-
ment.

What you can do
Provide enough content in the resume to explain vour
accomplishments clearly:

Have someone read the resume and conlirm that it is per-
fectly clear. Don't assume that you're speaking to a knowl-
edgeable audience that understands what you mean. Your
resume might be reviewed by someone who refers the
‘keepers” 1o a boss, so using esoteric jargon can easily con-
fuse them

Use honest numbers and validate vour claims with enough
substantiating information that the reviewer believes your
stalements,

At the end ol the day, your numbers will either sell or sink
your chances of winning the job offer. Don't be alraid 1o use
them liberally, just remember they can't be over the top fab-
rications or vague generalizations, They must have the
weight ol validity thai is the resull ol explaining how you ar-
rived at your results. W
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