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P M I  N J  N E W S  

H O W  T O  A S K  F O R  A  R A I S E — A N D  G E T  I T !  

B Y  D E B O R A H  W A L K E R ,  C C M C   

When was the last time you asked for a raise? If 
you are like most people, you waited until you 
were frustrated, angry, and resentful. Not the best 
frame of mind for trying to make a positive 
change. You probably made some critical mis-
takes. You may have: 

• Made your appeal based on emotion  

• Given your boss an ultimatum 

• Failed to plan ahead what to say figuring you 
could just “wing it” 

And how did that strategy work for you? Did you 

get everything you hoped for? Probably not.  

There is a better way to ask for a raise that doesn’t 
involve emotions, ultimatums, or even slamming 
doors. The answer is planning. Be prepared with 
objective documentation that proves beyond doubt 
that you deserve a raise, and have a strategy that 
puts that information forward in the best possible 
light.  

1. Research salary surveys.  

If you suspect your current earnings are below 
(Continued on page 7) 

Every year the Symposium Planning Team of 
chapter volunteers selects a theme for the upcom-
ing event to help us gain a unique focus on the 
multidimensional space of project management. 
For the 2007 event, the team selected “Sustainable 
Project Management – The Future is Now!”. The 
concept of sustainability seems to be a new busi-
ness buzzword. Our 2006 International Project 
Management Day event introduced the concept to 
attendees through John Cusack’s presentation, 
which is available on the chapter web site 
(www.pminj.org) – just click Programs, then 
Meeting Notes, and scroll down to 11-2-06 to 
download it (among other presentations from that 
event). 

Inevitably, every year at this time, I suddenly start 
noticing how our symposium theme is every-
where! This year is no exception. I am writing this 
in early February as I travel for business. I wanted 

to share with you what caught my eye, to get you 
thinking about sustainability too, as a citizen of 
Planet Earth and as a project manager. 

An article in the International Herald Tribune was 
entitled “How true-blue are newly ‘green’ firms?” 
Business leaders at the Davos World Economic 
Forum were discussing how to adapt their opera-
tions and their image to address climate change. 
One matter was to ensure that efforts are more 
substantial than just green marketing. It turns out 
that for several major energy companies, the ad-
vertising image is totally focused on environ-
mental credentials, but the operational expendi-
tures tell a different story.  

Reducing harmful emissions from cars and planes 
and electricity generation are all efforts that need 
to continue and grow to have true impact. Have 

(Continued on page 5) 

S U S T A I N A B L E  P R O J E C T  M A N A G E R — T H E  F U T U R E  I S  N O W !  
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Do you have Time? 

What’s on your mind?  Family, bills, ap-
pointments, chores, tasks, responsibili-
ties, …  The amount of information you 
are managing in you mind is unlimited 
and uncontrollable. 

I am reading Getting Things Done by 
David Allen.  This is a project time man-
agement book.  Your major actionable 
commitments involve time, stuff, and 
actions.  To manage your commitments, 
David Allen proposes a 5 step process: 
collect, process, organize, review, and do.  
It is the collection process that provides 
the greatest benefit to accomplish all of 
the other steps.  And collection means to 
store the items anywhere except in your 
head.  This major point agrees with train-

ing that I attended several years ago “Be 
Here Now”. 

Individuals must realize that being effec-
tive involves a concentration on specific 
actions.  Therefore, a clear mind is the 
first step.  Before engaging in an activity, 
record all the thoughts and concerns that 
are currently cluttering your mind.  Now 
you are ready to concentrate on the action 
of the moment.  If other people are in-
volved, also have them perform the same 
flushing of their obstructions.  With the 
reassurance that everything of concern 
has been recorded for future action, an 
individual is free to fully participate. 

When project participants can concentrate 
to determine the project requirements and 
the appropriate next action steps, the pro-

ject objectives can be managed with ac-
tionable steps.  The required project stuff 
can be clearly visualized, organized, and 
processed only once. 

By now you should be mindless, at least 
nothing on your mind.  Also, remember, 
that one tool does not fit all.  Try differ-
ent means to accomplish the same end 
and feel comfortable with the tool that 
you choose.  Then remember, that change 
is good.  Be receptive to try alternatives 
to the path you choose. 

John Bufe 

P R E S I D E N T ’ S  M E S S A G E  

Please remember to update 

your mailing address at 

www.pmi.org. 

We partner with you to ensure you have all the content required including 

knowledge-areas and processes. 

We partner with you to learn tricks and tips of taking a multiple-choice exams.  

We partner with you to ensure that you know how to approach the exam, in-

cluding the application completion process. 

We partner with you to ensure you have a personal plan that will lead to your 

success!   Register today!  

Our Team Approach to the PMP® Prep course has been 100% successful.  Attend the 
course, follow the plan, and get your PMP®.  RESERVE NOW!   

P R O J E C T  M A N A G E M E N T  
C E R T I F I C A T I O N   

T H E  O U E L L E T T E  

150 JFK Parkway,  

Suite 100 

Short Hills, NJ 07078 

Phone: 973-847-6015 

Fax: 908-604-6707 

E-mail: Info@OuelletteGroup.com  

Register today! Men-
tion this ad for $100 off 

the April 2007 class!  
Code:  PMINJ0107 

This is your next step toward a more success-
ful career! We work with you to create your 
individual plan of attack. In just 5 weeks, 2 
evenings/week, you are fully equipped to pre-
pare for and pass the exam.  

Come join the team and 
partner with us for your 

success!  

www.OuelletteGroup.com 



T H E  M O S T  I M P O R T A N T  F A C T O R  F O R  P R O J E C T  S U C C E S S  

V I J A Y  A L U W A L I A  
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It is not surprising when asking project 
managers on what they considered to be 
the most important factor in ensuring 
process success that the following re-
sponses were frequently offered: 

• Scope and requirements defined and 
agreed to; 

• Communication with stakeholders; 

• Availability of resources and; 

• Risk analysis and mitigation. 

Success is indeed very much dependent 
on such factors however I would like to 
offer another that is far more critical and 
impacting: a senior sponsor that is en-
gaged with the project. 

As I substantiate this, I will make the 
grandiose assumption that the project you 
are working on is of value to the com-
pany (i.e. supports the business goals) 
and that you are not trying to make pro-
gress on project 178 of the 281 projects 
in the pipeline (i.e. a project that has 
evolved out of nowhere as many do, and 
that no one knows why you are doing). 

In the scenario where a project is in its 
infancy and initial analysis is underway, 
a senior sponsor taking center stage and 
communicating the importance of the 
initiative has huge importance. People 
get a feel of the significance of the pro-
ject to the future of the company. Indi-
viduals get excited and motivated and 
seek ways of being part of the initiative.  

Over the next few months, cross func-
tional resources are committed to the 
project and a steering committee is estab-
lished. A dashboard report is published 
periodically to the senior management 

team. The project is well underway, and 
as the project manager, some sleepless 
nights follow. All of a sudden the 
dashboard report indicators turn from 
green to yellow to red. The project grinds 
to a screeching halt. Your dreams of pro-
motion remain a distant dream and you 
wonder where it all went wrong. 

Having been part of such projects and 
indeed been in the driving seat on some, I 
have taken the time to analyze factors 
that would have helped maximize suc-
cess. It comes down to having an en-
gaged senior sponsor. But you may say 
that a senior sponsor existed in the sce-
nario above. Yes, but not an ‘engaged’ 
senior sponsor. Having an engaged senior 
sponsor means all of 
the following: 

Being accessible 
(they are available to 
discuss important 
issues, make time for 
developing relation-
ships and constantly 
remind the team of 
the projects impor-
tance); 

Removing barriers 
(beyond your sphere 
of influence) that im-
pede success and pro-
actively doing so; 

Making tough deci-
sions (taking a stand 
on a course of action 
and saying no when 
needed); 

Challenging your 
thinking and approach 

(be it on progress, problem solving, risk 
management or other topics);  

Cracking heads when required (at those 
times when senior managers across the 
company decide to disengage – be it ego, 
politics, frustration or competing priori-
ties. We have all seen this occur and 
needed help). 

Aha, this looks familiar you say. These 
are some of the things that we do as pro-
ject managers. That may well be true, but 
the senior sponsor helps you and the pro-
ject along at that executive 50000 foot 
level. 

Vijay Aluwalia is Principal at VARUNE, 
vijay@varune.com  
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Common definitions of “risk” describe it 
as an uncertainty which if it occurs would 
affect one or more objectives. These two 
dimensions of risk (uncertainty and its 
effect) are commonly called “probability” 
and “impact”, though other terms are used. 
Deciding the importance of a particular 
risk requires assessment of these two di-
mensions, as well as other characteristics. 

The most basic risk assessments often use 
descriptive labels for probability and im-
pact, such as High, Medium and Low. 
This would mean that a risk which is not 
very likely to happen but which would 
have a major effect if it occurred could be 
described as “Low-High”. While this 
practice is very common, it can lead to 
significant misunderstandings. For exam-
ple if I tell a colleague that one of my 
risks was assessed as Low-High, she has 
no way of knowing exactly what I mean. 
When I say “Low probability”, do I mean 
that the risk has a one-in-a-million chance 
of happening, or do I use this term to 
mean <50% ? In the same way, does 
“High impact” mean a total disaster lead-
ing to loss of the business, or does it mean 
a delivery delay of one month? 

The usual solution to this potential prob-
lem is to define scales for probability and 
impact for a particular situation, and to 
insist that all risk assessments of this 
situation use the same scales. So everyone 
assessing risks to a specific project might 
agree that “Low probability” will mean 
10-30%, and that “High impact” will 
mean more than 12 months schedule 
change or >$100,000 cost change. 

This raises a couple of important ques-
tions: who defines the scales, and how? 

Definitions of probability and impacts are 

an expression of the risk threshold or risk 
appetite for a particular project or business 
situation. This means that they should be 
defined by the person who owns the ob-
jectives which are at risk. For a project, 
this means the project sponsor in discus-
sion with other key stakeholders. For a 
business decision the responsible manager 
must determine where to set the risk 
threshold. 

This still leaves the question of how to set 
the numbers. Probability scales are easy to 
define, by simply dividing the 1-99% 
range into several sections. Impact is more 
difficult. Who is to say whether a delay of 
one month represents a mere inconven-
ience or a total disaster? Would saving 
€50,000 be a triumph or just a pleasant 
surprise? 

The process for setting the impact scale 
for threats is for the responsible person 
first to decide how much impact would be 
completely intolerable, describing this in 
terms of each key objective (e.g. time, 
cost, performance, reputation etc.). These 
values are associated with the top impact 
scale point (such as Very High). The low-
est scale point (for example Very Low) is 
addressed next, setting this to a level of 
impact which is regarded as negligible. 
Intermediate scale points (e.g. Low, Me-
dium etc) can then be set between these 
outer limits. 

Once the threat scales are set, they can be 
inverted to form scales to be used for as-
sessing opportunities. This simply re-
quires treating impacts as negative for 
threats (lost time, additional cost, dam-
aged reputation etc), and as positive for 
opportunities (saved time or cost, en-
hanced reputation etc). Alternatively an 

organisation may decide to define specific 
opportunity scales which differ from 
threat scales. 

Defining probability and impact scales in 
this way allows everyone assessing risks 
to use a common framework. My “Low-
High” can then be understood by all my 
colleagues, and it will mean the same as 
their “Low-High”. All the risks within a 
particular project or business situation will 
be assessed using the same definitions, 
allowing us to rank them by their relative 
importance. This simple definition process 
answers the question “How high is 
High?”, and makes sure that we are all 
speaking the same language when assess-
ing our risks. 

To provide feedback on this Briefing Note, 
or for more details on how to develop 
effective risk management, contact the 
Risk Doctor (info@risk-doctor.com), or 
visit the Risk Doctor website (www.risk-
doctor.com). 

H O W  H I G H  I S  H I G H  ?  

D R  D A V I D  H I L L S O N  P M P  F A P M  

Advertising Rates & Sizes 
$400 - Full Page  $100 - Qtr Page  
$200 - Half Page  $60 - 1/8 Page  
10% off if 4 ads are prepaid 
Deadlines for 2007 
Summer - June 1, 2007 
Fall - Sept. 1, 2007 
PMI NJ News email address: editor@pminj.org  
Please submit articles in MS Word. rtf or plain 
ASCII text. Graphic files should be in either 
JPG, GIF or MS Publisher format. If you have 
questions, send an email to: editor@pmi.org. 
All members are invited to submit articles, 
meeting reviews or other items of interest for 
publication in the newsletter. 
PMI NJ is not responsible for the content or 
quality of any advertisement included in this 
newsletter. Also, this is not an endorsement of 
any product, service or establishment included 
in the newsletter. 
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you noticed how you sit at the airport 
lounge longer before getting on a delayed 
flight or even sit in the plane on the tar-
mac and told it is to avoid wasted air fuel 
usage from holding patterns when air traf-
fic is backed up (as it is in-coming to 
Newark daily)? Auto makers are focused 
on designing eco-friendlier cars. Energy 
companies are seeking to develop cleaner 
energy (with fewer harmful byproducts). 
Many of the methods currently under in-
vestigation are in their infancy, e.g., car-
bon-capture technology, coal-to-liquids, 
large-scale sequestration (storing carbon 
dioxide underground rather than released 
into the air), hydrogen-fuel cells, etc. 
Imagine all the R&D projects in progress, 
followed by feasibility studies and imple-
mentation plans!  

One reason we might have heard less 
about this than project managers in other 
countries is that according to a recent 
Price Waterhouse Coopers study it turns 

out that fewer chief executives in the US 
are concerned about global warming as a 
concern for their business or say they 
have invested to deal with the threat of 
global warming, compared to CEOs in 
Asia, Europe, or Latin America. This is 
why I believe “The Future is Now!” is so 
pertinent. In the New York Times this 
morning the headline reads “Global 
Change – From Doubt to Certainty”. Our 
Symposium Planning Team is ahead of 
the curve and wanted our chapter mem-
bers to hear about the issues, see the op-
portunities, and start thinking about how 
in their planning and risk management 
they can be involved in helping address 
one of the big issues of our time. 

But no issue is too small. As project man-
agers, we can help in many ways such as 
minimizing the unnecessary use of paper, 
avoiding unnecessary travel, and more. 

Another article I saw addressed sustain-
ability in product design: books printed on 
recycled paper, compact packaging for 

gadgets, recyclable mineral water bottles, 
and the list goes on. Design is one step, 
but product manufacturing is another. 
Emerging focus is on “the triple bottom-
line”, slightly different than our PM triple 
constraint, it refers to sustainable develop-
ment by balancing social, environmental, 
and economic factors. 

And the focus is not just in business. In 
the October 2006 issue of National Geo-
graphic magazine there was an essay 
about national parks and the global debate 
about how balance short-term needs and 
long-term ideals in how parks are created 
and managed. 

In my current work environment, our dis-
cussions of sustainability are about staff-
ing and resource management. Many In-
dian IT workers aspire to come to the US 
to work for higher salaries, making the 
economics of offshore resourcing of IT 
projects non-sustainable. Hence, it is be-
coming understood it is not the low cost 
of resources offshore, but the need for 

(Continued from page 1) 
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efficiencies in offshore IT operations, that 
will provide the economic benefits. Again, 
the social aspect is that the offshore opera-
tions constitute a training ground effec-
tively to a trend of losing the higher-
skilled members of those teams to US and 
European onsite IT work. 

Hopefully I have you thinking about what 
sustainability means to you more and if 
you haven’t yet registered for the May 7, 
2007 PMI NJ Regional Symposium where 
we will have presentations about these 
topics as well as others, you will do so 
soon! P.S., In the spirit of sustainability we 
are only providing online registration this 
year at our web site. 

See you there! 

Aita Salasoo VP, Symposium, PMI NJ 
Chapter, symposium@pminj.org 

(Continued from page 5) 
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J. Kent Crawford, of PM Solutions presenting a copy of his book "Optimizing 
Human Capital with a Strategic Project Office" to a lucky door prize winner 
at the February PMI NJ meeting. 
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H O W  T O  A S K  F O R  A  R A I S E  ( C O N T )  

average for your industry in your state, 
verify your suspicion by checking out 
salary surveys. Your state employment 
service agencies probably provide a salary 
survey for your industry. Average earn-
ings can vary greatly from state to state, 
so be sure to get information that is appro-
priate for your area or region. Make cop-
ies of any salary surveys you find.  

Additionally, if you suspect your earnings 
are low within your own company, ask 
your human resources representative if he/
she can provide the normal salary scale for 
your position. Ask for a copy if possible.  

These two documented sources will help 
support the fairness of your request for a 
raise. By providing a rational argument 
and proof of competitive salary in your 
request for a raise, you’ll increase the 
likelihood that your boss will say yes. 

2. Prove your worth. 

Fairness alone won’t convince your boss 
you deserve a raise. You’ll need docu-
mented proof that illustrates your contri-
butions to your organization. If you are 
waiting for your boss or supervisor to 
notice what a great job you are doing, 
forget it. No one is paying that much at-
tention to you. It’s up to you to prove how 
much you are worth—literally. 

The best time to begin documenting your 
accomplishments is in your first week of 
employment. Keep a weekly journal of 
what you’ve done that proves such things 
as: 

• Creating revenue opportunities 

• Discovering costs savings  

• Helping a coworker meet or beat a 
deadline 

• Developing a better process 

• Completing tasks ahead of time 

• Generating good will with clients or 
customers 

Use your list of accomplishments to up-
date your resume, featuring a “Highlight 
of Accomplishments” section that illus-
trates the positive impact you’ve had on 
your company. An updated resume is your 
most convincing evidence that you de-
serve a raise. It will also put your boss on 
the alert that you are ready with an up-
dated resume when a recruiter calls or 
when the right career opportunity presents 
itself. 

If you don’t have a record of your accom-
plishments and contributions, you are not 
ready to ask for a raise. A career coach 
can be a valuable asset in helping you 
compile your list of accomplishments. 
Trained in the art of asking the right ques-
tions, a career coach can help you quickly 
identify the contributions you’ve made to 
the company. This will build not only 
your case for a raise, but your confidence 
as well.  

3. Plan your strategy. 

Too often, people don’t think about what 
they’re going to say until they’re actually 
in their boss’ office. That’s too late. You 
have to plan your strategy in advance, just 
as you would plan any business project. 
It’s the only way to succeed.  

With copies of salary surveys and salary 
scales, you’ll have quantifiable evidence 
that your request for a raise is a reason-
able one. And you’ll be able to back that 
up with a strong list of accomplishments 
that demonstrates how valuable you are to 
the company. Practicing how you want to 
present your case can be the final key to 
success in getting the raise you want and 
deserve.  

Choose a friend or family member who 
has been in the position of hiring others, 
and ask them to let you practice your re-
quest for a raise. If you’re not comfortable 
with doing that, or if you don’t know 
someone who is a hiring manager, a ca-
reer coach can help you craft your presen-
tation.  

A career coach has real-world experience 
in hiring and decision-making, so they’ve 
been in your boss’ shoes. They can pro-
vide you with strategic tips that will help 
you win over your boss—or provide you 
with a way to keep the negotiations open 
even if your initial request is denied. Cre-
ating a strategy with a career coach will 
give you guidance on how to ask for the 
raise, how to present yourself, and how to 
close the deal.  

Once you have your documentation, your 
accomplishments, and your strategy in 
hand, you’ll be ready to approach your 
boss with confidence. And you’ll be well 
on your way to getting the raise you have 
truly earned.  

 

Deborah Walker, CCMC, Career Coach ~ 
Resume Writer 

Find more job-search tips and resume 
samples at: www.AlphaAdvantage.com. 

(Continued from page 1) 

Fairness alone won’t convince your 
boss you deserve a raise. You’ll need 

documented proof that illustrates your 
contributions to your organization. 
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Mission Statement: 

Facilitate Networking among PMI/NJ 
members to support their personal and 
professional growth. 

Goals: 

• Provide programming that meet the 
TOP [Teach, Opportunities and Prac-
tice] criteria:  

• Teach the art of networking 

• Exposure to Career or Business Op-
portunities 

• Allow participants to practice their 
networking skills  

History: 

The Career Networking Group [CNG] 
was formed in late 2004. Some PMI-NJ 

members wanted a more structured venue 
to talk and connect with other members. 
From that need the CNG was born. In 
September of 2006 the group took on a 
new look and feel. The session is held at 
5:30 pm before the monthly PMI-NJ Din-
ner program. The program is structured to 
allow more effective networking. The 
meeting format has three segments: (1) to 
teach networking, (2) to expose the audi-
ence to career opportunities and (3) to 
allow the audience to practice networking.  

The Numbers Tell the Story: 

The topics presented from September 
2006 until February 2007 have covered; 
What is Networking, Determining the 
Wants, Needs and Desires of Others, a 
presentation on Linkedin.com, Creating a 

Killer Resume and the Dos and Don’ts of 
Interviewing. We have seen a consistent 
rise in the number of people attending 
each event. The average number of par-
ticipants is approximately 60. The average 
ratings for the topic and speaker are 3.9 
and 3.7 respectively out of a possible 4.  

The team members that have made this 
possible are Sabina Margeton, PMP, 
Ramnik Vandra, PMP, Bhaskar Das-
Gupta, PMP Graham Wisdom, PMP, Mil-
dred Waale, PMP and Colin Dino, PMP. 
The leader of the group is Barbara A. 
Fuller, PMP the Founder and President of 
Process and Project Solutions, Inc.  

If you would like to join this dynamic 
team contact, Barbara at 
bfuller@processandprojectsolutions.com. 

I N T R O  T O  T H E  N E T W O R K I N G  L O C A L  I N T E R E S T  G R O U P  

At the 2005 PMI –New Jersey Sympo-
sium, Stephen Kuprel, the Pharmaceutical 
Significant Interest Group (SIG) Vice 
Chair of programs, and me, a Pharmaceu-
tical SIG Appointed Officer, were work-
ing at the Pharmaceutical SIG table. We 
started to discuss the need for local phar-
maceutical groups, and with those first 
thoughts, the Pharmaceutical Local Inter-
est Group (LIG) initiative and the NJ 
Pharmaceutical LIG were born.  

The NJ Pharmaceutical Local Interest 
Group (LIG) is a group of local pharma-
ceutical project managers that meet to-
gether every quarter to discuss project 
management techniques as it applies to 
the pharmaceutical industry. The group 
consists of members in all areas of the 
pharmaceutical industry including valida-

tion, clinical trials, IT, LIMS, R&D and 
more.  

The meetings are typically held quarterly, 
on the 2nd Tuesday of the 2nd month in 
that quarter. The next meeting will be on 
May 22nd, it has been moved because of 
the PMI-NJ Symposium on May 7th. The 
meetings start at 6:00 PM, and consist of a 
networking session, a review of group 
business, and a speaker presentation. The 
speaker discusses general Pharmaceutical 
project management techniques. Our first 
speaker was Stephen Weil who discussed 
Risk Management techniques, and the last 
speaker was Dr. John Sun, PMP who dis-
cussed Time Management techniques. 

The attendance at the meetings has been 
growing, and we have a high percentage 
of members who are volunteering with the 

LIG. The group is driven by a desire from 
the members to learn from each other, and 
expand their project management skill set 
by discussing different techniques with 
the group. 

We are always looking for people to assist 
at the meetings, such as speakers, spon-
sors and locations for the meetings, and 
authors for our newsletter articles. For 
information on the NJ Pharmaceutical 
LIG or to volunteer contact: 

MarkTaras@gmail.com 

For information on the Pharmaceutical 
SIG contact Stephen Kuprel at Pharm-
SIG@comcast.net.  

For information on starting a LIG in New 
Jersey for any SIG, contact Judy Balaban 
at judy.balaban@dowjones.com 

I N T R O  T O  T H E  N J  P H A R M A C E U T I C A L  L O C A L  I N T E R E S T  G R O U P  
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C R E A T I N G  A  K I L L E R  R E S U M E  

The mission of the PMI-NJ Career Net-
working Group {CNG} is “Facilitate Net-
working among PMI/NJ members to sup-
port their personal and professional 
growth.” 

On January 16th the attendance and re-
sponse from the Standing Room Only 
crowd said we met that goal. John Hadley 
interacted with a lively crowd on the sub-
ject of the “Killer Resume”. Starting with 
this edition, of the PMI-NJ Newsletter, 
the CNG will be sharing with all of the 
members of the NJ chapter a synopsis of 
the speaker event. It will not substitute for 
the live interaction with the speaker and 
other attendees but is intended to give you 
a sense of the quality of programming that 
is being provided to you as a NJ-PMI 
member.  

Q. What is the purpose of the resume? 

A. You should think of your career search 
as a marketing campaign. Your resume is 
your sales brochure, designed to grab a 
hiring manager’s attention, to get them 
interested in meeting with you.  

Q. What are the key elements of the re-
sume? 

A. The first critical element is the descrip-
tion of the package you have to offer, 
which frames how someone even reads 
your resume. This is not to be confused 
with an “Objective”, which typically isn’t 
worth much, because it’s about you. It’s 
much more powerful to present a profile 
that communicates your objective in 
terms of the benefits you bring to that 
position and your target employer. Other 
key elements include Experience, ex-
pressed as Accomplishments with Metrics 
(what results did you achieve for your 
past employers?), Education, Skills, 

Awards, Societies/Group membership 
(expressed in terms of what contributions 
you made to those organizations, or lead-
ership positions held), and of course, Con-
tact information. 

Q. Is there a standard number of pages for 
a resume? 

A. Don’t hesitate to go to two pages if 
you have critical information to commu-
nicate that requires more than one page. 
In fact, if you have been working longer 
than 10 years, having only a one page 
resume may lead to questions as to why 
you have so few substantive accomplish-
ments in your career. Never go longer 
than two pages. 

Q. I have heard that there are some tricks 
that a candidate 
can use when 
they are sending 
their resume so 
that it will get 
more hits? 

A. Yes, most lar-
ger companies 
will use some 
type of ‘electronic 
scan’, so to take 
advantage of that 
by making sure 
you cover all of 
the key words for 
your profession in 
your resume. You 
can even include 
a ‘key words’ 
section at the end 
of the resume. 
One trick is to set 
up that section 
with a white font, 
so that it doesn’t 

show up when the resume is printed. 

Q. What do you believe are the worst 
mistakes that candidates make on their 
resume? 

A. The worst mistake is for a resume to 
have grammatical or spelling errors, or to 
look sloppy. Remember that this is the 
first work product of yours a hiring man-
ager will see. They will draw immediate 
conclusions about whether they can trust 
the quality of your work, based on what is 
shown in your resume.  

Q. Do you recommend a Functional or 
Chronological resume, and why? 

A. Hiring managers are used to seeing 
chronological resumes, and therefore are 
generally a little bit suspicious of func-

(Continued on page 11) 

Continued on page 11 
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As the New Jersey Chapter membership 
continues to increase and the location of 
these individuals is becoming widely dis-
tributed throughout the state, we are look-
ing for ways to assist all members in at-
tending the monthly meetings. As a result, 
one survey was conducted last year to 
determine preferred site locations and 
another one this year to obtain the level of 
interest in participating in videoconferenc-
ing sessions and to find out which areas 
would be the most popular for viewing 
these live meetings. This second survey 
included the following results: 

• 74% of the 167 people who re-
sponded to the survey would be will-
ing to go to a remote location to view 

a video conference of a monthly 
meeting 

• 11% indicated that they may attend a 
videoconference 

• 15% rather view the meeting at the 
main meeting location 

Based on the above statistics, at least 85% 
of the survey participants were possibly 
interested in traveling to a remote location 
to view the monthly meetings. This seems 
to indicate that there is a strong interest in 
the chapter providing the meetings simul-
taneously in other areas. Looking at the 
statistics from a combination of the two 
surveys, there is a need to reach out to not 
only to the usual sites for these meetings 

(Randolph/Morristown/Newark/
Whippany areas, Warren/Somerset/
Bernardsville/Basking Ridge/Bridgewater 
areas, and Woodbridge/Edison/South 
Plainfield/East Brunswick/Piscataway/
New Brunswick areas) but also to those of 
you in: 

• South Jersey/South of Raritan River/
Tinton Falls/Red Bank/Middletown 

• Princeton area 

• Bergen County 

To keep the costs to a minimum and to 
also accommodate these individuals, we 
are currently investigating the possibility 

(Continued on page 13) 
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tional resumes. Still, there are instances 
where functional may be better, such as 
when you are trying to change careers, or 
your most relevant experience is not in 
your most recent job. Another approach is 
to use a chronological approach, but to 
precede the experience section with se-
lected accomplishments most relevant to 
this particular position. 

Q. What can a candidate do to grab the 
reader’s attention? 

A. Use the opening profile section to 
communicate clearly what you can do and 
have done to meet this potential em-
ployer’s needs. Emphasize the solutions 
you can provide, or challenges you can 
help them overcome. 

Q. Back to the format of the resume; what 
about omitting dates? 

A. The omission of dates might signal that 
you are hiding something, particularly 
your age. Many recruiters and employers 
are suspicious of resumes that omit dates 
for just that reason. It may also raise ques-
tions as to whether the experience you 
have in a particular area is recent. How-
ever, there is no reason to necessarily 
show all of your past experience – the last 
10-15 years are the most relevant. Show 
less about prior roles, and if very old roles 
add nothing substantive to the body of 
experience that will sell you for the next 
job, you can omit those. 

Q. When sending a resume, is the cover 
letter important? 

A. It is very important. It signals that you 
are serious about the position. Even if a 
hiring manager doesn’t read the cover 
letter, I can guarantee you he or she no-
tices whether or not one is included. 
Things to include in the cover letter: Why 
you are specifically interested in that com-
pany/job and exactly why you would 
make a great addition to their team. Give 
results statements about your experience 
relevant to this position. State dates that 
you are available to meet – write the letter 
assuming you will get a call back. Close 
with a professionally persistent statement, 
such as, “I will follow up with you on 
[date] to set up a meeting.” Above all, be 
professional. 

(Continued from page 9) 

(Continued on page 13) 
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I N C R E A S I N G  M E E T I N G  A C C E S S I B I L I T Y  ( C O N T )  

of webcasting the sessions to a general 
meeting location in each of these areas 
and searching for companies which would 
be willing to host one or more sessions. 
The attendees at each of these remote lo-
cations would be in a conference room in 
which a computer is connected to a pro-
jector so everyone in the room can see and 
hear the webcast. In order to be able to 
control the question and answer session 
with some of the audience being remote, 
all questions and answers would be at the 
end. We now need your help in finding at 
least one company or organization in one 
of the above three areas to help us trial a 
webcast. If someone wants to attend a 
webcast, that individual will need to regis-
ter for this session through the on-line 
registration system. That way, we will 
have a registration list ahead of time and 
hopefully we can avoid any surprises. 

Also, the number of attendees will be lim-
ited initially to 50. Please send an e-mail 
message to Linda Glickman at pro-
grams@pminj.org if your firm would be 
willing to host one of these sessions and 
whether you would be able to work with 
your organization to make this possible. 
In addition, if you would like to help or-
ganize this, please let Linda know of your 
interest. 

(Continued from page 10) 

Q. What if you have the name of a higher 
up in the company like the CIO or CEO? 
Should the candidate send them a cover 
letter with a resume attached? 

A. Many higher ups have gate keepers who 
are instructed to send communications that 
contain a resume directly to HR. That 
would mean that neither your resume nor 
your cover letter would be seen by them. A 

(Continued from page 11) 

better strategy is to write a strong market-
ing letter requesting a meeting, and don’t 
attach a resume. 

Q. Okay, now that the resume has been 
sent, what can a candidate do to secure an 
interview? 

A. Do everything you can to generate a 
contact within the company, who can tell 
you more about the company, its opera-
tions and challenges, and who can get you 
an introduction to the hiring manager or 
someone else in that area.  

John Hadley helps job seekers frustrated 
with their search. He works with profes-
sionals struggling to increase their influ-
ence and visibility at work and in the mar-
ket. John offers a FREE monthly Career 
Tips Email newsletter, as well as a variety 
of other career resources, available on his 
website at www.JHACareers.com or at 
John@JHACareers.com.  

K I L L E R  R E S U M E  ( C O N T )  



PMI NJ c/o Connie Nicholson 
136 Forest Hill Road 
West Orange, NJ 07052 

First Class Mail 
Auto 

U.S. Postage 
PAID 

Bound Brook, NJ 
Permit #274 


