
Episode 12: Recruiting Great PM Talent, Part 1

Elizabeth:

Andrew and Jenny, welcome to the Women In Product podcast. It's great to have you here. Both of you
work for BravePath and are recruiters for all sorts of different companies. And you might want to talk
about that briefly, where you tend to focus your recruiting.

Andrew:

Sure. So BravePath is a company that I started. We actually do both recruiting and coaching. We focus on
product management as well as user experience design and software engineering for product
companies.

Elizabeth:

So Andrew, you started the firm. Talk a little bit about how much you get personally involved in any
particular recruiting activity.

Andrew:

So I call myself founder and principal instead of CEO, which is meant to imply I am hands on. I tend to
personally get involved in more of the senior level roles. Depending on the role and our personal
expertise, sometimes we'll have Jenny and other members of the team do first round conversations and
then I do second, but we're a small firm. So sometimes I'm leading the search myself and sourcing
myself. So I do look at resumes all day long, talk to people about compensation all day long, getting my
hands dirty every day.

Elizabeth:

And Jenny?

Jenny:

Yeah, I'll give you my quick little intro. I've been a product manager for over 15 years. I've worked at big
companies like eBay and Yahoo. I've worked at a bunch of startups as well. I even tried my own for a hot
second. And during the pandemic, I had a midlife crisis and wasn't sure what I wanted to do anymore. I
reached out to my favorite manager, Andrew. We worked together at eBay on the shopping cart and he
told me about this company that he started. So it's been the most rewarding career switch, most
rewarding job that I've ever had. And yeah, it's been great.

Elizabeth:

Great. And you were, I take it, deeply involved in searches for roles at kind of all levels.

Jenny:
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I am, yes. I either do the only interview or I will do the first part of a two-part interview with Andrew or
sometimes on the second part of a two-part interview. And I also do the coaching and resume review
services.

Elizabeth:

Fantastic. So in this podcast, we're really trying to talk about what is a great resume and how should
people think about creating their resumes? So maybe we could start by talking about what you look for
in a product manager. And I'm sure that varies by level, but if you could kind of give a sense. And Jenny,
why don't we start with you?

Jenny:

Yeah. I mean, I think there are a few basic resume things that we look for in general. Is it readable? Is the
format understandable? Is the information architecture lined up properly? And as far as PM, I think
what's really important is to stand out from some of the other PMs. What I see, especially at the
introductory level for PM, is a lot of resumes end up looking just like the job description. So it's almost
like you copied and pasted the job description and put it on your resume. And so how can you stand out?
How can you differentiate yourself from the person who's sitting next to you and doing kind of a similar
job to you but different?

Elizabeth:

And what do you look for with higher level? You talked about entry level. What are you looking for on
those resumes?

Jenny:

At the higher level, it's going to be more about vision, strategy, and leadership for me, little less tactical. I
mean, of course, at all levels, we want to see business impact, but more thought leadership, more
innovation, more definitely on the strategy and leading a team and either growing something that's
existing already or starting something completely new from scratch and showing that you have that
ability to take something from zero to one.

Elizabeth:

Yeah. Andrew, do you want to add some things there?

Andrew:

Maybe two key things. One is what type of company have you worked for in the past? And this is one
that's potentially sensitive for some people. I think we look for, have you worked at a true software
product company or have you worked in a title that may say product owner, product manager? But it's a
bit more of an IT mindset. So something that might surprise a segment of people is when I see digital
transformation is the number one thing you're talking about, agile transformation, it's a pretty clear sign
that it's more of an IT shop than a true software product company. So what type of company have you
worked for in the past, even if it's a company I'm not familiar with? Getting a sense for whether you
know what good looks like for the client that we're working with. So that's one.
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The other thing that Jenny briefly mentioned but we really emphasize is we want to see outcome
metrics. Some people spend a little too much time on the scale and scope of their role, that is important,
but outcome metrics are absolutely critical at every level of product.

Elizabeth:

So I want you both to talk about that a little bit more because I think that that is a place where people
get tripped up quite a bit and they don't necessarily put those kinds of outcome metrics. So what are the
kinds of things that you would expect to see in terms of output metrics?

Andrew:

So outcome metrics are going to be business metrics. So we want to see things like percentage increase
to conversion, percentage increase to engagement. We want to see potentially revenue increase. It's not
always a single particular kind of metric. It's more that you understand the discrete business impact that
you had. And for a lot of companies, A/B testing has been for a while now a really core skillset for PMs. If
you're not at a company that knows how to measure the business impact of your product work, you are
at a disadvantage. And that's one of the things we learn by talking to people. Sometimes I'll just ask a
very simple question of, how do you know what you did was successful? And occasionally, people will
just say, "I don't understand the question. We shipped it." And that's an output mentality instead of an
outcome mentality. So really any business metric that you can draw a straight line to from your work is
what we're looking for.

Elizabeth:

Excellent. That's I think very helpful for people and a good reminder. I want to go back, Jenny, you talked
about higher level positions, you look for things like thought leadership and strategy. How do people best
express those in a resume? Is it by perhaps linking to things where they've spoken? Or can you give me
some examples there?

Jenny:

I think the speaking engagement is something that I love to see on resumes. I would say that that kind of
belongs more in like another section or some sort of like bonus section of your resume where you'd see
any publications, any speaking engagements you've done, any patents that you have, any books you've
written, obviously, anything like that. I'd love to see any other companies you volunteer at or are a board
member of. I'd love to see all of that as well. But in terms of displaying the thought leadership in your
experience section, I think showing what you came in with and how you changed it and what the
outcome, again, was of your time there. So if you changed the vision of the company from one north star
to another, that's going to be really impactful. And if you can show again with the business impact the
value that you added by making that change, that's even better.

Elizabeth:

Got it. That's really, really helpful.
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Andrew:

We work with clients, we're working with one right now that obviously not every client looks for the
same thing, but sometimes it's things like, "I evangelized a product strategy across like 100 different
stakeholders." That's language that you're not going to see from an individual contributor PM usually. I
think also maybe the first sign of a great people leader is they actually care. So they're going to actually
have somewhere on their resume something that speaks to their people leadership philosophy. Maybe
they throw in some metrics about the retention on their team. Maybe they talk about, "I inherited a
team with really poor people engagement scores and turned it around." The fact that they're adding that
to their resume tells us that it's important to them.

Conversely, when someone uses the same old rhetoric, "I am a servant leader who blah, blah,
blah," you're looking for something unique that tells you they have a passion for leading people. That's a
great way to stand out. I think some of these things are better served in an interview to assess, but the
resume will give you some of the first clues of what's important to them.

Elizabeth:

Now, that brings me back to the question about, what is the process for reviewing resumes? So much of
the application process these days is automated. And I think that that presents challenges on both sides
of that. So maybe you guys could talk about the process that you use and how applicants might think
about that process to make sure that they're coming across as their best self.

Andrew:

I think the first point to make here is that not every recipient of a resume is doing the exact same thing.
And there are some different considerations for different levels. If you're one of a... I don't even know
how many people might be applying for what looks like more of an entry level role at a big company,
particularly a FANG company, the competition is enormous. And I have to imagine you care more about
how the bot parse your resume. The more senior you are, the more you're applying at a smaller
company or a small firm like ours, the more likely it is that there's going to be a human looking at it at
some point. We happen to post every single job we ever work on on LinkedIn. And so we do look at the
resumes, the applicants first on LinkedIn, and we will make a decision about whether we want to talk to
that person. So from the beginning, in our case, it is human.

Now, when we're sourcing, when we're proactively looking for especially passive candidates, we
do have to search keywords. But we know not everyone approaches LinkedIn, for example, in the same
way. Some people fill out those skills sections, many do not particularly senior people who get recruited
all day long and don't have to fill out the complete profile. So in our case, it's going to be a more human
approach than some of the big corporations. We will share thoughts with each other. If Jenny and I are
both working on a role, we'll often share resumes and say, "What do you think? What do you think?
Here's what I'm concerned about. Here's what I like." And then we reach out to the people who we'd like
to talk to.

Elizabeth:

Yeah. Jenny, anything you want to add in there or?
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Jenny:

I would say we do have sometimes a few automated things that might immediately block you from being
considered for the job. For instance, if the client only wants to consider people with five or more years of
experience and we have a field for that and you enter that you have three, then you're going to be
automatically disqualified from that job. Or if there's certain skill sets that we're looking for that you just
don't have, you might be disqualified from that job. But besides that, exactly what Andrew said, it is very
much of a manual process for us, which is going to be different than some of those bigger firms.

Elizabeth:

Yeah. It's interesting that you bring up some of these requirements like five years because I have,
personally, a lot of frustration with that because it's like what's the difference between someone with
five years and four years? I mean, might be a lot, might be nothing. The person with four years might be
a better hire. We recently had a speed recruiting event in the fall and we had a couple of companies say
to us after that, "Oh, we hired somebody and you know what? That person didn't have the background
that we thought we absolutely had to have. But when we talked to them, it became clear that they were
perfect for what we needed." I think it was eye opening for them, but it was one of those things. I know
people deal with a lot of resumes, so they have to find ways to do that efficiently, but it's tricky. Yeah.
Anyway,

Jenny:

Super interesting topic. I mean, I think we all have different thoughts about that. So I'm curious to hear
what Andrew has to say, but for me, when I hear a client tell me five years is the minimum we're looking
for, I usually set the limit lower than that and leave that little space of hopefully if I do find someone with
three years of experience that is going to be a great fit for the role, I might still present that candidate
even though they don't have that minimum requirement just to... But still, I might set the bar at three
instead of five, for instance, where they are looking for somebody who has had some experience in the
field but maybe not quite there and kind of like what you were mentioning.

Andrew:

Very few of our clients, Elizabeth, are kind of the sticklers that you're probably referring to. Usually when
we talk about years of experience, it's something more like, "This is a director of product role. What do
you, client, think is the bare minimum?" And they're like, "I can't fathom that someone would know how
to do this job if they had less than two or three years of leadership experience." It's usually an extreme
case. Most people recognize, especially in product. Heck, I have a journalism degree and I was a senior
director of product. The product people still come from very unusual backgrounds. So most of our clients
are pretty open-minded about that. A better example maybe of where there's a hard requirement might
be something like a client that just can't sponsor an H-1B visa right now. And so we're using LinkedIn to
automatically... I think it's helpful to everybody if that's just not possible right now to screen out for that
upfront.
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Elizabeth:

Yeah. So I want to ask a couple questions about sort of formatting and you sort of alluded to this earlier
on, Jenny, in terms of talking about appropriate formatting and how things flow and does it make sense?
So if you guys could give an idea of what do you look for there and are there specific formats that you
think work particularly well or some formats that you get and you go like, "I know this is the workaround
because you don't want to say X." Right?

Jenny:

I can start. I mean, I think we've generally leaned towards a two-column approach. It makes the line
length shorter for your experience bullet points, which makes it easier to scan for the human eye. So for
us as human reviewers, it does make it easier to scan. It also allows you some space for some skills or
some other call outs on the sidebar, as well as your education and anything else you want to put on
there. I don't think that there's a one right approach. I never would say don't ever use a one-column
approach. I think it can work if you make enough white space, if you are able to be concise enough. And
we had a discussion about whether a picture belongs on a resume and whether logos belong on a
resume. So lots of room for creativity there. I think there are some red flags that we look for that
automatically would tell us, "This is not a good resume," but not really, "You have to have this format.
Otherwise, your resume is terrible."

Elizabeth:

And what are the things that are red flags?

Jenny:

Okay. I think things like super short stints without any explanation might be a red flag. If you have not
maybe way too much description that sounds very generic, that can be a red flag where it shows us that
you're not understanding the value of your role and the business impact that you had, kind of alluding to
some of the stuff we talked about before. Or even like one really long stint at a company, then that's the
only job you've ever had with no explanation about any progression in your career or goals or reasons
why you might have stayed there for so long. If we're hiring for like a marketplace or e-commerce
company, and you're showing that your specialty is agile transformation, that might be a red flag for us
because the company's hoping that you've already have gotten past that maybe a decade ago. And so
things like SAFe can be a red flag. Things like IT transformation, things like that can be a red flag.
Anything else I'm missing there, Andrew? I know we had talked about a few others.

Andrew:

Maybe the one that I would underscore in terms of we've kind of moved beyond format now, just
general red flags, I would say that job hopping is one of my big ones. And when I worked in Silicon valley,
it's not a place where you need to be 10 years at each company to be considered stable. But I think when
it starts to drop below, when you start to see a pattern of hopping from job to job at maybe less than 18

6



months, we sometimes see resumes that are like four months, six months, six months, nine months,
even sometimes impressive companies. I never want the candidate's explanation to be like, "I have a
unique explanation for each of those." No. When it's been like four in a row, there's a pattern here of
either you're not very good at evaluating the opportunity as a candidate. Maybe you don't stick through
difficulties. Maybe you're just making poor decisions. Maybe you're not performing well. Those are all
possibilities. But when it starts to be like two or three or four of them, that's a pattern that is hard to talk
your way out of.

I do think everybody gets at least one free pass where you had one stint that was very brief.
You've got an explanation for it. Move on. Job hopping, even if the pedigree of the company is really
strong, is a big red flag for me.

Elizabeth:

Yeah. What about your LinkedIn profile versus trying to send something that is more tailored for a
specific job? I mean, I kind of feel like everybody looks at your LinkedIn profile. So if you're putting
something else on the resume, it just kind of looks weird. I don't know. That's just my take.

Andrew:

The first thing I would say is this is a big problem is when people try to be all things to all people, and
they're just hedging their bets. That is rarely going to work, whether it's a resume or anything else. I'm
B2B and B2C. I'm product management and product marketing. I'm big company and small company. I
am all of those things. Nobody's going to believe that. And even if they might believe it, the recruiter's
having a difficulty getting a picture of who you really are and what your strengths and weaknesses are.
And so the more you can pick a path, the better it's going to be.

Now, there are still good use cases for tailoring a resume. Maybe you genuinely do have both
B2B and B2C experience and you want to highlight there's one resume that emphasizes one and one
resume that emphasizes another. I think what you want is... I tell people you want your LinkedIn profile
to rhyme with your resume. So examples of what you don't want to do, I've got four jobs at three
companies on my resume, but I've got a different number of roles and companies on my LinkedIn profile.
That starts to look like deception. But if one just emphasizes certain things and the other one
emphasizes certain things but you're still who you are, then I think that's fine.

What's really challenging is I'm going to both look for jobs as a senior director of product and a
event planner. There are people out there who... If I'm willing to do either of those, that's where it gets
really hard to have one LinkedIn profile that speaks to all of that. And I would say whenever someone
doesn't have a really clear trajectory and emphasis in their career, I tell people whether it's LinkedIn or
the resume, this is a use case where you need to tell the recruiter what you want, but you may say, "Yes,
I was a CEO once. Didn't like it, don't want to do it again. I want a role below CEO." So saying that on your
profile, I think, is really helpful.

Elizabeth:

Yeah. I mean, that kind of brings to the, what are the dues, right? What are the things that really make a
resume and a candidate stand out to you guys? Obviously, it's the business outcomes, but I'm guessing
there's other things there as well.
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Jenny:

Yeah. I think like I was kind of alluding to earlier, seeing the person really helps me. I want to see you as a
person, not just a set of metrics, not just a set of things that you've done and companies you've been at.
That's why I really love when people can include what Andrew mentioned about this growth of my org or
this change in direction of the company or this new path that I took or these people that I led, they're all
really important to me. So what really drives you as a leader and how are you more than just the
metrics? And that can also show up in that extra section I was talking about. Maybe you're a DJ at night
for fun. That's really cool. You're applying to Spotify. Yes, that's awesome. It's related. It shows you have
a passion. It shows that you spend your time exploring other things outside of work and being a
well-rounded person can make you a better product manager.

Andrew:

I think, Elizabeth, it is always going to be contextual. There's something about this role that we think is
going to be the big differentiator and seeing that we think that you can do it is important. So we may be
working for a client that's a large matrix organization and that client might be saying, "Look, we had
somebody amazing in this role before, but they just couldn't deal with our size and complexity. We need
somebody who's done that." And so then when I see a resume from somebody who's just worked at a
series of startups, it's kind of irrelevant. So I think highly contextual to the client and the role. The things
that I think are always true, I think I'm looking for, do you really know what good looks like? Do you use
language that I think would likely be used at our clients?

So the outcome metrics is maybe part of that, but it's also clear that, for example, in a product
leadership role, that you've made it clear where you've collaborated with UX or engineering. You've
made it clear that you have a UX team you've worked with before if your product has a UI. There are
some places that don't or they outsource it. So I think we're looking for product fundamentals. Are you
somebody who could transition into this role? I think something that I saw in a Women In Product
newsletter recently, it was like showing someone that you can do a job that you haven't done before,
and maybe even encouraging hiring managers to take a chance on someone.

What I tell people is look for opportunities to reduce the leap of faith you're asking the hiring
manager to make. So if you want to move from product marketing to product, maybe double down on
the industry that you have experience in. So don't try to... If you try to, "I want a promotion. I want to
move from one product marketing to product. I want to work at a bigger company than I've ever worked
at before." The more things that you're trying to ask them to just trust that you can do, the harder it is
for them to make that leap of faith. So even if you'd like to eventually change verticals or industries that
you worked on, if you're trying to change into product from something else, double down on maybe the
domain or the vertical that you already know, and look, target companies that are in that vein because
then you're reducing the leap of faith that the hiring manager needs to make.

Elizabeth:

That's a great recommendation, I think, because I do think that there is... People will take chances on you
when they know you, but when they don't really know you, it's a really competitive market out there.
And so their willingness to take a leap of faith is lessened, right? So don't give them reasons or don't go
after the jobs that are so such a huge gap, right? Work your way over there, right?
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Andrew:

Sometimes the move you want to make is best made in two moves. I think to your point, Elizabeth, I
sometimes tell people you might want to... in the example we were just giving, if you can move from
product marketing to product at your current company, get six months to a year in a product role, then
apply for jobs at a different company. That might be the fastest route to get what you want. So totally
agree.

Elizabeth:

Yeah. Now, I just want to kind of do a slight detour here. When we started, you mentioned you just filled
a chief product officer role, and I think it's a little bit different when you're at the VP and the CPO level,
A, as a friend of mine said. Those are the jobs that don't get posted that are looking for people who
aren't looking for a job. So what advice would you provide to those senior or executive level women? I
know that there's quite a large number of executive level or executive commensurate level women out
there in product, how do they get more visibility into chief product officer roles or even like those VP
level roles that might be at some company that's about to become unicorn and step into those? Right?

Andrew:

So my advice, a couple of things, one is networking, networking, and networking. I think I know in my
corporate career, I didn't spend enough time on that. The 50 or 60 hours a week on the job was enough
to be focused on, but it doesn't change the fact that it's true spending part of your week, your month
making a metric just like you do everything else to reconnect with your network, people you've worked
with before. It's a thing. You can reach out to people on LinkedIn and say, "I know we don't know each
other, but I'm looking to build my network and I'm not here to sell you anything. I would love to connect
and learn from you." WIP is a great example. There's many other opportunities to connect with people,
especially if maybe you're a bit of a lone wolf in a small company and it's hard to connect with people in
the same skillset at your current company.

But I think networking is huge. I think also this is one that's a bit underrated. There's a lot of
people that neglect their LinkedIn profile. They aren't making themselves as discoverable as they could
on their skillsets. Maybe they are literally not providing any detail at all about what they've done at their
current company. And every recruiter at that level for product jobs is looking at LinkedIn. It may not be
the only thing they look at, but everyone is looking at LinkedIn. And then posting something on LinkedIn.
I don't just mean liking other people's posts, but being active, sharing some thoughts, even if it's a little
nugget, just a couple of sentences. Being active, you're reminding your network that you exist. You're
saying something smart that might get re-shared. You're getting people's attention. In my opinion, it's a
reasonably high ROI on a small amount of time to just be active on LinkedIn. I think it's a great network.

Jenny:

Yeah. Jenny, anything you'd like to add on that front?

Elizabeth:

I was going to say the same things. There are some lists for new startups that you can get on if you are
interested in things like that. I don't have any off the top of my head, but I know they're out there if you
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look for them. But I totally echo what Andrew's saying about posting on LinkedIn and showing yourself as
a thought leader in the space. You're the expert. You have a lot of unique knowledge. And by sharing that
with the community, you're not only getting your name out there, but showing that you do have that
expertise.

Andrew:

Elizabeth, I think another thing that holds some people back is they don't know what they want next.
They may have a vague idea that they'd like to climb the ladder or make more money, but they don't
know, do I want to go B2B after working on B2C? Do I want to work at a large company, a small
company? And so that's part of the work we do at BravePath, is helping people figure out what's next
and do a little introspection on who they are so that they can tell a really compelling story. I know exactly
what I want next. And that confidence about what you want in the next step in your career inspires the
confidence of other people who are like, "You should talk to Jenny because Jenny is a rocket ship. She
knows what she wants to do next. And all she needs is someone to give her that opportunity." I think
knowing what you want next is an undervalued thing, and ironically for product leaders. Product leaders
know, "Don't just start randomly building something. You need to do research and data." But a lot of us
just float along in our career and hope that something good is going to happen next.

So I think just being intentional about your career direction and thinking about what would be
right next step for you is an underrated part of the process.

Elizabeth:

Yeah. I couldn't agree with you more. I think that really having that clear vision of what you want and
why you're compelled by it, why it's important to you or interesting to you makes a huge difference.
Those people stand out. And the other thing that I think is so true in what you said is that oftentimes,
when you just start to be clear about what you want and you say that to people, stuff appears because
now people know what you want, right? And when they don't know what you want, they're like, "Well, I
don't know. I can't recommend them for this because I don't know what they want." Right? But when
you're very clear about it, all of a sudden, things start to turn up in a big way.

Andrew:

Here's a really specific one that sometimes people are embarrassed when they should be more
aggressive. If you are currently unemployed, you took a sabbatical, maybe you got laid off, whatever, just
put yourself out there. You can mark yourself open to work on LinkedIn that recruiters can see, but you
can also just say, "Here is what I am seeking, my next opportunity." You might be surprised how many
people you've worked with in the past who are like, "I didn't know you were looking... My goodness, get
over here. Let's talk." So I think people tend to be embarrassed or want to hide it, or maybe they'll think
I'm still at that last company. I think I encourage people to own it, put yourself out there especially if
you've had success previously in your career. Lean into your confidence and optimism that there's people
out there who know and like you and they're going to help you in that search.

Elizabeth:

Yeah. I'm with you on that. I think, especially... Sorry, I'm with you on that because I think especially in
the time that we're in right now where people have stepped in and out of jobs, people understand that.
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Andrew:

And there's nothing hotter than product management, people with experience in products. If you were
on the sidelines for six months, most are not going to care, especially if you have any kind of an
explanation at all. I think you're going to be fine.

Elizabeth:

Yeah. I hear you on that one. Well, it's been great talking to you both. And as we wrap up, one of the
things that I always like to do is to ask people to give advice to the people who might be listening. So I'd
love to hear from each of you your top recommendation for people who are looking for jobs, for product
jobs.

Jenny:

I can start. The first thing I would say is figure out what you want. And I usually start by telling people to
send me five links of jobs that you think sound really, really interesting, and let's look at them together.
And we can look at the similarities and the differences and try to suss out like, why did you like this one?
What do you think would make you successful at this one? And then based on that, figure out what you
really want and then tailor your resume and your LinkedIn to reflect that story of why you think you'd be
a good fit for that role. So tell your story. This is your chance to brag about yourself. This is your chance
to show the company why this is, like Andrew was saying, not a big leap of faith to get you into this role.
Show who you really are as a person as well at the same time.

So I like to start with the resume first and then follow that with a shorter version on your
LinkedIn so that they're telling a similar rhyming story as Andrew was saying. And yeah, feel free to reach
out to me or Andrew if you guys need any help. We would love to help.

Elizabeth:

Andrew, any last words of wisdom here?

Andrew:

Yeah. The first thing I would say is a lot of people let the resume be this blocker to getting started looking
for a job. They think they need this glowing perfect resume to even start. And I think they do it in the
opposite order they should. I think the first and most important thing is networking. The second most
important and valuable thing is your LinkedIn profile, brushing that up and being active there. The third
would be the resume, and I think it's kind of distant. Where most people benefit from working on their
resume is just working on their story. Who am I and what do I want as Jenny was describing? But don't
let that be a blocker like, "Yeah, yeah, yeah. I'll start looking for a job once I've spent five hours perfecting
my resume." And most people are not very good at writing their resume. They tend to write twice as
much as they probably should. So I would say don't let that be a blocker.

Another thing that is a bit unusual advice that I like people to let sink in, if there's somebody
listening right now who is happy where they are, I will challenge you interview for a job once a year. I
don't care whether you're happy where you are or not. Interviewing is a skill, and like any other skill, it
degrades if you don't practice it. So stay active. A lot of people who like 10 years go by, they've never
interviewed. Maybe they've changed jobs but because a previous manager pulled them along or
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something. And then suddenly, they're like, "My resume's out of date. I don't remember how to do this.:
And they've got a big deficit they have to make up in a hurry. We can help people who are in that
situation, but don't stop thinking about your career. Be intentional, keep interviewing, don't decide
prematurely that, "I wouldn't accept that job, so I'm not even going to interview." Sometimes that makes
sense, but selectively get out there and try it. You'll learn something.

Elizabeth:

I think that's really great advice. All of these things are skills. They get better when we use them. So get
out and talk to people, interview, et cetera. Thank you both. It's been great talking to you. I know that
this advice will be extremely valuable to a lot of people, and hopefully, it'll get them all moving and
thinking about what they really want to do and where they really want to be.
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