
Women In Product Podcast Episode 3 — Connecting With Executive
Recruiters

Elizabeth Ames:
First of all, welcome to both of you, Anna and Michaelle. It's fabulous to have you here. I'm
delighted to be talking to you both. I thought we could, maybe Michaelle, you could start and tell
us a little bit about how you got started in your current role. What was your path into it?

Michaelle Gocko:
Sure. Well, thank you so much, Elizabeth, for having us. I'm delighted to join the community
here of the Women In Product, and share with my colleague, Anna, some of our insight from our
career to date and what we've seen and learned in the market. I came to Egon Zehnder
recently, I joined this year. I think it's a mix of personal endeavors into topics that are passionate
to me for a long time, that have been passionate to me for a long time, and business career
expertise that I wanted to use and leverage to continue to develop professionally. I grew up in
France. I started my career in France, moved to the US much later to go to business school.
And then partook into an international career, worked for General Electric for a number of years
in strategic marketing, commercial roles in new markets, in emerging markets in Africa. And
then in the U.S. with the IoT space, helping GE establish presence in that space in the power
industry.

On the parallel, I have been interest into leadership development, talent and potential,
especially when it partook to women and minorities for a long time. I have been mentoring a
young professionals from France more informally. I decided two years ago to try to structure that
a bit more effectively, and try to help more people with the creation of a coaching practice to
help those in public specialty. That has led me to grow into my own expertise in understanding
what are the drivers of personal growth, and what makes people successful, what makes people
change, and realize a goal that they didn't see or believe possible for themselves. That led me
to develop that knowledge and expertise in mindset coaching and business coaching, which led
me to join Egon Zehnder. When I met the company, that's where I was working on my coaching
practice. I was looking for ways to implement that passion with my corporate experience into the
next phase in my career.

Elizabeth Ames:
Nice. That's a really unique approach, and one that I think a lot of the women in our community
find really valuable, that sort of coaching support and guidance. We definitely get a lot of interest
in that. Anna, how did you land at Egon Zehnder? How did that come about?

Anna Auerbach:
Yeah, this is such a fun topic because if you had asked me maybe even five years ago if I saw
myself in executive search, I would have said, no, that's not me at all. But I started my career in
consulting straight out of undergrad, and spent a while in consulting both for-profit and social
sector. Received my MBA in between, and then was really stuck on this idea around women in
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work. There's obviously a huge conversation happening around it. We're so far away from
solving this issue. A number of years ago, I was really compelled to launch a startup in this
space. It initially started as a B2C job board. Eventually, we pivoted to B2B data and analytics,
helping companies get more insights around how, not just their women, but all their employees
work best and what they need to be successful. And then helping to elevate that data to make
better decisions at the corporate level.

What was interesting is, as a startup founder, you are fundamentally a product leader. You are
the first line and last line of defense on product. But what was also interesting about that
experience is, I guess I'd always thought that entrepreneurs have this very special, separate
type of genetic code, and I just happened to not possess it. But it took having an issue that I
was so deeply passionate about to really launch something. We ended up selling the company.
As we were thinking through the exit and I was trying to figure out who I was going to be next
during the four years with my co-founder, I'd put my blinders on and had not picked my head up
to think about more broadly my career. I came to these crossroads, which is how I encountered
Egon Zehnder. I laugh about it. It was one of those one thing led to another. It started as a set of
casual conversations, and I realized that in so many ways I could help carry the torch of women
in work in the work that I do more broadly. And that fundamentally, after you build and sell
software, you realize, yes, technology changes things, but people really change things. That's
really the story of how I landed here.

Elizabeth Ames:
Yeah. That's such a great insight in terms of really realizing that entrepreneurs are ... I often say
mostly that they're just people who are really determined. They're passionate about something
in some way, shape or form such that they are determines to hang in there and find the right
solution. It always gives you a different perspective once you've stepped into those shoes. As
consultants at Egon Zehnder, both of you, really your major responsibility is to help clients find
great talent. How do you go about finding great talent? What are you looking for and how do you
define great talent, if you will?

Anna Auerbach:
Sure. I can take that one and then Michaelle, please jump in. I know it's always hard when
there's both of us, so we'll do our best to ping pong for you. But yes, primarily, the companies
are our clients, but a big part of what makes Egon Zehnder different is that we are fully retained,
so we don't work on commission. A big part of that is, for us, on principle as consultants to build
long-term relationships. So yes, we often engage with candidates about a specific search, but
our goal is really to build a long-term relationship and get to know people over the course of
their entire career. There isn't one thing that makes a particularly compelling candidate. I do
think we look for sparks in people. Yes, there's partially a piece that's about a particular spec
and things that align in terms of skills, but we think a lot about an individual's potential.

A big part of our work is actually a potential model that we use to assess, and understand, and
frankly present to candidates. We think about four areas. Engagement, how people relate to
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others, determination, which is all around resilience, insight, finding those interesting, unique
insights, being motivated to find the answer to things, solve difficult problems. And then finally
curiosity. Curiosity is just how naturally inquisitive you are, your breadth. I would say we focus a
lot more on the sparks of potential than we do on the competencies or what you've actually
done. For us, a great candidate is people that spike on one or all four of those things, and bring
really interesting things to the table. We love interesting stories and we love interesting
examples of ways that people have these sparks of potential in them.

Elizabeth Ames:
Yeah. And Michaelle, maybe you could speak a little bit to, in your role, do you get to know the
organizations such that you can assess variations of how people would fit in? Because
sometimes in some position, you might need somebody who really has done something in the
past, but in other situations you might want to bring in somebody that has ... that you're taking
more of a chance on, that you're taking more of a developmental, like, this is somebody we want
to invest in.

Michaelle Gocko:
Yeah. I think two parts to this question. First of all, we have, among the consultants at Egon
Zehnder, like Anna and myself, all of us come from different career paths. We all have held
operational leadership roles in different industries and markets. Because of the model that Anna
described earlier, that also helped us to foster a true cultural partnership. We get access to that
knowledge from our peers and colleagues because we work really collaboratively, work on
teams. When we are looking to find or solve a talent question for a client, we often can rely on
the background and experience of our colleagues who sometimes have come from those
organizations who knew them very well. So that provides us also, for one, insider data points.

Michaelle Gocko:
We obviously do with the clients, when we engage with them, have multiple conversations. We
can do stakeholder interviews to understand what's the context of the role our candidate will
step in. All those variables help us better get a sense of the other variable that comes into play
into integrating an executive into a firm. We also have, beyond finding the talent, but after
placing someone, we have a set of solutions where we work with our clients to better integrate
the candidate executive into the role and make sure that they're successful. We have a toolkit, I
would say, of different resources that we can pull in depending on the situation that allows us to
get as much proximity as possible to the specific context of the organization that our candidate
will be joining.

Elizabeth Ames:
Yeah. That's interesting. Now, Anna, I know I was introduced to the two of you really because
you had become interested in developing a practice around product roles and product leaders.
How did that come to be? Talk a little bit about that focus.
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Anna Auerbach:
Yeah, it's interesting. I would not have thought of myself as a product person until I realized that
really as a startup founder, you are fundamentally a product person. There's nothing else really.
You're building or you're selling, and integration of that is a product. When I joined Egon
Zehnder, we had done quite a bit of work in product, but I think we were still working on how to
formalize it as a functional area. The main reason is that, and I know we'll talk more about that
today, is that product can take on so many different forms. I think it is a function and a space
that is rapidly changing and rapidly evolving. I think many companies are still figuring out how
they define product, what product really means for them and what skills go into that. Similarly on
the executive search side, I think all the search firms are trying to figure out how to respond to
that as a need because it is changing so quickly. Not to say that other functional areas are more
simplistic. I just think they're a little bit further along in their journey. We've had the idea of COOs
or CFOs a lot longer than we've had the idea of product leaders.

When I joined, there had been a lot of work in the space, but I think some of our efforts have
been really trying to formalize this as a practice area and really figure out what our own
perspective is. Some of the thinking that we've been doing ourselves is, although product really
originated in the software space, bridging the idea of what can we build from an engineering
standpoint to what can we actually create a viable business model from a sales and marketing
standpoint? We're now seeing product in every single industry. We're also now seeing product
take on P&L responsibility. We're seeing a very viable pathway to becoming a CEO. In fact, my
big bet is it's going to become one of the more dominant pathways to CEO, particularly as every
company becomes a tech company.

That's really where our passion came from. It just seems like a real area of need. I think we look
for areas where we can truly help our clients and be partners with our clients. I think the
nebulous space of product is one of the spaces where we can actually be helpful. And similarly
for candidates, there's so many different pathways to become a product leader. Traditionally,
maybe you might have come from engineering, but that's not the case anymore. 10 years ago, it
was impossible to get a degree in product. There now is a degree in product. So we really want
to be part of a rapidly changing conversation, one that is just so important and so influential in
the future of companies.

Elizabeth Ames:
Yeah. This is definitely an area that is a topic of conversation within our community because
clearly we have women in our community that have come up through software companies that
are consumer software, consumer services. They come out of that tech framework and have a
strong history and tradition on the product side. Then we also have people in our community
who are in other industries where that product ethos is starting to emerge, but it's not quite as
well defined. And that sometimes there are, in those industries that I just mentioned, where that
ethos is starting to develop, it's a little bit more nebulous what the responsibilities are and
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causes a little bit more, I would say, conflict in the organization sometimes. People don't know
exactly where those roles fit and how much authority or responsibility that they have.

So we end up with this situation, in which across the profession, you have a pretty wide range of
definitions of what product people do or what's expected of them. It makes it a little difficult for
people to move from one area of ... from one industry to another or one area of the industry to
another. And I don't know if you see that at the executive level, or if people see people that have
come up through tech companies as more of the gold standard or how that works. Do you see a
big difference or a demand one way or another? Or that disconnect in terms of defining what
people do?

Anna Auerbach:
I'll jump in with a couple of thoughts, and Michaelle, please also jump in. But I think the
unfortunate answer is it depends, which I know is never a great answer, but I think it is changing
so quickly. I would say yes, the 1.0 prototype of product leaders are a technical background that
transitioned to product, maybe did something that gave them broader business exposure along
the way, like consulting, or an MBA, or just a broader breadth of business roles, something that
gave them commercial orientation. But that's the 1.0, and I think it is changing so quickly. I
would say, yes, even for senior executives, even as we think about chief product officers and
placing true chief product officers, that definition varies so widely, and the spike varies widely.
Anything from a more engineering spike to a more commercial spike, anything from a more
functional spike in terms of that area of expertise.

For example, you can have a chief product officer that has predominantly led data as a product.
They are going to look very different than somebody that's led software as a product, or frankly
a product and media or a product and FinTech. They're all going to look very, very different. So I
think it is hard. That's actually one of the things we're trying to help both sides of the market
with, both the clients and the candidates, in terms of how you position yourself. I think about it
as choosing your own adventure. I have an eight year old, so that's probably why I think in those
terms. But every question you ask leads you to a different path. One of the things that we work
on on both sides of the market is to really help people figure out what the right pathways are,
what are they missing in terms of maybe their candidacy and their profile for different types of
roles they're looking at? Similarly with our clients, it's almost like a visual decision tree of what
does success look like in this role, and therefore what do you actually do to do that? And to the
fundamental question of do you need engineering or not, It really depends. More often than not,
you don't.

Elizabeth Ames:
Yeah. I think on the tech side, many of the big tech companies have moved away from that
model of having to have a technical background. There's still some places where that helps, but
fewer and fewer. I think that that has been ... When that happened early in the, I don't know,
2006, 2007 timeframe, it really cut down on the number of women who were able to advance in
the field. Even though there were a lot of them around, it really stymied their careers. It's made it

5



so that the pool of candidates for those CPO roles in terms of women has been a little bit thinner
than you would like it to be. But I see a lot of women advancing in the space currently, and a lot
of them are incredibly capable. Our hope is that those CPO roles get filled, half of them get filled
by women and other high level roles like that. But it does seem like there is a growing demand
for these kinds of product leaders. Maybe you could talk a little bit about what you're seeing in
the marketplace by industry, by geography. What do you see happening out there right now?
Michaelle, maybe you could talk to that a little bit.

Michaelle Gocko:
Sure. I think there is ... Anna was talking earlier with thinking about how products differ based on
what product means per organization, and that will feed into how that role emerges in different
sectors of industries. There is an interesting perspective that, if you look at the different product
roles of how product is considered in different industries, it's either because they want to apply it
to either a product hardware or software solution, or it could be a channel sometimes. I
mentioned media also has been prioritizing their monetization channel online. You can look at
FinTech, and then we'll talk about sub-segments, and then look at that sub-segment which
markets customer segment as a product. You would have all those different flavors of what
product means in an industry, and that will generate what type of skillset or what type of role or
product leader they will be looking for.

I like to draw a little parallel with the CMO, the marketing function, which has developed and
emerged from the best practice in the CPGs company initially to expand and develop and reach
industry that we didn't think needed marketing. I'm thinking about the same with product as
today has emerged from how we look at our customers and the industry that shows a higher
demand for those roles. They're first connected to the product that is technology driven, and
then it's companies that are transforming technology and trying to digitize the product of their go
to market or the operations of the products. But it's always starting with the technology and the
technical aspect, but then it will grow beyond that. Tomorrow would be maybe a traditional B2B
company industry role, and they want to look at how they're going to market it in a much more
holistically, and have this product as a philosophy of approaching the categories. There's a
definite flavor that I believe will emerge maybe. I can talk more about historically where we've
been, what we've seen so far, and which we think it's going. I'm really looking at my perspective
as being in the industry for less than a year, but that's my observation so far.

Anna Auerbach:
Yeah, I think that Michaelle is absolutely spot on with everything she shared. I do think in terms
of the market for talent and just the demand, I think what we're starting to see is that there's
going to be a version of a product officer, whether it's called that or not in every single industry.
One example I'll give is in the media space. These roles are what used to be the chief digital
officer at a time when the question was, how do we put our print product online? That was this
idea of this digital world, where digital was a separate line of business from the IRL business, if
you will. But right now, every company is a tech company. Every company is a data company,
and every company is going to need a product officer. I think that's been really interesting to see
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that the demand on the company side has really increased, even while they're trying to figure
out exactly what they mean by product.

Similarly on the candidate side, I think what is exciting, and as you think about your community,
is these roles are in high demand. I think compensation levels are coming up. I think there is
more opportunity for growth. I think for women in product, I think there's a real opportunity to
either create a very viable pathway to chief product officer roles, or there's just so many other
things you can do with this. We're seeing these roles become general managers and pathways
to CEO taking on P&L responsibility along the way. We're also seeing a lot of demand,
interestingly, in private equity and venture capital to have these roles as the decision makers,
either in the investment team or in the operating side. Because you have this beautiful marriage
of the skillset of at least technical literacy, if not fluency, coupled with the commercial acumen.
It's rare to find the integration of those two things. I think it is just such an exciting space.
Unfortunately, to use jargon, but it is such a hot market and product right now.

Elizabeth Ames:
Yeah. You bring up some interesting things in terms of the pathways forward for product leaders.
I think that some of them demand these candidates start to broaden their perspective. A lot of
people come into the field, and I'm talking at the very early stages of their career, they might
come through marketing, they might come through business analyst type things. They might
come through engineering and technical sides of things, they might come through UI and design
types of things or project management type things. But really, as you advance it, as people
advance in their careers, they have to assemble a broader perspective, and a pretty broad and
flexible set of tools and ways of thinking about things. The thing I'm getting at here is that as you
advance up the ladder, you really start to have to think about not just the product, but the
product in the context of the business and the markets that you're addressing. That also leads
you to P&Ls and that broader business perspective.

I think one of the things that I've seen is women who have advanced in product roles, a lot of
them looking around and thinking about what knowledge and credentials do they need in order
to take that step up that level up. Some of it is managing people, but a lot more of it is really
having that business perspective. I'm seeing more and more women look at, should I have an
MBA? Should I have that more rigorous business training so that I am able to open that lens
through which I see product across the business? That fits I think with what you're saying. Does
that make sense from what you're seeing in the market?

Anna Auerbach:
It does, although I will say the more interesting thing is that women are going to put a higher bar
on themselves than men. Right?

Elizabeth Ames:
Yes.
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Anna Auerbach:
The question we always ask is, is a man asking himself the same questions who's a product
leader? Listen, I think there is always a benefit to having something that brings you some
breadth, particularly if you're growing up as a functional leader, you could be a product leader,
but to even what Michaelle shared before around marketing leaders, having breadth and a
fluency in the other functions never hurts. So something, it might be an MBA, but it just might be
lighter exposure. I think that always helps to bring a broader perspective and put your role into
context of the broader organization and the industry. I think companies are still figuring out how
to value those additional certifications. I'm seeing people get certifications and AI, ML, human
machine interface. I think they are always helpful so that you are up on the latest and have a
great framework. Frankly, sometimes it's about how you get others on board in the organization
and actually teach others in these spaces. But I think companies are still figuring out how to
value that.

I would encourage particularly women in your network to really think about what you actually
need versus what is just interesting and helpful? But I think breadth and some spikes and
specialization, both things coupled together are always powerful. But I just think I always caution
folks to just not overthink it. I think it's important to think through all the qualifications, but I do
think women tend to have a much higher bar for what their capabilities must be to consider a
role than men. And that's just something to keep in mind.

Elizabeth Ames:
I think that that is such a great point because we all know the research around this, and the fact
that men will apply for things that they're, I don't know, 50% qualified for and women will apply
for things that they think they're 100% qualified for. It's one of those things where I'm always
encouraging the women in our community to take risks, to think big, to not undersell what they
already know and what they're already capable of. I think that's a really, really great point is,
sometimes just putting your hat in the ring and just being able to talk, being willing to talk to
people will help you to get further ahead than you think you might have gotten otherwise. And
sometimes it's acting with the confidence in what you do know and what your experience is.

Michaelle Gocko:
Yeah. If I may, I just wanted to add too to that point. Something that I find that we as women
tend to often fall into is trying to build up as much expertise as possible and be very deep in our
field of ... domain area, and underestimated how much we need to be broader and how much
we need to connect and engage within other side of the business, other part of the organization.
Not so much focus on execution, but more on the being versus doing. I think that's been what's,
at some point in our career, that's the tipping point where your past can go to the C-suite versus
staying to a functional expertise leader.

That's something that women need to understand and embrace more, and find resources for
them to allow themselves to really expand on pulling their natural strengths that are qualities
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that sometimes they feel like they shouldn't bring at work. Being empathic, caring, a great
listener, all those things help you being more at work than doing. If women will leverage their
natural qualities, I would say more the feminine energy that's in women, they could go much
farther in the corporate ladder in my opinion. That's something we see when we do executive
assessments with our clients, it's a tendency that we find more in women leaders than the men.

Elizabeth Ames:
Yeah. Is that the main thing both of you see as holding women back from getting an equal share
of these positions right now? It's just they're not as forward-leaning in terms of talking to people
about these jobs, getting out there, being open to the possibilities, et cetera? Is it mostly
themselves selling themselves short that is one of their biggest obstacles here?

Michaelle Gocko:
Probably. I think there is this limiting factors, the limiting belief that we are just happy to be there,
like at a higher level, and we're happy to be there, and we don't think too much or enough of the
next level and what the newer version of us needs to be emerging so that we can reach to the
next level. That what got us to that practical stage in our career is not what's going to take us to
the next one. It's either in the aspect of looking for new opportunities, but even also within your
current organization as, are you building relationships, partnership, collaborating across and
beyond your scope of your area of expertise? Because those are the relationships and those
are the influencing skills that will take you to the next level. Even though you can be the top
performer achieving extraordinary results, you can be quickly trapped into the execution queen,
and not necessarily being seen as an equal strategic business partner if you don't expand in
that collaborating, influencing. Not in a way of saying that you'll be doing politics at work, but
more of building relationships to authentically lean in and create results for you and your
organization.

Elizabeth Ames:
Yeah. It's interesting to me that recently I have seen a number of women product leaders who
have stepped into CEO roles. I think you mentioned this early at the beginning, that these
product roles can lead in a lot of different directions, not just chief product officer, but actually in
CEO roles. It's interesting to me that the women, just to see some women get pursued for CEO
positions that are coming out of product. I don't know if you have any comment on that, if you
have seen that at any level or not.

Anna Auerbach:
We're definitely seeing it. I think it is still on the growth part of the curve, if you will. I think I
wouldn't say the last couple of years product has been the pathway to CEO, but we're starting to
see more boards look for those skills in their future CEOs. I also think there's a deeper
undercurrent and connection with some of the things that Michaelle was just sharing around
how women position themselves, that there's a piece about this, which is how women work with
recruiters. I do find one of the interesting patterns is that I feel like ... and this is anecdotal to me
and to Michaelle, please jump in if you disagree. But I think I'm more likely to hear from female
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candidates that they're not currently looking or they're happy with where they are, and not being
as open to taking a call unless they're really ready to start a job search, which is lovely from a
loyalty and integrity standpoint.

However, at the same time, I don't think male candidates are doing the same thing. I think it is
really important to build relationships with recruiters before you need them. I think as you think
about future career and stepping into those bigger roles, any of the C titles, the level below C
level, or even thinking down the line to CEO roles, these don't happen overnight usually. It's
often these relationships that have been long standing where somebody has been following
your career, that can really beautifully tell the story of the choices that you've made and the
accomplishments that you've achieved in your roles. Yes, sure, sometimes it's somebody that
you've never met before as a recruiter, but oftentimes these are long standing relationships,
more often than not they are. I think a piece of this, as we think about women stepping into
those roles and really not discounting their skill sets and not holding the bar too high, it's
building those relationships before you need them.

My two cents here is, always take the call. Even if the job doesn't seem that interesting, as long
as you are not turned off by the person reaching out to you, and you have the capacity to take a
call, it's always really helpful and good to know what's out there. Similarly, asking questions
back. If you do get feedback that the role is not right for you or that you're not quite there in
terms of your qualifications or level, it can help you position yourself for what are the things to
ask. You can always ask a recruiter questions. Frankly, some of the advice I've given along the
way for women who are in product roles that are looking to do more C-level roles in the future is
around how do you assemble a team underneath you? These roles are often really highly
matrix, and so they don't have big teams behind them. But there's tips that recruiters can give
you on how you position yourself and the skills that you look to build out in your portfolio.

Elizabeth Ames:
One of the things that I've heard from a number of senior level women recently is, I get
approached by a lot of recruiters and it's hard for me to tell which ones I should talk to and
which ones I shouldn't waste my time, because I can't talk to every single one. I think that ... I
guess my question is, what's your advice on that front in terms of how to suss out whether a
recruiter is a good recruiter for you to talk to and start to develop a relationship with? How
should you parse out and invest that time? Because for these women that is an investment of
their time, and their time is fairly limited. What are your thoughts along those lines?

Anna Auerbach:
Michaelle, you want to take that one? We can edit me talking out, just so I don't ... and you can
talk a little more.

Michaelle Gocko:
For somebody who's been a candidate not so long ago, because I joined this year, I understand
the question and exactly where it's coming from, having to juggle a lot of time constraints, all of
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us women know. I would say before I joined Egon Zehnder, I would always go by feeling and
relevancy. The way the person that approached me online, just in the way they express
themselves and also who they're working with, et cetera, would be engaging, is there an interest
in connecting with them? The second part is, are they presenting an opportunity that stems from
a working area that seems relevant to what I'm interested in and what I'm working on? And
those two things would be to the criteria that I would use to say yes or no to a conversation.

Having joined now on the other side, I would still go by those two things. And then I would add,
and something that I was not aware of ... like Anna mentioned when she did her introduction,
she didn't think she would end up in this career, and it's still the same for me. I had a limited
understanding of that industry. So now being on the other side, I would recommend women to
get to know the industry, and get to understand the landscape and understand the different
firms, how they work and the culture, and have talks with different recruiters to have a sense of
who you want to align or build a relationship with. But just don't do it sporadically with any ... If
you want to have an international approach to it, I would say if that's the career path you want to
go, to include being in proximity of executive recruiters, I would invest the time into
understanding the difference between the firms and how they work, which market they're more
strong than others, et cetera, to see where ... sorry, where it's more relevant for me to engage.

Elizabeth Ames:
Yeah. That makes a lot of sense. I also think that, and I don't know if you have found this to be
the case, but I think with everything we've been through with the pandemic over the last year
and a half, that a lot of women feel, quite frankly, overwhelmed dealing with their children,
dealing with jobs, trying to manage all of the uncertainty that is life these days. I wonder if you
see that having an impact in terms of women who are willing to step forward. Sometimes I think
that we get ... I will say that I've had times in my life when I get in this mode of, I'm just barely
hanging on, don't ask me to do one more thing. But sometimes doing that one more thing will
lead you to a situation where you're not just barely hanging on. Sometimes you feel like, well, I
am where I am, I'm just going to stay here, but you're missing out on opportunities that would
actually be better for you, more supportive, more what you're interested in. All of those kinds of
things. I don't know how much you find that to be the case in the market these days.

Michaelle Gocko:
If I can, and Anna, please jump in. Recently I worked on this search where I was heavily trying
to find women candidates specifically for ... it was a technical leader role, engineering leader.
The client wanted to find women candidates. I spent quite a time speaking with a number of
them. I had a mix. I would say most of them didn't bring any personal reflection of what they're
dealing with personally through the time the COVID, not more than the anecdotal comments or
joke at the beginning of a conversation about working from home and hearing the kids or the
dog barking at home. But whatever it is, I found that women are pretty good at
compartmentalizing ... I never know how to say that, but separating things and putting,
presenting and holding things together when they need to.
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I haven't come across that actually from that interaction, but I've known and talked with women
leaders who've talked from the perspective of a leader within the organization that when they
talk about their organization, they share more about what they're seeing women are feeling and
experiencing through that particular time. But they will not express what they are feeling or
experiencing through that particular time, if you see what I mean. More like they would not share
their personal perspective, but more the perspective that they're seeing from their team. And as
a leader, I think it's a tendency for women to go last to expressing what they are going through.

Elizabeth Ames:
Yeah, absolutely. Anna, any comments along those lines?

Anna Auerbach:
No, I fully agree. Michaelle explained it beautifully.

Elizabeth Ames:
Excellent. One of the questions that I have for the two of you is, how can women who are
working in product roles today be more proactive in advancing their careers to the executive
level? What are three things or two things they should do, I don't know, annually or regularly?
Things that would just help them to see the opportunities that are out there and remain open to
things that would help them advance, or things that they might be interested in?

Anna Auerbach:
Yeah, I definitely have some thoughts on that. I think there's, to me, three things that are top of
mind. I think there's one that's around, and I can go into all of them. One is to have a recruiter
you can call, or one or two that you develop a relationship with and start to build those
relationships now. I'm not going to dig into all of these, but the second is really focusing on
developing a personal board of advisors, and the third is continuing to work on your personal
brand proactively. On each of those, so one, on the recruiter. Everything Michaelle shared
around how to find somebody you like to work with. Start to develop those relationships now,
one or two. It doesn't have to be a lot, but folks that you connect with. It might be another
woman that you ended up bonding with. I can't tell you how many candidates I've bonded with
during COVID around homeschool and Zoom school and all of that. Just find somebody you can
connect with because they can always make introductions for you.

The second thing on the personal board of advisors, I feel very strongly about this one. I know
this has been probably a tried and true (silence) ... in an undergraduate or graduate degree. It
might be friends that you just really trust. I have a friend from business school and she's my
marketing guru. She reads everything for me. She's really great at positioning things. I have a
previous client of mine that just has this ... he's an investor and he's just got this great gut
around things and great judgment, so ... rely on for advice, ideas, to pressure test things. A big
theme of all of this is preparing things before you need them because in the moment it's very
hard to pull all of this together when you're suddenly ready to make a change.
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The third thing around personal brand, to me, in this day and age, we have a public record
online. We all look up to other people. I think being thoughtful around how well does your ...
does your LinkedIn present well? I'm sorry to say it, but is your Facebook, your Instagram, your
TikTok professional? People are going to find it. Just make sure that things in there, there's
nothing particularly embarrassing. But then also thinking about opportunities to step into thought
leadership roles, like write a Medium post, step into that panel speaker opportunity, mentor
somebody, things that build up your public presence are really, really important because
everybody's going to look you up before they meet you. Even better, they may hear of you
before they meet you. I think these things are really, really important. A big theme here is just
build it before you need it. I would say when somebody is looking to make a job change, it takes
time.

Elizabeth Ames:
Is there one piece of advice that you would give to women who are interested in advancing? Is
there something specific that you think women should keep in mind or do on a regular basis if
they're interested in advancing?

Michaelle Gocko:
Sure. I think what Anna talked about around personal branding, building your personal advisory
board, and networking, finding and building a relationship with a couple of key recruiters that
you felt a connection with, are all essential to do simple things that you can start working on. I
would add to that, sometimes I realized that a lot of women don't advance so much, it's also
because they don't necessarily have the clarity of where they want to go and why. It sounds
pretty basic, but asking yourself, what do you really want to do next? Why is it important?
Understanding those two, having clear answers to those two questions takes care of a lot of
things because when those two questions are answered, the execution becomes even more
easier and simpler. There's no back and forth negotiation, internal negotiation with yourself,
whether we should not call this person or meet with this person because we have a driver that
fuels that action. I think that would be what I would advise women is really have this honest
conversation with themselves. Do they really want the next level of job? If so, why? To be sure
that it's rooted in the right drivers, and so that they can build on that to go in to execute and build
the actions that would help them build the paths around that vision.

Elizabeth Ames:
Yeah. I think that is a really, really good comment. The one thing that I see sometimes is that
people just don't have any sense of what they want. Then it's difficult because it's like, okay,
well, there's a buffet here. What particularly are you interested in? I think having them have that
vision or that idea of what they're interested in, but also to stay open to what may come along.

Michaelle Gocko:
Exactly.
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Elizabeth Ames:
I heard this comment from somebody who is more mid-career, but she was giving advice to
early career women. She was just saying, "Stay open to the opportunity, stay open to the
opportunity. Things will come your way that you didn't envision. If you stay open to the
opportunity, those things can work out really well for you." I think that's probably good advice no
matter where you are in your career, stay open to the opportunity.

Michaelle Gocko:
I couldn't agree more. The best thing that happened in my life professionally, and I had no clue
that it would come my way, and wasn't necessarily seeking them. Yeah, it's still a conversation.
You never know where it leads.

Elizabeth Ames:
Yeah. I think that's probably a good place for us to end. It's been wonderful speaking with you
both, and thank you so much for taking the time. I know that this is a topic that is very interesting
to women in our community, many of whom are really seriously interested in advancing and see
so many opportunities out there. I really appreciate you taking the time to talk to me today.

Michaelle Gocko:
It was a pleasure.

Anna Auerbach:
Thanks, Elizabeth. This was a lot of fun. Thank you.
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