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About This Workbook 
 
Welcome. This workbook is a companion to Marketing Your Career: Positioning, Packaging, and 
Promoting Yourself for Success. We recommend using the two together to get the most out of 
your experience. 
 
We’ve designed this as an interactive tool that will help you gather your thoughts, identify and 
articulate the unique value added that you provide to a potential employer, and outline the steps 
you’ll take to begin marketing yourself. These exercises can help whether you’re looking for a 
new employment opportunity or trying to position yourself for a new position within your 
existing organization.  
 
You don’t need to be a marketing expert to use this workbook. In fact, you don’t need to know 
much about marketing at all. All we ask is that you are open to thinking about yourself a little 
differently. We’re going to ask you to envision yourself as a product, and to think of your existing 
employer or potential new employer as the purchaser or user of that product.  
 
Why do we need to market ourselves? 
 
Well, first it’s a crowded and complex market. There are a lot of other jobseekers out there. You 
want to stand out from the crowd. That means you need to blow your own horn, rather than wait 
for someone to recognize you for all your good deeds and hard work. Managers and co-workers 
are busy. We need to make it easier for them to see our importance to the organization by 
ensuring we’re clearly pointing out the value we provide. 
 
Furthermore, if we don’t take the time to position ourselves the way we’d like to be seen, others 
will do it for us. The result may not be something we like. When you focus on marketing 
yourself, you take control of your own career development—a better place to be. 
 
The exercises in this workbook will help you develop a new way to think about marketing 
yourself. Once you’ve completed them, you’ll have a plan you can use as a starting point to  
implement the next stages of your career development. 
 
Good luck! 
 

 

 

 

 

 

Thank you to Jenny Schade and Deb McClanahan for their help in reviewing the material in 
this workbook.
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A Few Bas ic  Concepts  
 
What is  a Product?  
Think of the identifying characteristics that make up products you’re familiar with, like a cell 
phone, for example.   
 

• What is the product?  What category does it belong to?                        
• What are the features? What does it do? 
• What are the benefits? How does it help me? 
• How is it packaged? 
• Where do you find it? 
• How do you get it? 
• What makes it unique? 
• How much does it cost? 
• Who does it appeal to? 

 
When marketing yourself, your product is based on your skills, talents and passions, as well as a 
fourth key factor—the market or competitive hiring environment. 

Key steps in marketing yourself are surprisingly similar to the way a marketer might think about 
selling the products and services you buy everyday. First, you’ll need to identify your audience or 
customer and understand their problem or needs. You’ll then take the product you provide and 
make it part of a solution that meets your audience’s needs. Finally, you’ll promote the product 
in a way that helps the target market (in your case a hiring manager) learn about the offering and 
take the next steps to consider the product (by setting up an interview or meeting). 

 

The Value Proposition 
A unique value proposition is what makes a product/service/solution different from  
other offerings. 
 
A good value proposition includes three key components: 

– It identifies a specific customer/audience problem. 
– It addresses how to solve the problem. 
– It specifies how this solution is different from other alternatives. 

 
In building a value proposition, consider: 

– Other available alternatives 
– The way things are done today 
– Barriers to entry (how easy is it for someone else to create the same solution  

you have?) 
 
 



________________________________________________________________________
 Marketing Your Career 

  6 

Goal  Set t ing 
 
If you don’t know where you’re going how will you know if you got there? 
 
Before going any further, take the time to stop and identify the career goal you’d like to focus on 
at this time. Be as specific as possible. Consider a timeframe of no more than 6 months. 
 
Examples: Get a job as a technical writer with a software company in the next 30-60 days. 
 or Be promoted to senior manager within a group in my division within six months. 
 
 
My Goal:  
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Ski l ls ,  Talent  and Pass ion  
 
A sskil l  is a competency or ability to master a particular set of tasks or steps. A ttalent is a 
natural ability or aptitude that can be productively applied on a recurring basis. A ppassion 
excites and invigorates you. So even though, for example, one may become sskil led at playing 
the piano after years of lessons, there are very few people with the ttalent of a Vladimir 
Horowitz or Lang Lang. Alternatively, you may be quite sskil led at manipulating spreadsheets 
and crunching numbers, but have absolutely no ppassion for this line of work. 
 
In an ideal career, you’ll have the opportunity to apply your natural talents and the skills you’ve 
developed in an area that you’re passionate about.   
 
We will define skills in three categories: 

• Technical Skil ls : Those skills that are specific to your profession or job area, for 
example, Java or HTML programming for a software developer, positioning or pricing for 
a product marketing manager. 

• Business Skil ls :  Skills that are valuable to success in many positions across multiple 
disciplines. Examples of business skills include: 

• Negotiation, 
• Time Management 
• Conflict Management 
• Data Analysis 

• Presentation Skills 
• Time Management 
• Written or Oral 

Communication

• Management Skil ls :  Those skills that are directly related to supervising or managing 
others, such as delegation, political savvy, or managing difficult employees. 

 
List the top 3-5 skills that you believe are most important for your success in reaching the goal you 
identified on pg. 5. Rate how you honestly see your skills, with 5 as an outstanding strength, 3 as 
on par with others and 1 as significantly below average. 
 
My Key Skil ls     Ranking*   Is  This a Talent? 
Technical 

• ______________________  __________  __________ 

• ______________________  __________  __________ 

• ______________________  __________  __________ 

Business  

• ______________________  __________  __________ 

• ______________________  __________  __________ 

• ______________________  __________  __________ 

 
Management (Complete only your interest is in a management position) 

• ______________________  __________  __________ 

• ______________________  __________  __________ 

• ______________________  __________  __________ 
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Look at your rankings. For those skills that are rated 3 or below, consider how critical these really 
are and how much effort you’re willing to devote to improving these areas. Actions you can take to 
improve skills include reading, take classes, joining an organization or community, devoting time 
to additional practice, and taking on new and different tasks/projects. 
 
You may also consider rethinking your career plans to focus on your strengths. According to 
Strengthsfinder 2.0, people who have the opportunity to focus on their strengths are six times more 
likely to be engaged in their jobs and more than three times as likely to report having an excellent 
quality of life in general. 
 
Plot each of the areas you’ve identified on the chart below, with stronger rankings towards the 
middle of the triangle, and weaker rankings towards the edges. 
 
 

   Passions 

 
 
Skills                 Talents 
 
Have you identified areas where all three attributes are strong? If not, where can you find two out 
of three. What’s missing? How can you impact this?   
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My Solut ions   
By understanding the solutions you provide to your “customers,” you can better develop an 
effective value proposition—one that will differentiate you from other jobseekers. 

 
Identify 2 critical situations you feel are extremely important to your target audience (a hiring 
manager). 
For one of these, outline: 

–  the key IIssues  faced by the company and by the hiring manager in particular 
–  the SSolution you can provide to solve these 
–  the RResults they can expect to obtain from this solution 

 
 

Crit ical Problem Area # 1:______________________________ 
 
Why this is  important to my target audience:  
 
_________________________________________________________________ 
  

Key Issues Faced (from the customer’s perspective): 
 
 
 
 Solution I can Provide: 
 

 
 
 
 Results that can be expected: 
 

  
 

Crit ical Problem Area # 2: _____________________________ 
 
Why this is  important to my target audience:  
 
_________________________________________________________________ 

 
Key Issues Faced (from the customer’s perspective): 

 
 
 
 Solution I can Provide: 
 
 

 
 Results that can be expected: 
 

Use this information to help identify the unique value you can bring to an organization.
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Bui lding a Personal  Brand 
 
Individuals have brands, just like products or services do. A good brand stands for just a few 
characteristics—those attributes that people are most likely to identify with that brand. 
 
To determine the attributes of your personal brand, ask 4 different people to choose three words 
that best describe you in a professional setting. You may choose to interview colleagues and 
coworkers, managers, friends, family members, suppliers, customers, or employees. A partial list 
of personal brand attributes is included: 

• Dependability 
• Experience 
• Maturity 
• Innovation 
• Creativity 
• Integrity 

• Spontaneity 
• Technical ability 
• Political savvy 
• Assertiveness 
• Team orientation 
• Enthusiasm 

• Nurturing 
• Freshness/newness 
• Persuasiveness 
• Stability 
• Attention to detail 
• Financially savvy

 
My own input on brand attr ibutes:  
 

• _____________________________________________ 

• _____________________________________________ 

• _____________________________________________ 

 
Interview 1:  

Name: _____________________ 
Relationship: ________________ 

Attributes:  

• _____________________ 

• _____________________ 

• _____________________ 

 

 

Interview 2:  

Name: ______________________ 
Relationship: ________________ 

Attributes:  

• _____________________ 

• _____________________ 

• _____________________

Interview 3:  

Name: ______________________ 
Relationship: ________________ 

Attributes:  

• _____________________ 

• _____________________ 

• _____________________ 

 

Interview 4:  

Name: ______________________ 
Relationship: ________________ 

Attr ibutes:  

• _____________________ 

• _____________________ 

• _____________________ 

Circle those attributes that show up on at least 2 lists. What kind of common traits do 
you see? Any surprises?
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My Market  Research Plan 
 

You might have a great set of skills and talents, but what if there’s no one looking for someone 
for exactly those characteristics? Markets change, based on technology, customer preference, 
the economy, and even the political environment. That’s why it’s critical that you identify a 
viable target market for your services. 
 
You’ll want to look at two levels: first at the market or industry, then second at the individual 
who you will be working for.  
  

The Industry/Market 

Think about the most likely ttarget for your services and answer the questions below. 

My target market or industry: ______________________________________________________ 

Typical company I would target (names): ____________________________________________ 

Typical size of company (in terms of employees and/or revenue): _________________________ 

Location: ______________________________________________________________________ 

Other key characteristics (e.g., public, private, startup, nonprofit, growing, innovative, stable): 

______________________________________________________________________________ 

 

Their target market (their customers) _____________________________________________ 

Their typical competition   _____________________________________________ 

Their strengths     _____________________________________________ 

Challenges they are likely to face   _____________________________________________ 

 

The Hiring Manager 

Now think of the hiring manager.  
• Who buys the “product,” e.g., who makes the hiring decision? Who else influences that 

decision? 
• What identifying characteristics do they have? 
• Where are they found? 
• When do they need this? 
• How do they learn about alternatives? 

Likely title of hiring manager:   __________________________________________ 
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Who they report to   __________________________________________ 

Size of group or organization  __________________________________________ 

Other key characteristics  __________________________________________  

 

     __________________________________________ 

 

Questions to ask when considering how to market yourself to your target audience: 

• What problems are faced by your target companies and their hiring managers? 

______________________________________________________________ 

 
• What keeps them up at night? 

______________________________________________________________ 

 
• What alternative solutions have they considered? 

______________________________________________________________ 

 
• What problems do you anticipate they will be facing soon? 

______________________________________________________________ 

 
• How will your solution address these problems? 

______________________________________________________________ 

 
• How are you different than other available solutions? 

______________________________________________________________ 

 

 
Environmental considerations are also important. 

• Is it a Buyer’s or Seller’s market? 

______________________________________________________________ 
 

• Are your target companies outsourcing? 

______________________________________________________________ 
 

• What is the quantity/quality of other available candidates? 

______________________________________________________________ 
 

• Do I have a unique ability or set of experiences that sets me apart from others? 

______________________________________________________________ 

 
• What other key considerations might impact this situation? 

 

______________________________________________________________ 
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Moving Up in  the  Organizat ion  

 
Your career plans may focus on moving to a more senior role within your current organization.  
 
There are five generic career path levels1 within most larger organizations (though not all levels 
may be implemented in your situation): 

• Individual Contributor 
• Supervisor 
• Manager 
• Functional Director 
• Vice President 

 
Each level requires mastery of developmental tasks to progress to the next higher level. The  
areas of focus that change between levels may include both the level and scope of: 

• Functional skills  
• Problem solving ability 
• Communication skills 
• Change management skills 
• Ability to manage relationships 
• Ability to share insights and lead improvement efforts  

 
There are two basic types of promotions: ppromotions in place (e.g., from an accountant to a 
senior accountant) and ppromotions to a new role (e.g., from a marketing manager to a 
director of product marketing). 
 
The competition you encounter for a promotion will depend on which type of promotion you’re 
seeking.  For promotions to a new role, you may be competing against other people. For 
promotions in place, your biggest competition is likely to be yourself, or, more precisely, the 
perception people have of you in your organization. That’s why it’s so important to focus on 
identifying the key skills and attributes hiring managers will be looking for in these new 
positions. 
 
For promotions in place, ask: 
 
What attributes from my current role are likely to be seen as helpful in a more senior role: 
_____________________________________________________________________________ 
 
New attributes I will need to demonstrate to be seen as capable of handling the new role: 
_____________________________________________________________________________ 
 
 
Ways I can  demonstrate I’ve mastered these new attributes: 
 
______________________________________________________________________________ 
 
______________________________________________________________________________

                                                
1 Career Path Progression Model © 2003-2009 by BroadBand HR Consulting U.S.A. Used with permission. 
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Compet ing for  a New Role  
 
Whether you’re looking for a new position or trying to be promoted to a new role, you’re like to 
encounter competition. It’s important that you understand: 

• Who (or where) are they? 
• What do they offer? 
• What are their limitations? 
• What makes you different? 

 
When seeking a new position, there are three types of competition you are likely to encounter:  
Other candidates—external or internal, oother ways to meet the goals  (such as through 
outsourcing or contracting), and iinertia or the decision not to fill the position at this time.  
 
Take time to think about how you can position yourself effectively against each likely scenario. 

 

Who else might be an attractive candidate for this position?  

________________________________________________________________________ 

 

What are the possible advantages of iinternal candidates?  

_______________________________________________________________________ 

 

I am a better choice than an internal candidate because: 

_______________________________________________________________________ 

 

What are the possible advantages of other eexternal candidates? 

_______________________________________________________________________ 

 

I am a better choice than other external candidates because: 

_______________________________________________________________________ 

 

Reasons why the organization may choose to ooutsource or use a ccontractor for this position: 
________________________________________________________________________ 

 

I am a better choice than outsourcing or contractors  because: 

_______________________________________________________________________ 

Reasons why the organization should choose to iimplement this posit ion now rather than 
waiting: (What will they lose by not doing this immediately?) 

 

_______________________________________________________________________ 

_______________________________________________________________________ 
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Creat ing A Market ing Plan  

Now that you’ve identified your product and solution, you need to understand how best to 
package and promote this to potential hiring managers.   

A Marketing Plan is your roadmap to ensure that your marketing efforts are on track and aligned 
with your key marketing objectives.  To start with, a basic marketing plan for Product YOU 
should have 3 components: 

• A Marketing Template  
• Your Basic Marketing Tools 
• A Professional Marketing Package 

 
You should also develop a list of potential Marketing Tactics that are appropriate for you to 
apply to your campaign. 

 
 
Sample  Market ing Template   

• WHO Your ttarget audience— to whom your marketing efforts are 
focused. This can be a category of people (e.g., directors of 
engineering) or a specific individual (e.g., the VP of product 
marketing at XYZ Company) 

• WHAT Your ggoal— the objective of your marketing campaign (e.g., 
obtain instructional designer position) 

• WHERE Specific MMarkets/Companies you’d like to target. This can 
be a segment of the market (e.g., companies focused on web 
security software) or a geographical location (e.g., companies 
located within a 20 mile radius of Milpitas, CA) or other 
identifying characteristics (e.g., companies with 100-500 
employees).  

• WHEN The tt imeframe when you ideally want to land the position 
(e.g., openings available within the next 90 days).  

• WHY Your ddifferentiator.  Why the product and solution you can 
offer these companies is different and more valuable than 
solutions they may find from other sources. 

• HOW Specific steps to show vvalue. Your action plan: what you will 
do to market and promote your offering to your target 
customers. 



________________________________________________________________________
 Marketing Your Career 

 16 

My Market ing Template  

In the previous exercise, you created a solution. Now complete the marketing template below to 
create a roadmap for marketing this solution. This will help you clarify the next steps to 
implement your solution. 

 

Who ______________________________________________________ 

 ______________________________________________________ 

 

What ______________________________________________________ 

 ______________________________________________________ 

 

Where ______________________________________________________ 

 ______________________________________________________ 

 

When ______________________________________________________ 

 ______________________________________________________ 

 

Why ______________________________________________________ 

 ______________________________________________________ 

 

How ______________________________________________________ 

 ______________________________________________________ 

 ______________________________________________________ 
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My Market ing Universe  
 
There are literally hundreds of marketing tactics you could use in your campaign to market your 
career. What’s important is that you choose those tactics that are both comfortable for you and 
also best suited for the task at hand. 

 

Potential  Marketing Tactics 
Networking 
Pro Bono/ Volunteering 
Testimonials 
Referrals 
Speaking Opportunities 
Community organizations 
Word of mouth 
White Papers/position papers 
Industry associations 
Online communities 
Alumni associations 

Blogs (including comments 
on other blogs)  

Websites 
FaceBook 
MySpace 
Twitter 
LinkedIn profile 
Podcasts 
Videos/YouTube 
Alliances 
Teleseminars/Webinars 

Publicity 
Case study 
Email campaigns 
Mail campaigns 
Resume 
Cover letter 
Phone script 
Voicemail recording 
Email introduction 
 

 
 
Choose the tactics you’ll use in your campaign. Put the most critical “must-have” tactics close to 
the middle of the oval; those that are important but not critical should be closer to the outside; 
those that are nice to have but not really necessary should be outside the oval. 
  

 
 
 
 

 

My 
Campaign 
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Bui lding A Market ing Campaign 

• Be focused on your target audience. 
• Articulate the value you provide—don’t sell yourself short 
• Show you know how to ask good questions 
• Start with a simple but do-able set of marketing goals 
• Position yourself appropriately. 

Start with the Basic Marketing Tools 
Don’t wait until you have a full-blown, professionally produced comprehensive package. Start 
with a few basic tools and build. Of course you’ll want a professional looking resume, in both 
printed and electronic versions, and a nice cover letter. In addition to those, at a minimum, to 
represent Product YOU, you need to have something ready: 

• To say… 
• To read… 
• To email… 
• To print… 

Packaging and Promoting Your Solution 

Once you have completed your marketing template, you need to consider how you will package 
and promote this. 
 
People really do judge a book by its cover. That’s why it’s important that the “packaging” you put 
around Product You reflects the image you want to portray. 
 

• Clean, crisp and correct.  Make sure all documents are direct, to the point and 
checked to be free of spelling and grammatical errors. Don’t always trust your 
spellchecker on grammar — you may want to use a second level of review for 
proofreading purposes. 

• Polished. Whether you are sending email or presenting hardcopies, make sure your 
communications look well thought out and prepared. Use full sentences, avoid slang 
and don’t use jargon (when in doubt, spell it out!). 

• Professional but not pricey. There’s no need to waste money on pricey printing or 
presentation options. With a simple inkjet printer and paper and presentations from 
your local office supply store, you can put together an inexpensive but professional 
looking presentation quickly and easily.  

 
Hint: WWhen in doubt, leave color out.   Use color printing judiciously —— only 
where it will make a noticeable difference in the readability or presentation of your 
material.  
 
Hint: OOffice supply stores are your fr iend. In addition to inexpensive but nice 
looking papers and folders, you can also pick up inkjet labels for personalizing handouts 
and mailings, as well as attractive envelopes.  



________________________________________________________________________
 Marketing Your Career 

 19 

What ’ s  in  a Market ing Package  

The exact contents of your marketing package will of course be dependent on your own situation 
and the needs of your target audience. In any case and no matter how this package is presented 
(in hardcopy format, sent as a PDF, as part of a web page), your package should have the 
following content included:  

• Who you are 

• What problem you solve 

• What unique value you provide 

• Who can use you 

• When should people call  you 

• Other differentiators 

 

Hint:  Make sure your content is  appropriate for your Product area.  You are 
the expert in your product/solution area. You know what is important to your target 
audience. An engineer will have a very different package and promotion strategy than an 
accounting manager; the package for an operations manager will most likely be quite 
different than for a marketing exec. Consider your audience when you build your package 
and promotions.  
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The  Escalator  Pitch 
 
No Elevator Pitches. You’ve most likely heard about elevator pitches—those quick 
summaries of who you are and what you offer that you would deliver in the time it takes to ride 
in an elevator. Nice idea, but not very realistic. Life doesn’t often give us a good long, 
uninterrupted elevator ride in which to introduce ourselves.  

 
Instead of creating an elevator pitch, think about being on an eescalator: 

• It’s not a captive audience. 
• It’s an open, not closed space. 
• Your target can start moving away from you. 
• You only get one flight to make your point. 

 
Remember: 

• Be concrete 
• Be simple 
• Get to the point 
• Be aware of your target’s reactions 
• Interact with your audience: talk with them, not at them 

 
 
Take a few moments to create a 30-second escalator pitch. Remember you have to be concise 
and to the point and your audience may very well be distracted. Include: 
 

• Who you are 
 
 
 
 

• What you do 
 
 
 
 
 

• One thing that makes you valuable to a potential employer 
 
 
 
 
 
 
(Keep your eye on the audience—have they started to walk up the escalator?)  
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My Market ing Toolki t  Act ion  Plan 
 
To get started in marketing Product YOU, make a list of the key items you need for your 
Marketing Toolkit. Include target due dates for when you will commit to getting a draft of each 
of these completed. 
 
To Say… 
e.g., escalator pitch, introductions for various audiences. 
 
My Action Items        Target Due Dates: 

• ______________________________________  ________________ 
• ______________________________________  ________________ 
• ______________________________________  ________________ 
 

 
To Read… 
e.g. overview of my capabilities, how I can help companies, success stories, relevant articles or  
white papers. 
 
My Action Items        Target Due Dates: 

• ______________________________________  ________________ 
• ______________________________________  ________________ 
• ______________________________________  ________________ 

 
 
To Email… 
e.g., introductory emails, v-cards and signature files, email templates. 
 
My Action Items        Target Due Dates: 

• ______________________________________  ________________ 
• ______________________________________  ________________ 
• ______________________________________  ________________ 

 
 
To Print… 
e.g., personalizable cover letter, overview of capabilities 
 
 
My Action Items        Target Due Dates: 

• ______________________________________  ________________ 
• ______________________________________  ________________ 
• ______________________________________  ________________ 



________________________________________________________________________
 Marketing Your Career 

 22 

My Networking Plan 
 
Not all networking is of equal value. Focus your networking efforts on those individuals who are 
most likely to have connections that can be helpful to your career search.  
 
Remember that networking is a two-way street. Think of the value you can provide to others  
with whom you will network. What kind of help or support can you offer them?  
 
Identify 20 good potential networking partners. For each, include who they work with, how you 
know them, the hook you will use to connect with them, what you will ask them for and what 
you can offer them. 
Name     Organization          Connection  Hook:              The Ask:   The Offer: 
Ex. Jill Jones    Works for ABC Co.        Know her through      She’s seen my Provide names    Get her contacts 
                            PTA     writing               of hiring mgrs          for PTA auction 

_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________ 
_________ ___________     ___________  _________  _________   _________  

Now, circle the names of the top 5 potential networking partners. These are the people you will 
contact first and make a concerted effort to reach.  

As you network, ask each person you contact who else they might recommend that you contact. 
So each contact should lead you to additional new potential contacts. 

Use tools like LinkedIn to connect to top networking targets. 
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My Accountabi l i t y Plan:   

No journey will be completely uneventful. To keep your career development program on track, 
you’ll want to be aware of the potential obstacles you may come across, and to identify support 
systems that can help you detour around these “hazards.” 

 

Goal: ______________________________________________________________________ 

Target Completion Date: ______________________________________________________ 

 

Potential Obstacles I need to be aware of:  

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 
 
Support systems that will help me overcome obstacles: 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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My Commitments  
 
You’re almost there. Research tells us the people are more likely to make progress towards a goal 
when they set specific, actionable targets with definite deadlines. Complete the chart below 
with targets that are both reasonable and relevant. 
 
 
 
Today (date _________) I will:     

_________________________________________________________________________ 

 

In the next 72 hours (by _________) I will:     

_________________________________________________________________________ 

 

In the next week (by _________) I will:  
_________________________________________________________________________ 

 

In the next 30 days (by _________) I will:  
_________________________________________________________________________ 

 

In the next 6 months (by ________) I will:    

_________________________________________________________________________ 

 

 
What about those big grand plans that might not be accomplished in six months? Acknowledge 
them and put them in a “parking lot,” so you can go back and revisit these in the future. 
 
 
Parking Lot (Someday, maybe I’d like to): 
 
_________________________________________________________________________ 

 
_________________________________________________________________________ 

 
_________________________________________________________________________ 
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Measuring My Progress  
 
You’ve created a roadmap for marketing yourself and your career. It’s important to regularly look 
around and see if you’re on track to get where you want to go—just as you would when following 
a map when driving. And just as you’re likely to run into traffic, accidents or construction while 
on the road, it’s quite possible you’ll encounter obstacles in this roadmap that require rethinking 
and adjusting to get  you to your destination as efficiently as possible. (Sometimes you may even 
decide to rethink whether or not you want to continue to that destination, and that’s ok too.) 
 
On a regular basis, stop and evaluate where you are. Be sure to acknowledge your successes as 
well as any setbacks. 
 
 
What’s Working: 
 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

 

 

Where I Need to Improve 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

 

My Revised To Do List       Dates Due 

 

• ___________________________________________  ___________________ 

• ___________________________________________  ___________________ 

• ___________________________________________  ___________________ 
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My Progress  Partner :  
 
A Progress Partner is some one with whom you can work on an ongoing basis to keep you on 
track, and to hold you accountable for the commitments you’ve made. This can be a friend, 
family member, or coworker. It’s often helpful to make this a mutual arrangement, where you 
each act in this capacity for the other.  
 
My Partner’s Name: _____________________________________________________________ 
 

What I will Expect of Them: 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

 

What They Can Expect of Me: 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

• _______________________________________________________________________ 

 

 

How Often We Will Meet: _______________________________________________________ 

 
 
Special Considerations: 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
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Marketing Your Career  Checkl is t  

 
Use this list to track your progress in moving forward in your personal marketing campaign. Check 
off each of the items below as you complete it. 
 
 

 Goal Statement  

 List of Obstacles 

 Value Proposition 

 Personal Brand Worksheet 

 Target Company List 

 Problem/Solution/Results 

 Marketing Universe 

 Skills/Talents Passions 

 Escalator Pitch 

 Plan for Moving Up the Organization 

 My Competitive Plan 

 Marketing Template 

 Marketing Toolkit Action Plan 

 Resume 

 Cover Letter 

 LinkedIn Profile 

 Setup Social Media (FaceBook, MySpace, Twitter, etc.) 

 Setup Website/Blog 

 Phone Script 

 Voicemail Recording 

 Email Introduction 

 Networking Plan 

 Plan to Measure Progress 

 Commitments 

 Progress Partner 

 Accountability Plan 

 Other: _______________________________________ 

 Other: _______________________________________ 
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A Final  Thought  
 
Congratulations! Look how far you’ve come: 
 
You’ve identified a career goal, your strengths, and what you’re passionate about. You’ve determined 
who might be a good target audience for your unique solution and you’ve created a specific set of 
activities to market yourself to that audience. You’ve recognized some of the obstacles you may 
encounter along the way and created a support system to help you through the process. 
 
By doing this, you’ve already set yourself apart from the myriad of people in the job market. 
Remember though, that even though you’ve gotten this far, there’s no noise unless you go out and 
make it. Even if you’re the best candidate in the world, you won’t be considered if hiring managers 
don’t know about you.  
 
The next step is up to you. Go out and execute your plan with confidence.  
 

What will  YOU do to start marketing yourself today? 
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Usefu l  Resources  

 
There are many, many resources devoted to career development, resume writing, and similar 
topics—too many to include here. We have focused here on those that can help you position, 
package and promote yourself, many of which may not be on the standard jobseekers’ reading 
list. 

 

Marketing Your Career: Positioning, Packaging, and Promoting Yourself for Success  
– Linda Popky 

Positioning: The Battle for the Mind  
– Jack Trout and Al Ries 

Solution Selling: Creating Buyers in Difficult Selling Markets  
– Michael T. Bosworth 

22 Immutable Laws of Branding: How to Build a Product or Service into a World-Class Brand  
– Al Ries and Laura Ries 

Differentiate or Die: Survival in Our Era of Killer Competition  
– Jack Trout 

Now Discover Your Strengths  
– Marcus Buckingham and Donald O. Clifton 

Strengths Finder 2.0   
– Tom Rath 

 

There’s a wealth of information on the Web that increases on a daily basis, as well as social 
networking sites like LinkedIn and FaceBook. You’ll want to check these out as well, but be 
wary of any source that suggests the secret to career success is based on quantity. Having the 
most friends or connections may give you bragging rights over your colleagues, but if these  
are not the right friends and connections this may actually hurt rather than help your  
career development. 
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________________________________________________________________________
 Marketing Your Career 

 32 

Notes  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



________________________________________________________________________
 Marketing Your Career 

 33 
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