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p-TIPS Making your job search more productive 
(What to do [and not do] when e-mailing recruiters) 

e-Mail can shorten the time spent looking for a job, but it has its own 
etiquette and offers plenty of opportunities for potentially expensive 
mistakes. Just as it’s generally advisable to dress professionally for a job 
interview, try to make your e-mail as businesslike as possible. “First im-
pressions are made not with a handshake but with words on a computer 
screen,” says Jared Flesher on the Wall Street Journal’s Executive Career 
Site (http://www.WSJ.com). He offers tips on how your e-mailed cover 
letter is more likely to lead to an interview.

1)  Forget what Instant Messenger has taught you. When instant messaging 
friends, abbreviations, all lowercase letters, and no punctuation may be 
the rule. In business, however, “stick to the rules your English teacher 
taught you.” Use spell check and grammar check functions, print out 
your cover letter and resume, proofread carefully, and ask someone else 
to proofread them too.

2)  Don’t be cute. Use an undecorated white background with black Times 
New Roman or Arial 12-point font for both cover letter and resume. If 
your cell phone is your contact number, ensure that your voice mail is 

appropriate. That means no music. You may need to change your e-mail 
address, too. Messages from “Slackerboy@” or “Domesticgoddess@” 
almost certainly won’t impress. Address the recipient as “Dear Ms. 
Chan” or “Dear Mr. Park.” Do not ever begin with “Hi” or “Hiya.”

3)  Customize your cover letter to the job. Don’t just cut and paste the same 
letter to every enterprise with an opening. Show that you know some-
thing about the company and/or position you are applying for.

4)  Don’t ramble. Remember, personnel officers have only seconds to read 
each message. They want to see the titles of the most recent couple of 
positions, names of enterprises worked for, and educational background. 
Two paragraphs should do it.

5)   If attaching the cover letter, write a brief note in your e-mail. Write a 
short (four sentences maximum) message in the text box indicating why 
you’re interested in working for the company. Don’t be creative in the 
subject line. “Candidate seeking the position of [name of position]” is 
recommended. 

should lead to a sales call of some description, and that is when sales skills 
come into action. The world-renowned sales trainer Zig Ziglar is known for the 
assertion: “Nothing happens till somebody sells something!” That “something” 
can be a product or a service. Sales are what makes enterprises tick. Making 
the sales process tick productively should be the focus of the sales manager.

While working as a process improvement executive some time ago, a very 
practical checklist came across my desk. Having spent several years as a sales-
person, sales manager, marketing manager, and more recently as executive in 
charge of the customer relationship process at IBM, I can commend this table 
to assist in improving efficiency, effectiveness, productivity, and competitive-
ness in a sales force.

Being a successful sales manager involves all the attributes of top management 
leadership. It should be remembered that not all successful salespersons make 
top sales managers. The path to top managerial positions in many outstanding 
global organizations is through successful sales and sales management, and 
this is certainly the case within IBM. When we examine the table below, it 
becomes very clear that successful sales managers ensure that their sales teams 
identify opportunities; manage those opportunities; manage relationships with 
customers; and ensure that the appropriate solutions are proposed and de-
signed for customers which will meet or exceed their requirements and will be 
delivered and installed on time, every time.

Please note that this checklist is very process oriented. Also note that the 
productivity improvement elements are apparent. This is the type of summary 
sales management checklist/document used in world-class, high-performing 
organizations and can be adapted to suit the circumstances of any enterprise 
involved in sales and sales management.

Sir Edmund Hillary once said: “You don’t have to be a fantastic hero to do 
certain things—to compete. You can be just an ordinary chap, sufficiently 
motivated to reach challenging goals.” That is what top salespeople and sales 
managers are: “ordinary people doing extraordinary things.” They constantly 
strive to overachieve and carry their work teams and organizations with them 
for profitable and competitive results.

Richard Barton is the Managing Director of Business Improvement Advisory 
Services. Previously he was the Business Process and Quality Management 
Executive for IBM in Australia & New Zealand. Prior to that he was General 
Manager with the Australian Quality Council.  He has had a long and close 
association with the APO since 1992. Mr. Barton writes this column regularly for 
the APO News.
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COMMON SENSE 
TALK

“Knowledge management is not a tool to make 
money, but a way of life, because it shares indi-
vidual visions, dreams, and what we believe for 
the future.”

Ikujiro Nonaka

“The man who does not read good books has no 
advantage over the man who cannot read them.”

Mark Twain

“Globalization can be made to work, and work 
in a way that the number of people in poverty is 
reduced. But it has not been working that way.”

Joseph Stiglitz

“Attempts to censor in public ways almost 
always raise awareness of an issue, and this pro-
vides a great conversational landscape.”

Jeffrey Rutenbeck

“The dinosaurs reigned for millions of years. We 
have only been here for fifty thousand. Pray for 
grace.”

Ellen Gilchrist

“Nature doesn’t work on a rushed schedule. To 
do good science, you need to do things slowly 
and rigidly.”

Lu Ke

“People don’t want to communicate with an 
organization or a computer. They want to talk to 
a real, live, responsive, responsible person who 
will listen and help them get satisfaction.”

Theo Michelson

“We don’t want to push our ideas onto custom-
ers. We simply want to make what they want.”

Laura Ashley

“By working faithfully eight hours a day, you 
may get to be a boss and work twelve hours a 
day.”

Robert Frost
For order and inquiry on APO publications and videos, please contact the Asian Productivity Organization, Hirakawa-cho 
Dai-ichi Seimei Bldg. 2F, 1-2-10 Hirakawa-cho, Chiyoda-ku, Tokyo 102-0093, Japan. Phone number: (81-3) 5226-3920, 
Fax: (81-3) 5226-3950, e-Mail: apo@apo-tokyo.org

New APO publication

The APO launched the APO Best Practice Network in 2001 to generate, share, and transfer knowl-
edge on best practices that will help organizations in its member countries to improve their per-
formance. In line with those objectives, the first compendium of 17 best practices in six countries 
in the areas of the balanced scorecard, frontline customer service, and people performance evalua-
tion practices was published in 2004. The new second compendium revolves around three topics, an 
innovation culture, organizational excellence in SMEs, and how to carry out local benchmarking, 
and introduces 12 case studies from Singapore, Thailand, the Philippines, Japan, and the Republic 
of China. 

The new volume follows the format of Volume I, and is the result of one year of benchmarking in 
each country overseen by participating NPOs. Each case study covers areas such as organizational 
profile, rationale and objectives, overall description, leading practices adopted, benefits gained, 
lessons learned, key performance indicators, recent improvements, and subsequent steps for contin-
uous improvement. The organizations described in these case studies are identified by code to pro-
tect the confidentiality of the information supplied as well as to emphasize their leading practices, 
rather than the image of the organization. This masking of identity also allowed the participating 
enterprises to present their problems, benchmarking practices, and results or a lack thereof frankly.

One case study from the Philippines, on Benchmarking in the Healthcare Sector, is a good example 
of that frankness since it focused on preventing errors in the administration of medications. An-
other example from Singapore discussed new product specifications in some detail after the adop-
tion of an innovation strategy by a medium-sized turnkey marine solutions provider. Cultural and 
other barriers to undertaking benchmarking are cited, along with possible ways to overcome them, 
to provide a necessary balance to the successful results reported by most participating enterprises.

The APO, which plans to strengthen its Best Practice Network, organized the seventh workshop of 
the Best Practice Network in Mongolia in September 2006, and the eighth workshop is planned for 
later in 2007. Both Volumes I and II of the Compendium of Best Practice Case Studies in Asia are 
available in print editions and on the APO Web site at www.apo-toyo.org. Their companion volume, 
the Benchmarking Training Manual, is also available in the two versions. 

COMPENDIUM OF BEST 
PRACTICE CASE STUDIES 
IN ASIA  (Volume II)

APO   63 pp. February  2007 
ISBN: 92-833-2367-X (hard copy)
ISBN: 92-833-7053-8 (e-edition)
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