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Getting Ready
for your 
Job Search
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What Recruiters  Look For 
on LinkedIn

Instead of  treat ing your prof i le  as a stat ic document updated dur ing career
transit ions,  consider i t  a  l iv ing document that  ref lects your professional

journey.
 

Here are some insights from our Recruiters on how they ut i l ize LinkedIn and
what they seek in potent ia l  candidates for  our c l ients . 

Profile geared towards accomplishments over responsibilities

Recruiters appreciate candidates who showcase their  achievements rather
than just  l ist ing their  day-to-day tasks.  Highl ight  what you've accompl ished in

your ro les .

Experience and outcomes matters most

Recruiters value a narrat ive that  emphasizes a curated set  of  outcomes and
accompl ishments.  

 

When Recruiters send your resume to their  c l ients ,  they include a prof i le  that
te l ls  your story and highl ights your accompl ishments.  A LinkedIn job history

displaying a logical  progression of  accompl ishments can great ly  capture their
interest .



Talk PRODUCT

Every funct ion of  a tech company has i t 's  own language.  Product
Management is  no except ion.  Communicat ing your narrat ive in  the language

of your funct ion,  increases the l ike l ihood of  your prof i le  appear ing in  keyword
searches and being recognized by h ir ing managers looking for  product

ta lent .

Talk in use cases

When descr ib ing the product or  business you have been responsible for  to
someone who may have l imited knowledge about what you are working on,

i t 's  important  to communicate in  a way that  is  c lear  and re latable .  
 

One effect ive method is  to ta lk  in  use cases to expla in your product
exper iences.  Use cases help the person reviewing your prof i le  understand

what problems you are current ly  solv ing with your product .

Recruiters review many LinkedIn prof i les and resumes,  often re ly ing on
LinkedIn as their  pr imary source for  f inding potent ia l  candidates.  

By keeping your LinkedIn prof i le  up-to-date,  
Recruiters are more l ike ly  to discover you which may result  in  excit ing

opportunit ies landing in  your inbox.

Clear and professional headshot

Having a photo on your LinkedIn prof i le  is  a must!  When choosing your photo,
remember two th ings:  keep i t  current  and genuine.  People who evaluate

candidates want to see the real  you,  so make sure your photo st i l l  looks l ike
you and represents you wel l .  Authent ic i ty  is  key when impressing potent ia l

employers or  connect ions.



How to Find a  Job:
Honest  Advice from a

Recruiter

The harsh real i ty  of  job hunt ing is  that  i t 's  a constant
balancing act  between pursuing the job of  your
dreams versus the job someone wi l l  be wi l l ing to h ire
you to do.  Personal  factors l ike f inancia l
responsibi l i t ies ,  t ransportat ion l imitat ions,  and
chi ldcare resources often play a s igni f icant  ro le in
decis ion-making.

Sometimes,  pract ical  considerat ions take
precedence over immediate dreams.  This becomes
evident when indiv iduals aspire to become Product
Managers in  the tech industry without pr ior  tech
exper ience.

For those outs ide the tech industry ,  our  advice is  to
focus less on apply ing sole ly  for  Product Manager
roles and instead aim to jo in a tech company in any
capacity where you can contr ibute value.  Roles l ike
Customer Success,  Sales ,  Market ing,  or  Engineer ing
can serve as entry points into product management .  

Start somewhere, add value, and
learn the industry.

I f  you wait  for  your dream role as a Product Manager
to be your f i rst  tech job,  you might  f ind yoursel f
wait ing longer than others who pr ior i t ized gett ing a
foot in  the door of  the tech industry ahead of  you.

Part 1: Job Hunting Reality



Finding a job is  not  only chal lenging but  a lso
t ime-consuming,  often taking longer than

ant ic ipated.
 

Approaching the process pragmatical ly  y ie lds
better  outcomes and a more posit ive att i tude.

Candidates who v iew i t  as a " funnel "  understand
that  cont inuous efforts to f i l l  i t  with opportunit ies

and leads are necessary to secure a job.
 

Where you begin may not  be where you end up
as the leads in  the funnel  advance or  sunset .

Rely ing sole ly  on one opportunity  or  interv iew
increases the chances of  not  f inding a job.

 
Remember that for every

opportunity you are interviewing
for, there are numerous other
candidates being interviewed

by the employer.
 

To increase your l ike l ihood of  success:

Part 2: Filling the Funnel

Fi l l  your opportunity  funnel  and hold loosely
to each lead and opportunity  you hear about
and engage with .
Remember ,  only one person gets a job,  whi le
everyone e lse they interv iewed does not .  Do
not take i t  personal ly .
Keep moving forward and keep f i l l ing your
funnel .
Try the three- legged stool  approach.



Do they work in  the industry you are pursuing?
Do they recruit  for  your ro le or  want to be hired?
Do they generate/share content  demonstrat ing they are knowledgeable/ a
thought leader in  the industry?

Finding a job is  best  descr ibed as a 3- legged stool .  An effect ive job search
requires 3 processes running concurrent ly .

1 .  C o n t a c t  e v e r y o n e  y o u  k n o w  w h o  h a s  i n f l u e n c e  o r  i s  a  s t a k e h o l d e r
Personal  networks are st i l l  the number one way people get  h ired.  Reach out
to employers ,  partners ,  and stakeholders you’ve worked for  and with to let
them know you're open to discussing opportunit ies .  Don't  assume people are
aware of  your avai labi l i ty  or  wi l l  remember you.  Posit ion yoursel f  as someone
who can add value to their  company and help them achieve their  goals .

2 .  A p p l y  t o  e m p l o y e r s  b u t  f o c u s  o n  t h e  h i r i n g  l e a d e r  w h o  o w n s  t h e
p r o b l e m / o p e n  r o l e
The second,  more common way most people f ind a job is  through ident i fy ing
the stakeholder who owns the hir ing problem and contact ing them direct ly .
Focus on establ ishing a connect ion with the decis ion-maker who knows the
specif ic  requirements of  the ro le .  Highl ight  your value and demonstrate how
you can contr ibute to their  long-term object ives.  This increases the l ike l ihood
of being not iced and considered,  even for  ro les that  may not be publ ic ly
advert ised.

3 .  C o n t a c t i n g  a  R e c r u i t e r
While Recruiters can be helpfu l ,  i t 's  important  to note that  most people don't
get  jobs through Recruiters .  This is  because Recruiters are engaged to f ind
people for  jobs,  not  f ind jobs for  people .

When select ing a Recruiter  to contact ,  take the t ime to research Recruiters
who specia l ize in  your industry and role ,  and ensure your ski l ls  a l ign with their
focus.  

Shar ing your resume and contact  info in  your f i rst  reach out  saves t ime.  Make
it  easy for  them to understand your exper iences and contact  you without
going back and forth .  Create a fr ict ionless exper ience i f  you are the one
reaching out  to them. Keep in mind that  their  current  searches may not
always a l ign with your prof i le ,  so t iming plays a crucia l  ro le .

Part 3: The Three-Legged Stool Approach

Finding a job takes effort and grit, especially if you are in a
situation where you need to find one quickly. Always

remember to keep your head up, your job funnel filled 
and an open mind to opportunities.



Benefits of
Partnering with a
Niche Recruiter
when Job Hunting
Recruiters can be misunderstood,  but
ident i fy ing the r ight  ones is  crucia l .  

Niche recruitment f i rms,  specia l iz ing in  specif ic
markets ,  offer  d ist inct  advantages:

Market Insights1.

The senior i ty  of  the role
The scarcity  of  exper iences and ski l ls  needed
How your exper iences and abi l i t ies measure to other act ive
candidates
Current  market condit ions
How compet i t ive of  a landscape you’re in

Niche Recruiters have up-to-date informat ion on compensat ion
and ski l l  levels ,  providing valuable ins ights for  job seekers.

Leverage the exper ience and market knowledge of  a search f i rm
that understands the real i t ies that  affect  salar ies:

2. Networker

Niche Recruiters often have access to the h idden job market ,  g iv ing
candidates exclusive opportunit ies with in their  specia l ty .

3. Professional Negotiators

Recruiters are professional  ta lent  scouts and negot iators .  Some
firms l ike ours have a team of  ta lent  scouts (Recruiters)  and offer
negot iators (AEs)  to f ind the r ight  ta lent  for  our c l ients and to
ensure both part ies are sat isf ied with the terms of  employment .

4. Reputation Management

Another benef i t  is  that  your character  remains intact  even i f  th ings get
emotional  dur ing the offer  negot iat ion process.  Recruiters act  as
intermediar ies ,  handl ing sensit ive negot iat ions and preserving a
posit ive re lat ionship between candidates and employers .



This is  often the number one most over looked benef i t  -  Recruiters
possess valuable informat ion about an employer 's  f lexibi l i ty ,
emotional  state ,  and your posit ion in  the h ir ing process.  This unique
knowledge helps you navigate negot iat ions,  determine your standing,
and make informed decis ions about pursuing a l ternat ive offers .

5. Insider Knowledge

6. Transparency and Confidence

Unl ike HR representat ives,  you can openly discuss the role and company with
a Recruiter .  Their  pr ior i ty  is  ensur ing both part ies '  sat isfact ion,  so they
welcome your input  without offence.  

Engage in conversat ions about important  factors ,  concerns,  ro le
comparisons,  acceptable compensat ion,  and addit ional  requirements for  your
decis ion-making.  These discussions with a Recruiter  save t ime by ensur ing
al ignment with your goals and values,  prevent ing unnecessary interv iews for
unsuitable posit ions.

Next time a Recruiter drops you an InMail, reply. 
 

You never know what opportunit ies or  market knowledge could ar ise from a
quick conversat ion.

Martyn Bassett Associates Inc
A Toronto-based recruitment firm focusing on executive product management, marketing and sales
roles for early-stage North American software and technology companies.

Our clients - Shopify, Achievers, Calix, Vidyard and PowerHub just to name a few - are responsible
for some of the most highly anticipated, innovative, and grounbreaking technologies.

www.mbassett.com



Creating a
Product
Resume
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Writ ing an ef fect ive  resume is  a  sk i l l  that  most
profess iona ls  st ruggle  wi th .  At  Martyn Bassett

Associates ,  we spend a  lot  of  t ime coaching job
seekers  on how to  improve the i r  resumes to

increase the i r  chances of  landing an interv iew.  
 

We created th is  ebook to  share essent ia l  t ips  to
he lp  you craf t  a  compel l ing  product  resume.

Understand Your Audience: 
The Mindset for Effective Resume Writing

Resume Writing Advice:
Recommendations from a

Recruiter

The sole purpose of  your resume is  to compel  a
busy Hir ing Manager to short l ist  you for  a f i rst

interv iew.  To wri te an effect ive resume that
achieves th is  outcome,  you have to understand

the audience you’re wr i t ing to .
 

The reader of  your resume typical ly  fa l ls  into
three prof i les :  startup CEO/Founder ,  C- level

execut ive who owns the funct ion you’re apply ing
to,  or  Recruiter  ( internal  or  th ird party) .

These readers have dist inct  interests and
mandates,  meaning you have l imited t ime to

capture their  attent ion.  
 

Moreover ,  don't  assume the person reading
your resume fu l ly  understands the funct ion

you’re apply ing for .  
 

Make i t  effort less for  the reader to understand
what you do,  and how you’ve achieved success in

your ro le .  By doing so,  you wi l l  increase your
chances of  being short l isted.



People don't  read resumes,  they scan them. Your design needs to be c lean
and s imple.  Leverage areas where the reader 's  eyes natural ly  focus and
highl ight  s igni f icant  career accompl ishments.  

Here are guidel ines for  creat ing a wel l - formatted resume:

1 .  A v o i d  u n n e c e s s a r y  d e s i g n  e l e m e n t s ,  s t i c k  t o  a  c l e a n  &  s i m p l e  f o r m a t
Stick to one font  throughout your resume,  keep the spacing consistent ,  and
use default  margins.  Use bul let  points ,  not  paragraphs,  to descr ibe your
accompl ishments.

2 .  K e e p  i t  s h o r t  &  u s e  y o u r  r e a l  e s t a t e  w i s e l y
As a general  ru le of  thumb,  a resume should be 2 pages.  I t 's  3 pages for
professionals with 20+ years of  exper ience and 1  page for  fresh graduates.

You want to make sure you’re making the most out  of  each page,  so avoid
using wide margins that  push content  down.  However ,  be mindful  not  to
overstuff  your resume making i t  harder to scan.

Resumes are scanned – not read

When consider ing the reader 's  perspect ive,  remember that  the top sect ion of
the f i rst  page holds valuable real  estate.  Ut i l ize th is  space wisely .  Don't  waste
it  l ist ing your soft  ski l ls  or  the types of  software you're prof ic ient  in .

Use bul let  points instead of  paragraphs to convey your exper ience
effect ively  s ince resumes are scanned,  not  read.
Write with your audience in mind – busy professionals who may or  may
not fu l ly  understand the funct ion you’re apply ing for .
Maximize your l imited space and t ime by ensur ing every word highl ights
your accompl ishments and exper ience.
Avoid regurgitat ing job descr ipt ions,  i t 's  the number one mistake
candidates make.  Set  yoursel f  apart  by focusing on achievement-or iented
language.
Your resume's sole object ive is  to be short l isted for  engagement :  a  cal l  or
Zoom. Avoid excessive detai ls  or  repet i t ion.  

C o n s i d e r  t h e  f o l l o w i n g  w h e n  w r i t i n g  y o u r  r e s u m e :

Formatting Matters: 
Keep it Clean and Simple



Now that  we’ve covered the basics of  aesthet ics ,
formatt ing,  and using space effect ively ,  let ’s  move
on to the content  of  your resume.

In th is  sect ion,  we wi l l  address the common mistakes
candidates make over and over again .  I f  you ident i fy
these mistakes in  your own resume,  there 's  no need
to panic .  Making revis ions based on the t ips below
wi l l  increase your chances of  secur ing that  f i rst
interv iew.

1 .  A v o i d  f i l l i n g  v a l u a b l e  s p a c e  o n  y o u r  r e s u m e
w i t h  s u b j e c t i v e  s t a t e m e n t s
Generic c la ims about working wel l  in  cross-
funct ional  teams or possessing strong
communicat ion ski l ls  lack impact and meaning.
Instead,  focus on quant i f iable achievements and
numbers.  

I f  you can back up your abi l i t ies with concrete
results ,  such as "Successful ly  launched 7 new
product features whi le  working with Design and
Engineer ing " ,  then i t  can be assumed that  you
funct ion wel l  in  col laborat ive cross-funct ional  teams.

Content is King: 
Avoid These Common Mistakes

3 .  F o l l o w  t h e  A B C s  –  A l w a y s  B e  C o n s i s t e n t  
Maintain c lean and consistent  formatt ing across the
board.  Pay attent ion to detai ls  l ike capita l izat ion of
your job t i t les and employer names,  ensure bul let
points consistent ly  end with or  without per iods and
maintain uni form spacing throughout .

Take the t ime to proofread your resume to guarantee
consistency.  Whi le inconsistencies may not s ingle-
handedly make or  break your resume,  they can be
distract ing for  t ime-starved readers.  By minimiz ing
distract ions,  you can ensure that  your reader remains
focused on what you br ing to the ro le .

4 .  S u b m i t  y o u r  r e s u m e  a s  a  P D F  &  u s e  y o u r  f u l l
n a m e  a s  t h e  n a m e  o f  t h e  f i l e
Avoid sending documents in  incompat ib le formats ( i .e .
Pages,  Google Docs,  etc . )  and don't  presume that  your
LinkedIn prof i le  or  personal  website wi l l  suff ice as a
subst i tute for  a resume.



2 .  A v o i d  m e r e l y  r e s t a t i n g  y o u r  j o b  d e s c r i p t i o n  w i t h o u t  p r o v i d i n g  c o n t e x t
a b o u t  t h e  r e s u l t s  y o u ’ v e  a c h i e v e d
I t 's  crucia l  to go beyond l ist ing tasks and ask yoursel f  i f  each bul let  point  on
your resume tru ly  showcases why you are the ideal  candidate for  the role .
Focus on highl ight ing your unique contr ibut ions and results  rather than s imply
descr ib ing rout ine job dut ies that  anyone in your posit ion would perform.

For example,  don’t  just  say:  “ I  am responsib le for  working with a cross-
funct ional  team.”  

Instead say:  “Col laborated with 3 distr ibuted engineer ing teams (Bangalore ,
Krakau,  and Colombia)  to re lease product in  2-week spr ints . ”  

If you have numbers, use them. If you have client
names that you can drop, drop them.

The reader of  your resume wants to h ire someone who cares enough about
their  work to brag about i t .

3 .  D o n ’ t  a s s u m e  y o u r  r e a d e r  k n o w s  t h e  c o n t e x t
Unless your career has been spent working for  recognizable employers –
Apple ,  Google ,  Shopify ,  etc .  –  i t ’s  helpfu l  to include some context  about what
the product is  that  you specif ical ly  manage.  

Remove the fr ict ion of  expect ing the reader of  your resume to go to Google
to f igure out  what your employer does and what the product is  that  you
manage.  Before div ing into your accompl ishments ,  offer  a concise use case,
such as "B2B SaaS platform providing eCommerce solut ions that  re imagine
how enterpr ises del iver  a DTC shopping exper ience. "



 

Tips For A Better Resume:
From Top to Bottom

Modern resumes no longer include a mai l ing address.  Your header should
include your name,  emai l  address,  phone number ,  and LinkedIn prof i le .
Get to your professional  exper ience as quickly as possible .  Between the
header and exper ience sect ion,  br ief ly  state your object ive ,  such as
"Seeking the opportunity to dr ive product innovat ion for  a startup in
Toronto in  the health-tech space."  Then dive into the detai ls .
Label  the sect ion as "Professional  Exper ience" or  "Employment History , "
not  just  "Work. "
The header for  each employer should include the name of  the company,
your t i t le ,  and the dates you worked there.  I f  a l l  your exper ience is  in  the
same city ,  omit  the locat ion to save space.
For lesser-known companies,  provide a br ief  statement about what they
do and use case.
Write your bul let  points with care.  Use achievement-or iented language to
convey the scope of  your ro le .  
L ist  your professional  exper ience in reverse chronological  order .  Focus
on providing detai ls  about the most recent and re levant exper iences.

Include educat ion and re levant professional  development ,  cert i f icat ions
and volunteer exper ience that  showcase leadership and re levant qual i t ies .

Now that  you understand your reader ,  have a c lean and consistent  format ,
and have crafted compel l ing and context-r ich content ,  take one more pass

through your resume from top to bottom. 
 

Here are t ips to ensure that  your resume has a l l  the necessary informat ion,
free of  f luff ,  and a l igns with current  resume wri t ing convent ions:

 

 

Curate the information you provide carefully,
sometimes less is more.

I t 's  hard to dist i l l  exper ience down to a few pages,  and plenty of
professionals struggle with i t .  Use these t ips to present your exper ience

effect ively ,  increasing your chances of  landing an interv iew.



Don't Lie On Your
Resume
Regardless of  the compet i t ive job market and
economic condit ions,  i t 's  important  not  to 
just i fy  ly ing or  d istort ing the truth on your
resume just  to gain an advantage.

Be mindful  of  these f ive l ies commonly found on
a resume to avoid making yoursel f  look bad:

I t  can be tempting to just  toss an extra responsibi l i ty  in ,  
or  use exaggerated language.  Resist  the urge because a 
s imple phone cal l  to a former employer can expose the truth .

1. Overstating the scope of your responsibilities

Be sure to give credit  where credit  is  due — because th is  can
easi ly  be researched and you’ l l  be subsequent ly  cal led out .

2. Claiming a team’s contributions as your own 

Stick to the actual  job t i t le  you held ,  even i f  i t  was years ago.  Al ter ing i t
to sound more impressive can backf i re .

3. Changing your job title to sound more impressive

This is  one of  the biggest  ways to have a career implode on you.  Falsely stat ing
you have a degree can have severe repercussions and damage your career .
Even CEOs have been toppled by such fraudulent  c la ims.

4. Claiming a degree that was not earned

Stretching the durat ion of  employment to make i t  seem longer is  a r isky
move.  Keep the dates accurate and avoid misrepresent ing your work h istory .

5. Fudging your working dates

Maintain ing honesty and integr i ty  on your resume is  essent ia l  for  bui ld ing a
sol id foundat ion for  your career and earning the trust  of  potent ia l  employers .



Martyn Bassett Associates Inc
A Toronto-based recruitment firm focusing on executive product management, marketing and sales
roles for early-stage North American software and technology companies.

Our clients - Shopify, Achievers, Calix, Vidyard and PowerHub just to name a few - are responsible
for some of the most highly anticipated, innovative, and grounbreaking technologies.

www.mbassett.com

Elevate your Resume from
Good to Great

To tru ly  stand out  to h ir ing managers ,  you should str ive for  greatness rather
than sett l ing for  mediocr i ty .

 
Here’s  how you can e levate your resume from good to great :

An average Product Manager will

Write too much and s imply regurgitate the job descr ipt ion
Point  out  the stakeholders 
Out l ine how they gather data and insights from users
Doesn't  use numbers
Refer to products as projects
Emphasize technical  cert i f icat ions 
Doesn't  communicate value

But a great Product Manager will

Curate their  content :  uses few words to express their  point
Point  out  the problem they were hired to solve and the outcomes they
were hired to achieve
Showcase actual  achievements with metr ics
Refer to the actual  product they del ivered into the market ( for  example ,
consumer mobi le app they shipped and how many downloads,  MAU,  and
where the product ranks in  the app store )
Speak l ike a Product Manager .  Every job funct ion has i t 's  own language,
product is  no di f ferent .  Are you ta lk ing l ike a PM or is  your content  wr i t ten
l ike a market ing,  or  Customer Success Manager?

Whi le on the surface,  both cover the same topics ,
the di f ference between good and great
candidates l ies in  their  abi l i ty  to show results ,
rather than just  act iv i ty .



Preparing 
for your
Interview

https://www.mbassett.com/


What Top Product  Leaders
Ask Candidates During

Interviews
When i t  comes to a successful  job search,  interv iew preparat ion is  absolutely
crucia l .  To help you prepare,  we've reached out  to our network and asked top

product leaders across North America to share their  ins ights on the
quest ions they ask when interv iewing candidates. 

What is the fundamental role of Product Management 
in an organization? 

This might  seem elementary ,  but  you’d be surpr ised how often I  f ind that
people have wi ld ly  d i f ferent  points of  v iew here.  I ’m looking for  a response
that  focuses on ensur ing that  the org is  del iver ing that  magical  intersect ion of
customer value and business value,  and some examples of  the key pract ices
and mindsets to achieve that ,  especia l ly  deep customer understanding.

Cameron Moore,  VP of  Product ,  Design and Content ,  Dia logue

Tell me about a time when you were wrong. 
An experience that you look back on and recognize
that you were way-off in your assumption or opinion. 

This helps me see i f  a  person is  actual ly  open to learning and i f  they 're
defensive or  not .  Ideal  candidates proudly speak about their  past  mistakes as
something that  they learned from,  with l i t t le  defensiveness.

Alex Weinstein ,  Chief  Digi ta l  Off icer ,  Hungryroot



How would you improve a product you use everyday?

I  ask th is  quest ion to start  the conversat ion as i t  has enough abstract  to e l ic i t
mindset without crossing the product domain boundary.  Interest ing answers
to th is  quest ion leads to more natural  product funct ional  quest ions,  and starts
to unravel  the key most r iddle :  Is  th is  a good personal i ty  f i t?

Mike Leibovitz ,  VP Product Management ,  P ivotree

What effect did COVID have on your Product
Management lifecycle?

I 'm looking for  an understanding and awareness of  mit igat ion planning.

Sunit  Mohindroo,  CPO, CityLit ics

How do you scale yourself effectively through a team
of PMs? 

For leadership ro les ,  I  have a lways focused on three-pronged assessment :
Ski l l ,  Scale ,  and Speed.  To expla in ,  as a PM lead (Director  and above) ,  they
should be a good indiv idual  contr ibutor  PM then be able to scale through a
team of  PMs by sett ing the v is ion for  the team, creat ing an ownership-based
org and effect ively  delegate responsibi l i t ies and tasks.  F inal ly ,  they need to
be able to unblock the team through a fast  decis ion-making framework and
faci l i tat ion of  systems/processes for  smooth cross-funct ional  agi l i ty .

Manish Sharma,  VP Product and Engineer ing,  Symphony

Tell me about a time while you were in a leadership
position when you had to give a no or strategically
reject an idea to someone more senior than you. 

So much of  being a good product leader is  pr ior i t iz ing and i f  you can’t  do that
on a regular  basis ,  i t ’s  tough to lead.

Michael  Cohen,  CPO, Achievers

Tell me about a recent experiment you conducted 
as a PM?

I  want to hear how the candidate presents the context  of  the exper iment ,  how
they ro l led i t  out ,  what they measured,  learned,  and how they used the results
to bui ld a better  product .

This quest ion is  usual ly  a tr igger for  a great  conversat ion and a lso helps me
assess their  current  matur i ty  towards the empowered product team model .  

Phi l ippe de Albert i ,  VP Product ,  MediaValet



What is your approach to find, grow and retain top-
tier performers? Can you give me an example of
where you did this well and not so well?  

 I  bel ieve that  being able to f ind,  grow and retain top-t ier  performers is  one of
the best  s ignals of  a great  product leader .  This quest ion let 's  me dive into a
candidate 's  real  wor ld exper iences doing th is  successful ly  and what they
learned from doing th is  poor ly .

Just in Di l ley ,  VP of  Product and Design,  Tropic

What's your biggest screw-up and what did you learn
from it?

Looking for  the fo l lowing attr ibutes:  conf idence ( takes guts to admit  you were
wrong) ,  r isk taker (someone not  comfortable with just  "honing the stone" on
areas that  are safe and that  they're a lready fami l iar  with) ,  res i l ience (having
the inner f i re to not  over ly  dwel l  on the mistake,  but  p ick themselves up and
move on)  and introspect ion (being able to look deeply with in themselves for
their  ro le in  th is  and what they could have done di f ferent ly) .

Eric Carrasqui l la ,  EVP and Div is ion President ,  CSG

What is the most important innovation or feature you
have contributed to or led in your career and how has
this impacted the industry in a positive way?

A sol id answer to th is  quest ion is  extremely important  to hear dur ing the
interv iew process as i t  real ly  h i ts  at  the heart  of  the candidate 's  level  of
“thought leadership”  ( in  their  part icular  industry)  as wel l  as provides a sense
of their  level  of  exper ience and passion for  what they do.

Shawn Henshal l ,  Senior  Director of  Product Management ,  Salesforce



The product doesn't  work
Customers are churning out/no renewals
There is  tech debt that  needs to be dealt  with
A compet i tor  has emerged and is  threatening the
business

The scenar io often sounds something l ike th is :  

Whatever is  going on,  i t ’s  a problem and i t  becomes
evident that  a product management leader is  needed
to f ix  the s i tuat ion.  Based on our exper ience,  the
urgency of  the search is  often "code red " .

The Top 3 Reasons
Why Companies Hire

Product  Leaders

There’s a Problem

Our exper ience recruit ing Product Management
leaders has taught us that  CEOs and Founders often
seek to h ire a Product Management leader for  one of
three reasons:  there’s  a problem,  there’s  a pivot ,  or
there’s  an opportunity .  

Understanding these reasons is  crucia l  as i t  helps
br ing c lar i ty  to candidates l ike yoursel f  enter ing into
a search and interv iew process.  Let 's  explore these
reasons and why i t  matters to you as a candidate.

What does this mean for you as a candidate?

The urgency to address the problem means the
hir ing process wi l l  l ike ly  move faster  than most .

This means you need to be ready to qual i fy  the
opportunity for  yoursel f  as ear ly  in  the interv iew
process as possible .  

By the end of  the second interv iew,  you should be
able to understand whether your exper iences are a
match to solv ing the business and product problems.   



When a s igni f icant  p ivot  is  required,  the CEO/Co-Founder seeks a specif ic
type of  product leader with re levant exper ience to increase the l ike l ihood of
success and minimal  r isk .

The search stakeholders are l ike ly  to want to see a person who embodies
leadership qual i t ies ,  f i ts  their  cul ture and elevates the organizat ion.  Whi le
these can be subject ive opin ions,  they often boi l  down to these 3 areas:

1 .  P e o p l e  L e a d e r s h i p :  Have you hired/f i red/scaled/managed remote or
internat ional  employees? Led reorganizat ion or  team real ignments?

2 .  P r o c e s s  L e a d e r s h i p :  Have you ident i f ied ineff ic iencies or  opportunit ies to
do th ings better/faster/cheaper/more eff ic ient ly? Have you reimagined how
the work is  done and how the metr ics/outcomes can be achieved?

3 .  V i s i o n :  Do you have a c lear l ine of  s ight  to where th ings need to be and
the conf idence to get  there through others? Are you able to communicate
vis ion and ra l ly  people around a common goal? Have you assembled a team
of leaders who have exper ience at  scale?

There’s a Pivot

What does this mean for you as a candidate?

Metr ics (numbers ta lk  -  have yours ready)
Before & after  stor ies
A roadmap of  the team you inher i ted and the team you left  (What were the
ski l l  gaps you ident i f ied? How did you ra ise the bar or  invest  in  your team?
What was the most d i f f icu l t  employee or  HR-related matter  you ever had
to deal  with?)
Learnings from mistakes made
Product opportunity you ident i f ied and how you real ized that  opportunity
and took i t  to market

Curate your message into facts and examples,  be ready to provide:  



When a tech company is  h ir ing a product leader to
real ize an opportunity ,  they want a bui lder .

 

They seek a product leader who not only has bui l t
successful  products but  a lso a thr iv ing business.

Someone who has architected the roadmap of  the
product and who has developed the path to

monet izat ion.  Someone cur ious and user-
obsessed.

 

The keywords often used to descr ibe the desired
persona include blue sky th inker and ideat ion.

There’s an Opportunity

What does this mean for you as a candidate?

Have your product story curated
to the key markers in the

roadmap. 
 

Get to the main points and the outcome as quickly
as you can.  Be prepared to share metr ics and

learnings,  including setbacks and how you
overcame them, to showcase authent ic i ty  and

resi l ience.
 

Express genuine interest  and excitement .  People
hire people they l ike so demonstrate the

excitement you have about their  bui ld and their
organizat ion’s dreams.

The key is  to f igure out  which of  the three reasons
the CEO/Founder is  looking to solve with your h ire

and determining i f  your ski l ls ,  exper iences,  and
general  interest  a l ign with that  mandate.  



Stand Out By
Asking Better
Questions
In  th is  sect ion you wi l l  learn how to leverage
the quest ion port ion of  your interv iew to wow
a potent ia l  employer .

As recruitment experts who've prepped many
candidates for  job interv iews,  we’ve heard i t  a l l
when i t  comes to interv iew quest ions.  Here are
our t ips to level  up commonly asked quest ions.

Ask: What has prevented you from making
a hiring decision so far?

While asking why a ro le is  open is  not  necessar i ly  a bad quest ion,  our
suggested quest ion enables employers to provide greater  context  and
insights into what they seek and how they make decis ions.  The decis ions of
an employer impacts every employee.  I f  how they make decis ions or  their
att i tudes towards hir ing are not  a l igned with your values or  approaches,  i t ’s
better  to know ear ly  on.

Instead of  asking:  Why is  the posit ion open?

Ask: How does this role contribute to the overall
growth of the company?

When you ask what the posit ion looks l ike ,  the answer you’ l l  most l ike ly  get
wi l l  be what you have to do,  which is  a l ready given in the job descr ipt ion.  By
asking about the role 's  contr ibut ion to the company's growth and goals ,  you
wi l l  learn more about the company's longer-term vis ion,  the scope of  growth,
and their  p lans for  you in the future.

Instead of  asking:  What would my posit ion look l ike?

Ask: What outcomes would you like to see me achieve in
the first 90 days?

This quest ion te l ls  your interv iewer that  your mindset is  geared toward
performance.  I t  a l lows you to get  the most thorough answer on the role 's  true
mandate versus just  what was advert ised in the job descr ipt ion.  I t  showcases
that  your mindset is  not  only invested in what the company can do for  you but
also in  what you can del iver  for  the company.

Instead of  asking:  What would success look l ike?



Ask: What business strategy are you focusing on to grow, and is the
ultimate objective an IPO, to be acquired or remain independent?

Instead of  a canned quest ion,  our  suggested quest ion ref lects a more
thoughtfu l  desire to gain ins ight  into the company's u l t imate goal .

Instead of  asking:  What is  the exi t  strategy?

Ask: Tell me more about your company culture and
how you do work?

In  th is  post  covid economy where every employer is  adopt ing new ways of
working,  understanding how they tackle the "art  of  work "  is  important  to both
you and the employer .

An increasing number of  employers are introducing in-off ice days,  which
creates fr ict ion among employees who embrace a fu l ly  remote model  of  work.

Understanding the expectat ions around th is  subject  is  essent ia l  before
committ ing to a lengthy interv iew process.

Instead of  asking:  Is  th is  fu l ly  remote,  in-off ice or  hybr id?

Martyn Bassett Associates Inc
A Toronto-based recruitment firm focusing on executive product management, marketing and sales
roles for early-stage North American software and technology companies.

Our clients - Shopify, Achievers, Calix, Vidyard and PowerHub just to name a few - are responsible
for some of the most highly anticipated, innovative, and grounbreaking technologies.

www.mbassett.com



The Final Step:
Navigating the
Offer Stage

https://www.mbassett.com/


How to Choose Between
Two Opportunit ies

Searching for  a job can quickly  become a fu l l - t ime
job,  even when you a lready have a fu l l - t ime job!
Searching for  opportunit ies ,  engaging in  d iscovery ,
researching,  resume updates,  3-8 interv iews per
role ,  case studies ,  and contact ing references -  i t  can
quickly become exhaust ing.

Amidst  a l l  th is ,  i t 's  crucia l  to stay laser-focused on
your desired outcome and what you aspire to do
next .  Remember to be open and f lexib le unt i l  you
have qual i f ied the opportunity  for  yoursel f .

I f  you have concluded the opportunity  is  not  for  you,
i t 's  wise to end the interv iew process.  The better  use
of your t ime is  invest ing into search cycles where
you genuinely want the job.  

This a lso demonstrates respect for  the t ime of
employers ,  f reeing them up to pursue candidates
they may be more l ike ly  to attract  and hire .

1. Curate

When i t 's  t ime to seek out  your next  opportunity ,  you
may f ind yoursel f  in  mult ip le interv iew cycles ,  running
concurrent ly .  

As the candidate,  you could f ind yoursel f  struggl ing to
choose between two seemingly wonderfu l
opportunit ies .

To help you choose among mult ip le opportunit ies ,
here are some pract ical  steps to help you make an
informed decis ion.



Is  th is  a job I  want to do?
Is th is  a group of  people I  want to work with?

The answers to these two quest ions wi l l  help remove emotion from the
equat ion and dist i l l  what counts ,  the long-term out look.  Any fu l l - t ime role you
commit  to is  a commitment to doing the job.  I f  the job is  one you don't  want
to do,  no amount of  money (or  company culture or  incredible valuat ion)  wi l l
make your dai ly  gr ind feel  better .

The same goes for  people .  I t ’s  been said we don't  work for  companies,  we
work for  people;  for  people and with people .  I f  your team is  not  one you can
work wel l  with ,  nothing wi l l  change that .  

2. Ask Yourself These Two Questions

What impact were you interested in making?
How does the sty le of  working a l igned to your l i festy le?
What problems get you excited about solv ing?
These quest ions should help you take the f lattery out  of  mult ip le offers
and steer you in the direct ion that  best  serves your career growth and
ambit ion.  

I t 's  easy to get  swept up in  the emotion of  being wanted.  However ,  be aware
that  the best  interv iewers make every candidate feel  specia l ,  as though they
are the only person being considered.

When th ings seem confusing or  h ighly emotional ly  charged,  i t 's  t ime to go
back to your day-one l ist :

Whi le having mult ip le opportunit ies is  an envious posit ion to be in ,  i t 's  not
without compl icat ions.  Taking the t ime to ask yoursel f  these key quest ions

wi l l  help guide you in the r ight  d irect ion.

3. Go Back to Day-One List



 

Resignation Best  Practices
& Navigating Counter Offers

Resigning from a job can be an uncomfortable conversat ion to have with and
employer .  This explores how to navigate the resignat ion process effect ively
and provides guidance on handl ing counter  offers .

These conversat ions require f inesse and tact .  Keep your resignat ion
conversat ion short ,  to the point ,  and focused on the next  steps in  your
transit ion.  I t  is  not  necessary to disclose where you are going or  share detai ls
of  the offer  you’ve accepted,  as th is  informat ion can potent ia l ly  be used
against  you or  as ammunit ion for  creat ing a counter offer .  

Focus your conversat ion on thanking your manager for  the opportunity ,
d iscussing the detai ls  of  your transit ion,  and c lear ly  communicat ing that  your
mind is  made up about leaving.  Also,  remember to choose a last  working date
at  least  two weeks away from your last  day.

Resignation Conversation

Understand that  your manager wi l l  have var ious thoughts dur ing and after  the
conversat ion,  including concerns about replacing you and the impact of  your
departure on the team. 

They may also contemplate counter offers as a means to retain you,  as
replacing valuable employees can be cost ly  and t ime-consuming.  Navigat ing
counter offers appropr iate ly  is  crucia l ,  as i t  can s igni f icant ly  impact your
career .

Considerations for Your Manager
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The lure of  more money—without having to transit ion into a new role—can
certain ly  be tempting!

Navigating Counter Offers

Counter offers are flattering! They are designed to appeal
to your ego. They make you feel desired and indispensable,
which can make you question your decision to look for and

accept another offer. 

Counter offers usual ly  only address the issue of  money and fa i l  to address
other reasons for  seeking a new opportunity .  I f  you’ve been miserable
working for  an ineffect ive manager ,  accept ing a counter offer  wi l l  not  make
them a better  leader .  You’ l l  st i l l  be in  the same si tuat ion,  just  with a bi t  more
cash.  I f  you don’t  f i t  in  wel l  with the company culture ,  that  won’t  be f ixed
either .

In  fact ,  i f  there’s  one change that  would convince you to stay in  your current
role ,  you should ask for  i t  before you start  looking for  other jobs and
interv iewing.  I f  you get  a l l  the way to an offer  stage at  another organizat ion
before making your request ,  you r isk burning a lot  of  br idges.  You’ l l  have
wasted the t ime of  your interv iewers,  and demonstrated to your current
manager that  you don’t  have the professional  courtesy to ra ise your concerns
in a respectfu l  and t imely way.

Risks and Ramifications of Counter Offers

Accept ing a counter offer  can harm your professional  reputat ion,  as i t  s ignals
dissat isfact ion and lack of  loyalty  to your current  employer .  I f  they need to
downsize in  the future you’ l l  be at  the top of  their  l ist  to let  go.  You’ve a lso
broken your word to the organizat ion that  wanted to h ire you,  which wi l l  l ike ly
burn that  br idge as wel l .  

I f  you’re consider ing accept ing a counter offer ,  you should do so fu l ly
understanding the potent ia l  ramif icat ions.  Of course,  every now and then we
hear a success story ,  but  for  the most part ,  candidates who accept the
counter offer  regret  i t .

I t  is  crucia l  to keep in mind the real  reasons for  seeking new opportunit ies
and maintain professional ism throughout the transit ion per iod.  Be mindful  of
the potent ia l  p i t fa l ls  of  counter  offers and evaluate them against  your goals .
May these t ips empower you to start  your new job with conf idence and
excitement!


