
checklist for your résumé

  QUICK SCAN. The reader should see something interesting in the first 15 seconds.

   ONLY HIGHLIGHTS AND ACCOMPLISHMENTS. No irrelevant info. No 
day-to-day tasks or duties. If you accomplished nothing at a previous experience (job, 
school, hobby, etc.), you don’t want to highlight that on your resume. Employers 
don’t like employees who accomplish nothing. Learning things is an accomplishment.

   NO LISTS. Things in lists tell little information. Lists lack emotion, and the items in 
the list are not remembered. Instead, focus on the highlights and tell about them.

   CLEAR CONTACT INFO. Many contact media (mailing address, phone, email, 
website) and only one choice per media (one address, one phone, etc.). The email 
address isn’t shown as a hyperlink. Contact information is low-level data – accom-
plishments and highlights are more important. Make your resume create desire for 
you, and then the reader will find your contact info (even if it’s in 7-point type).

   DESIGN IS BEAUTIFUL. The visual aspect is noticed first.

   WRITTEN FOR THE READER. Focus on the benefits to the reader not the wants 
of the writer. The word “I” is used minimally.

   ATTENTION TO DETAILS. Perfect spelling and perfect grammar. All margins and 
tabs align. 

   APPROPRIATE VOICE. If you try to sound important, you aren’t. No corporate 
mumbo-jumbo. Don’t be too formal; don’t be too casual. Read it out loud to a friend.

   AUTHENTIC. No fluff; it compromises everything else on your resume by killing 
the reader’s trust.

   FOCUS. The resume is written with one job in mind. Resumes have no appeal if 
they are written to have broad appeal. You can determine the job position that the 
writer wants to secure. Everything on the resume connects to the job or to the reader.

   RESEARCH. The resume shows a knowledge of the industry and the job that you 
want to have.

   DEMONSTRATE. The resume should demonstrate your qualities (instead of just 
telling about qualities). Tell a joke instead of saying that you’re funny. Use concrete 
terms about tangible things; avoid abstractions. The reader will believe what you say 
and remember it more. 

   PERSONALITY. Cultural connections between coworkers are important. Resumes 
lacking personality are cold and not as easily remembered.

   PASSION. There’s evidence of the writer’s passions. People who are interested in 
things are interesting people.

   BRAND PROMISE. Branded things (communicated well) are always more com-
petitive than non-branded things. All brands offer a promise of transformation. What 
will the employer get if they hire you?

   AIM HIGH. The resume makes the writer competitive for a good job. 

   GIFT. The resume has a gift for the reader (separate from the talents of the candi-
date). An emotion, an interesting design, a fresh approach, a hopeful idea.

   ONE PAGE. If the resume is multiple pages, make sure it’s worth it and the pages 
are full.

   CLARITY OF PURPOSE. There are clear reasons why the reader should want to 
hire the writer.

   NO BLENDING IN. The resume must include an appropriate level of shock to 
separate the writer from other candidates.
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