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Accomplishments are King
Your results tell the story

Dream Job ~ Happy Life

Column by: Katherine Burik & Dan Toussant

Success is measured by how far you have 
come. There is a beginning, often a plan with a baseline. 
The middle is the action. The end is the celebration of what 
you have accomplished, the results. 

Success is not about the tasks or the responsibilities.  

I am responsible for cleaning the house but so what. If the 
house was clean to begin with, then who cares? The accom-
plishment about cleaning the house is being proud when it 
gleams and smells good. You can measure it. You can cele-
brate it. There is a story behind it. 

Responsibilities are so much less important than results. So 
then it makes sense that we adjust expectations to focus on 
results.

For example, LinkedIn is an important part of my marketing 
strategy. I use LinkedIn to share my thoughts with colleagues 
so I can build a relationship with people who might be inter-
ested in my services. It is one platform to share my thoughts 
with colleagues about the hiring process, career development, 
and job search. 

In the past I shared blogs and accumulated connections 
without much thought about results. Writing and sharing is a 
responsibility I assigned myself. It is a relatively passive mar-
keting method. It just happens. It is action without any thought 

to outcome. 

I decided it was time to shake up my LinkedIn marketing effort 
to focus on results. I made a plan with a beginning, a middle, 
and an end. Results, not responsibilities. I am responsible for 
marketing but who cares unless there are results.  

I decided in 2015 and 2016 to have a business goal of pro-
actively using LinkedIn to connect with people who could be 
potential clients. I measured that by deciding to grow LinkedIn 
connections by 25% per year. 

My logic was instead of floating along with LinkedIn I would 
try to be proactive and achieve something that would support 
my business objectives.  

Let’s look at this in terms of the success process: beginning, 
middle and end. 

Beginning: I want to be proactive to grow my LinkedIn con-
nections so I reach more people. I arbitrarily selected a goal of 
growing connections by 25% per year. Is that the right goal? 
Maybe. Maybe not. But it is a goal that guides my actions. I 
can adjust my goal after seeing if this effort brings results. 

Middle: I aggressively reached out to people who fit my ideal 
client profile. I accepted invitations and began conversations 
so I could have relationships with people instead of just chalk-
ing up another connection. 

This required planning and action. I had to make time for 
LinkedIn every day. I measured results each month. I beefed 
up my activity if I was falling behind. If I had not set a goal in 
the beginning, I probably would have done none of this. 

End: I began this experiment in 2015 with 2264 connections. 
I will end 2016 with about 3369 connections. I saw a 24% 
improvement in 2015 and a 20% improvement in 2016 with a 
total overall growth in LinkedIn connections of 49%! Wow!
Now we celebrate! I don’t mean break out the Champaign but 
I am taking a few minutes to feel pretty good about the results 
I achieved! 
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But we are not done. What did I learn from this experiment? 
  •  Merely by setting a goal and working at it diligently I 
   achieved results I would never have expected by simply 
   doing the same thing I had always done. 
  •  Adding more connections has brought me more clients. 
   I am more visible as a thought leader to a wider 
   audience of people who fit my ideal client profile. 

Accomplishments are more interesting than responsibili-
ties, too. Compare these stories: 
  I am responsible for marketing. I use LinkedIn to access 
  people who fit my ideal client profile. I regularly extend 
  invitations and accept invitations to grow my connections. 
 
Yawn. That is BORING! 

How does it sound if I spice it up with an accomplishment, like 
this? 
  LinkedIn is an important part of my marketing strategy. It 
  was important to expand my LinkedIn connections to ex-
  pand my access to potential clients. Over 2015 and 2016 
  I set a goal to aggressively add LinkedIn connections. As 
  a result I grew my LinkedIn network 49% from 2264 to 
  3369 connections. Most of these connections fit my ideal 
  client profile so my penetration and consequently my rate 
  of contact conversion have increased. 

Which is more compelling, the boring old responsibility or the 
exciting accomplishment? 

Accomplishments are more interesting and compelling in ev-
ery situation. 

Next step? Evaluate to see if that goal is still important. What 
accomplishment do I want next? I want to measure the rate 
of conversion with my ideal client. I want to measure cost of 
client acquisition too. 

Ta Da! I have new goals for 2017 that will result in more ac-
complishments. More great stories to tell that document the 
results of my efforts. 

Let’s take a look at how accomplishments can be useful in 
four different career / talent situations from the individual and 
company perspective. 

Job Search – Candidate Perspective: A resume or LinkedIn 
profile packed with responsibilities is boring. It is “DUH”. Of 
course a sales person makes cold calls and presentations. 
Duh. Of course a Controller closes the books. Duh. 

But what if a salesperson said: “Achieved 118% of annual 
quota in 2016; brought in largest new client in company histo-
ry.”

A totally different story, right? The listener gets a totally differ-
ent perspective on the candidate. The candidate has to make 
cold calls and presentations in order to achieve those results. 
But we care about the results more than the responsibilities it 
takes to achieve those results. 

What if a Controller said: “Implemented new procedures that 
enabled us to reduce monthly close to two days with 100% 
accuracy.” Wow! I want to talk to that person. 

The Controller is highlighting the accomplishment using the 
beginning, middle and end strategy. Let’s break down the 
Controller’s story: 
  Beginning: It is unstated, but we know that monthly close 
  used to be longer than two days. This must have caused a 
  problem for the business, otherwise why make any 
  changes at all? The Controller must have set a goal to 
  reduce the time to close. 
 
  Middle: Then she had to involve her team in changing pro-
  cedures and removing barriers to achieving the goal. 

  End: She describes two measurements – days to close 
  and accuracy. Both are important. If she closed the books 
  in two days with loads of mistakes, then we have a big 
  problem. Both measurements are important. 

The accomplishment is a tiny little story that makes the teller 
look great. Every candidate should have between five to ten 
stories with beginnings, middles, and ends to support the 
claim that she can do the job she wants. 

Job Search – Company Perspective: Let’s pretend that ten 
companies are looking for a Controller. Nine of them post an 
advertisement that is essentially the job description, a long list 
of responsibilities. We can’t tell from the job description what 
the most important responsibilities are. All we know is that 
this job involves a lot of tasks. BORING!

The tenth company posts a short ad that says something list 
this: 
  We need Superman! We need a Controller who can 
  improve our processes and fire up our Accounting team. 
  We set audacious goals and give you the freedom to 
  achieve them. Are you up for the task? 

Since every Controller already knows what the general job 
description looks like, what will they think is important about 
this job? Improving processes, making changes, energizing 
the team, setting big goals, and freedom to make changes. 
Wow, that does not describe every Controller I have ever met. 
But there are some Controllers who will absolutely love this 
kind of job. 

Similarly the company will get a different kind of person if they 
describe the job as staid and rule oriented. The right descrip-
tion depends on what the company values. But, be clear and 
you will find the candidate you want. 

Focusing on the desired accomplishments brings excitement, 
energy and action. Or it brings exactly the kind of candidate 
the company seeks. Everyone else need not apply, thereby 
simplifying everyone’s lives!

Annual Performance Appraisals: Every year at the end of 
the year we go through the annual performance review ritual. 
Like clockwork. We pull out boring old forms that run through 

Dream Job ~ Happy Life



L i f e ’s  J o u r n e y  M a g a z i n e    |    D e c e m b e r  2 0 1 640

the basic responsibilities with maybe some evaluation of be-
havior. Every employee sounds like every other employee.
 
What if this year you spiced it up a bit by focusing on accom-
plishments? Like I did with my LinkedIn connections, you can 
pull out some aspect of your job responsibilities that could be 
important to the company. Identify the measure you used and 
why this could be important (the beginning), what you did to 
make improvements (the middle), and the wonderful outcome 
you achieved (the end). 

These accomplishments demonstrate to your boss that you 
do more than just breathe the rarified air in your organization. 
Show that you can get results. 

I have client, Andrew, a Marketing Manager, whose boss talks 
all the time about the need to increase profitable revenue. 
Drew talks about websites and marketing campaigns. He is 
convinced that he is not able to impact profitable revenue. 

We decided to look at this situation from a different point of 
view. What if he collaborated with the sales team to create a 
marketing program that supported a targeted sales effort pre-
viously overlooked? He ran an experiment and demonstrated 
to the boss that this program will achieve an increase in profit-
able revenue. 

Suddenly Andrew is not just overhead. He is more than just 
websites and marketing campaigns. He is a strategic member 
of the “profitable revenue growth” team. And the boss no-
ticed! Andrew got a big Atta boy!

How will Andrew’s performance review change this year when 
he brings out those results? That accomplishment described 
in terms of a beginning (the problem), the middle (what he did 
about it), and an end (the awesome results of increased profit-
able revenue) could make Andrew stand out from the rest. 

What aspect of your job could you pull out from the humdrum 
day-to-day responsibilities? How can you describe your ac-
complishments in terms that your boss will understand? This 
change in perspective could be very important to your career!

Job Interviews: Most candidates know that most interview-
ers are not very good at interviewing. Most interviewers use 
the 30 Frequently Asked Questions that I offer on my website 
(www.InterviewDoc.com). These questions tell the hiring man-
ager nothing about a candidate except maybe how well the 
candidate prepared responses in advance. 

But what if the hiring manager asked questions related to the 
candidates’ experiences? This is called Behavioral Interview-
ing. There are other names for this style but the questions 
usually start with, “Tell me about a time when…” 

These questions are built around “competencies,” the knowl-
edge, skills, abilities and behaviors necessary to be success-
ful in the job. 

Let’s make some questions for the controller vacancy we de-
scribed earlier where they were looking for Superman. 
The competency necessary to improve processes might 
prompt a question like: 

  Tell me about a time when you had to make big changes to 
  a process? 
 
Nothing fancy. Just say it. 

The competency necessary to achieve audacious goals might 
prompt a question like: 

  Tell me about a time when you had to achieve a crazy goal 
  without a lot of micromanagement from your boss. 

Note that this kind of question is related to the work environ-
ment that exists in this workplace. Evidently they don’t mi-
cromanage because they claim to give people the freedom to 
achieve their goals. 

The candidates need to come up with a story about an ac-
complishment. Just saying, “Yes, I can achieve crazy goals 
without a lot of micromanagement” does not give the listener 
confidence that she can do what she says she can do. 

A great response requires a great story that applies to the sit-
uation. Something that has a beginning, middle, and an end. 
To spice it up we could add “what I learned” to reinforce how 
wonderful we are. 

Here is how a great response might sound:

In 2015 at my last company we were struggling to get the 
books closed every month. Sometimes it could take over a 
week before everything was pulled together. Even then we 
always had a bunch of errors. (The beginning)

So I decided to set an audacious goal of closing the books in 
three days with no errors. This was a really crazy challenge. I 
pulled together a team to figure out all the reasons why it took 
so long. We began attacking a long list of problems one by 
one. (The middle)

It took us nine months to clean up all the barriers and beef up 
our systems and processes. Each month we were able to im-
prove the accuracy and reduce a little time off our close time. 
Finally we achieved that crazy goal and in November 2015 we 
closed the books in three days with no errors! We had a party! 
(The end)

I learned that it takes a team, a lot of freedom and willingness 
to achieve big goals. I couldn’t have done it alone. (What I 
learned)
 
What do you think? Would someone who told that kind of sto-
ry be the right person to fill our job? I would bet on it. 

What did we learn? Accomplishments are so much more 
compelling than boring old lists of responsibilities. We need to 
know the extent of responsibilities so we are sure to check off 
the important tasks each day but setting goals and achieving 
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something is much more important to the organization. 

An accomplishment-oriented approach works well in job 
search tools, the hiring process, performance appraisals and 
interviewing, work and life situations that demand improve-
ment.  

Accomplishments tell a story with a beginning, middle, and an 
end. It is also important to understand what you learned to set 
the stage for what to tackle next. 

How can you convert your work life (and maybe your personal 
life) into a series of challenges to achieve goals? 

What are you working on right this very minute that should be 
measured and improved to get results that could change your 
life?

What will you do to celebrate success now that you can iden-
tify accomplishments? 

Once you embark upon this accomplishment based path, you 

won’t believe what will happen! Invite me to your party!!  

www.InterviewDoc.com
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