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Other people want that job too,  
so it’s time to put some kick 
into your CV
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Today’s digital resumés are visual, contain links, use 
infographics or video or, at the very least, make use of 
social networking tools to build profile and forge con-
nections.

For Jenn Smyth, now the director, program manage-
ment at NGRAIN, a 3-D simulation development com-
pany in Vancouver, bolstering her digital presence and 
making use of her online network is what got her foot 
in the door and an offer on the table. A few months ago 
she was looking for a new position and saw a posting 
for the job she now holds. She copied and pasted her 
existing resumé into the company’s Web-based appli-
cation tool, submitted it and then waited. 

When she didn’t hear back, she turned to LinkedIn 
to fortify her digital presence. “I read the recommen-
dations on how to profile yourself and after [making 
some] updates I seemed to pick up some profile. I could 
see that NGRAIN was looking at me.” But it still wasn’t 
enough to get her an interview so she took things a step 

further. “I wondered who I knew on LinkedIn who knew 
someone at NGRAIN,” Smyth said. “Turns out a fellow 
I worked with previously knew someone there, so I 
asked him to endorse me. He didn’t know the person 
well, but he sent a message introducing me.”

As it turned out, the contact in question was the hir-
ing manager at NGRAIN, but he had already shortlisted 
two candidates for the position. “He called me based on 
the endorsement and asked me to come in for an inter-
view,” Smyth said, adding that she eventually beat out 
the other candidates after nine interviews. “That little 
connection through LinkedIn got me in the door.”

Be three-dimensional

Smyth isn’t the only job seeker who has benefitted 
from using digital CV and job hunting tools. LinkedIn 
houses 100 million professional profiles online and 
many other sites are developing tools that allow job 
seekers to showcase themselves digitally in more dy-
namic ways. 

And according to a report from social recruitment 
software company JobVite, about 89 per cent of U.S. 
companies use social media for recruiting, 64 per cent 

Looking for a job? 
Build a digital resumé

Traditional resumés may not have 
gone the way of the fax machine quite 
yet, but taking your CV and slapping it 
online as-is in hopes of scoring a great 
gig is akin to faxing in your application: 
it’s old-school and likely to get lost 
among the myriad digital contenders.

A  S P E C I A L  F O C U S  A D V E R T I S I N G  S U P P L E M E N T

F O C U S  O N  G R E E N  T E C H N O L O G Y

There are no simple solutions 
to the challenges of climate 
change—but transforming 
business communication prac-
tices may be one of the most 
effective steps. 

Over the past several 
years, MTS Allstream has 
been named one of the 50 Best 
Corporate Citizens in Canada 
by Corporate Knights maga-
zine and has earned the title of 

Canada’s most environmentally respon-
sible company in the telecommunica-
tions sector from Report on Business 
magazine.  In December 2007, Maclean’s 
magazine ranked MTS Allstream as one 
of the country’s top two socially respon-
sible telecommunications companies.

In 1992, long before climate change 
became a universally recognizable phrase, 
MTS Allstream adopted an environmental 
code of practice. That early commitment 
eventually evolved into the organization’s 
Environmental Management System 
(EMS), a framework for positive change 
that’s been widely recognized for its com -
prehensive effectiveness. 

Nominated for Manitoba’s Sustainable 
Development Award of Excellence several 
years in succession and recognized by the 
Federal Minister of Natural Resources 
for participation in the Office of Energy 
Efficiency’s ‘Energy Innovators’ initiative 
to help reduce greenhouse gas emissions, 
the company’s work in the environmental 
arena has been a key to being recognized 
as a top corporate citizen.

“There’s a real commitment to 
the fundamentals here,” says John 
MacDonald, President, Enterprise 
Solutions division. “Our entire organi-
zation is very committed, and we have 
challenged ourselves with the task of 
renewing and redoubling all our efforts 
in this area.”  For example, fuel efficiency 
has increased by as much as 10 per cent 
through education that supports more 
fuel-efficient driving habits on the job.   

“While trying to accomplish even 
more internally,” says MacDonald, 
“MTS Allstream is also committed to 
helping our customers achieve their 
own environmental goals.”   

While virtual workplaces, meetings 
and conferences are not new, a conver-
gence of public concern about climate 
change and technological innovation has 
recently sparked tremendous uptake of 
these telecom solutions.  Today, a grow -
ing number of companies recognize that 
reducing employee travel and commut-
ing times while increasing productivity 
is a key factor in streamlining business 
and environmental goals.  

“It’s about being plugged into 
people in all the different offices of a 
corporate structure. The ability to com-
municate clearly and quickly in real time 
is going to make the need for extensive 
travel less necessary. That will obvi-

ously have a very positive impact on the 
environment,” MacDonald says.

As well as being cost effective and 
good for the environment, adoption of 
MTS Allstream’s teleworking and vid-
eoconferencing technologies provides 
a significant business advantage. 

“It can be more efficient, meaning 
you get to certain tasks or decisions ear-
lier, because you don’t have to arrange 
travel,” says MacDonald.  “Through live 
meetings and online collaboration, peo-
ple can get together instantly to create, 
revise, update and exchange information. 
And they can also see who is available 
and what the best way to reach them is – 
that reduces time spent in trying to find 
required experts or decision-makers.” 

As we move forward, a deeper 
understanding of how business activi-
ties impact the environment will be a 
key concern for any organization.  MTS 
Allstream is devoted to continuing its 
efforts to its own environmental goals, 
and to developing innovative telecom-
munications solutions that help their 
customers to lower their environmental 
footprint, now and for years to come.

“There’s a real commitment 
to the fundamentals here. 
Our entire organization is 
very committed, and we 

have challenged ourselves 
with the task of renewing 

and redoubling all our 
efforts in this area.”

Mother Nature calling
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MTS Allstream and the greening of business

John MacDonald,  
President, Enterprise 

Solutions division

F o c u s  T E c H N o L o G Y

This February, as the world gath-
ers in Vancouver for the 2010 
Olympic and Paralympic Winter 
Games, a team of 400-plus 
Bell employees will already be 
hard at work as the Vancouver 
Organizing Committee’s (VANOC) 
communications department. 
Bell, a Premier National Partner 
for the 2010 Winter Games, will 
provide all of the voice, data, 

Internet, cabling, portal, two-way radio 
and mobility services needed to seam-
lessly run the Olympic Games. “This part-
nership is a superb example of the way 
Bell approaches outsourcing,” says Justin 
Webb, Bell’s Vice-President of Olympic 
Services. 

In this outsourcing model, Bell has 
worked as the designer, architect, imple-
mentation arm and operator of the tele-
communications solution for VANOC. 
“Our commitment to delivering these 
services in a professional, reliable and 
timely manner is something we focus 
on every day,” says Webb. “But, there 
are other less obvious factors that make 
an enterprise outsourcing arrangement 
work well.” These can be broken down 
into four key areas. 

1. The first step in a successful out-
sourcing model is to place people into 
the organization that you’re support-
ing. “The priority is to get staff into the 
organization as early as possible,” says 
Webb.  Having employees (primarily 
design people: data engineers, security 
specialists and voice architects) move 
into VANOC early allowed Bell to better 
understand its customers’ needs and 
obtain a clear vision of VANOC’s corpo-
rate culture, which Bell employees then 
began to adopt.

2. Next, it is important to establish 
a transparent joint-governance model, 
which ensures that all parties have a 
clear understanding of how the group is 
performing and whether objectives are 

being met. “We created a structure that 
involves a monthly report to the Olympic 
Technology Board and includes key deci-
sion makers from both Bell and VANOC,” 
says Webb. As a result, Bell has estab-
lished itself as a trusted partner, pro-
viding strategic advice and working 
collaboratively with VANOC to resolve 
issues and challenges that may arise. 

3. In a successful outsourcing 
arrangement, the service provider may 

take on an advisory role, offering advice 
and services to its customer that may 
not have been considered in the initial 
agreement. “We were hired as a com-
munications provider, but as our rela-
tionship with VANOC progressed we 
found ourselves working as a trusted 
advisor in other areas,” says Webb. “As 
the organizing committee grew and had 
to accommodate an increasing number 
of staff, we helped them develop policies 
and procedures to determine corporate 
eligibility parameters for each user, be it 
an employee, contractor or volunteer.” 
In this case, VANOC benefits from Bell’s 
scale (for example, delivering hundreds 
of VoIP phones and cellphones each 
month) and resulting efficiency. 

4. Finally, in order to ensure superior 
customer satisfaction, it is necessary 
to set clear boundaries in terms of the 
scope of the outsourcing agreement. 
“We set every team member’s perfor-
mance objectives at Bell to align with 
those of VANOC in order to ensure that 
we delivered what was expected of us,” 
says Webb.  

Bell’s partnership with VANOC
A superb example of an outsourcing relationship

S P E C I A L  A D V E R T I S I N G  S U P P L E M E N T

Justin Webb,  
Vice-President  

of Olympic Services

Vancouver2010.com
The project: An example of a proj-
ect that has worked extremely well 
from an outsourcing perspective is 
the Vancouver2010.com portal. Bell 
provides the connectivity, hosting, 
hardware, content management and 
a portion of the applications and 
then works closely with VANOC and 
third-party partners who provide 
the remaining applications. “The 
site has leveraged our scale and 
expertise,” says Webb. “We provide 
not only the architecture and design 
but also strategic advice.” 

The result: During the initial five-
week ticket sale period, the site suc-
cessfully transacted $350 million in 
sales and was able to accommodate 
huge spikes in traffic without any 
slowdowns or downtime.
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