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WEST CHESTER — The expres-
sion, “When life hands you lem-
ons, make lemonade,” has be-
come a cliché.

Nonetheless, it’s still a perfect description 
of what Karen Woodeshick did last year.

Woodeshick does executive recruiting for technology com-
panies as Allied Search LLC. And thanks to the economy, few 
of her clients and perspective clients were using outside head 
hunters in 2009.

“You had a lot of hiring managers who 
had a relationship with you that really 
wanted to hire you to do a search but just 
were not given the thumbs up to go ahead 
and do that,” she said.

Since she wasn’t getting retained by com-
panies, Woodeshick decided to focus on candidates. She ap-
proached the most talented people in her database who had 
been laid off or were looking for a new job and asked them to 
list the top three to four companies they’d like to work for.

‘She’s smart, she’s tenacious and 
she has done some things that are 
really hard to do.’   

Charles Gold | Progress Software  P14

Allied Search can fi ll
your hard-to-fi ll job opening

Karen Woodeshick didn’t intend to become a head hunter

YOUNG ENTREPRENEUR

The 
Importance 
of expertise

Looking to differentiate your 
value proposition from those 
of your competitors? Forget 

about doing it via what you sell; un-
less you are in a very unique mar-
ket position, there are any number 
of competitors who provide the 
same basic products and services 
that you do. This being the case, 
most sellers focus almost exclu-
sively on trying to dif ferentiate 
what they sell, while virtually ig-

noring the most 
important dif fer-
entiator that you 
have: your, and 
your people’s, ex-
pertise. 

As a business 
owner, I speak for 
most  decision-
makers when I 
say that they value 
qua l i ty  adv ice 
above everything 
else when select-
ing one vendor 
over another. Spe-
cifically, what I 
want – and expect 
— from you is:

�  People who understand my 
business and what my needs are;
� People who have the depth of 
expertise to recognize what solu-
tions would be the best possible fit 
for my situation;
� People who have the ability to 
develop a solution that meets the 
specific needs that I have.

Case in point: I only use one 
printing company for all of my print 
requirements. My relationship 
with them stretches back some 
seven years, and during that time, 
our relationship has expanded into 
a number of other areas, including 
product fulfillment and graphic de-
sign assistance. Yes, there are 
other companies who could pro-
vide similar services to me upon 
request, and yes, I could probably 
save a few bucks by shopping 
around. However, time and again, 
the company that I work with has 
demonstrated a consistent ability 
to understand exactly what I need, 
create a solution that meets or ex-
ceeds my expectations, and get it 
right, every time.  In doing so, they 
have created a relationship of cus-
tomer dependency. I always deal 
with the same group of people, and 
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that name, but soon realized she needed  
another one.

“I said, ‘Woodeshick & Associates, 
my gosh, people can’t spell my last 
name,’” she said.

Woodeshick bought the rights to 
the name Allied Search and worked 
with Mary Bea Damico, president of 
Malvern-based Vovéo Marketing Group 
Inc., to rebrand her company and de-
sign a logo and Web site for it.

Since her Century days, Woodeshick 
has expanded her focus to include all 
types of technology companies, not 
just software firms.

She works with companies of all siz-
es, but her specialty is recruiting sales 
and marketing executives for the fast-
growing, young businesses sometimes 
called emerging growth companies.

Relationships are so important to 
Woodeshick that she still stays in touch 
with the first person she recruited.

“I call him every March 5 and wish 
him happy birthday,” she said.

Woodeshick also will turn down 
searches if she knows she can’t fill them.

“I’ve never taken anything and not 
filled it,” she said.

Additionally, Woodeshick will go out 
of her way for a client when the client 
runs into trouble.

For example, last year, a company 
decided to put a search for which it had 
hired her on hold. Three months later, 
it came back to her and asked her if she 
could resume the search. She did, even 
though she wasn’t obligated to.

One reason was that Woodeshick 
knew the company couldn’t have fore-
seen the circumstances that caused it 
to delay the search, and so agreeing to 
resume the search was the right thing 
to do.

Another was that it further solidified 
her relationship with the company.

“I know that client will come back to 
me,” she said, “and they’ll utilize me 
again.”
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room and needed to know if she should 
stay in the area or go back to Hanover, 
Luzerne County.

“They extended me an offer before I 
walked out the door, so I guess I did ev-
erything right without even realizing it 
at the time to really close and get what 
I wanted from an offer standpoint,” she 
said.

Woodeshick had just 
broken into a field she 
had no intention of en-
tering. But she didn’t 
plan to stay in it.

“I thought, ‘This is 
really great. This is 
something that’s go-
ing to get me through 
six months and after 
six months I’ll be right 
back at Beaver Col-
lege again,’” she said. 

“Here I am, 15 years later, absolutely 
loving recruiting and couldn’t imagine 
doing anything else.”

Woodeshick not only didn’t end up in 
the pharmaceutical industry, she didn’t 
end up recruiting for it either.

Century needed a recruiter for soft-
ware companies and felt Woodeshick 
could quickly familiarize herself with the  
industry.

To do that, she started going to soft-
ware-industry trade shows and reading 
software-industry magazines. At first, 
Woodeshick said, she read them like 
they were text books. Then she realized 
what she needed wasn’t knowledge 
about software or the software industry 
overall, but knowledge about the spe-
cific companies in it.

That way, she, said, “When I had a 
company that called me to do a product 
market search, right off the top of my 
head I could say, ‘OK, why don’t we 
recruit out of these 10 companies?’”

Woodeshick worked for Century 
for about three-and-a-half years, then 
was affiliated with it as Woodeshick &  
Associates.

In 2003, she went out on her own under 

looking for a new job and asked them 
to list the top three to four companies 
they’d like to work for.

“I marketed them to those companies 
and I made placements that way,” she 
said.

That type of response to a difficult 
situation is typical for Woodeshick,  
according to some of the people who 
have hired her to do searches for 
them.

“She’s smart, she’s tenacious and she 
has done some things that are really 
hard to do,” said Charles Gold, the vice 
president of marketing for Progress 
Software Corp. of Bedford, Mass.

Several years ago, Gold said, he was 
looking for a product marketing person 
with a very specific set of credentials 
— the person must have worked for a 
particular competitor of Gold’s com-
pany in one of a small number of posi-
tions.

Gold said only about five to seven 
people in the world fit the description but 
Woodeshick found him two to three to  
interview, one of whom he hired.

“That is not a dime-a-dozen type skill 
set in the recruiting world,” he said.

Woodeshick never intended to enter 
the recruiting world. Instead, she in-
tended to become a physical therapist.

While completing her bachelor’s 
degree in biology from Beaver Col-
lege — now Arcadia University — in 
December 1995, she was looking for a 
pharmaceutical sales job to fill the six 
months before her master’s program 
started.

In the process, she interviewed with 
search firms and was told she didn’t 
have enough experience for the type 
of job she was looking for. But Center 
City-based Century Associates was im-
pressed enough with her drive and at-
tention to detail that it told her it was 
interested in hiring her itself.

Woodeshick began what would be her  
final interview with Century by say-
ing that she needed an offer that day 
because she had to give up her dorm 

they always do outstanding work. Put 
another way, I could work with another 
vendor, but then I wouldn’t have their 
staff to work with. How does one place a 
dollar value on that? It is your people, not 
your products and/or services, that offer 
you the best opportunity to out-sell your 
competition. 

How are you doing? Do you deliver a 
level of expertise that is unmatched by 
your competition, or do you follow the 
pack by engaging in price wars over 
what the market views as simply a com-
modity? Here are some requirements 
for creating a dependency culture within 
the ranks of your customers:
� Train your sales people thoroughly 
and properly. The sales person is the 
front-line quarterback of demonstrating 
and delivering expertise. Hire and train 
natural leaders. A well-trained sales per-
son – one who knows your lines inti-
mately and understands how to lead the 
buying process – is your most valuable 
asset.
� Build teams to support your cus-
tomer base. Assign sales people, cus-
tomer service people, and other support 
personnel into teams so that your cus-
tomer only deals with one defined group 
of partners at your company. Don’t make 
me deal with a different person every 
time I need something – you confuse me 

and make it easy for me to buy else-
where.
� Train your receptionist and front-
desk staff. An incoming lead is the most 
valuable call that you ever receive. First 
impressions with potential buyers are 
critical. A professional, helpful recep-
tionist speaks volumes about your com-
pany and can substantially influence the 
buying decision.
� Sell to the right people. Purchasing 
managers buy based  almost solely on 
price. Decision makers get what they 
need, and will pay a premium to get it. 
Find the person in the account that has a 
vested interest in customer service, and 
develop the relationship there.
� Don’t compete on price. You will 
never attain the success you deserve if 
you have to compete on price. In fact, the 
perception that sales are lost on price is 
totally without merit; if the customer has 
the funds to buy what you sell, and buys 
from a lower-priced competitor, you are 

not losing business on your pricing, but 
on a lack of perceived value. This is a 
correctable skill problem – one that 
manifests itself within the skill-set (or 
lack thereof) of your sales force.
� Ask for referrals consistently. Con-
tacting a new potential customer at the 
recommendation of a peer is the best 
prospecting call you can make. Lever-
age the fact that a vendor who works 
with a colleague is perceived as a lower-
risk proposition than one who does not. 
Top sales people don’t rely on cold-call-
ing for their new appointments — they 
reap the rewards of providing an out-
standing customer experience to gener-
ate new sales 

 LANDY CHASE, MBA, CSP, of Charlotte, N.C., specializes in 
speaking to corporations and associations on advanced 
professional selling and sales management skills. His new 
book “Competitive Selling,” will be published by McGraw-
Hill in July. He can be reached at www.landychase.com or 
800-370-8026.
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ation is typical for Woodeshick, accord-
ing to some of the people who have hired 
her to do searches for them.

“She’s smart, she’s tenacious and she 
has done some things that are really 
hard to do,” said Charles Gold, the vice 
president of marketing for Progress Soft-
ware Corp. of Bedford, Mass.
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with a very specific set of credentials — 
the person must have worked for a par-
ticular competitor of Gold’s company in 
one of a small number of positions.

Gold said only about five to seven peo-
ple in the world fit the description but 
Woodeshick found him two to three to 
interview, one of whom he hired.

“That is not a dime-a-dozen type skill 
set in the recruiting world,” he said.

Woodeshick never intended to enter 
the recruiting world. Instead, she in-
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While completing her bachelor’s de-
gree in biology from Beaver College — 
now Arcadia University — in December 
1995, she was looking for a pharmaceuti-
cal sales job to fill the six months before 
her master’s program started.

In the process, she interviewed with 
search firms and was told she didn’t have 
enough experience for the type of job 

she was looking for. But Center City-
based Centur y Associates was im-
pressed enough with her drive and at-
tention to detail that it told her it was 
interested in hiring her itself.

Woodeshick began what would be her 
final interview with Century by saying 
that she needed an offer that day be-
cause she had to give up her dorm room 
and needed to know if she should stay in 
the area or go back to Hanover, Luzerne 
County.

“They extended me an offer before I 
walked out the door, so I guess I did ev-
erything right without even realizing it 
at the time to really close and get what I 
wanted from an offer standpoint,” she 
said.

Woodeshick had just broken into a 
field she had no intention of entering. 
But she didn’t plan to stay in it.

“I thought, ‘This is really great. This is 
something that’s going to get me through 
six months and after six months I’ll be 
right back at Beaver College again,’” she 
said. “Here I am, 15 years later, abso-
lutely loving recruiting and couldn’t 
imagine doing anything else.”

Woodeshick not only didn’t end up in 
the pharmaceutical industry, she didn’t 
end up recruiting for it either.

Century needed a recruiter for soft-
ware companies and felt Woodeshick 
could quickly familiarize herself with the 
industry.

To do that, she started going to soft-
ware-industry trade shows and reading 
software-industry magazines. At first, 

Woodeshick said, she read them like 
they were text books. Then she realized 
what she needed wasn’t knowledge 

about software or the 
software industr y 
overall, but knowl-
edge about the spe-
cific companies in it.

That way, she, said, 
“When I had a com-
pany that called me 
to do a product mar-
ket search, right off 
the top of my head I 
could say, ‘OK, why 
don’t we recruit out 
of these 10 compa-
nies?’” 

Woodeshick 
worked for Century 
for about three-and-a-

half years, then was affiliated with it as 
Woodeshick & Associates.

In 2003, she went out on her own under 
that name, but soon realized she needed 
another one.

“I said, ‘Woodeshick & Associates, my 
gosh, people can’t spell my last name,’” 
she said.

Woodeshick bought the rights to the 
name Allied Search and worked with 
Mary Bea Damico, president of Malvern-
based Vovéo Marketing Group Inc., to 
rebrand her company and design a logo 
and Web site for it.

Since her Century days, Woodeshick 
has expanded her focus to include all 
types of technology companies, not just 

software firms.
She works with companies of all sizes, 

but her specialty is recruiting sales and 
marketing executives for the fast-grow-
ing, young businesses sometimes called 
emerging growth companies.

Relationships are so impor tant to 
Woodeshick that she still stays in touch 
with the first person she recruited.

“I call him every March 5 and wish 
him happy birthday,” she said.

Woodeshick also will turn down 
searches if she knows she can’t fill 
them.

“I’ve never taken anything and not 
filled it,” she said.

Additionally, Woodeshick will go out of 
her way for a client when the client runs 
into trouble.

For example, last year, a company de-
cided to put a search for which it had 
hired her on hold. Three months later, it 
came back to her and asked her if she 
could resume the search. She did, even 
though she wasn’t obligated to.

One reason was that Woodeshick 
knew the company couldn’t have fore-
seen the circumstances that caused it to 
delay the search, and so agreeing to re-
sume the search was the right thing to 
do.

Another was that it further solidified 
her relationship with the company.

“I know that client will come back to 
me,” she said, “and they’ll utilize me 
again.”
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desk staff. An incoming lead is the most 
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price. Decision makers get what they 
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Find the person in the account that has a 
vested interest in customer service, and 
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never attain the success you deserve if 
you have to compete on price. In fact, the 
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standing customer experience to gener-
ate new sales 
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could say, ‘OK, why 
don’t we recruit out 
of these 10 compa-
nies?’” 

Woodeshick 
worked for Century 
for about three-and-a-

half years, then was affiliated with it as 
Woodeshick & Associates.

In 2003, she went out on her own under 
that name, but soon realized she needed 
another one.

“I said, ‘Woodeshick & Associates, my 
gosh, people can’t spell my last name,’” 
she said.

Woodeshick bought the rights to the 
name Allied Search and worked with 
Mary Bea Damico, president of Malvern-
based Vovéo Marketing Group Inc., to 
rebrand her company and design a logo 
and Web site for it.

Since her Century days, Woodeshick 
has expanded her focus to include all 
types of technology companies, not just 

software firms.
She works with companies of all sizes, 

but her specialty is recruiting sales and 
marketing executives for the fast-grow-
ing, young businesses sometimes called 
emerging growth companies.

Relationships are so impor tant to 
Woodeshick that she still stays in touch 
with the first person she recruited.

“I call him every March 5 and wish 
him happy birthday,” she said.

Woodeshick also will turn down 
searches if she knows she can’t fill 
them.

“I’ve never taken anything and not 
filled it,” she said.

Additionally, Woodeshick will go out of 
her way for a client when the client runs 
into trouble.

For example, last year, a company de-
cided to put a search for which it had 
hired her on hold. Three months later, it 
came back to her and asked her if she 
could resume the search. She did, even 
though she wasn’t obligated to.

One reason was that Woodeshick 
knew the company couldn’t have fore-
seen the circumstances that caused it to 
delay the search, and so agreeing to re-
sume the search was the right thing to 
do.

Another was that it further solidified 
her relationship with the company.

“I know that client will come back to 
me,” she said, “and they’ll utilize me 
again.”
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FROM PAGE 12

ALLIED: Woodeshick is especially profi cient at fulfi lling needs of  young companies

‘I’ve never 
taken  

anything 
and not 

fi lled it.’
Karen 

Woodeshick
Allied Search

FROM PAGE 12

SELLING: You will reap the rewards of  providing excellent customer service

Train your receptionist and front-desk staff. An incoming  
lead is the most valuable call that you ever receive.
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