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■ President’s Message
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Business agility is considered an 
admirable trait. If an organization 

is responsive to the evolving needs 
and desires of specific groups 
of customers, they can have the 
advantage over their less-agile 
competition. This has always been 
the case, and it’s especially true in 
times of change and uncertainty.

One of the reasons, I think, that 
many of us start our own information 
business is this desire to be agile. 
When you’re a small-business owner, 
you can make changes to company 
policy or target a new market 
without convening a committee. 
Frequently, the only person to whom 
we need to make our case for change 
is ourselves.

Welcome . . .

That’s why it’s so interesting to 
read the articles in this publication, 
follow the discussions on the AIIP-L 
electronic discussion list, and talk 
to fellow members at the annual 
conference. I’m always fascinated 
by the directions our members 
have taken their businesses as they 
meet their clients’ – and their own – 
changing needs. And I’ve watched 
this business agility in our members 
take several forms.

I’ve seen members respond to new 
and varied client requests. They 
really do become their clients trusted 
advisor, and they see trends and 
identify gaps. Then they set about 
filling those gaps by learning new 
skills, using new tools, and creating 
new products and services.  

In AIIP we also see people who 
decide to take that job offer they 
couldn’t refuse because of their 
own changing needs. Those offers, 
we find, are a result of the industry 
and entrepreneurial experience 
that come with being a successful 
information business owner. The 

to the July / September issue of AIIP Connections.

skills we learn and use each day in 
running a business, it seems, are in 
demand.

We have those in the organization 
who decide that running an 
information business actually isn’t all 
that glamorous, and they decide to 
take a totally new direction outside 
the field. When you can take a 
serious look at your needs and realize 
that it’s something else entirely that 
will meet your needs, that’s business 
at its most agile.

We have members who decide that 
their business is not defined by 
geography, and they move or travel 
to new parts of the world without 
disrupting the flow of business. I’ve 
watched members balance both a 
business and a job. And we have our 
Retired or Emeritus membership 
categories; while those members 
no longer own their information 
business, they remain members of 
and continue to support AIIP.

There are many perks to owning a 
business, with flexibility at the top of 
the list. I’m inspired by AIIP members, 
who continue to display business 
agility at its best. ■

Marcy PhelPs 
Phelps Research, 
mphelps@phelpsresearch.com

mailto:mphelps@phelpsresearch.com
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■ Editor’s Column

If you are in need of some search 
engine loving, are thinking of self 
publishing, are searching for wise 
counsel to steer you through the 
latest phase of business challenges, 
have never met a rocket scientist 
or are considering mentoring – you 
have come to the right place.

Marjorie Desgrosseilliers from 
SmartyPants Research & Marketing 
expands on her recent AIIP webinar 
on search engine optimisation with 
tips on 5 ways you can get some 
search engine love.

Jan Davis, former Editor of AIIP 
Connections, recently wrote and 
self-published The Business Valuation 
Internet Research Guide.  Jan shares her 
experience on being your own publisher 
- from the initial decision making, 
to putting the book together, and 
marketing your own book.  

AIIP members, Ulla de Stricker, Chris 
Olson, and Jill Hurst-Wahl were panel 
speakers at the SLA Leadership and 
Management Division session at the 
SLA Conference in June 2009.  Ulla 
reports on the panel session and 
offers tips on the evergreen business 
challenges that were discussed 
during the panel session.

Loretta Shaw, from Cleveland, Ohio, 
set up LRMS Information Services in 
2007 after working as an aerospace 
engineer for NASA for over thirty 
years.  In this issue’s Member 
Spotlight, Loretta shares her story 
on her transition from a career in 
space to becoming an independent 
information professional.

AIIP has over twenty committees 
working hard to deliver benefits to 
members and market our profession.  
In this issue, Michele Bate, Chair of 
the Mentoring Committee discusses 
how her committee is working to 
bring AIIP members together to learn 
from one another.

Our regular columnists share some 
practical research and marketing tips.

Amelia Kassel in Coach’s Corner 
outlines a research case study, and 
Andrea Carrero has some tips on 
how to write an effective tweet.

I hope you enjoy our July to 
September issue.

Heather Carine 
Editor
AIIP Connections

Carine Research
heather@carineresearch.com.au
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■ Spotlight on Members

Loretta Shaw

Member Spotlight:  
Loretta Shaw

LMRS Information Services

It Is Rocket Science!
Loretta Shaw set up LRMS Information 
Services in 2007, after an interesting 
and challenging career working as an 
aerospace engineer for NASA for over 
thirty years.

In the following profile, Loretta shares 
her story about what brought her back 
to her first love – research.

engineering position, frustration 
set in. For me, being fresh out of 
school, with little experience, and 
being a woman were all major 
disadvantages. At that time, equal-
opportunity laws did not exist. 
Potential employers repeatedly told 
me that by the time I was trained for 
a position, I would be having babies 
and would then be of no use to the 
company.

Luckily, I was able to get a job in the 
Business Information department 
of the Cleveland Public Library. I 
received excellent training before I 

As an undergraduate engineering 
student in the 1960s, I was inspired 
by the early accomplishments of 
our country’s space program and 
had a great desire to contribute to 
that effort. In those pre-personal-
computer days, I was a great user of 
the library and found that I enjoyed 
the many hours searching NASA 
Star for my research projects. I had 
a couple of summer internships at 
NASA Langley in Hampton, Virginia 
and was even more invigorated 
to pursue my career. Jobs were 
plentiful, but I had an opportunity 
to attend graduate school. Little 
did I know that as soon as I got 
my Masters of Science degree 
the bottom would fall out of 
the engineering market. The US 
Congress defeated a bill to fund the 
Supersonic Transport – a project 
to produce a passenger plane that 
would fly faster than the speed 
of sound. The ripple effect of that 
defeat was profound. Boeing, the 
prime contractor, experienced 
major layoffs and so did their many 
suppliers across the United States. 
The engineering market hit bottom. 

After spending days pounding the 
pavement looking for any kind of 
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was permitted to be in the library’s 
reference room. That’s where I got 
bitten by the bug to do reference work.

A year later, I was hired as an 
aerospace researcher at the Ohio 
State Aeronautical and Astronautical 
Research Laboratory and later at the 
NASA Lewis Research Center – now 
known as NASA Glenn Research 
Center. I’ve had the great fortune 
to work as a researcher, project 
manager, and technical manager 
on such projects as the temperature 
probe used on the Viking lander on 
Mars; development of techniques for 
making aircraft quieter and aircraft 
engines more efficient; and ways to 
explore Jupiter’s icy moons. During 

■ Spotlight on Members

these years, I also added to my 
technical knowledge by obtaining 
an MBA. I was honored by NASA 
with an Exceptional Achievement 
Medal in 2005. I am a member of the 
following honorary organizations: 
Beta Gamma Tau (business), Tau Beta 
Pi (engineering), Sigma Gamma Tau 
(aerospace engineering), and Beta Phi 
Mu (library and information science).

After thirty years with NASA, I 
decided to combine my aeronautical 
knowledge and business experience, 
and go back to my first love – 
reference work. I returned to school 
and obtained an MLIS degree, then 
set out to find an employer who could 
offer the kind of work I wanted to do.  

I didn’t find an employer – 
instead I found AIIP, and set up 
as an independent information 
professional. I am very grateful for all 
the support and encouragement the 
members of AIIP have given me.

My business, LMRS Information 
Services, is growing, with my clients 
coming primarily from the defense 
and health care industries. AIIP has 
enabled me to launch a new and 
exciting second career. ■

Loretta Shaw is the President of LMRS 
Information Services, located in Cleveland, 
Ohio. Contact her at lmrs@lmrsis.com, or 
at www.lmrsis.com.

20092009

The Internet Conference and
Exhibition for Librarians and

Information Managers

For more information,

call 800-300-9868
or email us at custserv@infotoday.com.

www.infotoday.com/il2009

OCTOBER 26–28, 2009
Monterey Conference Center
Portola Plaza Hotel & Monterey Marriott

Monterey, California

Attend the top
conference for
technology-minded
librarians!

MAJOR group discounts are available! 
Save more than 50% when registering 2 or
more registrants from the same organization!

IL09 7.5x4.75  8/17/09  4:35 PM  Page 1

mailto:lmrs@lmrsis.com
http://www.lmrsis.com
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■ Spotlight on Committee Volunteers

The current committee is fairly 
new and consists of two people. I 

was appointed chair in March and in 
June, was delighted to be joined by 
Sharon Nottingham. Despite being 
on opposite sides of the Atlantic (I 
am in Bedfordshire, England and 
Sharon is in Florida), we work well 
together, communicating by phone 
and email. We also share the same 
passionate commitment to making 
the mentor scheme as good as it can 
possibly be. 

The mentor scheme is a valuable 
and valued member benefit and 
understandably attracts a lot of 
interest, so we are kept busy! Since 
being appointed to the committee, 
Sharon and I have managed to clear 
the waiting list of applicants for 
mentors. So far, we have managed 
to pair up fifteen sets of mentors 
and mentees, which is extremely 
rewarding.

The work of the mentoring 
committee divides into three strands:

✓ Identifying and recruiting 
mentors

✓ Matching applicants with 
mentors

✓ Monitoring, developing and 
improving the scheme.

When a member sends a request 
for a mentor to the AIIP office, it is 
passed on to Sharon and me. We 
send out an application form, plus 
information about how the scheme 
works. Once we have received the 
completed application form, we 
review the applicant’s background, 
the nature of their business and 
the areas in which they would 
like help. Please note: if you are 
requesting a mentor, the more 
detailed information you include in 
your application form the better, as 
it really helps us to find you the most 
appropriate mentor for your needs. 
It also helps if you are realistic about 
your expectations from a mentor 
and also explore other avenues of 

assistance and advice such as the 
AIIP-L, webinars for new members, 
and vendor-provided or paid training 
in how to use specific databases. 
Mentors are truly wonderful people 
who act as great sounding boards 
and will do all they can to offer help 
and advice to their mentees but they 
are not a cross between a magician 
and a fairy godmother!

In a nutshell, the AIIP Mentoring Committee is in the 

business of matchmaking. We hook up members 

who would like a mentor with members who have 

volunteered to be a mentor.  

Michele Bate, Archer Van Den Broeck Limited

Mentoring Committeethe work of the
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■ Spotlight on Committee Volunteers

Armed with the information from 
the application form, Sharon and I 
look through our roster of volunteer 
mentors to find the best match. 
We aim to find mentors for eligible 
AIIP members within three months 
of receiving their completed 
application form (hopefully sooner). 
This does however depend on the 
availability of mentors. If there is 
no obvious match among available 
mentors, we will approach seasoned 
AIIP members with specific skill sets 
and experience in the hope that they 
will volunteer their services. We have 
also launched recruitment drives to 
attract new mentors, both generally 
via media such as AIIP-L and directly 
to specific categories of members 
such as retired or emeritus members. 
Our need for mentors is constant – if 
you think that you could devote a 
small amount of time once a month 
to share some of your wisdom and 
experience with a member who is 
just starting out as an independent 
information professional or who is 
building his/her business, do please 
get in touch!

Once we have identified a suitable 
mentor, we write to him/her to ask 
if he/she is willing to mentor the 
applicant, enclosing a copy of the 
application form and any other 
pertinent information such as a link 
to the applicant’s entry in the AIIP 
membership directory.

If the mentor accepts the mentee, 
we perform an introduction between 
the two by email. It is then up to 
the mentee to contact their new 
mentor within 30 days to start the 
relationship and agree on their plan 
of action going forward. Mentor 
relationships usually last for 12 

months. After the initial telephone 
contact, we encourage mentees to 
make contact with their mentors at 
least once a month, by phone or by 
email. They work through the action 
plan that they have mutually agreed 
upon, which might involve reviewing 
different parts of the mentees 
action plan, or addressing specific 
issues such as devising a marketing 
strategy or discussing the best way 
to set project fees.

Having made the introduction, 
the main part of our work at the 
committee level is done but we are 
available to answer any questions that 
the mentor or mentee might have. 

We have also launched a programme 
of seeking feedback after 3-4 months 
and again after 9-10 months – 
checking with both mentors and 
mentees that their relationships are 
going well and there are no problems.

In addition to the day-to-day 
administration of the mentor 
program, the other important role of 
the mentor committee is to improve 
and develop the scheme. Building on 
the firm foundations laid by previous 
committees, we are seeking ways 
to make the scheme even more 
successful and beneficial. Our current 
development plans include:

✓ Producing an FAQ for members 
interested in requesting 
mentors

✓ Improving the application 
form to elicit more useful 
information from members 
requesting mentors

✓ Producing a tool kit for 
mentors, including tips and 
techniques for building 
a successful mentoring 
relationship. ■

If you have any questions about requesting 
a mentor or would like to volunteer your 
services, please contact me, Michele Bate 
at mbate@archervandenbroeck.com 
or Sharon Nottingham at 
sharonnottingham@me.com.

Michele Bate,
Chair, Mentoring Committee

mailto:mbate@archervandenbroeck.com
mailto:sharonnottingham@me.com
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■ Business Challenges

The SLA Leadership and Management 
Division’s Consulting Section held a 
Discovery in the Round panel session 
at the SLA Conference in June 2009. 

AIIP members Ulla de Stricker, Chris 
Olson, and Jill Hurst-Wahl were on the 
panel with Jim Tchobanoff to respond to 
questions from the audience on business 
situations independent information 
professionals continually face – the 
evergreen business challenges.

Session Chair Richard Hulser 
arranged for each panelist to speak 
briefly on “why I set out on my own 
and why I love it” before audience 
members were invited to ask their 
questions. Four very different stories 
emerged, illustrating the varied 

EVERGREEN BUSINESS CHALLENGES
a handful of comments

Ulla de Stricker, de Stricker Associates

roads by which we came to operate 
our businesses and the varied 
services we provide. 

What we have in common and share 
with colleagues are certain recurring 
challenges we see as well in the 
AIIP discussion list: Situations that 
likely will never have a definitive 
solution or answer but rather are met 
by each of us as needed. We could 
think of them as evergreen business 
challenges – and it is extremely 
valuable that the AIIP Webinar 
Committee facilitates discussion of 
them through the First Year series.

Extrapolating from the session, from 
the postings to the AIIP list, and 
from my own experience, I comment 

on a handful of those evergreen 
challenges with the caveat that 
AIIPers know there is rarely one 
approach, or a correct way, when 
it comes to the decisions we must 
make. (Except, perhaps, for a principle 
we could sum up as “if something 
is just plain unreasonable about a 
potential or actual engagement, get 
out ethically and as soon as possible.”)

Q: Lately there seems to be more 
pressure from clients to lower fees 
or provide more work for the same 
fee. What is the best response?

A: I have seen that tendency as 
well, and it requires us to support the 

Panel members - 
Chris Olson, Ulla de Stricker, Jim 
Tchobanoff, and Jill Hurst-Wahl  

(Photo:  Richard Hulser)



11  AIIP Connections Volume 23 |  No. 3 |  July / September 2009 

■ Business Challenges

professionalism we want to project. 
If the client has set aside a smaller 
envelope for a given assignment, it 
is up to us to tailor accordingly the 
services we offer. In my view, several 
risks are associated with “giving in” 
to a lower compensation: we risk 
conveying that our regular past fees 
were in fact too high, and we risk 
appearing to undervalue our own 
services. Worse, we risk undermining 
all our colleagues. Standing 
our ground in terms of linking 
appropriate compensation to the 
work we do – again in my view – is a 
professional responsibility. Think of it 
this way: How often do we see other 
professionals engage in bargaining 
when it comes to their fees?

One approach I have used is to 
propose shifting some work onto 
the client in a collaborative model. 
With a smaller fee envelope, my 
team can perform X activities while Y 
activities will need to be performed 
by the client team; or my team can 
demonstrate a particular process and 
then leave the client staff to carry out 
subsequent iterations (for example, 
we’ll do the first three focus groups 
with client staff watching; they then 
take care of the next seven groups 
and document the findings). In such 
a case, I still deliver the value of my 
judgment, expertise, analysis, and 
experience because I can focus my 
team’s time on the higher-value work; 
the challenge, of course, is to ensure 
we don’t lose key observations or 
nuances client staff might miss.

Q: Is there a polite yet firm way 
to manage expectation escalation 
on the part of the client? Examples 
include multiple requests for 

document revisions; for additional 
data or more crunching of data 
than was originally agreed; and for 
extra presentations to management 
teams over and above those 
included in the contract.

A: None of us would want to 
jeopardize future business by saying 
no to a reasonable request that isn’t 
in the way of our ability to move 
on to the next project. However, 
just as we deal with downward 
fee pressures, we must also deal 
appropriately with escalating 
demands. It may not be possible to 
ask for specific additional payments; 
instead we may be able to offer 
value in other ways than were 
requested. For example, we could 
offer to review a revised document 
prepared by the client as opposed 
to revising it ourselves. But I stress 
that the overall message needs to 
be “certainly your additional request 
can be accommodated with these 
changes in our contract” – in other 
words, other deliverables may be 
scaled down. In this context, it is 
essential that the contract very 
clearly describes the nature of the 
final deliverable and stipulates that 
the associated invoice and payment 
are triggered by its delivery. 

Q: What about errors and omissions 
(professional liability) insurance and 
general liability insurance? Some 
RFP and contract documents contain 
statements such as “the Contractor 
must maintain at its expense 
Professional Liability insurance in 
the amount of $1,000,000 including 
coverage for errors and omissions 
caused by Contractor’s negligence in 

the performance of its duties under 
this agreement.” It’s a challenge to 
address that clause when bidding on 
the project.

A: After a thorough look at the 
available material dealing with 
consultants’ insurance requirements, 
book an appointment with your 
lawyer to discuss your individual 
needs. Many information consultants 
say they don’t carry the expensive 
insurance because they aren’t working 
in areas likely to cause damage or loss 
– as compared to IT consultants who 
“touch” client databases and could 
inadvertently cause malfunctioning, 
lost data, and resulting lost sales or 
other calamity. Instead, they address 
the matter in each engagement 
through disclaimers in the contract 
signed by the client. Disclaimer 
language may range from comments 
on “best professional effort with 
no guaranteed outcome” to more 
pointed statements stressing that 
“recommendations are made for 
the client’s consideration and the 
client assumes all responsibility 
for the consequences of their 
implementation.” Be certain to have 
your lawyer check the disclaimer 
statements to help maximize the 
likelihood they will stand up in court 
should the unthinkable ever happen.

In some types of work, however, the 
insurance could prove beneficial. 
Those working in the medical or 
patent arenas may have a higher 
liability risk than those working in the 
area of strategic planning for library 
services. Some consultants report 
having been saved from financial ruin 
by having insurance in place.
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■ Business Challenges

The practice of holding E&O/Liability 
insurance only for the duration 
of a specific project (assuming an 
insurance provider is willing to go 
below a year’s worth of coverage) 
could be investigated, but keep in 
mind that some lawsuits are filed 
years after the fact.

Q: How do we avoid giving away 
the solution to a client’s requirement 
in a detailed proposal while still 
making it convincing (and winning)?

A:  My stand is that proposals 
are not solutions documents. 
Proposals are intended to show 
the potential client our credentials, 
experience, and creative approach 
to investigating and assessing 
options – and nothing more. In fact, 
I have been told my proposal was 
the successful one precisely because 
it did not advocate any particular 
strategy but rather stressed the 
need for credible discovery and 
interpretation of the relevant factors.

That said, it is necessary to leave the 
proposal reader with confidence 
my team can do the best job. 
Therefore, I sometimes add a section 
to the proposal in which I describe 
my understanding of the client’s 
situation based on past experience 
and point out that I have undertaken 
similar work previously. I want 
to signal to the potential client 
that “I have been here before so I 
understand your challenge – but I 
do not automatically apply a past 
solution to your requirement.”

Q: If the requirements in a 
Request for Proposal are so specific 
that the proposal seems aimed at 
a particular respondent, possibly 
a previous supplier, should one 
simply decline and move on?

A: Here’s an evergreen dilemma 
indeed for AIIPers whose business 
depends on winning bids as 
opposed to receiving unsolicited 
assignments from regular clients. 
Your choice will depend on how 
much other business you may have 
lined up and on whether you regard 
the exercise as an effort to at least 
introduce yourself to the RFP issuer. 
If you frequently respond to RFPs 
resembling each other, you may have 

would like to thank

for its consistent support of AIIP and for 
sponsoring the online publication of Connections.

in reserve some text that would not 
be too difficult or time consuming to 
edit into an appropriate response. 

The choice may be more 
straightforward if the RFP 
communication includes the names 
of other firms receiving it or if 
through conversation you are aware 
of colleagues who have also received 
it. There is always the option of 
collaborating with colleagues for a 
joint bid.

In closing, I take the opportunity to 
point to the collective wisdom of AIIP 
as captured in the AIIP list archive. ■

Ulla de Stricker (www.destricker.com) is a 
knowledge management and information 
services consultant based in Toronto, and 
an AIIP board member.

http://www.destricker.com
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Online marketing is the process of 
reaching prospective customers 

or audiences using the internet – via 
websites, email marketing, search 
engines, social media sites (such as 
Facebook, Twitter, LinkedIn), and more.

Let’s take a look at why online 
marketing, a relatively new 
phenomenon, is a vehicle that IIPs 
should utilize. 

Traditional vs. Online 
Marketing
We’re all familiar with traditional 
marketing methods – magazine 
and billboard advertisements, 
television and radio commercials, 

direct marketing, etc. Such methods 
are expensive, slow to implement, 
and very hard to track as far as 
effectiveness – particularly when it 
comes to return on investment (ROI).

Historically, traditional marketing 
methods were developed by large 
companies with deep pockets. 
These methods are about brand 
mass marketing, about getting 
recognition. They promote one-way 
communication, and, surprisingly, are 
not necessarily about driving sales. 

Online marketing, on the other 
hand, is inexpensive, very fast, and 
easy to track from implementation 
to the sale. Tactics can include 

email marketing, search engine 
optimization (SEO), blogs, pay-
per-click marketing (PPC), and 
advertising in niche websites and 
directories. 

Online marketing allows highly 
trackable targeted marketing, 
promotes and enables two-way 
communication between consumers 
and businesses, and allows changing 
of messages quickly to satisfy target 
market needs. 

Active vs. Passive Marketing
Online marketing reaches customers 
during their active stage – they’re 
already looking for what you have to 

GO SEO 
YOURSELF:

Five Ways You Can Get Some Search Engine Love

by Marjorie Desgrosseilliers,  
SmartyPants Research & Marketing
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offer. Traditional marketing methods 
target customers who are passive or 
not actively pursuing your company 
product or service. 

When you engage in traditional 
marketing methods, you’re trying to 
capture the customer’s attention and 
convince them they are in need of your 
product or service. Expert marketer 
Seth Godin calls this kind of marketing 
Interruption Marketing (Permission 
Marketing: Turning Strangers into 
Friends and Friends into Customers, by 
Seth Godin). You experience it all the 
time; from television commercials 
that interrupt your favorite programs 
to telemarketers who call you at 
dinnertime.

Online marketing, on the other 
hand, targets the user already 
typing keywords into search engines 
looking for a particular product 
or service – they are an active, 
prospective customer. 

Says Mr. Godin, “By talking only to 
volunteers, Permission Marketing 
guarantees that consumers pay more 
attention to the marketing message.” 

The Online Marketing 
Process
Most small business owners have 
heard of online marketing and its 
various tactics, but they tend to 
have only a vague idea of how they 
actually work.

I use an online marketing process 
to bring the parts  together and 
outline why each step is important (in 
other words, why an effective online 
marketing campaign doesn’t just 
focus exclusively on SEO or PPC).

Briefly, the process is as follows:

ANALYTICS
Before doing anything, it’s important 
that you first put a tracking method 
in place on your website or blog to 
discover what is working and what isn’t. 

Google’s Analytics program is the 
most common – it allows you to 
keep track of things like the number 
of visitors (unique and otherwise), 
how they got there, what pages they 
visited, and how long they stayed. It 
tells you which keywords are working, 
which aren’t, and what keywords 
visitors are using to find your site.

Note: This step is especially 
important for IIPs – it will help you 
to discover what keywords people 
are using to find you, and therefore, 
what keywords to optimize for.

EMAIL MARKETING
According to Wikipedia, “Email 
marketing is a form of direct marketing 
which uses electronic mail as a means 
of communicating commercial or 
fundraising messages to an audience.” 

Simply put: it is a means of starting a 
conversation with potential clients. 
You 1) create a marketing message 
which includes a strong call to action 
(i.e., get this white paper, try this free 
service, receive our newsletter, etc.), 
2) make a place on your website for 
visitors to click through to obtain 
it or sign up for it, and then 3) send 
that marketing message to a list of 
specific email addresses. 

Most businesses get started by 
creating an account with an email 
marketing vendor such as Constant 
Contact or My Emma. You can create 
professional-looking templates on 
which to send your campaigns, as 

well as create newsletter or other 
sign-up boxes for your website.

When marketing via email, make sure 
you are CANSPAM compliant (www.
ftc.gov/bcp/edu/pubs/business/
ecommerce/bus61.shtm). It’s best 
if you have permission to email your 
targets. Make it clear to them that 
they can opt out and where they can 
do so, and then honor those requests. 

WEBSITE REVISION
Now it’s time to ensure your website 
is primed for traffic.

In order to do this, you must ask 
yourself:

✓ Is my website copy clear and 
concise?

✓ Is my contact information easily 
found on every page?

✓ Do I have verification of my 
product or service?

•	Customer/Client	testimonials

•	Third	party	verifications	(AIIP	
logo, BBB logo, “safe site” 

Marjorie Desgrosseilliers

http://www.ftc.gov/bcp/edu/pubs/business/ecommerce/bus61.shtm
http://www.ftc.gov/bcp/edu/pubs/business/ecommerce/bus61.shtm
http://www.ftc.gov/bcp/edu/pubs/business/ecommerce/bus61.shtm
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verification)

✓ Is my website navigation easy 
to understand?

✓ Is my purchase/inquiry process 
simple and straightforward?

SEARCH ENGINE MARKETING 
or SEM
Most online marketers would consider 
SEM and SEO to be one and the same. 
However, when working with business 
owners new to online marketing, I 
address the two separately, so the 
difference between paid (SEM) and 
organic (SEO) traffic is understood.  

Search Engine Marketing 
focuses on the following:
✓ Pay-Per-Click Marketing 

(Google, Yahoo, Facebook, 
LinkedIn, Bing, etc.)

✓ Social Media (Twitter, 
Facebook, LinkedIn, Directories, 
etc.)

✓ Blogging

✓ Online PR

✓ Niche Marketing

During a recent webinar I attended, 
PPC was likened to liposuction, 
whereas SEO was described as 
working out in the gym. One is 
definitely quicker, but the other has 
long-lasting results.

SEARCH ENGINE 
OPTIMIZATION or SEO
If you’re interested in investing in a 
tactic designed for the long-haul, 
SEO is the way to go. 

SEO is a great tactic, but it takes time 
to see results for competitive terms. 
Local keywords (such as “information 
seattle”) are much easier (and faster) 
to achieve rankings. But it still takes 
time and a little bit of effort. 

Essentially, SEO boils down to this: 
search engines, such as Google, take 
two things into consideration when 
deciding rankings; 1) what you say 
about yourself – your onsite content, 
and 2) what other websites say about 
you – through linking.

Go SEO Yourself
So, what are some things YOU can 
do right now to ensure that search 
engines give you some love?

1. Install Analytics
 Sign up for a Google Analytics 

account (www.google.com/
analytics). It’s the most 
common analytics program, it’s 
easy to use (even for the most 
technologically-challenged), 
and, best of all, it’s free!

 Once you install the code, let 

it run for at least two weeks 
(one month is ideal) before 
engaging in any online 
marketing tactic in order to 
get a clear before or baseline 
snapshot. 

 If you don’t have a website, 
start tracking this information 
after about a month or two 
from launch as the numbers 
can be skewed in the first 
couple of months before it 
settles into a realistic and 
trackable pattern.

2. Evaluate the visual design 
and navigation system of your 
website

 Can I be blunt? It’s silly to spend 
time on optimizing your site if 
it’s hard to get around. Is it easy 
to understand? Is your contact 
information easy to find? Do 
you have landing pages set up 
to collect contact information? 
Does your website load easily 
and correctly in all browsers 
(see browsershots.org)?

3. Choose Relevant Keywords
 Decide what keywords 

you want to rank for (rank, 
meaning, getting your site 
listed on the first page or two 
of search engine results), and 
assign them to pages on your 
site. They should be relevant 
to the specific content on a 
particular page. 

 Each page should only have 
two to four phrases. Start from 
the home page and work 
through your site: 

 Homepage – “information 

http://www.google.com/analytics
http://www.google.com/analytics
http://browsershots.org
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seattle” or “seattle information” 
Services page – “legal 
information seattle”

 These keywords should appear 
in 1) your onpage text, 2) your 
title tag (each title tag should 
be unique for each page, and 
include all keywords you’ve 
assigned to that page), and 3) 
the H1 (header1) on each page.

 Meta description tags are not 
as important because search 
engines, by and large, tend to 
ignore them because of the 
practice of keyword stuffing. 
Besides, if you put your 
keywords here, your competitors 
will become wise to what you’re 
optimizing for (Edit, View, Page 
Source in your browser).

4. Add Yourself to Local 
Directories

 Google Local – www.google.
com/local/add
Yahoo Local - http://listings.
local.yahoo.com/
Bing Local - https://ssl.bing.
com/listings/ListingCenter.aspx
CitySearch – seattle.citysearch.
com
Yelp – yelp.com

5. Content is King
 Search engines love Fresh 

Content. That’s what gets their 
attention. Start a blog and 
either link it to your website 
or embed it within your site, 
write articles and archive 
them on your website, send 
out newsletters (put the 
back issues on your website), 

Alacra.com   |   1.212.363.9620   |   info@alacra.com
Contact us for a FREE trial or more details.

Access
Thomson Reuters ∙ Datamonitor ∙ D&B ∙ EIU ∙ Freedonia
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 1 Login + 1 Password
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We create the voice of your business. 

Black Ink Marketing 
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websites * marketing plans * collateral  
idea sessions * copywriting * and more 

develop an e-book, send out 
press releases (put those on 
your website). Offer webinars 
and seminars, etc. Make video, 
create podcasts, and put those 
on your website.  ■

Marjorie Desgrosseilliers is the smarty-
pants behind SmartyPants Research & 
Marketing. She’s the CEO and owner of the 
company, and has been in the information 
industry for over 20 years, 15 of which 
have been spent as an IIP. She’s been a 
member of AIIP for a total of 12 years, and 
is currently serving on the AIIP Board as 
Member Benefits Director. Marjorie helps 
the independent information professional 
find effective, targeted and inexpensive 
ways to market their services, and takes the 
mystery out of search engine optimization 
and internet marketing.

http://www.google.com/local/add
http://www.google.com/local/add
http://listings.local.yahoo.com/
http://listings.local.yahoo.com/
https://ssl.bing.com/listings/ListingCenter.aspx
https://ssl.bing.com/listings/ListingCenter.aspx
seattle.citysearch.com
seattle.citysearch.com
yelp.com
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“Everyone’s an expert about 
something,” says author/entrepreneur 
Seth Godin. This is certainly true 
among information pros. Many of us 
have become experts in researching 
a particular subject or industry. We 
know more about the subject than 
our clients, which is why they hire us. 
In my case, I’m an expert in business 
valuation research. 

So why not self-publish some of your 
expertise? In the world of e-commerce 
and the rise and acceptance of self-
publishing, it is easy to publish a book 
or pamphlet and sell it online. That’s 
what I did. I self-published some of 
my expertise by creating The Business 
Valuation Internet Research Guide. I 
had material, I had an audience, so 
I took the opportunity to create a 
print-on-demand book that served as 
a marketing piece and created passive 
income.

The process was relatively easy. I had 
lots of material from presentations, 
workshops and articles that I had 

developed on the subject of business 
valuation research. I just needed to 
update it, repackage it, and sell it. 

However, there were some important 
questions I had to ask myself before I 
jumped in to self-publishing. 

Question #1: Why publish? 
Only those authors with best-sellers 
make a lot of money. So why would 
I take the time to write a book? 
Because it helps me stay current 
in my field, keep me in front of 
my target market, and establish 
credibility with new potential clients. 

Question #2: Do I have a 
market for my book?
My market is clearly defined: business 
appraisers, certified public accounts, 
and business brokers. Over the years 
I’ve spoken at their conferences on 
the subject of business valuation 
research. The sessions are always 
well-attended because the appraisers 
needed to know where to go to 

find the data to help them perform 
business valuations. 

Save yourself some time. If you don’t 
have a clearly defined market – that 
is, a group of people who will benefit 
from reading your book – don’t write it. 

Question #3: How am I going 
to market the book?
This is a very important question. 
Without a clear idea of how I was 
going to sell the book, I would have 
wasted my time. How did I expect 
people to find out about my book? In 
my case, I had specific plans on how I 
would market the book: through my 
newsletter and book reviews in trade 
associations. I’ll address this in more 
detail later in the article.

Question #4: Should I self-
publish or find a publisher?
There are pros and cons to working 
with a publisher. Publishers have 
a good sense of the market and 
wouldn’t publish my book unless they 

PUBLISH
KNOW

REWARDS
Jan Davis, JT Research LLC

what you

and reap the
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thought it would sell. Publishers also 
edit and layout the book, and have 
established distribution channels. 
On the other hand, working with a 
publisher can be a long process, and 
they usually pay a lump sum up-front 
with the promise of royalties after a 
certain number of copies are sold.

Self-publishing gives the author total 
control over the process, a much 
larger share of revenues, and a faster 
publishing process. However, with self-
publishing the author must pay for the 
production costs and do the marketing.

I decided to self-publish because 
I didn’t want to go through the 
lengthy process of trying to find a 
publisher. In addition, two women 
in my creative writing group 
successfully self-published and I 
was impressed with the results. 
Their books looked like any books 
you’d find on the shelf in Barnes & 
Noble (B&N). In fact, both books 
are available on the B&N website 
because of a publishing arrangement 
provided by self-publishing firm Lulu. 

Putting the Book Together
Writing the book was going to be the 
easy part. But first I had to educate 
myself on what’s all involved with 
self-publishing. I read several books 
and articles, and the three books 
listed below were the most helpful: 

✓ Chandler, Stephanie. From 
Entrepreneur to Infopreneur: Make 
Money with Books, eBooks and 
Information Products. Wiley, 2006;

✓ Rich, Jason R. Self Publishing for 
Dummies. For Dummies, 2nd 
Edition, 2006;

✓ Shepard, Aaron. Perfect Pages: 

’

Self Publishing with Microsoft 
Word, or How to Design 
Your Own Book for Desktop 
Publishing and Print on Demand. 
Shepard Publications, 2006.

The first draft of my book consisted of 
the most recent handout from a class 
I had taught to a group of business 
appraisers. I added more content, 
such as additional websites, lengthier 
descriptions of the recommended 
sources, and a Jan’s Note feature for 
the highly recommended sources. I 
prepared the book in Word. 

All three books listed above 
recommended hiring a copy editor, 
and I didn’t think twice about the 
suggestion. I’m a little sloppy when 
I write and I’m not an expert in 
grammar, so having an objective 
eye go through my manuscript was 
invaluable. I didn’t want my readers 
(and potential clients) to see errors, 
and believe me if I hadn’t hired an 
editor they would have found many!

I also needed someone to design a 
cover, layout the contents, and put 
in a format that Lulu accepts. The 
two women in my writing group 
paid between $500 and $900 for a 
book designer. I really didn’t want 
to spend that much, so I posted the 
job on Elance (www.elance.com). I 
got bids between $200 and $1500. 
Many of them appeared to have 
the same level of experience, so I 
went for one of the lowest bidders. 
While the designer came up with a 
professional-looking book cover, I 
found out later that he didn’t know 
much about book design, such as 
placing unique headers or footers 
within each chapter. Instead of using 
InDesign, which a lot of professional 

book designers use, he simply 
worked with my Word file. So, my 
book had a more word-processed 
feel rather than a professionally-laid-
out feel. But since this was my first 
effort at self-publishing, and I had a 
small budget, I was satisfied. We went 
back and forth a few times for further 
editing and layout issues, he put the 
file into a PDF, added the cover in the 
format Lulu specified, and we had a 
book (see Lulu screenshot below). 

Deciding on a self-publisher
There are several choices of self-
publishers on the web, but the two I’d 
heard the best about are Lulu (www.
lulu.com) and Lightening Source 
(http://lightningsource.com). I went 
with Lulu because both of my writing 
group friends had used it and were 
pleased. Uploading a book to Lulu is a 
fairly easy process, but I did use their 
online chat support often. What I like 
about Lulu is their interactive website 
that guided me through the self-
publishing process. By clicking on the 
Start Your Book tab and following the 
prompts, I was in essence creating my 
book by deciding on the book size, 
binding type, price, and promotion. 

http://www.lulu.com
http://www.lulu.com
http://lightningsource.com
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I had a hard time deciding on a book 
title. So I polled a couple dozen of 
my clients using Contact Contact’s 
survey feature. I gave my clients 
four choices, and the results pointed 
to: The Business Valuation Internet 
Research Guide. Also, by asking them 
to help me decide on a title was a way 
to generate early buzz for the book. 
The survey respondents’ supportive 
feedback encouraged me to ask some 
of them to write a recommendation 
blurb for the back cover.

Somewhere through the process I 
questioned if I should also sell the 
book as a downloadable PDF from my 
website, as this is probably the easiest 
way to sell published material. I sent 
a second poll to my clients with the 
question: “Would you prefer to buy The 
Business Valuation Internet Research 
Guide as a paperback for $29.95 from 
lulu.com or as a downloadable PDF 
with active links for $20 from my 
website?” Surprisingly, the majority 
preferred to buy it as a downloadable 
PDF. I thought for sure that my target 
market would have preferred an actual 

copy of the book to use as a reference. 
But their response pushed me to 
publish the book as a paperback from 
Lulu and as a downloadable PDF.

Marketing the book
I purchased 25 books from Lulu and 
had my website designer add the 
PDF version and a shopping cart with 
a PayPal feature to my website (see 
jtresearch screenshot below). Now I 
just needed to sell some books! I first 
announced the book on my client 
newsletter, which resulted in a few 
sales. But I attribute the majority of 
sales to sending out copies of my book 
to appropriate trade journals with a 
personal hand-written note requesting 
a review. This suggestion came from 
fellow AIIPer Andrea Carrero during her 
preconference session at AIIP’s annual 
conference in Pittsburgh.

All of the publications, except one, 
reviewed the book. The editor of the 
publication that didn’t review the 
book called me personally to say that 
they don’t publish book reviews but 
would love to have me submit an 

article. Wow! But the most exciting 
response came from the review in 
an e-newsletter that the majority of 
business appraisers in the country 
receive. Within two days of the review’s 
release, I sold 60 downloadable PDF 
copies from my website. From this one 
review, in two days, the book had more 
than paid for itself.

As it turns out, I’ve sold more PDF 
versions of the book than the 
paperback. But I still liked having 
the paperback to use as a marketing 
piece. I’ve sent it with follow-up 
letters to potential clients I’d met, 
I’ve sold copies to fellow AIIPers at 
last year’s conference, and I plan 
to take a bunch to the next AICPA 
presentation I’ll give in November. 

Moving forward
I admit I didn’t make millions on The 
Business Valuation Internet Research 
Guide, but I do smile whenever I 
receive an email notice “You’ve got 
Cash” from PayPal, and a quarterly 
check from Lulu. But remember, my 
goal for publishing the book was 
to keep my name out there – and 
I do believe I achieved that goal. 
Would I self-publish another book? 
Absolutely. It may not be a book, it 
may be a pamphlet I sell from my 
website. And with social media, like 
Twitter and LinkedIn, my avenues 
for marketing the product are even 
bigger. Do I think you should self-
publish? If you have knowledge that 
your clients need, absolutely. ■

Jan Davis is President of JT Research in 
Portland, Oregon. Jan provides business, 
industry and finance research to business 
appraisers, forensic accountants and 
attorneys.
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I enjoyed working on a small project 
requiring the identification of new 

products and emerging technologies 
and recognized two takeaways that 
could be of interest for this column. 

1. The request required research 
from several angles which I’ve 
outlined below;

2. You can develop and 
productize this question as one 
more service to provide. 

As an aside, I ran a keyword search in 
the AIIP Member Directory and found 
that about thirty members include 
the word “product” in their member 
profile. Others may wish to consider 
expanding their business product 
line by adding product planning and 
development research and sourcing 
target companies to enhance their 

services. The following quote nicely 
summarizes product development 
events that your firms can become 
involved with along the way:

 “New product development 
and introduction starts 
with the identification of an 
opportunity in the market and 
ends with the successful launch 
of a product. In between are 
many activities, to define the 
requirements, develop and test 
a product concept, fully define 
and develop the product, 
source for suppliers involved, 
plan the manufacturing and 
supply chain and prepare 
market programs.” www50.sap.
com/businessmaps/1A73E46D
3BB4FA183A95659FFD70A77.
htm

Research Background
My client, an advertising agency, has 
a client (a small but well-established 
manufacturer) who would like to 
be like Apple. His client would like 
to identify new products, emerging 
technology, and unsolved problems 
in their industry and uncover 
technology or products that will 
complement their existing line of 
products. The idea is to do what 
Steve Jobs has done with Apple – 
take products somebody else has 
created and make them better or 
more interesting. 

My client subscribes to and 
regularly peruses the primary trade 
publications in his client’s market but 
knows he needs more information. 
How can a research professional 
produce solutions and results for 

Anatomy of an Apple Wannabee:  
A Research Case Study

Amelia Kassel, MarketingBase 

Coach’s Corner

©2009 All Rights reserved. No part of this document or information may be reproduced without the expressed written permission of Amelia Kassel.

http://www50.sap.com/businessmaps/E1A73E46D3BB4FA183A95659FFD70A77.htm
http://www50.sap.com/businessmaps/E1A73E46D3BB4FA183A95659FFD70A77.htm
http://www50.sap.com/businessmaps/E1A73E46D3BB4FA183A95659FFD70A77.htm
http://www50.sap.com/businessmaps/E1A73E46D3BB4FA183A95659FFD70A77.htm
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■ Coach’s Corner

this request? Patent research is a key 
research strategy for this and several 
other clients on my list: 

Source List Overview
✓ Patents 

✓ Product Directories, for 
example:
•	 ThomasNet

•	 GlobalSpec	Products	

•	 GlobalSpec	Products	
Announcements

•	 KellySearch

•	 Global	Market	

•	 Professional	Equipment	
Directory

✓ Product Licensing Sites, for 
example:*
•	 Flintbox,	A	Global	Intellectual	

Property Exchange and 
Innovation Network, 
University of British Columbia 
www.flintbox.com/search.
asp?sID={A53DB3A8-683D-
4C62-9A5D-83183CD035D3 

•	 MIT	Technology	Licensing	
Office web.mit.edu/tlo/www

•	 Office	of	Technology	
Licensing, Stanford University 
otl.stanford.edu/flash.html

•	 Office	Technology	Licensing,	
Georgia Tech Research 
Corporation otl.gtrc.gatech.
edu

✓ Fee Based-Databases for 
Emerging Technologies and 
Trends

✓ Additional Sources
•	 Associations

•	 Newsletters

•	 Trade	Shows	and	Conferences

Comments about the Patent 
Search 
As an interesting side note, I looked 
at and briefly compared several 
sources including Dialog and free 
patent sites such as Google Patents 
www.google.com/patents?hl=en, 
FreepatentsOnline.com, the U.S. 
Patent and Trademarks Office (USPTO) 
www.uspto.gov, and SCIRUS.com. 
I found SCIRUS the best free site for 
both creating the search strategy and 
developing and managing output. The 
SCIRUS Boolean and full text search 
capabilities with links to patents, 
together with SCIRUS delivery options, 
made searching and formatting results 
for the client relatively fast and easy. 
SCIRUS emails patent titles with links, 
or you can export into a reference 
manager. While there wasn’t a perfect 
system to my taste, I managed to cut 
a swath of needed information within 
the time frame and small budget 
while using a handful of key terms 
required to more precisely define 
the client’s primary interests. The 
search strategy resulted in more than 
700 published patents and patent 
applications since 2008. I scanned the 
first 300. Using the SCIRUS relevancy 
ranking algorithm option (you can 
also sort by date), I found that many 
items were on point. I deleted false 
drops, leaving those I was unsure 
about for further review later. 

I want to emphasize that this 
research can in no way be considered 
similar to that conducted by expert 
patent researchers for patentability 
and other patent research needs. It 
is but one approach for identifying 
potential products.

Serendipitously, while working on 
the project, a pertinent article from 

an email alert landed in my inbox: 
How to Innovate Like Apple by Chris 
Morrison www.bnet.com/2403-
13501_23-330240.html. My client 
found it an interesting read.

The results of this first go-round 
amazed the client and opened doors. 
Next steps include careful review and 
then consideration by the client who 
will need to whittle down a list of 
products and companies that require 
more in-depth research.

Call for Collaboration
How would an information 
consultant or primary researcher 
tackle this request? For example, 
would a consultant evaluate 
drawbacks to going down one or 
another path? Please email input to 
amelia@marketingbase.com. My 
goal is to write a follow-up article 
encompassing differing strategies 
for the same circumstance. Or, email 
questions for this column. ■

*Special thanks to AIIP-L contributors 
who suggested product licensing sites, 
and to AIIP member Jocelyn Sheppard 
who wrote: How much is that gizmo in 
the window? Online technology transfer 
& commercialization resources, Online, 
vol. 31, no. 6, Nov/Dec 2007.

Amelia Kassel is President of 
MarketingBase, a global firm specializing 
in industry, company and competitive 
and market intelligence research. Amelia 
operates The Mentor Program for new 
research professionals and those wishing 
to expand. She advises how to grow and 
market a research business. For those 
new to the research field, Amelia teaches 
research methods and includes in the 
Mentor Program exercises for learning 
and integrating advanced Internet search 
techniques with cost and time-effective 
procedures for searching fee-based 
databases.

http://www.flintbox.com/search.asp?sID={A53DB3A8-683D-4C62-9A5D-83183CD035D3
http://www.flintbox.com/search.asp?sID={A53DB3A8-683D-4C62-9A5D-83183CD035D3
http://www.flintbox.com/search.asp?sID={A53DB3A8-683D-4C62-9A5D-83183CD035D3
http://web.mit.edu/tlo/www
http://otl.stanford.edu/flash.html
http://otl.gtrc.gatech.edu
http://otl.gtrc.gatech.edu
http://www.google.com/patents?hl=en
http://www.uspto.gov
http://www.bnet.com/2403-13501_23-330240.html
http://www.bnet.com/2403-13501_23-330240.html
mailto:amelia@marketingbase.com


23  AIIP Connections Volume 23 |  No. 3 |  July / September 2009 

■ WordWise

Maybe it’s the former journalist 
in me, but writing tweets 

really gives me a thrill. It reminds me 
of the days when I was a features 
editor doing page layout for a 
daily newspaper and had to write 
headlines. 

No, make that craft headlines.

Why “craft?” Well, writing (as I’ve 
mentioned before) is actually hard 
work—when it’s done well. And 
writing headlines is just not that easy 
to do. You have a little space and a lot 
to say and it has to grab the reader’s 
attention…all at the same time.

So it’s no wonder that, to me, tweets 
are very much like headline writing. 
So here are some ideas and tips for 
you to use when crafting a tweet.

Read the Newspaper
The biggest difference between 
headline writing and tweeting is 
that tweeting actually gives you 
more room to be verbose. That’s not 
always a good thing.

By reading the headlines in your 
newspaper, you’ll start to see some 

Andrea C. Carrero

Word
Wise

patterns emerge. Words are typically 
short, often are only one or two 
syllables. In most cases, when a 
headline has multiple lines there’s a 
verb at the end of the first line. If you 
pay enough attention, over a period 
of time you’ll see the same verbs 
used over and over again. One that 
comes to mind is “taps.” It’s short, 
sweet and gets you to the point.

Nonprofit taps
new executive

But there’s another thing to notice 
about this headline: The two lines 
are the same length. While this isn’t 
important at all in tweeting, it is in 
headline writing. The challenge is to 
find the right combination of words 
that will fill the space without going 
over or without leaving too much 
white space. The reason I point this 
out to you is that it takes time to 
develop the word skills to craft a 
headline that makes sense, grabs 
attention, fills the space and makes 
sense. Oh, and is in active voice! 
You can use this same challenge 
for your tweets—write something 

meaningful, grab attention, fill the 
space and use active voice. 

So, then it really comes down to 
content. What do you tweet about? 
And what don’t you tweet about?

Go Easy on the 
Advertisements
I don’t know about the rest of the 
world (although my guess is it’s 
pretty much the same), but here 
in the U.S. we are bombarded with 
advertisements. All. Day. Long. 
Everywhere. You. Look.

We get them on television, on the 
radio (which technically is listening 
rather than looking), on your 
computer, on your cell phone, in 
your email, at the gas station, in the 
grocery store…well, you get the gist.

So, do you really think that your 
followers want to read advertisements 
on Twitter? Heck, no! We’re looking 
for meaningful dialogue or content 
in the items we willingly choose to 
interrupt our day with from a tool 
such as Twitter. So, be kind—promote, 
publicize and advertise gently. We all 

How to Write an Effective Tweet
Andrea C. Carrero, Word Technologies Inc.
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■ Publishing Your Own Book

know that it’s a business-building tool 
now (although that was not its original 
intent), but I guarantee you that if you 
do nothing but advertise, people will 
stop following you. I know I would.

Write for RT
The best thing you can possibly do 
is to write a message that someone 
sees value in and retweets or RTs. 
Why? Because it extends your 
reach—people who you don’t know 
and who don’t follow you but follow 
someone else who follows you will 
see what you tweeted. Well, the 
current convention for RT is to name 
the person you’re RTing. Here’s an 
example of a RT that recently passed 
in front of my eyes: 

 RT @theautismnews: The Equal 
Opportunity Disorder: Autism is 
on the rise, and it can affect any 
family. Here’s info. http://bit.
ly/17nEm9

The person I follow who retweeted 
this is giving @theautismnews a 
bit of free press. And imagine if I 
were to retweet Ed’s retweet and 
someone who follows me retweets 
my retweet of Ed’s retweet and so 
on… This is viral marketing…and 
no one is getting paid for it! One 
caveat: simply RT the originator and 
not the retweeter. In other words, 
Ed’s retweet cites @theautismnews. 
If I were to retweet Ed, I’d also cite @
theautismnews.

And another thing to think about 
on the RT topic: If you use all 140 
characters, you will likely make 
people have to edit your tweet in 
order to RT. So if you’re crafting for RT, 
leave some room for the retweeter to 
add his or her short comments.

Quality Counts
Write something more interesting 
than what you’re doing at the 
moment. Please. I initially avoided 
using Twitter like the plague because 
a) I didn’t want my cellphone 
bombarded with text messages 
and b) I specifically didn’t want text 
messages that contained comments 
such as, “Going out to walk the dog.” 
or “Raining here.”

Tweeting has come a long way, 
but there are still people using it 
to give a running commentary on 
their actions throughout the course 
of the day. And that’s great if your 
grandmother in Idaho wants to 
follow you because she doesn’t come 
to Virginia to visit you often enough.

So, make sure what you’re tweeting 
has value and substance. And 
retweeting others is one way to 
provide value. And as business 
owners, we also can provide value to 
our followers with tweets related to 
the state of the industries we serve, 

articles in the news that would be 
of interest to other business owners, 
or even a tweet on your own blog 
or someone else’s if the topic is 
universally interesting and it’s not 
solely about advertising your/their 
business. 

So, use your tweets wisely—pass 
on information, ask for help for 
a business situation, RT others’ 
informational tweets and so on. 
Make your words characters count.

I hope this helps you to think about 
how to write—or craft—your tweets 
before you tweet them.  ■

Andrea C. Carrero is president of Word 
Technologies Inc. (WTI)—and coming soon 
Black Ink Marketing—a firm that specializes 
in marketing and web services and 
solutions. Based in Glen Mills, PA, WTI can 
be found on the web at www.wordtex.com 
and  twitter.com/Wordtex.   She currently 
serves on the AIIP Board of Directors as the 
Director of Marketing and Web.

Ad Rates for AIIP Connections
AIIP Connections is a quarterly online publication.  If you are interested in 
advertising, contact Eiko Shaul at 1-416-544-0208 or email to e.shaul@sympatico.
ca.  [NOTE:  Please prepare the ad in electronic image - PDF, JPG, TIF, GIF.]

Size
Frequency  

(/yr)
Members

Non 
Members

Full page 1X $150.00 $300.00

Full page 4X $450.00 $900.00

½ page 1X $90.00 $180.00

½ page 4X $275.00 $550.00

¼ page 1X $60.00 $120.00

¼ page 4X $175.00 $350.00

¹⁄16 page 1X $20.00 NA

¹⁄16 page 4X $60.00 NA

http://www.wordtex.com
mailto:e.shaul@sympatico.ca
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■ Book Reviews

FUMSI  
Folio on Competitive Intelligence  

Marcy Phelps (Contributing Editor), 
Free Pint Limited, £39.00

Reviewed by Lynn Strand-Meyer, 
Outside Knowledge

When I first agreed to review the FUMSI 
Folio on Competitive Intelligence  web.
fumsi.com/go/shop/report/1305, I felt 
a little squeamish. I wasn’t exactly sure 
of the ins and outs of CI, but frankly, I 
found it slightly distasteful. Boy, was I 
ever wrong! 

The Folio format from FUMSI is 

Book Reviews
designed for new-to-the-field users. 
The Folios are an excellent overview 
of an area of information work. What 
jumped out for me was the other 
related FUMSI articles at the end of 
each individual piece. The list of cited 
URLs was an additional bonus.

The Folio gave me the information 
I needed to gain a ground-floor 
understanding of competitive 
intelligence and to realize that I had 
already been doing many aspects of it 
in my career – and that CI can be done 
ethically and responsibly.  The various 
articles written by AIIP members 
assured me that these were truly 
experts in the field. This is a reference 
tool that I will keep close at hand.

Here are some of the key takeaways 
from each article:

Key to Research Success – Asking the 
Right Questions, Jane John: Finding 
a way to repeat the question back to 
the client. This is the perfect way to 
make sure both you and the client are 
on the same page. It is an essential 
part of the reference interview, and 
one that is often forgotten. 

Finding Competitive Business 
Information in Six Steps, Heather 

Carine: Asking the “What do you 
already know?” question. Why start 
from scratch when your client may 
already have a basic understanding 
of their topic?

If They Only Knew: Finding 
Competitive Intelligence from the 
Websites of your Competitors and 
Their Friends, Arthur Weiss: The tips 
on looking at a company’s other 
websites was a big eye-opener for 
me. I never would have thought to 
look beyond the main .com sites and 
at country specific domains.

Filling in the Gaps: Company 
Intelligence Beyond the Corporate 
Website, Sarah Hinton: Using a 
future year as part of your search 
structure. Market forecast data may 
be projected and using a future date 
can help ferret out this type of info.

People Information: Finding 
Accurate, Authoritative and Well 
Organised Data, Donna Fryer: Fryer 
suggests returning to “our roots” and 
using the “Big Three” – Factiva, Dialog 
and LexisNexis for people research. 
This is a great overview of all three 
products and how to use them most 
effectively and efficiently.

Finding Competitive Information 
for Growing Companies, Christine 
Hamilton-Pennell:  The links in this 
article to a variety of other resources 
was a veritable goldmine of where to 
search for entrepreneurial related data. 

After reading the FUMSI Folio on 
Competitive Intelligence, I am no 
longer hesitant to identify with this 
area of research.  

T T T

http://web.fumsi.com/go/shop/report/1305
http://web.fumsi.com/go/shop/report/1305
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10-10-10: A Life-Transforming Idea. 
Suzy Welch. 2009.  Scribner.

Reviewed by Jan Davis, JT Research LLC

Making a decision can sometimes 
be fraught with emotions, and we 
sometimes make wrong decisions 
because we haven’t thought them 
through.  Author, commentator, 
and business journalist Suzy Welch 

developed a technique to help us 
make challenging decisions and 
clarify life choices. The technique, 
10-10-10, involves asking yourself 
this question when faced with a 
difficult decision: How will making this 
decision change or affect my life in 
10 minutes, 10 months and 10 years? 
Using the 10-10-10 technique helps us 
balance the short-term and long-term 
considerations of any difficult decision. 
It can be used in any type of situation. 

I listened to 10-10-10 on CD while on 
a road trip. Welch herself narrates the 
book, beginning with describing her 
own life experiences that brought 
her to the point of needing a way to 
change the way she lived her life.  Past 
editor-in-chief of Harvard Business 
Review and current mother of four, 
she is an intelligent, dynamic woman.

Welch describes the background and 
10-10-10 principle in the first couple 

of chapters, and the rest of the book is 
filled with real-life experiences of how 
dozens of people have applied 10-10-
10 to make decisions.  The case studies 
involve bosses, co-workers, parents, 
spouses, children, siblings, and friends. 

For those who don’t want all of the 
anecdotes, Welch devoted one of her 
columns in O, The Oprah Magazine  
to “The Rule of 10-10-10.” (http://
tinyurl.com/mqeqlm).  Or you can 
listen to “Suzy Welch: How to make 
a difficult decision” on msnbc.
com (http://tinyurl.com/q2nkj9).  
Further information is available on 
the book’s website: http://www.
suzywelch101010.com/. 

Welch’s 10-10-10 strategy is 
thoughtful, simple, easy to 
implement, and effective. I’ve tried 
it several times in both personal and 
business situations and found it very 
helpful.  ■

One of AIIP’s member benefits is its free webinars. We 
announce upcoming webinars on AIIP-L, or you can also 
go to the webinars page (aiip.org/Webinars) to see what’s 
on the schedule and to register for a webinar. An archive of 
past webinars is at aiip.org/WebinarArchive. Don’t miss this 
opportunity to tap into the expertise of AIIP’s members.  ■

Professional 
Development for IIPs

FREE 
Upcoming AIIP webinars:

Sept. 29, 11am EDT
Private Company Research Sources 

and Success: A Case Study  
Amelia Kassel, MarketingBase

Oct. 15, 11am EDT
Tips and Strategies for  

Adding Value to Your Research 
Cynthia Shamel,  

Shamel Information Services 

http://tinyurl.com/q2nkj9
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■ AIIP 24th Annual Conference

A GREAT Program is Taking Shape 
We are excited to announce the 

following confirmed speakers 
for our annual conference: 

✓ Cynthia Hetherington, 
“Tracking, Hunting and 
Capturing Your Next Client”

✓ Peggy Garvin, “Changing 
with DotGov: Bringing Your 
Government Research Skills Up 
To Date”

✓ Mark Goldstein & Ed Vawter, 
“Gadgeteering for the Early 
21st Century”

Stay tuned as we announce more 
speakers and special events in the 
coming weeks.

What Do You Want to Learn 
About?
Please send suggestions for speakers 
and topics (especially “Tips on the 
Terrace” topics) to Lorene Kennard at 
conference@aiip.org. 

Teach Your Peers
Guidelines for submitting a proposal 
for presenting a pre-conference 
workshop on Wednesday, April 28, 
are available at http://aiip.org/
ApplyPreConferenceWorkshops. 

For additional information, contact 
program coordinator Lorene Kennard 
at conference@aiip.org.  

Sponsorship Opportunities 
Abound
There are quite a number of ways to 
support the Cleveland conference and 
your association. Consider sponsoring 
or co-sponsoring a snack break 
($700), a breakfast ($1,750), or a lunch 
($2,250). Advertising opportunities 
include: conference bags, the program 
binder back cover, promotional 
items/literature for the conference 
bags, and lanyards/badges. Take 
advantage of the best sponsorship 
and advertising opportunities by 
contacting conference marketing 
coordinator Susan Berkman at 
ConferenceSponsorship@aiip.org as 
soon as possible. 

Conference Rates
After two years of holding 
conference registration fees steady, 
there will be a slight increase in the 
rates for 2010. The early-bird rate is 
$420 for AIIP, SLA, and SCIP members 
and the early-bird registration 
deadline is March 25, 2010. We 
will let everyone know as soon as 

online conference registration is 
available. For full conference rate 
details, visit http://www.aiip.org/
ConferenceRegistration.

Cleveland Rocks! Things to 
Do in the Area
Cleveland offers a wealth of cultural 
and entertainment opportunities 
including the Rock N’ Roll Hall of 
Fame and the House of Blues and 
is home to the Cleveland Indians, 
a world-class art museum, and a 
highly admired symphony orchestra.  
Check out information about 
exciting things to see and do in 
Cleveland at http://www.aiip.org/
ConferenceTourism.

AIIP in Cleveland Needs YOU!
A group of AIIP members is already 
working hard to produce a fabulous 
conference. Several opportunities 
still exist to get involved! 

For more information about 
the conference, contact Jocelyn 
Sheppard, conference coordinator, at 
conference@aiip.org or by phone, 
1.724.413.1167.  ■

mailto:conference@aiip.org
http://aiip.org/ApplyPreConferenceWorkshops
mailto:conference@aiip.org
mailto:ConferenceSponsorship@aiip.org
http://www.aiip.org/ConferenceRegistration
http://www.aiip.org/ConferenceRegistration
http://www.aiip.org/ConferenceTourism
http://www.aiip.org/ConferenceTourism
mailto:conference@aiip.org


Consisting of an exhibition, a conference and a 
show floor seminar programme, this unique 
event provides an annual meeting place for the 
global information industry and features the full 
spectrum of STM and business information and 
the solutions to manage your information.  

n  Learn from international information industry 
thought leaders at the Online Information 
Conference – book now for early bird and 
AIIP Membership Discounts

n  Discover the latest products and services from 
the exhibition of over 230 vendors

n  Network with peers from over 40 countries
n  Plus don’t miss the comprehensive free 

programme of seminars within the exhibition
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Olympia Conference Centre, London, UK
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