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■ President’s Message
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Here in my home in Colorado 
USA, preparations for the 

Thanksgiving holiday are under way. 
When the kids were small, each year 
we had a tradition of making lists of 
the things for which we were most 
thankful. I still make those mental lists, 
and I have one for my personal life 
and one for my professional life. On 
the professional side, I am, as usual, 
thankful for my business and that I’m 
my own boss. This year, I’ve added my 
AIIP membership to the list.

Since we are an association of 
business owners, AIIP members can’t 
help but be affected by the economy. 
The experts say we’re coming out 
of the recession, but sometimes it’s 
difficult to see it here in the trenches. 

Welcome . . .

Supplier costs are up, credit seems 
non-existent, and, although our 
clients still need the work to be 
done, they are often trying to do 
it themselves or turning it over to 
low-paid interns. At times, it can look 
pretty grim.

As I read the business publications 
streaming into my inboxes, the 
general theme seems to be that we 
should hang in there, because things 
are getting better. Another message 
I read in many of these articles is that 
it’s especially important in uncertain 
times to do two things: 1) Keep 
learning new skills and sharpening 
your old ones, and 2) Keep building 
and maintaining your network.  It’s 
our best chance, they say, to survive 
uncertain and tough times. That’s 
exactly why I’m so thankful for my 
AIIP membership.  

I’m thankful for the excellent 
webinars, the annual conference, 
vendor training, AIIP Connections, 
and AIIP-L, our electronic discussion 
list, for the excellent professional 
development they provide. This 
year alone, I’ve learned several tips 
that have helped me become a 
better researcher, add value to my 
reports, and streamline my business 
processes.

I’m thankful for the network I’ve 
developed from the moment I 

to the December issue of AIIP Connections.

joined AIIP. We may be scattered 
across more than 20 countries, but 
we somehow manage to connect 
at conferences, while working on 
committees, on AIIP-L, and through 
the various local and online groups 
that have popped up. The people 
I’ve met and stayed connected with 
through the years have helped me 
find clients, complete projects on 
time and exceed client expectations, 
and stay motivated. Some wonderful 
friendships have developed over 
the years as well. Without the AIIP 
network of Industry Partners and 
Affiliates, I probably wouldn’t even 
have a business.

I’m especially thankful for the AIIP 
volunteers, who make these member 
benefits possible. I’m thankful for 
everyone at AIIP headquarters, 
because they keep things running 
smoothly. And I’m thankful for all the 
AIIP members who, even in tough 
times, renew their membership, 
care about and participate in the 
association, and make it even better.

Now that my lists are made, I can  
think about the delicious 
Thanksgiving dinner my sons are 
cooking this year, which is another 
thing that I’m thankful for this year! ■

Marcy PhelPs 
Phelps Research, 
mphelps@phelpsresearch.com

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

“I can do that” is a great attitude.  
Jocelyn Sheppard, four-time 
Conference Coordinator for the 
AIIP Conference, had an “I can 
do that” moment when she first 
took on the demanding voluntary 
role of organising the annual AIIP 
Conference.

In this issue of AIIP Connections, 
Jocelyn reflects on the skills she 
gained and strengths she honed 
from running the annual Conference.

Every day our members gain from 
the behind-the-scenes work of our 
volunteer-run committees.   Linda 
Rink, Chair, AIIP Industry Relations 
Committee, talks about the great work 
done by the Industry Relations team.

Debbie Hunt, from Information Edge, 
is our spotlight member and shares 
her story on building Information 

Edge through networking, 
presenting and writing, and 
volunteering with AIIP and SLA.  

Phyllis Smith distills ten great tips on 
how to build your fan base - words 
of wisdom from experienced and 
respected independent information 
professionals.

Digital content - licensing, pricing 
and analysing is always a hot topic.  
In this issue, our reviewers cast their 
eyes over some new licensing and 
pricing books and content analysis 
software.

I hope you enjoy our December 
quarter issue.

Heather Carine 
Editor, AIIP Connections
ConnectionsEditor@aiip.org
Adelaide, South Australia
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Validate

Discover

Market

Innovate

Welcome to a new era in professional searching.
Dialog®, a leader in online information services for professional searchers, now offers ProQuest® products to
corporate customers. The combination of precision search on Dialog with easy access to full text from ProQuest 
creates an unparalleled resource to support your organization’s research needs. So whether you need research 
workflow tools like Professional ProQuest Central, ProQuest Pharma Collection, ProQuest Dissertations & Theses, 
Technology Research Database or RefWorks-COS, you can find them all in one place. Start here.

To learn more about ProQuest products available
through Dialog, visit www.dialog.com/proquest
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■ Spotlight on Members

Deborah Hunt

Member Spotlight:  
Debbie Hunt

Information Edge

My path toward a career as an 
independent began when I was 
young and naïve enough to think I 
could do anything, including running 
a consulting business. (I graduated 
from UC Berkeley’s (UCB) Library 
School when I was 23.) However, 
when I graduated, the competition 
for jobs in the San Francisco Bay 
Area was really stiff; librarians with 
5-10 years of experience were filling 
entry-level positions.

position at The Exploratorium 
in San Francisco, creating online 
educator communities, managing 
web resources and the Learning 
Commons. That temporary gig lasted 
14 years and gave me the freedom to 
continue consulting. I’m now devoting 
my full attention to ramping up 
Information Edge, with a new logo and 
website while marketing, writing and 
presenting to get my name out there to 
potential clients.

How have I continued to grow my 
business, even in lean times?  Most 

Two weeks before I got my MLS, a 
local civil engineering firm posted 
a “help wanted” note at the library 
school. They needed someone to 
organize the firm’s library. I was hired 
as a consultant and spent three 
months organizing and cataloging 
a book, journal and trade catalog 
collection. Clients of this firm saw 
the results and I spent the remainder 
of my first year as a consultant 
organizing engineering libraries.

Next I was off to Nevada, where I 
worked as the government documents 
librarian at the University of Nevada, 
Reno and was the first collections 
librarian at the Nevada State Library. 
I was one of the first Nevada online 
searchers and organized the first 
statewide online users’ group.

Five years later I returned to the Bay 
Area and craving the flexibility of 
being an independent, restarted 
my consulting business, naming 
it Information Edge. I became the 
automation consultant to that 
original engineering firm and 
continued to gain new clients, 
expertise and experience. In 
the mid-1990s, I was recruited 
for a temporary, part-time 



7  AIIP Connections Volume 23 |  No. 4 |  October / December 2009 

of my referrals for consulting come 
from networking, presenting and 
writing.

In addition to research, enterprise 
content management, knowledge 
management consulting, and library 
automation, I have been a trainer 
for various organizations such 
as InfoPeople and the League of 
Women Voters.

I’ve volunteered for Special 
Libraries Association (SLA) both at 
the regional and global level, and 
currently serve as a Director on the 
SLA Board.

In 2008, I received the SLA 
President’s Award for spearheading 
SLA’s 23 Things (http://wiki.sla.org/
display/23Things/). In June 2009, I 

■ Spotlight on Members

MarketResearch.com Has a Profound 
Subscription Offer for All AIIP Members

We have reduced our minimum annual commitment level for
report purchases on Profound from $7,500 to $3,000.   

To take advantage of section level pricing and this special offer 
being extended to all AIIP members, contact Larry Silber directly 
at 212-807-2659, or eMail: Profound4AIIP@MarketResearch.com.

MarketResearch.com, with its flagship website that bears its 
name, offers the world’s most comprehensive collection of 
continuously updated, market intelligence. Profound is the 
sister market research website of MRDC, best known for 
its cost saving, buy-by-the-section functionality. Together, 
these two “user friendly” websites offer authoritative market 
research reports from over 650 of the industry’s most prominent 
publishers. These publishers “weigh in” on 30 major industries 
and 700 different market segments.

received the Karen J. Swit Leadership 
Award from the SLA Leadership and 
Management Division. I was on the 
AIIP board from 2000-2002.

When I look back on my many years 
as an independent information 
professional, I know that my 
willingness to go the extra mile AND 
try out new things has benefitted my 
business and me.

Aligning what I do with the needs of 

my clients is what will keep me going 
and growing Information Edge into 
the future. ■

Debbie Hunt is Principal, Information 
Edge (www.information-edge.com).  
She currently serves as a Director 
on the Special Libraries Association 
(SLA) Board of Directors and has 
served on the Board of Directors 
of the Association of Independent 
Information Professionals. 

Time is running out!
AIIP’s Friendship Program ends on December 15th. This is your last chance 
to refer new members to AIIP and win valuable AIIP Bucks toward your AIIP 
membership renewal or 2010 conference registration. You could even win a 
$350 Kindle prize package! Visit http://www.aiip.org/friendship for details.

http://wiki.sla.org/display/23Things/ 
http://wiki.sla.org/display/23Things/ 
http://www.information-edge.com/ 
http://www.aiip.org/friendship
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■ Spotlight on Committee Volunteers

Of the many benefits that AIIP 
offers its members, some of 

the most important are the AIIP-
negotiated discounts for products 
and services from major industry 
vendors. These companies offer 
content, software, tools and/or 
services that we rely on to produce 
work for our clients.  Most are 
household names in the information 
industry, including Dialog, Factiva, 
Lexis Nexis, 10K         wizard, and 
Information Today. 

Who negotiates these vendor 
benefits?  It’s the Industry Relations 
Committee, which currently 
has three members: Lisa Mason, 
Kathleen Rainwater, and myself. The 
Committee’s responsibility is to identify 
outstanding companies within the 
information industry which provide 
genuine value to AIIP members, and 
then to establish a mutually beneficial 
relationship with them.  

AIIP’s benefits from these vendors 
are usually discounts on products 
and services. In turn, vendors 
receive access to AIIP members for 
marketing efforts. Their contract with 
AIIP spells out exactly how often, 
and in what way, they can contact 
members.  While the last thing we 
want is for our members to feel 

they are being “spammed,” keep 
in mind that notices about special 
promotions, new services, etc., can 
be quite useful. And, of course, 
you can always opt out of these 
communications.

Currently, there are six Industry 
Partners – these are long-standing 
vendors who have shown significant 
support for AIIP beyond just 
discounts. An additional twenty 
Industry Affiliates offer discounted 
products and services. Our most 
recent vendors are Information Today 
and MarketResearch.com, and we 
are in negotiations with InfoGroup, 
the parent of ReferenceLegal and 
InfoUSA/Listbazaar. The exact benefits 
and discounts offered by each vendor 
are listed in the “Members Only” 
section of the AIIP website. 

People sometimes confuse the 
Industry Relations Committee with 
the Business Partners Committee.  
Here’s the difference:   

AIIP’s Industry Partners and Affiliates 
are companies within the information 
industry. They provide content and 
services that our members use to 
produce their work. 

Business Partners are companies 
that offer general business products 

and services that are not limited 
to the information industry. Some 
examples are Amazon.com, Office 
Depot, FranklinCovey and hotels.
com. All Business Partners listed on 
the AIIP website have established 
affiliate commission programs and 
shopping carts.   This means that AIIP 
receives a small commission on every 
purchase made via the AIIP web link.

A closing thought: the more AIIP 
members utilize the products and 
services of our industry vendors, 
the more leverage we have as an 
organization.  And that means greater 
negotiating strength. So if you haven’t 
done so lately, check out the list of 
AIIP Industry Partners and Affiliates. 
Make sure you are taking advantage 
of all the benefits and discounts 
which could be useful to you!. ■

For further information on Industry 
Relations, please contact Linda Rink on 
lrink@lindarink.com

Linda Rink, Rink Consulting 
Chair, AIIP Industry Relations Committee

Linda Rink

Industry Relations

mailto:lrink%40lindarink.com?subject=AIIP%20Newsletter
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■ Earning Client Loyalty

 “Do what you do so well that they will 
want to see it again and bring their 
friends.”  Walt Disney

I have a collection of select clients who 
call me often to help them with their 
work. They always accept my quotes 
unquestioned, send payment without 
any delay, and they treat me more like a 
trusted partner than a service provider. 
I have learned enough about their 
interests, individual preferences, and 
specific needs that I can wow them every 
time. I hear from new prospects anxious 
to hire me simply because they’ve heard 
so much about me from my clients.

That’s my dream. Honestly, who 
wouldn’t want to be able to say that’s 
exactly what their business looks 
like? Let’s stop dreaming and make it 
a reality.

Client loyalty is a key goal for 
most businesses. The Economic 
Intelligence Unit (EIU) conducted a 
survey of executives from various 
industries in 2007. The respondents 
revealed that client engagement—

Phyllis Smith, In the Know Research and Information Consulting

which involves strong client loyalty—
is a top concern for them and is vital 
to their business success. Almost all 
of the executives polled in the EUI 
survey believe that the level of client 
engagement they achieve directly 
influences their revenues and profits. 

However, in today’s highly 
competitive market, clients 
have options to choose from, so 
earning their loyalty requires more 
than offering excellent service. 
Engagement involves a “deeper, 
more meaningful connection 
between the company and the 
customer…that endures over time.” 

Large companies invest in loyalty 
programs, retention strategies, and 
technology to improve their client 
experience, and monitor feedback. An 
independent information professional 
isn’t likely to have the resources, nor 
the need, to build complex retention 
programs or employ expensive tools 
to measure loyalty. We can, however, 
learn from other businesses who have 

a handle on client loyalty (or maybe 
they missed the mark!) and apply the 
same principles in our own businesses.

Recently I worked with a consultant 
who wants to advise businesses on 
their client loyalty strategies. As a 
result, I’ve not only been reading 
about what makes clients loyal 
to a company and its products or 
services, but I’ve been analyzing how 
different businesses treat me as a 
customer. I also tapped the collective 
wisdom of AIIP-L for tricks of the 
trade that work for independent 
information professionals.

The result is a collection of hints that 
will help build client loyalty:

1. Thrill, Delight, and Exceed 
Expectations
You already provide excellent service. 
Now think about how to add the 
“wow” factor. How you do that will 
depend on the kinds of services you 
offer and the clients you attract.

My husband and I stayed in a Bed 

BUILDING 
Your Fan Base:

earning client loyalty
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■ Earning Client Loyalty

& Breakfast during a trip to Napa, 
California this summer. The two 
proprietors had clearly put a lot of 
thought into what would help their 
guests relax and enjoy all that the 
area has to offer. I expected a nice 
place to stay, and it was. I did not 
expect the proprietors to help us plan 
our visit, help us with reservations, 
and do little errands. Those extras 
made a pleasant visit memorable.

Your wow factor might be getting 
the project done ahead of schedule 
(I’m careful with that one lest clients 
decide unreasonable deadlines are 
acceptable). Marcy Phelps of Phelps 
Research digs up resources previously 
unknown to the client or creates a 
visually appealing chart to present 
findings. She likes to hear a client say, 
“Wow, no one ever does that anymore!” 

2. Communicate with Your 
Clients
Eiko Shaul of Shaul InfoResearch 
points out that the relationships we 
are building with clients are based 
on good communication. Clients 

appreciate openness, basic courtesy, 
respect, and professionalism. Follow 
the Golden Rule and treat your clients 
as you would like to be treated.

My gym doesn’t give me the same 
warm, fuzzy feeling that the B&B did. 
Maybe it’s because the gym makes me 
sweat. However, the real problem is 
that they recently made an accounting 
change from monthly to biweekly 
deductions. Buried within this change 
is an increase in the annual fees. I don’t 
begrudge them the rate increase, but 
it bothers me that they weren’t open 
and honest about it. 

Jane John of On Point Research makes 
it a practice to pick up the phone if 
three emails have gone back and forth 
between her and a client. A personal 
conversation can usually resolve a 
problem quickly and painlessly.

3. Be Responsive
I ordered a book from the USA by 
submitting a web-based form. I soon 
received a confirmation—from a real 
person—that my order was in process. 
I appreciated knowing that my request 
had not disappeared into the ether.

Jane John believes that it is essential 
to return phone calls and answer 
emails, no matter how small the client 
might be. Carol Lee Roark of CKLR 
Research and Consulting will forward 
her office phone to her cell phone to 
ensure her clients hear a live voice 
instead of a recording. You don’t need 
to be at anyone’s beck and call, but let 
the client know that they have your 
attention. Jane says, “I don’t want to 
be on someone else’s To Do list!”

4. Be Indispensable
Marcy’s loyal clients know that they 
can rely on her to provide insights 
and recommendations even if they 
don’t specifically request them. Be the 
solution to problems even if you can’t 
solve them personally. Ellen Naylor of 
The Business Intelligence Source says 
that she uses her AIIP connections to 
refer her clients to people all over the 
world for projects. Eiko says that it 
not only feels good to help solve the 
problem, but the client will appreciate 
that you went that extra mile.

5. Take Ownership of 
Problems
Some Toronto-area AIIPers met for 
lunch not long ago. The restaurant 
made a mistake with my order. They 
not only brought the correct order, but 
they refused to give me a bill. What 
stood out was not that they messed up 
a simple order, but that they owned up 
to the error and went to lengths to fix it.

Mistakes do happen.Misunderstand-
ings crop up. Take ownership of er-
rors and don’t expect your clients to 
accommodate you. Be accountable 
and clients will see only the positive. 

6. Follow the Client’s Business
Kathie Sullivan of Sullivan 
Information Management Services 
tells her clients that she approaches 
her work like a dog with a bone. 
She will send them new articles or 
reports of interest even after the 
project is over. Sending short emails 
with references to blog entries 
or useful resources reminds the 
client that you can help solve their 
problems. Eiko suggests that going 
to the same networking meetings 

Phyllis Smith, In the Know Research  
and Information Consulting
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■ Earning Client Loyalty

as key clients not only shows you 
share their interests, but gives you 
an opportunity to learn about their 
current needs and suggest services 
that might help them.

7. Offer Free Information
Newsletters and blogs remind your 
current—and past—clients why they 
hired you in the first place. Donna 
Kincaid of Accessible Information 
Retrieval created her opt-in list, Weekly 
Web Hint to highlight interesting web 
sites, tips on using search engines, and 
so on. Her list has grown over the past 
nine years and she encourages input 
from her readers. She reminds them of 
her expertise and the kinds of services 
she can provide.

Carol Compton of IndieClear keeps a 
database of information that clients ask 
for repeatedly so that she can provide 
quick answers even if the client has 
not signed with her. This goodwill has 
earned her some loyal clients.

8. Stay in Touch
Jane John uses what she calls “no 
specific purpose” phone calls to her 
loyal clients to solicit feedback on 
previous projects, chat about what is 
new in the client’s business, and also to 
offer free advice, suggest resources, or 
make referrals. Jane quotes former AIIP 
President, Pam Wegmann: “They will 
forget you.” That is, clients experience 
changes in their lives or businesses 
and it’s up to you to remind them that 
you can help with a wide variety of 
information challenges.

9. Accept Loyalty in All Forms
Loyalty doesn’t always mean repeat 
business. Ulla deStricker of deStricker 
Associates offers services that are 

not usually required more than once. 
However, a client with the power to 
influence others can be as valuable 
as one who brings in new projects. 

10. Repeat!
Jeffrey Gitomer, who writes about sales 
and customer loyalty, says, “You don’t 
earn loyalty in a day. You earn loyalty 
day-by-day.” Your client loyalty program 
can’t be a special project. It has to be a 
process that evolves over time. Every 
single client contact and project is an-
other opportunity to create a loyal fan.

Live the Dream
The executives polled in the EIU 
study agreed that client engagement 

would like to thank

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

is important, but often it gets pushed 
aside by other priorities. Where client 
loyalty is concerned, being small 
may be better. Large companies 
need technology and staff to build 
client loyalty. You can easily earn 
loyal clients through your personal 
commitment to client satisfaction, 
your openness to communicate, and 
your desire to surprise and amaze. ■

Phyllis Smith owns In the Know Research 
and Information Consulting. She has 
worked with government and special 
libraries to serve their clients better. Some 
of those clients have been loyal for years! 
Phyllis can be reached at psmith@in-the-
know.com (and she’ll share the name of 
the Napa B&B with anyone who asks).

mailto:psmith@in-the-know.com
mailto:psmith@in-the-know.com
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■ i can do that

The 2010 AIIP Annual Conference 
marks the fourth conference 

I’ve coordinated. Now that 
planning for Cleveland is well 
underway, and the handoff to the 
next coordinator will begin shortly, 
it seems to be an appropriate time 
to reflect on how this volunteer 
work has influenced how I have 
developed my business and my 
professional relationships.

How It Started
It all started innocently enough. 
I joined AIIP in 2001 and 
attended my first conference in 
Providence in 2003. Excited by 
the combination of high energy 
and actionable ideas, I signed 
up to volunteer for the 2004 

conference. I became a member of 
the program committee, but soon 
got “promoted” to chair when the 
original chair had to step down.

This was a classic instance of 
deciding to say to someone, “I can 
do that.” Never mind that I lacked 
directly relevant experience and 
was new to the organization. I had 
reasonably good organizational 
skills and was willing to ask 
questions of more seasoned AIIP 
members. I also had the benefit of 
a program committee that worked 
very well together.

Since then, I’ve had many occasions 
to say “I can do that,” both within 
AIIP and in my consulting practice. 
I’ve learned to have the confidence 

to say “yes” to opportunities that 
push me to expand my skills, 
work for new types of clients, and 
expand my use of subcontractors 
and information databases. 

I’ve also developed the ability to 
say “no” to volunteer and work 
opportunities that are too far 
outside my expertise or come at a 
time when I’m booked to capacity. 
However, these moments have 
been perfect opportunities to refer 
projects to colleagues and fellow 
AIIP members. My saying “no” and 
providing a referral gives someone 
else the chance to say “yes.” I 
believe that there is plenty of paid 
and pro bono work out there; we 
just have to help each other find it.

I CAN DO THAT!
Jocelyn Sheppard, Red House Consulting

Reflections of a Four-Time AIIP Conference Coordinator
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Project Management—
What’s That?
I trained to become an English 
professor; along the way, I earned 
a master’s degree in library science. 
My first full-time job was as a 
catalog and reference librarian. 
During these years, I don’t recall 
ever encountering the term 
“project manager” and I didn’t 
know I secretly was one. 

Coordinating the AIIP conference 
in 2005, 2008, and 2009 provided 
ample opportunity to recognize and 
hone my project management skills. 
Defining requirements, goal setting, 
team building, communication, 
negotiating, troubleshooting, 
reporting—you name it, running 
the conference requires it. 

I think that project management 
is part of the “secret sauce” of 
being a successful independent 
professional—in information or 
in any area of expertise. While we 
take for granted that we must be 
well organized when running our 
businesses, how many of us fully 
appreciate how attractive these 
skills may be to our clients? And 
how much it could add to the value 
of our contracts? 

The majority of my clients have 
multiple responsibilities and hectic 
schedules. By listening carefully 
when they talk about what’s on their 
plate, I’ve learned to offer services 
(contact management, web content 
development, etc.) in addition to 
the usual gathering, filtering, and 
analysis of data and information. 

Does that mean I’ve become a 
database builder or a website 
designer? Not at all. I hire experts to 

do this work and I have the project 
manager’s responsibility to ensure 
that the work is completed on 
time, on budget, and to the client’s 
satisfaction.

Similarly, the AIIP conference 
succeeds thanks to the integrated 
efforts of volunteers with expertise 
in—or the willingness to tackle—
web design, PR, programming, 
local arrangements, marketing, 
and a myriad of other logistics. As 
conference coordinator, I respect 
their expertise and I have learned 
when to help in a particular situation, 
and when to stay out of the way.

It’s Always about People,  
Part I
Coordinating the conference and 
running my business has taught me 
a lot about getting things done. It 
has taught me even more valuable 
lessons about working with people, 
especially people with different 
backgrounds and skills. Here are 
two key lessons I’ve learned:

Respect people’s time. Volunteers 
don’t get paid. Duh. But I have to 
remember this when I ask someone 
to tackle one more task. The other 
person almost certainly is juggling 
a full- or part-time IIP business, 
family, and other obligations. 

I keep this precept in mind when 
soliciting business from new and 
prospective clients. I tell them 
that working with me will improve 
their results and reduce their 
stress. Why? By defining their 
requirements and completing their 
project without having to ask them 
a host of follow-on questions, I save 
them time and worry.

Respect people’s talents. With 
conference committee members, 
I try to match talents and 
temperament to tasks. Volunteer 
work is no time to ask someone to 
work outside her expertise comfort 
zone, nor is it a time to ask the 
introvert to head up the marketing 
effort, or the creative visionary to 
prepare a detailed spreadsheet.

I have no scientific or technical 
training, yet I typically work with 
scientists and engineers. (For their 
part, my clients usually have had 
little exposure to business plans 
and commercialization strategies.) 
I’m genuinely fascinated by my 
client’s innovations; they tend to 
be impressed with my analytical 
and writing skills. Helping to foster 
mutual respect between people 
with very different backgrounds is 
one of the most satisfying parts of 
my paid and pro bono work.

It’s Always about People,  
Part II
Working with people can be 
the best part of a project. It can 
also be the biggest challenge to 
completing the project successfully. 
Soft skills I’ve improved since 
working with fellow volunteers and 
for clients include:

Negotiation. “No” can be the 
start of the conversation, not 
the end. Some people enjoy 
negotiation and others avoid 
it as much as possible. But for 
many of us, it is simply part of 
doing business. Negotiating with 
conference vendors has helped me 
become more comfortable when 
negotiating with service providers 
and clients in my business.
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Listening. I tend to talk and think 
fast, and I sometimes jump 
in before someone else has 
completed a sentence. I’ve come to 
appreciate that some people need 
a bit of silence—or at least a slower 
paced conversation—before they 
feel comfortable enough to make 
a suggestion on the conference 
committee, or ask an important 
question during a discussion of a 
potential contract. 

Flexibility. A part of me would love to 
be able to provide all the planning 
and logistical solutions needed for 
a successful conference or a well 
executed contract. But that’s not 
the way it happens. Thankfully, 
my fellow conference planners 
are willing and able to suggest 
new approaches or identify the 
gaping hole in my proposed plan. 
Becoming more comfortable with 
receiving this kind of feedback has 
helped me grow a thicker skin and 
be better able to hear and respond 
to critical questions from clients. 

Patience. Counting to three (or 
five or ten) and taking a couple of 
deep breaths often keeps me from 
responding too quickly to someone 
else’s remark or facial expression. 
I’ve found that this solution is 
preferable to making a sharp remark 
that I will immediately regret.

Decisiveness. After eight years in 
business and nearly four years as 
conference coordinator, I am better at 
judging whether someone is a good 
fit for me as a collaborator, colleague, 
or client. I’ve had volunteers 
enthusiastically sign up for tasks and 
then disappear without a word; I’ve 
had clients who have enthusiastically 

received my reports and then not 
read them. I have learned that 
pressure from me won’t change their 
minds, so I now say “thank you” and 
move on to new relationships and 
business opportunities.

Much more often, though, I’ve 
enjoyed working with volunteers, 
colleagues, and clients who 
do exactly what they said they 
would do, often exceeding my 
expectations. These are the 
people whose respect and trust 
I value; these are the people 
whom I respect and trust. The 
opportunity to do good work 
with good people is what I have 
appreciated most about serving as 
conference coordinator, and about 

making a living as an independent 
information professional .  ■

Jocelyn Sheppard has more than 20 years’ 
experience as a researcher and analyst, 
and more than 12 years’ experience 
in the field of technology transfer and 
commercialization. While at the National 
Technology Transfer Center (NTTC), 
Jocelyn managed commercialization 
feasibility studies for new technologies 
belonging to commercial, Federal, and 
academic clients. She also presented 
workshops on technology transfer 
and commercialization for NASA 
Field Center and NTTC audiences. As 
a Principal at Red House Consulting 
(www.redhouseconsulting.com; 
jocelyn@redhouseconsulting.com), 
Jocelyn oversees the development of 
commercialization feasibility studies, 
strategic and organizational planning 
support, proposal writing, and partnership 
development for a variety of clients.

Alacra.com   |   1.212.363.9620   |   info@alacra.com
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Thomson Reuters ∙ Datamonitor ∙ D&B ∙ EIU ∙ Freedonia
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Symphony Text Analysis Software, 
developed and sold by ActiveJava, is a 
content analysis and reporting tool that 
enables research professionals to easily 
organize large amounts of qualitative 
content and efficiently produce 
customized reports for their clients. 
Originally designed to analyze comments 
from executive interviews, the software 
now accommodates survey write-in 
comments and notes from focus group 
sessions. Symphony’s customers include 
independent research and consulting 

practitioners, small and large consulting 
firms, and academic institutions. 

ActivaJava’s claim is that by using 
Symphony - rather than less sophisticated 
text content analysis tools or MS Excel 
- researchers will spend far less time 
manipulating data and creating reports 
themselves, and will have much more 
time to derive valuable insights from 
the data for their clients. Having used 
a number of alternative solutions for 
analyzing this type of content, I must say 

I am impressed with Symphony’s results 
and believe it stands up to its bold claim. 

Let me admit up front that I am biased. 
In a previous position at a consulting 
firm, I was in charge of upgrading our 
proprietary content analysis tool that 
had been developed in house which 
was showing its age. Symphony was 
the best one on the market and was 
vastly superior to our existing tool. 
Upgrading our tool just to get it on par 
with Symphony was too costly, so it was 
a no-brainer. When I left the firm to start 
up my own practice, one of the first tools 
I purchased was Symphony.

Symphony’s Features
Familiar Interface.  Symphony 
looks and behaves like MS Office 
products. Most of the menu features 
and command keys are standard. In 
addition, it is designed to work with 
MS Word and Excel, so importing, 
exporting, and reporting of data is 
a breeze. Note: Mac users will need 
to use a PC emulator software to run 
the software.

Ease of Transfer.  You don’t 
need to do data entry. Interview 
comments, survey write-ins, notes 
from meetings, etc., can quickly 
be imported from Word or Excel 

product review:
Symphony Text Analysis Software

June Boyle, President, CeRCo Research & Consulting

Symphony primary set up screen
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documents through the use of 
templates. I also discovered you can 
copy an entire interview from Word 
and paste it directly into Symphony.

Easy Thematic Coding.  Creating 
and reordering issue codes can be 
accomplished in numerous views. 
To reorder codes, simply press CTRL 
and the arrow keys to move them. 
Coding of comments occurs by 
quickly and easily dragging and 
dropping selected comments under 
the themes you have created. I wish 
the software allowed you to drag and 
drop issue codes as well.

Multiple Views and Editing. You 
can read and edit data in a number 
of different views depending on 
your preference and your stage of 
analysis. Codes can be created in 
several locations, comments can 
be edited quickly in any view; and 
splitting and recoding multi-themed 
responses is as easy as right clicking. 
I find this editing feature a major plus 
to working efficiently.

Customized Reporting.  Reports are 
produced using a customized Word 
template of your choosing, using 
styles. You establish up front your 
headers, footers, headings, body text, 
logos, etc.

Advanced Filtering.  Any number 
of demographics can be created 
and interviewees, comments, 
and codes can be filtered and 
sorted using them. I recommend 
getting an overview if you plan to 
use this functionality – it’s a little 
complicated.

Strong Customer Service 
Orientation/Technical Support. 
The developer is always available for 

’

feedback, questions, and technical 
support. He is a one-man shop based 
on the East Coast, but I’ve never had 
to wait longer than a few hours to 
get help and colleagues in other time 
zones have said the same. He is always 
willing to receive input and consider 
new features for future versions.

Using Symphony
Symphony is now part of my toolkit as 
an independent research consulting 
professional. I have used it to:

✓ Analyze comments from in-
person and phone interviews

✓ Integrate notes from focus 
group sessions

✓ Bucket write-in comments from 
large-scale surveys

✓ Synthesize results from large 
literature reviews (the jury is 
still out here – the software was 
not designed for this and needs 
some modification)

You do have to spend some time up 
front setting up the project. I have at 
times used Symphony for small scale 
projects, but I have found it is best suited 
for dealing with large amounts of data.

The developer offers a free trial, and 
there are tutorials/overviews on the web 
site. Symphony is not inexpensive to 
start, but the annual license renewal is 
reasonable. He also offers some different 
pricing models depending on your 
frequency of use. I have personally found 
the investment well worth the time I 
have saved on projects.

More information about Symphony can 
be found at: http://www.activejava.
com/index.html. ■

June Boyle is President of CeRCo Research 
& Consulting, which provides research 
services to executives - and the consultants 
who advise them – about organizational 
effectiveness, change management, and 
leadership excellence.
june.boyle@cerco-research.com
www.cerco-research.com

Survey content analysis

http://www.activejava.com/index.html
http://www.activejava.com/index.html
mailto:june.boyle@cerco-research.com
http://www.cerco-research.com
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In my Coach’s Corner Column, 
Anatomy of an Apple Wannabee: 
A Research Case Study, (AIIP 
Connections, July / Sept 2009) I 
wrote about a client who asked for 
information about new products and 
emerging technologies in his market.  

The client wanted to expand his 
business offerings and complement 
an existing line of products.  My 
column discussed first-step 
techniques for satisfying this project 
with an emphasis on using fee-
based databases to conduct research 
about emerging technologies and 
trends along with patent searches 
to uncover potential products that 
could be licensed.  

I mentioned that this first go-

round opened doors but next 
steps would include a review by 
the client to whittle down a list of 
products and companies and then, 
additional research.  I also called 
for collaboration, asking other AIIP 
members how they would tackle this 
request to take it forward.   

Lark Birdsong of Birdsong 
Information Services responded 
based on her experiences in product 
development for the financial 
services industry with the following 
approach:

Internal Team Process
✓ After conducting research, 

we placed findings into three 
categories – high, medium, 

and low risk to get a discussion 
started within our team.  

✓ We met with a team of key 
stakeholders that included 
personnel from operations, 
sales, marketing, financial, 
accounting, IT, and a VP 
level with a direct ear to the 
company’s President.  

✓ The goal of the meetings was 
to discuss and gain different 
perspectives and insights 
on the preliminary findings 
plus get buy-in early on as 
we moved forward with 
developing a product.

✓ We reduced the potential 
product list to a smaller 

Beyond Research: How to Expand 
Your Business Opportunities

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.
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number and then did an in-
depth review on key questions 
that came up during our 
meetings.

✓ Eventually one product was 
decided upon and taken to 
market.

In general, Lark recommends several 
broad brush strokes steps where info 
pros could add value:

✓ Suggest a meeting with key 
team members to discuss initial 
key findings and implications.

✓ Based on the initial research 
findings, work with the client’s 
team to narrow initial research 
into meaningful product 
categories for the internal 
team.

✓ Let them know you are 
available to participate in team 
meetings during any phase 
of product development if so 
needed.

✓ Discuss a next round of 
research requirements based 
on selected products. 

I’ll add that in-depth research can 
consist of a competitive industry 
analysis and market research for 
selected products or product 
categories.  Further, based on your 
participation with clients in their 
meetings, you become an integral 
part of advancing the process, thus 
adding value over and beyond 
the initial research assignment. 
Essentially, take the initiative to: 

1. Recommend next steps

2. Suggest your participation in 
meetings 

3. Develop proposals for more 
research that meets ultimate 
client objectives. 

Thanks to Lark for her contribution 
to Coach’s Corner this month.  Her 
description of a real-life experience 
and basics for going beyond the first-
step research provides ideas about 
how to become an integral and 
even more valued part of a team.  By 
following these fundamentals, your 

role takes on greater significance 
and at the same time, expands your 
business opportunities. ■

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.  Contact:   
amelia@marketingbase.com, 
www.marketingbase.com













• 
• 
• 
• 
• 












mailto:amelia@marketingbase.com
http://www.marketingbase.com


20  AIIP Connections Volume 23 |  No. 4 |  October / December 2009 

■ WordWise

So, do you or don’t you? Use a 
serial comma, that is.

<deep breath> Let’s wade in on what 
I think will be a column that will 
spark some controversy!

What is a “serial comma”? The serial 
comma is the last comma that comes 
before a conjunction in a list of 
items. E.g., the serial comma below is 
before the word “and.”

Red, white, and blue

So, what’s the fuss? Well, some 
people are adamant that you 
absolutely must use the serial 
comma in all cases, no questions 
asked. But the reality is that the 
answer depends upon the style 
you follow and what the rules of 
that style require. For example, the 
Chicago Manual of Style (Chicago), 
which often guides book publishers, 
requires the use of the serial comma. 
But The Associated Press Stylebook 

Andrea C. Carrero

Word
Wise

(AP Style), which is primarily for the 
newspaper industry, does not.

Why not? AP Style says to save space 
wherever possible, so using a serial 
comma is just taking up space when 
it isn’t required. In other words, if you 
don’t need it, don’t use it. But there 
is a caveat to this rule in AP Style, 
as well as other non-serial-comma-
using style guides, and that is that 
you should use it to enhance clarity.

Consider the following. Is the serial 
comma required or not?

France, Spain, and America
France, Spain and America

Isn’t it clear that we’re talking about 
three separate countries, even in the 
instance without the serial comma?

But consider this frequent example 
of serial comma usage:

To my parents, Ayn  
Rand and God

The question that surfaces is are the 
parents Ayn Rand and God? Or is 
the author thanking a total of four 
people—her mother and father, Ayn 
Rand, and God? In this case, using 
the serial comma solves the problem:

To my parents, Ayn  
Rand, and God

So, whether or not you use the serial 
comma, it all comes down to style 
and clarity. If the style you follow 
requires it, then you should use it. If 
the style you follow doesn’t require 
it, then use it only when it clarifies 
the list.  ■

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. She currently serves on 
the AIIP Board of Directors as the Director 
of Marketing and Web.

Serial Killers: Comma Chasing at Its Best
Andrea C. Carrero, Word Technologies Inc.

http://www.wordtex.com
http://www.wordtex.com
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Business Cases for Info PROS 
HERE’S WHY, HERE’S HOW

Ulla de Stricker.  2008.  Information 
Today, Inc.  

Reviewed by Donna McLean, McLean 
Consulting, Writing, and Research 
Services

Have you ever thought, “I know that 
my proposal would truly benefit my 
client (or potential client), but I’m 
not sure I can get my point across 
well enough that the client knows 
it too and is convinced to make the 
investment.  This is important.  I wish I 
had some help.”  If so, look no further.

Book Reviews
Business Cases for Info PROS takes 
the reader step by step through the 
process of developing a business 
case so compelling that the client 
would have difficulty not deciding 
to invest the time and money 
needed.  This book is not for the 
faint-hearted or the casual reader 
who truly believes that he or she 
already has all the knowledge and 
techniques needed, the reader who 
actually is a bit uninterested from the 
start.  But if you are a person who is 
motivated to continually improve, to 
build your business by making your 
presentations more effective, more 
powerful—then this book is for you.

The book, while seemingly 
developed toward the reader who 
already works as an information 
professional in a corporate structure, 
also contains much for the self-
employed information professional 
who applies a bit of creative thinking 
while reading and in applying the 
steps.  One quickly realizes that 
developing and presenting a solid 
business case takes work.  Getting 
to know the culture of the client’s 
company, establishing relationships 
with people who would be affected, 
being sure that one has a full picture 
of the particular need as well as 

potential solutions to fill that need all 
take time and effort.  And that is only 
the beginning.  

Ulla de Stricker takes the reader not 
only through the “whys and hows” of 
building a business case, she provides 
detailed examples in the form of case 
studies.  She even provides graphic 
examples of various styles that can be 
used to improve the appearance of 
a written proposal (business case or 
plan) and includes a final checklist for 
the information professional to apply 
before submitting a business case to 
a client.

This reviewer has read the entire 
book, very much enjoying learning 
from some parts of the book and 
struggling through the minute 
detail in other parts.  However, 
the worth of the book cannot be 
understated.  The author herself, in 
the introduction, states “It may be 
useful for the reader to skim through 
the entire guide quickly before 
paying detailed attention to those 
portions likely to be most relevant.”  
Used in this manner, the book should 
prove a useful tool for any serious 
information professional.  Business 
Cases for Info PROS is paperback, 120 
pages, ISBN 978-1-57387-335-2.  It 
retails for U.S. $39.50.  

T T T
Licensing Digital Content: A 
Practical Guide for Librarians. 2nd 
Edition. 

Lesley Ellen Harris. ALA Editions. 
Paperback. $57.00 ($51.30 ALA 
members)

Reviewed by Richard P. Hulser,  
Richard P. Hulser Consulting.
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Whether you are involved directly 
with content licensing or working 
with clients who do, this second 
edition of Licensing Digital Content: 
A Practical Guide for Librarians by 
Lesley Ellen Harris is an excellent 
tool and reference source. Harris is 
a copyright, licensing and digital 
property lawyer.

Contracts and licensing can be 
intimidating, especially when you 
add the negotiating process to them. 
However, this straightforward and 
easy to understand book provides 
both new and experienced readers 
with good information and guidelines.

The preface has a note for Canadian 
and non-U.S. readers to emphasize 
that global licensing is covered 
even though the American Library 
Association publishes the book. For 
those needing a quick “crash course” 
in negotiating digital licenses, the 
preface also includes nine basic points 
to follow. I have been involved with 
contracts and licensing negotiations 
for many years and this is an easily 
understandable and  very handy list.

The main part of the book is 
broken down into chapters 

covering topics such as: when to 
license, demystifying the licensing 
experience, learning the lingo – the 
terminology you will encounter, 
and key digital licensing clauses in 
a contract. Boilerplate or common 
clauses that can be found in a 
variety of contracts including digital 
licenses are also discussed, and the 
negotiating process is explained 
and de-mystified in a chapter titled 
‘un-intimidating negotiations’.  The 
chapters are fairly thorough and 
information is separated out with 
sub-headings.  A really nice feature is 
the boxed ‘licensing tip’ included in 
subsections of some of the chapters.

The last two chapters deal with 
questions and answers on licensing 
and the various types of licensing 
arrangements so that you can 
determine which is most appropriate 
for your situation.

The appendixes provide the text 
of Section 107 (Fair Use) and 108 
(Interlibrary Loan) of the U.S. Copyright 
Act as well as a digital licensing clauses 
checklist. Rounding out the content 
are a robust glossary of terms, list of 
online resources and index.

While the price may seem on the 
higher side, the rich content and 
understandable guidelines will prove 
this book is a worthy investment. 
Further information can be found 
on the ALA store website http://
www.alastore.ala.org/detail.
aspx?ID=2630

T T T

Free: The Future of a Radical Price 
Chris Anderson.  2009.  Hyperion

Reviewed by Nate Rabinovich

Businesses must find creative new 
ways of profiting in an economy 
where consumers expect not to 
pay for most digital content, Chris 
Anderson writes in Free: The Future of 
a Radical Price.

Anderson, the editor-in-chief of 
Wired magazine, examines how a 
gimmick that has long been used 
by businesses (such as “Buy one, get 
one free,” and other come-ons) has 
morphed in today’s online economy.  
No longer is it simply a marketing 
method: in the 21st century, “it has 
become an entirely new economic 
model” and has created “an economy 
as big as a good-sized country 
[based on] the price of $0.00,” writes 
Anderson.

We have seen extraordinarily 
rapid advances in computer 
processing power, digital storage, 
and bandwidth, which, according 
to Anderson, have all become “too 
cheap to meter.”  Online businesses 

http://www.alastore.ala.org/detail.aspx?ID=2630
http://www.alastore.ala.org/detail.aspx?ID=2630
http://www.alastore.ala.org/detail.aspx?ID=2630


23  AIIP Connections Volume 23 |  No. 4 |  October / December 2009 

■ Book Reviews

can now offer an unprecedented 
array of products at little or no 
cost, he argues, which is the only 
way to thrive in today’s economy.  
Consumers may now enjoy what 
would have once been “ruinously 
expensive,” says Anderson.

The most well-known example 
is Google.  The company uses its 
ever-growing suite of free services 
to attract visitors who view paid 
advertising.  Anderson provides 
many other examples of companies 
that have also thrived, by offering 
music, movies, books, university 
lectures, cars, even airplane flights, at 
no charge.

The book describes three models 
used by companies to make 
products available for free: direct 
cross-subsidies (give away one 
product or service and sell another); 
three-party markets (one customer 
class subsidizes another, the basis of 
virtually all media); and “freemium” 
(customers who purchase the 
“premium” version of a product 
subsidize those who download 
the free version, which has fewer 
features).  The author also discusses 
“nonmonetary” markets, in which 
products are given away with no 
expectation of payment.  This last 
model encompasses pirated items, 
such as online music.

Indeed, the availability of such 
free content, Anderson notes, has 
spawned widespread pirating 
of music and videos, especially 
in countries like China, and has 
produced “a generation indifferent 
to or hostile to copyright.”  Ironically, 
the author himself has been harshly 
criticized for lifting book passages 

verbatim out of Wikipedia without 
citation.

The way to compete with free, 
Anderson concludes, is to offer 
custom solutions to problems that 
cannot be addressed by simply 
going online to find the answer.  
Clients will always pay, often very 
well, to save time or lower their risk.

Anderson offered a free .pdf version 
of the $26.99 USD book on his blog, 
www.longtail.com for five weeks.   A 
free audio version remains available 
(although this reviewer borrowed a 
library copy).  ■

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.  ■
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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
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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
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Pre-Conference Workshops
A full day of optional workshops 

precedes the annual conference 
of the Association of Independent 
Information Professionals (AIIP) in 
Cleveland, Ohio. 

All-day and half-day workshops will 
be presented on Wednesday, April 
28, 2010.

Workshop registration is managed 
by the presenters, separately from 
the conference registration process. 
View the session details for more 
information.

Learn new skills and strategies to 
grow your business at these high-
value sessions!

Full-Day Workshop
How to Find Clients: Market Planning 
and Marketing Strategies Session 
Presenter: Amelia Kassel, 
MarketingBase 

Half-Day Workshops: 
Morning Sessions
SEC Filings: More than Just Profit 
and Loss 
Presenter: Marge King, InfoRich 
Group, Inc.

Public Relations Tactics to Promote 
and Build Your Business 
Presenter: Andrea C. Carrero, Word 
Technologies Inc. 

Half-Day Workshops: 
Afternoon Sessions
SocialU: Developing and 
Managing an Effective Social 
Brand for You and Your Business 
Presenter: Scott Brown, Social 
Information Group 

Seal the Deal: How to Write 
Persuasive Business Proposals to 
Win Work 
Presenter: Heather Carine, Carine 
Research.  ■

For further details, go to:  aiip.org/
PreConferenceWorkshops


