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■ President’s Message
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It’s hard to believe that I am writing 
my last President’s Column for 

AIIP Connections. There’s not much 
time for reflection while you’re busy 
with the day-to-day business of 
being President of an international 
organization, so I’m thankful to have 
the opportunity to think about this 
past year and what it has meant to me.

Like most experiences, being 
President has its ups and downs, and 
sometimes it’s overwhelming just to 
think about all the projects and tasks 
that you need to manage. I’ve had 
days when I wish the phone would 
not ring and I didn’t have to return 
another email message. One thing 
is certain, though. I wouldn’t have 
traded it for anything in the world. 

Welcome . . .

No, I don’t have a masochistic side 
to my personality; it’s just that when 
you’re the President of AIIP there’s a 
huge return on the investment.

If I hadn’t been President, I wouldn’t 
have had the chance to observe 
firsthand the commitment AIIP 
members have to their professional 
association. From my Google 
alerts I can see that many of you 
mention and advocate for AIIP on 
your websites and in your writings 
and presentations. As I review the 
sponsorship applications for the 
upcoming conference, I’m struck 
by how many of our members 
are willing to help support AIIP 
financially. When I read committee 
reports and meet with the Board 
of Directors, I’m impressed by 
the willingness of our members 
to contribute their time, ideas, 
expertise, and energy to the 
association.

If I hadn’t been President, I wouldn’t 
have learned some important life 
lessons. I discovered that I’m better 
at some things than I thought, and 
I’m not as good as I thought at 
some other things. I’ve developed 
leadership skills that I’m sure will 
come in handy when dealing with 
clients, and I’ve been forced to 
learn how to be more focused and 
manage my time more effectively. 

to the March 2010 issue of AIIP Connections.

I’ve truly grown as a person and a 
business owner.

If I hadn’t been President, I wouldn’t 
have met with or become friends 
with so many AIIP members and 
vendors. I wouldn’t have been able 
to work so closely with the Board 
and with Bland, Jenny, and Kati, our 
exceptional headquarters team. 
You create strong bonds when you 
work side-by-side and connect with 
people who care so deeply about 
their association.

I urge every AIIP member to 
consider volunteering or taking on 
a leadership position within our 
association. It really is an amazing 
experience and a great opportunity.

Thanks for everyone’s support, and 
it’s been an honor to represent AIIP.  
I look forward to my final year on the 
Board as Immediate Past President, 
working with and supporting AIIP’s 
2010-2011 President, Marge King, 
and the rest of the Board of  
Directors. ■

Marcy PhelPs 
Phelps Research, 
mphelps@phelpsresearch.com

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

This Quarter’s issue of AIIP 
Connections is a snapshot of a 
day in the life of an independent 
information professional, with stories 
on planning, competing, promoting 
and writing proposals.

It all starts with planning.  A few 
years ago, Debbie Olson was 
introduced to Jinny Ditzler’s 
approach to planning.  Debbie 
shares her story, using Jinny Ditzler’s 
book, Your Best Year Yet!, as a guide 
to personal and professional goal 
setting.

Knowing your competition is 
essential.  Jan Davis writes about the 
competition we face from Elance and 
asks whether this service is our friend 
or foe.

Promoting your business never ends.  
Africa Hands reviews three products 
for distributing electronic newsletters, 
while Andrea Carrero provides tips on 
iphone apps for writing.

Winning work takes a winning 
proposal.  Linda Rink offers valuable 
tips on writing winning proposals 
and Amelia Kassel offers tips on 
research planning to help with 
estimating pricing and budgeting for 
proposals.

Now here’s an issue with something 
for everyone.

Heather Carine 
Editor, AIIP Connections
ConnectionsEditor@aiip.org
Adelaide, South Australia
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■ Spotlight on Members

Carol Compton

Member Spotlight:  
Carol Compton

IndieClear

The road to my independent 
information professional career 

started when, as a teen in Detroit, I 
clipped a sensational news story for 
my files. At the time, I was already 
hooked on movies and was writing 
stories. After earning a Journalism 
degree from Wayne State University, 
I moved to San Francisco and worked 
in radio, television, and advertising. 
Throughout the 1980s I researched 
and wrote scripts for film music radio 

I worked on features (“Rush Hour”), 
movies-of-the-week (the JonBenét 
Ramsey case), and television series 
for nearly five years. Two seasons of 
“CSI: Crime Scene Investigation” put 
me in contact with attorneys who 
extended protocols to protect the 
high-profile murder show.  

The script-clearance job made me a 
good script analyst, researcher, data 
manager, and report writer. I loved 
the research and the client contact, 
but the workload and deadlines were 
grueling. It was like being in a script-
lined pressure cooker.

shows that I produced and hosted. 
My first contract research job was 
for a cable station, providing movie 
facts for AMC-style programming. My 
clipping file was rapidly expanding.

In 1991, my husband was accepted 
into UCLA’s film program. Within 
weeks of our moving to Los Angeles, 
I had an interview for a game show 
researcher on a “You Bet Your Life” 
revival. In that interview, I pulled out 
some pop culture clippings from my 
files – and got the job. Researchers 
were assigned “library days” where, 
in the reference stacks, we verified 
the answers to questions. In that 
Hollywood library, my mantra “The 
librarian is your friend” was born. 
Subsequently, the research job led to 
a stint as a game show writer.

In 1997, I joined a script clearance 
firm in Burbank, again as a researcher. 
Script clearance research involves 
breaking down scripts in pre-
production, and identifying and 
researching items that could represent 
legal conflicts. With the job in Burbank, 
I’d found my professional niche.

In script clearance, I was immersed in 
Dialog and a strict research protocol 
driven by due diligence. Using these, 
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My husband suggested I start my own script-clearance 
firm. Initially, I resisted the notion. But eventually  
I reconsidered and founded IndieClear – with a major 
difference: it would service film productions exclusively, 
making mine a niche within a niche of entertainment 
research. 

In April, 2002, IndieClear launched – with no clients. My 
business solicitations targeted the growing number of 
independent production start-ups, offering deluxe research 
and customer support. It was a scary start over for me, but 
since that long-awaited first client, I’ve researched over 300 
projects in settings worldwide, including Botswana and 
China.

My first IndieClear client was “Blast!,” filmed in South Africa. 
That project led to work on the HBO/BCC adaptation of 
“The No.1 Ladies Detective Agency” series in 2007. At the 
time, it was my largest project – and most challenging: 
alone in my Los Angeles room, how was I going to research 
character and business names in Botswana? I turned to 
my best resource, AIIP, and it didn’t disappoint. On AIIP-L, 
I posted a thinly-veiled SOS and got indispensable and 
generous information. The collegial support was both 
incredible and much appreciated.

In 2003, a tiny project for Lee Daniels Entertainment led 
to repeat business, including “Precious” released last year. 
At the 2009 Sundance Film Festival, fifteen (that’s 15) 
IndieClear client films premiered – IndieClear’s business 
highpoint thus far. What a professional thrill it was to 
get calls and emails from attendees – especially clients – 
who’d seen IndieClear’s credit on several films that week. 
IndieClear and its clients have grown up together.

I’m amazed that it’s been eight years since IndieClear 
began as a fledgling independent. Running a business is 
tough, and the road to independence is neither smooth 
nor straight, but since clipping that first sensational news 
item as a Detroit teen, the research and the stories have 
always pulled me through. ■

Carol Compton is a Partner in IndieClear (www.indieclear.
com). 
She joined AIIP in 2001. She speaks to filmmaking 
organizations on production management and clearance 
issues. She’s currently working on a historical mystery novel.  
And, yes, she still clips. 
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■ Spotlight on Committee Volunteers

Want to get to know AIIP 
members better and 

evangelize the wonders of AIIP 
membership?  Volunteer at the AIIP 
conference exhibition booth at an 
upcoming conference!

In a typical calendar year, AIIP takes 
its organizational message to the 
masses in person by exhibiting at 
three major industry events:  Online 
Information in London, the Special 
Libraries Association (SLA) annual 
conference, and AIIP’s own annual 
conference.  AIIP members staff the 
booths at these convention sites.  

The AIIP Conference Exhibition 
Committee was created to streamline 
the exhibition process – from booth 
set-up, to booth break-down, and 
everything in between.

What does a booth volunteer do?  
Volunteers stand by AIIP’s display, 
greet visitors, and dazzle them with 
information about the organization 
for independent information 
professionals.

But, practical details also need to 
be attended to for each trade show: 
Does the booth have electricity? 
Does it have internet access? Is it 
carpeted? Does it have insurance, 
and how much? Are there enough 
informational brochures to hand 
out, and is the content current 
and accurate?  And, of course, is 
there candy on hand to pass out 
to visitors?  A conference-booth 
volunteer should also be aware of 
any membership discount programs 
AIIP might be offering at the time – 
programs that can be quite effective 
in increasing membership.

What can a booth volunteer expect?  
As a conference-exhibit volunteer, 
prior to the conference you will 
receive from the committee chair 
an email detailing procedures 
and responsibilities (badges, 
booth-staffing schedules, tips and 
guidelines, etc.).

How does one hear about volunteer 
opportunities?  About one month 

prior to a conference, the committee 
chair will post to AIIP-L a request-
for-volunteers to staff the booth 
during the coming conference, 
and soon thereafter send out the 
corresponding staffing schedule. 

Worried that you don’t know enough 
to take on the responsibility?  Never 
fear.  Several AIIP members are 
seasoned booth volunteers and 
often are assigned to appropriate 
slots with newer volunteers.

Working at the AIIP exhibition 
booth at an industry conference is a 
wonderful way to get to know other 
AIIP members and to help market 
AIIP membership at the conference.  
Volunteer at the next conference! 
We look forward to having you at the 
booth!  ■

For further information contact:  
Betty Story at betstory@storyinfo.net 

Betty Story, Chair,  
AIIP Conference  
Exhibition Committee

Betty Story

Representing AIIP
at Industry 
Events

mailto:betstory%40storyinfo.net?subject=AIIP%20Newsletter%20Response
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■ Proposal Writing

For most of us, writing a proposal is 
a necessary part of doing business.  

You can look at proposal writing as a 
time-consuming chore, but I urge you 
instead to view it as the important first 
step of a successful project.  For better 
proposal results, I use the exercise of 
writing the proposal to clarify in my 
own mind the client’s objectives and 
expected results.   

A Proposal Should  
Be “Win-Win”
It helps to think of a proposal as a 
“win-win” proposition – both you and 
your client benefit.  Why?  Because 
the proposal serves two purposes:

1)  To convince the client that 
you can do the job better than 
anyone else, and

2) To minimize the potential for 
misunderstandings between 
you and the client once you 
are awarded the work.

Thus, a well-thought-out proposal 
should not only land you the 

Linda Rink, Rink Consulting

contract – it may also save you (and 
your client) grief, aggravation, and 
even money.  

Ten Tips For Writing  
Winning A Proposal:
For over twenty years in corporate 
marketing, I wrote and issued 
Requests for Proposals and reviewed 
multitudes of submissions.  Now that 
I have my own consulting business, 
I apply my client-side experience to 
my own proposals.  While there is no 
magic formula for writing a proposal 
that is guaranteed to be accepted by 
clients, the following ten tips have 
proven successful for me.

1)	 Client perspective.  First 
and foremost, the key to 
writing a winning proposal 
– and executing a successful 
project – is to keep the client’s 
perspective in mind at all 
times.   After all, the client 
is who will be judging your 
proposal now – and later, how 
well you have delivered. 

2) Restate the project’s 
objectives.  Be clear about 
why the client needs to 
have this work done and 
what will be done with your 
deliverables. Then restate 
your understanding of these 
points at the beginning of 
your proposal.  Everything 
that follows should explain 
how you will achieve the 
objectives.  

 Restating the project 
objectives may seem obvious 
– and sometimes feels 
redundant – but it ensures 
that everyone is on the same 
page.  And I have found that 
clients find it very reassuring 
to know that their contractor 
“gets it.”  If the client has not 
defined the project to your 
satisfaction, ask him or her to 
clarify before you submit your 
proposal.  Doing so is critical, 
so right up front take as much 
time as you need to reach 

How to Write a

WINNING
PROPOSAL
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■ Proposal Writing

an understanding regarding 
the project’s scope and 
deliverables.

3)	 Be concise.  The client wants to 
know “Can you do the job?” and 
“How much will it cost?”.  He or 
she is probably pressed for time 
and does not want to wade 
through many pages to find out 
the answers to those important 
questions.  If your proposal is 
lengthy, consider an introductory 
summary or cover letter.

4)	 Use clear, simple language.  
Don’t try to impress with the 
amount of verbiage or with 
language that is overly technical, 
contains industry jargon, or 
smacks of consulting clichés.  
While your main client contact 
may “speak your language” 
(especially if he is a fellow 
researcher), others who review 
your proposal may not.  Always 
err on the side of simplicity.

5)	 Don’t give away too much 
information. While it is 
tempting to demonstrate your 
knowledge, remember that 
research is what the client will 
pay you for – after you’ve been 
awarded the contract.

	 Similarly, giving a detailed 

methodology in the proposal 
may be premature.  In fact, from 
my experience, revealing details 
on secondary research sources 
means little or nothing to my 
clients.  They trust that I know 
where to go – beyond that, they 
don’t care.  Besides, you run 
the risk of the prospect taking 
the information and having 
someone else do the work.  
(Note: Primary research proposals 
are different because my clients 
are usually familiar with the 
various methodology choices.  
I will often spend time with a 
prospect discussing the pros and 
cons of one methodology versus 
another, come to an agreement, 
and only then sit down to write 
the proposal.)

6)	 Deliverables are important.  Be 
as explicit as you can about 
the deliverables to ensure that 
the client is in agreement and 
knows what to expect.  You 
do not want to be surprised 
by a last-minute request for 
a PowerPoint presentation in 
addition to a Word document – 
for the same price!

7)	 Clearly state any assumptions 
you are making – especially 
ones that affect price, 
schedule or quality of results.  
Do not bury assumptions for 
fear of raising red flags!

8)	 Spell out what is covered 
in your fee and what is not.  
Clients don’t like surprises 
-- especially those involving 
extra costs.

9)	 Tell the client what you need.  
If you require data, resources, 

or approvals from the client in 
order to complete the project, 
list these in as much detail 
as possible, including when 
you need them.  Clearly state 
that if you do not receive the 
information when needed, 
the project runs the risk of not 
being completed on time.

10)	 Tell the client what makes you 
the best choice for this project.  
Even if you are buddies with 
the client contact, or you are 
the only vendor submitting the 
proposal, you never know who 
else will be reading it.  Don’t 
leave doubts in anyone’s mind.  
Keep it short in the proposal, 
and include documentation 
(bios, client lists, etc.) in an 
Appendix.  Always stick to 
the facts rather than making 
undocumented claims. 

Responding To a  
Request for Proposal
Responding to a formal Request for 
Proposal has its own set of rules.  In a 
nutshell, the rules are to meticulously 
respond to everything asked, in the 
order and format specified, to the 
best of your ability.  It doesn’t matter 
how well you know the client, or how 
much work you have done for them 
in the past.  Your proposal package 
will be judged against others, and it 
must be complete and compliant.

How Much Time  
Should You Spend?
Sometimes it’s hard to know how 
much time and effort to put into a 
proposal in order to win the contract.  
Among my professional colleagues, Linda Rink, 

Rink Consulting
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■ Proposal Writing

there seem to be two main schools 
of thought:  the minimalist camp and 
the “throw in everything you can think 
of” camp.   Although I personally lean 
toward the former, one thing is certain: 
it’s a balancing act that requires 
thinking through the prospect’s 
situation and preferences.  Each 
proposal, including accompanying 
documentation, needs to be tailored.  
Some variables which might influence 
the degree of effort you put in include:

	How well does the prospect 
know you?  Is this a former client, 
a referral, or an unknown?  

	What is the importance of the 
project to the client (what 
strategic decisions rest on the 
results)?  

	How much money is at stake  
— not just for you, but more 
importantly, for the client?

	Are you competing with other 
firms for this assignment?

	Are you responding to a formal 
Request for Proposal?  

	Who will be reviewing your 
proposal — only the requestor, 
or a committee?

	If you can, try to factor in the 
prospect’s personality:  Is he or she 
detail-oriented?  Nervous about 
getting everything “right”?  Or 
more casual about the process?

From time to time, the AIIP-L 
Discussion List has queries about how 
much time to spend on “homework” 
in order to win a contract. My advice 
is to familiarize yourself with the 
client’s company by looking at the 
website and doing a fast Google or 
Bing search.  I normally do not spend 

much (if any) time doing preliminary 
research on the project topic – just 
enough to give me a grasp of the 
scope of work in order to cost out the 
project and write the proposal.

Final Thought
Everyone has his or her own 
approach to proposal-writing.  If 
you have found one that works 
for you, great!  Continue to use it.   
Consistency helps to streamline and 
improve the process.  The tips I’ve 
outlined here have worked for me.  
Following them will help ensure a 
“win-win” for you and your clients. ■

would like to thank

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

Linda Rink is president of RINK 
Consulting, which provides strategic 
research and marketing consulting 
services to a wide range of clients in both 
the consumer and business-to-business 
sectors.  A Wharton graduate, Ms. Rink 
combines analytical capabilities with 
the practical “client-side” experience 
gained from corporate marketers such 
as Quaker Oats Company, Seagram and 
Hunt Corporation.  During her career she 
has launched products as diverse as dog 
food, wine coolers, Scotch whisky, frozen 
entrees, and office products.  

Linda currently chairs the Industry 
Relations Committee for AIIP.

http://www.batesinfo.com/coaching.html
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Amelia Kassel
Recognized Teacher, Trainer, 

Consultant, and Leader
An Information Professional 

since 1971



13  AIIP Connections Volume 24 |  No. 1 |  March 2010 

■ Elance

A few years ago, while my brother 
was visiting, he got so frustrated he 
almost threw his cell phone out the 
window.  “They’re not going to hire 
me. They’re going to put the job out 
to bid on Elance,” he complained.  
My brother, a self-employed graphic 
designer with 25 years of experience, 
was trying to land a project with a 
coffee company.  He had spent hours 
on the proposal.

“Elance. What’s Elance?” I asked. 

“One of those Internet sites where 
companies can find cheap labor,” he 
grumbled.

I flipped open my laptop and typed 
in www.elance.com. 

“Bummer,” I commiserated as 
I scrolled through profiles of 
“professionals” all over the world 
who provide graphic design services. 
“Weird. I wonder if there are people 
who do research on Elance?” I asked 
out loud.

I typed “industry research” in the 
prominent What do you need 
done? box located center screen. 
“Searching For Professionals” blinked 
while I waited for my results. I 
was presented with a list of 5,160 
“Professionals for Industry Research.”  
As I scrolled down the list I found the 
names of companies, their taglines, 
links to feedback and reviews and 
total earnings.  The majority of the 

companies were located in India and 
the U.S. In fact, the first company 
listed was a company that performs 
“Research Writing and Administrative 
Support.” This owner charges $8/hour 
and is located in Austin. Austin India? 
No, Austin Texas.

$8 an hour!

Clicking on this person’s profile I 
found that he/she was a “Research 
specialist with over 10 years 
experience. Highly educated with a 
B.A. in Psychology, Paralegal Studies 
and graduate work in Experimental 
Psychology.”  Some of the skills listed 
included:

♦ Scholarly Search

♦ Literature Reviews

♦ Data Analysis

♦ Intensive Engine Search

♦ Educational, Psychological and 
Medical Research

♦ Economics, Finance and Political 
Research

♦ Grant Writing and Search

♦ Social Media Search

In the past six months this firm has 
been hired 105 times for a total 
of $31, 449.The next entry was a 
company in Delhi. “We are a team of 
management professionals (MBA) 
running a MR company in New Delhi, 
India for last 10 years. We have been 
providing various services related to 
all industries and business sectors.” 
These folks charge $6/hour. Some of 
the skills listed include:

♦ Research & Surveys 

♦ Lead Generation 

♦ Competitive Analysis 

FRIEND OR FOE?

Jan Davis, JT Research LLC

http://www.elance.com
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In the past six months this firm has 
been hired 29 times for a total of 
$17,285.

What’s Going On?
Elance’s tagline reads: “Elance, 
where companies find, hire, manage 
and pay contractors online, is 
transforming the way businesses 
get work done.”  Elance has grown 
significantly over the past few years. 
Sixty-five thousand employers hired 
on Elance in 2009, up 50% over 2008.1 
Applications to list as a “Professional” 
on Elance increased 40% during the 
first six months of 2009 compared 
with the same period in 2008.  Elance 
isn’t the only site for freelancers.  
Guru.com, Sologig.com and Odesk.
com are also online freelance 
sites, but they appear to be more 
information-technology focused. 

Years ago, outsourcing back office 
and IT services to India became 
common.  It doesn’t surprise me 
that sites like Elance and guru.com 
developed and thrived.  And now, 
with the recession and an achingly 
slow economic recovery, what better 
place to find work but on Elance?  

But charge $8 an hour? Come on.  
Plus, Elance makes its money by 
deducting between 6.75% and 8.75% 
from the providers’ payment when 
the work is delivered. Elance service 
providers also choose between free 
and paid monthly membership plans 
based on their level of Elance activity. 
So Elancers are making even less 
than their hourly rate. 

Mention Elance to colleagues and the 
first response is “People in India are 
stealing our jobs at $5 an hour.”  But is 
this really true? What surprised me was 
it wasn’t just people in India offering 
research services, it was people in the 
U.S.  I decided to take a closer look. 

Elance as Foe
I had three industry research projects 
on my desk, so I decided to hire 
some Elancers to do some basic 
background research. They weren’t 
difficult industries to research; I had 
researched them before and knew 
there was quite a bit of information 
about them on the free web.  

It is really easy to hire an Elance 
“Professional.” All I had to do was 
register with an email address, come 
up with a job title, select a category 
and describe the job.  I outlined the 
type of information I was looking for, 
the format I wanted it in, whether I 
wanted to pay by the hour or a fixed 
price. There are more details, such as 
the method I wished to pay, but the 
whole process was very easy. 

Within a couple of hours of posting 
the jobs I received emails from Elance 
saying I had bids.  Whoa. I didn’t 
know there were that many people 
eager to do industry research.  The 
bids were coming from India and 

Pakistan, which made sense because 
of the time difference. I wasn’t too 
impressed. Their bids were rote, copy 
and pasted, and didn’t even comment 
on industry research.  There is a 
minimum on Elance of $50, and most 
of these bids from India were coming 
in at $50. The following day I received 
more bids, including bids from people 
in the U.S.  The average bid was 
around $75.  I ended up hiring two 
people from the U.S. and one from 
India. The average bid was $63.

The person in India was the first to 
turnaround the research results.  I 
was very unimpressed. I received 
a smattering of webpages of 
information on American Greetings, 
including financial information, 
which I hadn’t asked for.  He had 
found Hoover’s, so I gave  credit 
for that. I took a deep breath and 
responded.  I explained that Hoover’s 
has more information, to look at 
the list of competitors for American 
Greetings and to follow the links to 
the investor’s section of company’s 
website for the annual report.  I got 
back the webpages for American 
Greetings’ competitors. 

I spent $50 to realize that the low-
ball bids from India aren’t a threat.  

I awarded one project to a researcher 
in the U.S. who came in with a bid of 
$75.  The results were unremarkable, 
but I was able to use some of the  
research she provided.

Now the third bidder was  
interesting.  She had a Masters 
degree in English. From the material 
she sent I could tell she was smart 
and capable and I was happy with 
the results. But what surprised me is 
that I received a LexisNexis printout 

1. “Make Money as an E-Lancer.” ABCNews 
Video. January 13, 2010. http://abcnews.
go.com/video/playerIndex?id=9556390

Jan Davis, JT Research
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and a fulltext IBISWorld report. I’m 
assuming these came from the 
university library with which she was 
affiliated.  For $60 I got hundreds of 
dollars worth of material I could use.

And yes, this raises a red flag!  

Not only is this wrong, but there are 
people out there doing it.  We can’t 
control it, but we can set ourselves 
apart by communicating the value 
we add to our research. (This is 
discussed in more detail below.)

Elance as Friend
A few months after I encountered 
Elance with my brother, I found 
myself with little work. One evening 
after watching Jeopardy (when 
I usually do work on a project), I 
decide to peruse Elance to see what 
kind of research jobs were posted.  
A few looked interesting, like the 
author who needed  someone to 
track down and verify  citations; 
or the businessman who wanted  
background information on a 
company to prepare for a meeting. 

 “Well…why not?” I asked myself as I 
started writing my Elance “Professional” 
profile. I decided to bid. And yes, I felt 
a little guilty, but I had bills to pay. I 
decided not to bid on any projects 
that were similar to those I do on a 
daily basis for my clients unless I could 
bid the same amount that I normally 
charge.  Also, I only considered those 
projects that were paid by the project, 
not by the hour. I saw it as a game 
really; kind of like bidding on Ebay 
for something and waiting to the last 
minute to place a final bid.  But this 
was more complicated.  What crossed 
my mind was: 

♦ I’m a professional and I need to 
be paid for my expertise.

♦ There are people bidding $100 for 
this job and I want to bid $800.

♦ I could do this job in a couple of 
hours. How do I convey that I’m 
different than the low-ballers 
in India and get paid a decent 
amount?

♦ Am I doing myself, and my 
profession, a disservice by 
participating in Elance?

♦ The economy sucks and I have 
bills to pay.

Sigh. 

I found a couple of projects and 
decided to bid high, but not as high 
as I would in “real life.”  I figured I 
wouldn’t win the project anyway.  
But I did. I was awarded a couple of 
small jobs that I could do rather than 
watching Seinfeld reruns. 

Friend or Foe?
Is Elance my friend or my foe?  Well, 
in most cases Elance is my friend. 
During slow times, Elance allowed 
me work to pay the bills---and work 
on projects that were fun because 
they were different than my typical 
projects.  I don’t worry about those 
low-ball bids. Some of the people 
hiring these Elancers are perfectly 
happy about the quality of work they 
receive, whether it is lousy or not.  I 
remember bidding on a project for a 
man who wanted financial multiples 
for acquisitions in a certain industry. 
I do this type of research frequently 
and know the sources needed. When 
I bid on the project I explained that 
the research would involve fee-based 
databases. He was impressed, but 
responded that he was going to hire 

another bidder because my fee was 
too high and he knew the information 
was available for free on the Internet.

I just smiled and clicked “delete.”

Elance is my friend as it is generally 
the place I go for administrative or 
artistic support. My website was 
designed and is currently updated by 
an Elancer. And his bid was among 
the highest I received.  I awarded him 
the project because he took the time 
to answer each question I listed in 
the job description and the portfolio 
provided of his work contained some 
excellent websites he designed. 

Elance provokes heated discussions 
among information professionals, 
and with good reason. But before 
poo-pooing Elance, I think we need 
to understand Elance has grown, 
has changed, and is very successful 
– both for the service providers and 
the employers. Elance is not just for 
finding cheap labor in India. There 
are a lot more North Americans 
using Elance and the bids they are 
proposing are higher than a few 
years ago. There are lots of Elance 
“Professionals” who are good at 
what they do and are happy with 
what they are paid. And there are 
Elancers with access to subscription 
databases at their local libraries who 
charge one quarter of our fees, and 
Elancers who low-ball projects, get 
them, and then do lousy jobs. 

Does Elance lower the playing field?  
Not unless we let it. Mary Ellen Bates 
summed it up perfectly on the thread 
last year regarding Elance on AIIP-L : 

 “We don’t just offer “research” 
or “searching”. We offer added 
value. We offer intelligence. 
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We offer strategic answers. 
Those things can’t be done 
for $10/hour; they are done 
by professionals who charge 
appropriately for their service.

 As long as we consistently focus 
on providing ADDED VALUE to 
our work, we make ourselves 
unoutsourcable. As long as 
we are providing work that is 
viewed as (whether it is or not) 
equivalent to someone working 
for $3/hour, we’re bound to see 
competition. If we offer high-
end research and focus our 
marketing on people who value 
that, we thrive.”

Elance has worked for me on several 
levels.  It has been an emergency 
source of income and a regular 
source of administrative, artistic 
and technical subcontractors. It 
has shown me an indication of the 
changing economic environment 
and its impact on professionals. Most 
importantly, Elance has reminded 
me to articulate and put into practice 
how I’m much different than the 
typical research “Professional” out 
there.  And this difference, the value 
I add to the research I do, is what has 
kept me in business since 1997.   ■

Jan Davis, jt@jtresearch.com

AIIP is issuing a call for nominations 
for four awards. Winners will be 
announced at the AIIP Annual 
Conference in Cleveland, Ohio, April 
29-May 2, 2010.

This is a wonderful opportunity 
to nominate those deserving 
individuals in our organization who 
have met the requirements for these 
prestigious recognitions.

Please note that the nomination 
deadline is March 3, 2010. 

To submit an application or 
nomination for any of the four 
awards below, or if you have any 
related questions, please send an 
email to  Sharon Harper. 

AIIP Connections Writer’s 
Award

A $350 travel award for the Annual 
Conference is given to the writer of 
the best original article published in 
AIIP Connections each year. 

RemindeR
Call for Awards Nominations

Myra T. Grenier Award
This award offers a $600 stipend 
to enable a new or aspiring 
independent information 
professional to attend the AIIP 
Annual Conference. 

Roger Summit Conference 
Sponsorship
This award provides $1,000 and 
free Conference registration, to 
enable a member of the Association 
of Independent Information 
Professionals (AIIP) who has not 
previously attended, to attend the 
AIIP Annual Conference.

Sue Rugge Memorial Award
The award consists of a $500 cash 
stipend awarded to a Full member 
of AIIP who has significantly helped 
another member through formal or 
informal mentoring.

For more information about these 
and additional AIIP awards, please 
go to http://aiip.org/Awards - 
and follow the links for details 
and application/nomination 
requirements for each individual 
award.  ■

Sharon Harper, Awards Committee 
Chair - AIIP  •  PH: 407.324.1227
mailto:sharper@harperinfo.com

Cyrillic Communications 
For all you language needs 

Contact Svetlana V. Ball with all your 
document translation needs. As an ATA 
accredited translator, she knows what you 
are looking for. Excellent Quality. Great 
Prices. Fast Turnaround.

Call (740) 255-1585 or e-mail: 
cyrillico@embarqmail.com.

http://www.aiip.org/Default.aspx?pageId=97868
http://www.aiip.org/Default.aspx?pageId=97868
http://www.aiip.org/Default.aspx?pageId=97851
http://www.aiip.org/Default.aspx?pageId=97871
http://www.aiip.org/Default.aspx?pageId=97871
http://www.aiip.org/Default.aspx?pageId=94152
http://aiip.org/Awards
mailto:sharper@harperinfo.com
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Marketing via email is an 
effective means to stay 

in touch with clients and build 
relationships. Email newsletters and 
other online marketing campaigns 
look more professional than 
communications produced using 
traditional email clients; offer more 
in terms of metrics to measure 
campaign success; and allow users 
to create and manage targeted 
messages. Additionally, users save on 
postage and paper, thus “greening” 
business operations. 

Over the past month I have been 
testing three email marketing 
services: Constant Contact, 
MailChimp, and Vertical Response. 
Constant Contact is perhaps the 
most well-known of the three with its 
advertising spots on public radio. Still, 
MailChimp and Vertical Response are 
viable options and worth a try. 

MailChimp
MailChimp offers a relatively simple 
interface for designing quality email 
marketing campaigns and has a 
host of “Power Features.” Users may 
design campaigns by using templates, 
pasting HTML code, or importing 
HTML from a website. Creating a 
campaign is straightforward using 
the five-step wizard-style Campaign 
Builder. During the process users may 
save a draft or cancel and exit, preview 
graphic and plain-text versions of the 
campaign, and send either version as 
a test. Scheduled delivery is available. 
Each step also includes a video 
providing additional assistance. 

Power Features include 
autoresponders to build and pre-
schedule automated messages and 
list segmentation to send targeted 
messages to select subscribers. 
Autoresponder is a useful feature if 
you travel a great deal and want to 

maintain contact with subscribers 
while on the go. The RSS-to-
Email feature sends subscribers a 
newsletter whenever your blog or 
RSS feed is updated and MailChimp 
offers scheduling of daily or weekly 
digests. RSS-to-Email campaigns 
use templates to match your regular 
campaigns, and include tracking and 
segmentation to setup different feed 
categories for subscribers. 

An interesting feature is the A/B Split 
Testing wherein users can test the 
effectiveness of different campaigns. 
Create one campaign with two 
different subject lines or send on two 
different days to see which gets more 
opens; send at different times of day; 
or send with different “From” names 
to see which gets more response. 
MailChimp will run a test on a segment 
of your list to see which campaign gets 
the most response and then run that 
campaign on the remainder of your 
mailing list. Users determine the size of 
the test segment.

MailChimp is very CAN-SPAM 
conscious. When creating a list, it is 
required that users write a message 
telling recipients how they got on 
your list. MailChimp reminds users 
to only import lists of people who 

product review:
E-Newsletters

Africa S. Hands, Hands On Research Solutions

Africa S. Hands
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have signed up on your website or 
are your own customers, and directs 
users to a detailed list with examples 
of appropriate list building. Users 
may import lists from Salesforce, 
Google Contacts, and EventBrite, or 
upload from Excel. If adding individual 
members, you must click a box 
confirming that the recipient has given 
you permission to do so.  MailChimp 
has a 96-99% inbox acceptance rate. 

Campaign metrics are displayed 
upfront on your dashboard 
displaying the number of opens and 
clicks in a pie chart with click rate 
percentages. The full report compares 
your campaign to the industry 
average (you select an industry at 
signup), and details who opened 
and clicked on your campaign, the 
last time it was opened or clicked, 
deliver success rate, complaints, and 
forwarding rate. MailChimp adds 
Google Analytics tracking if you 
have an account and authenticates 
your email campaign. Additionally, 
users may connect MailChimp to a 
Twitter account and post messages 
automatically to Twitter or share on 
Facebook, MySpace, StumbleUpon, 
Digg, and Delicious. 

Vertical Response
Vertical Response uses an iBuilder 
wizard to create a campaign. Users 
may select themed borders from 
the gallery, use the graphical HTML 
editor to create custom campaigns, 
upload free-form HTML, or create 
a text-only campaign. Vertical 
Response’s bordered newsletters 

’

look somewhat amateurish. For a 
true newsletter style campaign, 
use the HTML editor and select 
“Change Layout” to see the various 
templates available. The HTML 
editor is a standard word-processing 
editor with familiar icons. Vertical 
Response’s dashboard displays 
emails and postcards sent, response 
rates, and mailing lists. Also on the 
homepage are three sidebars for 
Quick Links, The Buzz (news about 
special features), and the VR Lounge, 
a separate Ning group. 

The email campaign creation process 
using the borders is tedious. It was 
not until after several steps that a 
preview was available and there 
was no option to go back a previous 
step while preserving text. Clicking 
the Back browser button goes back 
to the previous step but all text is 
lost. After creating the campaign, 
users must complete five steps: 
preview campaign, send a test, select 
recipients, schedule the campaign for 
distribution, and launch the campaign. 
The launch option is a checklist to 
verify that users have completed all 
pre-launch steps. Prior to sending, a 
campaign is screened by Approval 
Staff to ensure CAN-SPAM compliance; 
approval takes up to two hours. 

Users receive a “Launch Report” 
by email once a campaign is sent. 
The report shows the number of 
emails sent and open and click rates. 
Users may view a campaign’s top 
performing links and mailing lists to 
better target messages, and also may 
compare up to five campaigns to 
evaluate performance. 

Tracking is available via Google 
Analytics, mailing lists may be 

segmented, and campaigns may be 
shared on Twitter and Facebook. One 
of Vertical Response’s best features 
is its Ning group, the VR Marketing 
Lounge. Here, Vertical Response 
posts updates about products 
and services. The lounge provides 
a glimpse at current customers’ 
experience with the product, and has 
general email marketing tips from 
Vertical Response and users. Vertical 
Response also uses the group to 
gather feedback on new products 
and services. 

Constant Contact
The homepage of Constant Contact 
features a dashboard with options 
to create an email campaign or 
add/import contacts. Also on the 
dashboard is a list of most recent 
campaigns sent with date and open 
rate. Constant Contact also uses a 
design wizard. Users may preview 
the campaign at the fourth step. This 
step features a familiar text editor 
with options for changing font and 
text layout and inserting images and 
links. Also on this page is an Anti-
Spam Check that gives the email 
campaign a score indicating the 
likelihood of the campaign being 
blocked by spam filters. Emails may 
be scheduled for delivery or sent 
immediately. Unlike MailChimp and 
Vertical Response, Constant Contact 
does not give users a checklist prior 
to sending the campaign; users 
must go back to previous screens to 
make any changes. Users may opt 
to authenticate email campaigns to 



19  AIIP Connections Volume 24 |  No. 1 |  March 2010 

■ E-Newsletters

improve email deliverability to various 
ISPs; the deliverability rate is over 97%. 
Additionally, the email signature may 
be customized with an image. Help is 
available through the Resource Center. 

Constant Contact’s Reports screen 
shows the results of your recent 
campaigns, the number of recipients 
and percentage of bounces, spam 
reports, opt-outs, opens, clicks, and 
forwards. Clicking on the links for 
each of these metrics leads to a list 
of contacts who have performed 
each action, providing insight 
into who is taking action on your 
campaigns. Comparative metrics are 
also provided showing campaign 
effectiveness over the last three 
months. Email campaigns may also be 
compared to other Constant Contact 

Constant Contact MailChimp Vertical Response

Pricing
Starts at $15/month  

for up to 500 
recipients 

Forever Free; starts 
at $30/month for up 
to 2,500 recipients 

Starts at $10/month 
 for up to 500 

recipients; pay-as-you-
go starts at $15 for 
1,000 emails sent

Personalization Yes Yes Yes

Scheduling Yes Yes Yes

HTML Templates Yes Yes Yes

Tracking & 
Reporting

Yes Yes Yes

CAN-SPAM 
Compliance

Yes Yes Yes

Email Wizard Yes Yes Yes

Ease of Use Easy to Medium Easy Medium

RSS Feeds No Yes No

Social Media 
Sharing

No Yes Yes

http://www.reprintsdesk.com/report
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customers in your industry or field. 

Constant Contact allows email list 
importing from Outlook, Salesforce, 
and QuickBooks through the use of 
plug-ins; a downloadable Contact 
Capture Tool that allows users to 
upload contact information from the 
desktop. Contacts may be manually 
entered; it is not necessary for 
users to click a box confirming that 
recipients have given permission 
to be added to the mailing list as is 
required with MailChimp. Constant 
Contact has an Anti-Spam policy and 
provides rules for adding contacts. 

Constant Contact is low on features. 
Users may schedule emails with 
autoresponder, archive email 
campaigns as web pages, use the 
popular Share bar to share content 
and allow others to share your content 
on Facebook, Twitter, LinkedIn, and 
other social networking sites. 

Creating email campaigns with 
MailChimp is seamless. The 
Campaign Builder has a clean, easy 
to understand and somewhat fun 
to use interface with support at 
every step. I appreciated the ability, 
with both MailChimp and Vertical 
Response, to send test emails right 
from the wizard rather than waiting 
until the campaign is fully created. 

Overall
One recurring issue with each of the 
services is that of images. Most email 
clients have filters so images do not 
automatically appear in the message. 
Thus senders rely on recipients to 
perform an extra, albeit small step, 
to view the campaign. I did not find 
a workaround for this. Fortunately, 

the campaigns did not end up in the 
Spam folder of the recipient. 

When selecting an email marketing 
product also consider the help 
resources available, and the ability to 
speak with a representative. Constant 
Contact assigns new users a personal 
Communication Consultant. I also 
received a call from Vertical Response. 
MailChimp offers email and live chat 
support and a knowledge base. 

It takes time to fine tune your email 
marketing message, mailing lists, 
and format. Selecting a product to 
fit your needs can be a trial and error 
process. The products discussed offer 
many features and flexibility in terms 
of campaign design, social media 
integration, and pricing. Before 
deciding, take advantage of free trial 
offers and demo videos. ■

Contact Larry Silber directly at 212-807-2659, or 
eMail: Profound4AIIP@MarketResearch.com.

A Profound Way to Save Time 
& Money on Market Research

With a Profound subscription, you’re afforded access to 
the world’s largest collection of continuously updated, 
syndicated market research reports. Plus, you can save 
thousands by purchasing, only the sections, chapters, or 
tables most vital to your needs.   

And if you are an AIIP member, here’s the best part… 

We have reduced our minimum report purchase commitment 
($7,500) for an annual subscription to Profound to just $3,000!

At Hands On Research Solutions, Africa S. 
Hands focuses on social science and higher 
education, where she has over 10 years 
experience. Africa is experienced in survey 
development, recruiting and interviewing 
subjects, moderating focus groups, and loves 
qualitative research. She teaches workshops 
on search engines and social media. Contact: 
ahands@handsonresearchsolutions.com

mailto:Profound4AIIP%40MarketResearch.com?subject=AIIP%20Newsletter%20Response
mailto:ahands%40handsonresearchsolutions.com?subject=AIIP%20Newsletter%20Response
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I’m frequently asked how to estimate 
cost for a research project and have 
written about how to price in a 
previous Coaches Corner column 
[AIIP Connections, Volume 22, No. 5, 
September/October, 2008. pp. 12-13 
http://www.aiip.org/Connections]. 

It’s not uncommon to panic a little 
when prospective, or even existing 
clients ask “How much will it cost?”.  
Pricing and budgeting are no easy 
tasks when it comes to research 
and consulting.  One technique is to 
first identify sources and research 
methods you’re likely to use; for 
each new project, that’s my first step. 
Based on many years of experience, 
I’m generally able to conjure up 
ballpark estimates fairly quickly to 

qualify clients and evaluate whether 
budgets are realistic in relation to 
the request.  If there’s a meeting of 
the minds after I discuss the ballpark 
figure with clients, I pin things 
down further and move on to the 
proposal.  I think about and process 
my ideas about time appropriation 
for various tasks and consider 
associated expense.  I also take into 
consideration the nature of the client 
relationship, a client’s expectations 
about cost, and other variables 
which may affect the budgeting 
considerations.

One way to get a better handle and 
organize your thinking about how to 
price is to develop a research plan, 
which serves as a guide.  Based on 

the request and your ideas about 
what will be needed to conduct 
research, you can assess likely 
sources, whether free and/or fee-
based, and begin to think about the 
nature of the research itself.  Creating 
a research plan (which is essentially 
a list or outline of search methods 
and sources--secondary or primary), 
leads the way in your assessment. 
Drilling down a little further, some of 
the time factors may include:   

1. Internet Research
a. Use various key words 

and search strategies and 
uncover additional terms.

b. Reformulate the search 
strategy (and sometimes 

The Research Plan:  
Your Guide to Easier Pricing

Amelia Kassel, MarketingBase 

Coach’s Corner

©2010 All Rights reserved. No part of this document or information may be reproduced without the expressed written permission of Amelia Kassel.

http://www.aiip.org/Connections
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many different search strategies) by using 
variant terms and in varying combinations, also 
called iterations.

c. Use search engines appropriate to the request.  
When one search engine doesn’t uncover needed 
information, move on to another.  Use specialty 
search engines, portals, directories, etc. for specific 
industries or topics.

d. Identify specialty sites, pathfinders, and portals 
depending on the question.

e. Identify associations.

f. Consider using social networks such as LinkedIn 
or Facebook, or those that are industry-specific.

2. Fee-based Databases
a. Dialog (when in doubt about which database 

has needed information, search Dialindex)

b. Factiva

c. LexisNexis

d. Alacra or AlacraStore

e. Profound or MarketRsearch.com 

f. Hoover’s 

g. HighBeam

h. Other boutique or specialty Web-based 
databases

3. Telephone Research
a. Conduct secondary research to identify contacts 

b. Check with associations for leads 

c. Interview experts, journalists, manufactures, 
distributors, or competitors

4. Primary Research Surveys  or Focus Groups

5. Analyze findings and write a report

A research plan dissects your ideas about what sources 
to use and how to go about finding required information.  
From there, it becomes easier to appropriate the number 
of hours for each activity, spell out expenses for each 
research method and source, and finally, total up costs to 
create the budget.  ■

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

NKS Info Services
Providing timely, value-added information for your business        

Nora K. Stoecker, MLIS
n.stoecker@nksinfoservices.com

505/715-0607
www.nksinfoservices.com

When you need to:

…Keep current on industry/technical news & trends

…Profile a target company or industry

…Solve a technical problem

…Track legislation

…Obtain other information for business planning, 
competitive intelligence, or problem resolution

NKS Info Services can provide:

…Targeted online database searching 

…Focused research in information-rich academic, 
government, trade association and other websites

…Research approach and results designed, tailored, packaged 
and delivered in a format to meet your specific needs

Available as a subcontractor to other AIIP members needing 
assistance with projects.

mailto:amelia@marketingbase.com
http://www.marketingbase.com
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I recently asked on AIIP-L and on 
LinkedIn for application suggestions 

for my new iPhone. I’ll be posting the 
results on my websites shortly.

But, it got me to thinking about 
writing and my “WordWise” column 
here in Connections, and I wondered if 
there were apps for writing or helping 
in the process of writing. 

Silly me—of course there are! So, for 
those of you who are app-wise, here 
are some apps you can download 
for your iPhone. (Disclaimer: I’m not 
making recommendations nor have I 
tried these—I just did a couple quick 
searches and found these on the Apple 
store, the ‘net and more. Some are free 
and some cost money.)

BlogPress—A blogging tool that 
works with a number of blog 
platforms, including WordPress, 
Blogger and Typepad, to name a few.

Free Dictionary—Provides English 
definitions, synonyms, pronunciation, 
spelling and more.

Google—Provides voice-recognized 
searching capabilities, among other 
things. 

iBlueSky—A mindmapping software 
app to organize and hold your 

Andrea C. Carrero

Word
Wise

thoughts. (This was recommended by 
quite a few people.) 

Idea Generator—Helps you to 
unblock your thoughts with a shake 
of your phone. (Also comes in other 
flavors: Chef Idea Generator, Song Idea 
Generator, Halloween Costume Idea 
Generator, Movie Idea Generator, Party 
Idea Generator.)

invertr—I’m not sure why you’d want to, 
but this app will take your text and turn 
it upside down. The description touts 
that you can send your inverted text to 
friends and colleagues and “enjoy the 
confused looks on their faces!” 

iStopWritersBlock—This tool 
apparently helps you to jog your 
thoughts and get the creative juices 
flowing again so you can keep on 
writing.

iTalkRecorder—Allows you to record 
notes on your iPhone.

Jott for iPhone—A voice-to-text 
conversion tool, however it requires a 
paid account on jott.com.

My Writing Nook—A writing 
application that also keeps track of 
word count, among other features.

Print n Share—Enables you to send a 
document to a printer from your iPhone.

SpellGood—This app not only teaches 
you how to spell a word, but also 
provides the meaning.

TextGuru—A text editor with built-in 
FTP capabilities.

WordPress—The blogging tool in 
iPhone size.

Writer’s Block Buster—This app 
features a database of questions 
and explanations as to why you’re 
experiencing writer’s block.

WriteRoom—Allows you to write 
on your iPhone in a “distraction free 
writing environment.”

VocabDaily—Provides a free word 
a day, with a definition and usage 
example.

So, if you use an iPhone, I’d love to hear 
which apps you use for writing that I 
haven’t listed. I’ll check them out!.  ■

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.

The Write Stuff: There’s an App for That!
Andrea C. Carrero, Word Technologies Inc.

http://www.wordtex.com
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Your Best Year Yet!: Ten Questions for 
Making the Next Twelve Months Your 
Most Successful Ever. 

Jinny S. Ditzler . Warner Books, c1994. 
221 pages.   $12.95.

Reviewed by Debbie Olson, 
Freelance Indexer & Researcher, 
www.olson-info.com

As each year comes to an end, I like 
to think more concretely about my 
goals for the upcoming year.  I’ve 
taken business workshops that 
include goal setting, read several 
books, and for most years, have 
created a list of goals I’d keep in a 

Book Reviews
binder on my desk. I’d look at the list 
during the year and mentally check 
off or amend items. Sometimes I just 
ignored it. In other years, I was more 
careful and tracked all my activities 
and time, then created particularly 
detailed and tedious quarterly and 
annual reports on my activities. 

While I was at times successful, and 
sometimes not, a list of goals just 
seemed so boring. Something was 
missing. I wanted to have some sort 
of plan to follow throughout the year 
that did not just simply turn into 
a to-do list or require a lot of time 
reporting and tracking activities. 

A few years ago I was introduced to 
the book Your Best Year Yet! by Jinny 
S. Ditzler and now use it as a guide 
to personal and professional goal 
setting. At first, I combined the two 
types of goals into one plan, but soon 
realized it was necessary to have a 
separate plan for my professional/
business life. The first year working 
through the book takes some time, 
but the following years are easier as 
you are more or less tweaking the 
plan from the previous year.  

At the core of Ditzler’s strategy are 
ten questions and exercises that will 
form the basis of your plan for the 

year. At the end of the process, you 
have at hand a one-page plan that 
includes your key values, the roles 
you play, one major focus, top goals, 
guidelines and checks for achieving 
your goals, and a new paradigm.

Ditzler starts off by having you think 
about the accomplishments and 
disappointments of the previous year 
and what you learned from those 
experiences. The next area explores the 
ways you limit yourself, and the values 
that are most important to you. This is 
followed by discovering the roles you 
play (there are many!) and determining 
which one you will focus on for 
the upcoming year. The remaining 
exercises focus on developing goals for 
each role, determining your top ten, 
and developing guidelines to achieve 
them.

Creating and placing my goals 
within the context of my values 
is key to what I found missing in 
my yearly goal-setting sessions. 
Recognizing each of the roles I play 
is eye opening, as is understanding 
the many ways I limit myself.  Having 
it all there on one page to refer to 
throughout the year makes goals 
manageable and doable while also 
reminding me of the ‘big picture’ 
from which I aspire to work. 

I recommend this book not as a 
replacement to formal business 
planning or other related essential 
business activities but instead as a 
tool that will help you place your 
goals in the context of your own 
unique ‘big picture.’ 

T T T

http://www.olson-info.com
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AIIP Conference: Sneak Preview
Moving Your Business 
Forward Using Mastermind!
Speakers:  Jan Davis, JT Research LLC; 
Marge King, InfoRich Group, Inc.; and 
Andrea Carrero, Word Technologies Inc

Friday April 30,  
Concurrent Session 2
Session preview by Sonia Isotov, Isotov 
Information Services

Being a solopreneur is all about making 
decisions by yourself, charting a course 
by yourself, doing the work by yourself 
and often talking to yourself. But not 
everything you do for your business has 
to be done by you and only you. 

Whether you have an established 
business or are just starting out, a 
business “support group” of like-minded 
people who collectively brainstorm 
ideas, strategies, techniques and 
concepts can help move you forward; 
that is what Mastermind is all about. 
Group members act as catalysts for 
growth, sometimes play the devil’s 
advocate, support each other and propel 
each other’s businesses to success. 

At this conference session, you will be 
joined by three long-time AIIPers and 
Mastermind group members: Jan Davis, 
JT Research LLC; Marge King, InfoRich 
Group, Inc.; and Andrea Carrero, Word 

Technologies Inc. Together, they will 
disclose to you the insider-secrets of 
what makes a successful Mastermind 
group and how long before you could be 
a Mastermind yourself! 

The “mastermind alliance” concept was 
introduced formally by Napoleon Hill in 
Think and Grow Rich. Hill discussed the 
concept of forming a group of collaborators 
that used its collective brainpower to grow 
its members’ businesses. And this concept 
has helped numerous entrepreneurs take 
their businesses to the next level since its 
debut in 1937. 

There are plenty of websites about Master-
mind and Napoleon Hill; the philosophy of 
whom many believe is the foundation of 
the modern self-help movement. 

“I also got the book and even listened 
to Hill on Books on Tape, which is really 
interesting because he recorded them 
a long time ago,” says Jan Davis, session 
speaker. You will learn more about Hill’s 
“Philosophy of Achievement,” and how 
Andrew Carnegie revealed to him the 
secrets of how to think rich.

Attend this session and find out first-hand 
answers to these questions and more:

♦ What is Mastermind and what are 
its benefits?

♦ What do you do in a Mastermind 
meeting?

♦ How does Mastermind help with 
marketing an info business?

♦ What happens if someone isn’t 
working out as a member?

♦ Finding a Mastermind group in 
your area.

Marjorie Desgrosseilliers of SmartyPants 
Research Services, LLC, will introduce 
the panelists. Handouts will include 
a list of Mastermind websites and an 
organizational spreadsheet template for 
getting started.

T T T

Adding Value to  
Your Business
Scott Heintzelman, McKonly & Asbury of 
Harrisburg

Friday, April 30  
General session:
Session preview by: Lorette Weldon, AIIP 
Student Member

Scott Heintzelman, CPA and partner with 
McKonly & Asbury of Harrisburg, PA, 
will present one of the general sessions 
at the AIIP 2010 Annual Conference at 
10:45 a.m. on April 30. His session is 
titled “Adding Value to your Business.”   

Heintzelman is really passionate 
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about business and specifically what 
makes organizations great (leadership, 
management, mentoring and employee 
engagement).  He also loves to share his 
knowledge with the world through his blog 
at www.exuberantaccountant.com.  He has 
been in practice for more than 20 years.  

In his feature presentation he will focus 
on the following topics: 

1. What is Value?

2. Selling to Insiders

3. Selling to an Outsider (Synergistic 
Buyer vs Venture Capital)

4. Passing on to the Next 
Generation

5. Business Valuation Rules of 
Thumb

6. Working on the Business, Not in 
the Business

7. Profit Enhancement Ideas

8. Planning, People, Process – The 
Infrastructure of your Business

In addition, Heintzelman will lead 
three separate break-out sessions on 
“Family Business.” In these sessions, he 
will present his thoughts on the unique 
challenges faced by family business 
(including “founderitis,” entitlement and 
nepotism). Heintzelman also will share 
some actionable steps on how to make 
family businesses stronger.  These topics 
will include the importance of family 
meetings, thinking of the business as one 
that is owned by a family as opposed to 
a family-owned business, participatory 
leadership and the value of having an 
advisory board. 

Heintzelman is a dynamic speaker, full of 
energy and someone that will hold your 
attention as he shares ideas to make 
your business reach new heights.

T T T

Building and Growing an  
IIP Business: taking the 
global view

Concurrent session 3:  
Saturday May 2, 9.45 - 11.00
Heather Carine, Carine Research, 
Adelaide, South Australia

Valerie Matarese, UpTo infotechnologies, 
Vidor, Treviso, Italy

To be introduced by Mary Ellen Bates

Heather Carine will share her 
experiences on the challenges and 
opportunities that arise from operating 
an IIP business from Adelaide, South 
Australia - marketing to international 
clients,  access to information sources at 
the right price, and building a solid and 
trustworthy online reputation.

Valerie Matarese will talk about the 
challenges of establishing and running 
an IIP business in non-Anglophone 
Europe, especially in terms of   
professional development opportunities, 
marketing locally or internationally, and 
the impact of languages.

T T T

Gadgeteering for the  
Early 21st Century
Mark Goldstein, Ed Vawter & Barbara 
Fullerton

Saturday, May 1:   
Concurrent Session 6
Session preview by:   Teresa 
Keeler,President, Orella Moves, LLC

Expect to dance during “Gadgeteering 
for the Early 21st Century,” one of the 
concurrent sessions at 3:45 p.m. 
on May 1 at the 24th Annual AIIP 
Conference in Cleveland. 

Mark Goldstein will be part of a panel 
discussion highlighting the tools of 
tomorrow. This will be a “fun, whirlwind 
session,” says Goldstein. Each panelist 
will highlight a few examples of their 
favorite new technologies hitting the 
marketplace. The purpose will be to 
give a heads up about “the intriguing 
possibilities” of each new development. 

The session will cover both personal- 
and business-related technologies, 
such as computers, telephones, 
connection technologies and location-
awareness equipment. While there will 
be discussion of personal productivity 
products and business applications, 
the audience should expect “some silly 
surprises.” 

Goldstein says he’ll be highlighting the 
amusing, advantageous aspects of each 
of these emerging technologies. 

The session promises to be very diverse 
in its coverage. Expect it to dance all over 
– from solid-state disc drives to cover 
WiFi/WiMax to augmented technologies. 
It also promises to be quite fun and 
entertaining.  ■
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By the AIIP Conference Committee

Evenings Out in Cleveland
The AIIP conference committee has 
been hard at work making sure that 
attendees will learn a lot AND have 
a great time. Take a look at what’s on 
tap in the evenings during the 24th 
Annual AIIP Conference in Cleveland 
(please sign up by March 25; see 
the conference registration page 
for more details: http://aiip.org/
ConferenceRegistration):

Dinner and the Rock n’ Roll 
Hall of Fame (Wednesday, 
April 28)
The *only* night when the Rock n’ Roll 
Hall of Fame will be open during the 
AIIP conference is Wednesday, April 28. 
Sign up now for dinner that evening 
at the Hard Rock Cafe followed by an 
evening at the Hall of Fame.

Designed by famed architect I.M. 
Pei, the Rock Hall has a beautiful 
location on the shore of Lake 
Erie. Inside, you’ll enjoy interactive 
exhibits on the origins of rock ‘n’ roll, 
individual music groups, influential 
composers and promoters, and 
key technological innovations. The 

displays of costumes worn by Elvis 
Presley, Tina Turner, Jimi Hendrix and 
others are not to be missed!

The cost for this fun evening is 
$52, which includes dinner at the 
Hard Rock Café (choice of burger/
veggie burger, sandwiches or salad; 
beverage, and dessert), admission 
to the Rock and Roll Hall of Fame 
and Museum (a $22 value), and 
transportation.

Participants will leave the 
hotel at 5:30 p.m. and return at 
approximately 9:15 p.m.

Cleveland Indians Baseball 
Game (Friday, April 30)
The conference hotel, the Hilton 
Garden Inn, is across the street 
from Progressive Field, home of the 
Cleveland Indians. We have reserved 
a block of tickets for great seats on 
Friday, April 30, when the Cleveland 
Indians take on the Minnesota Twins 
(big division rivals!). Game time is not 
yet set, but is likely to be 7:05 pm. 
Dress for a cool evening at the ballpark.

A single ticket costs $16. Attendees 

will purchase their own dinner food 
and/or snacks at the ballpark. There’s 
a wide array of food and beverage 
options from which to choose.

Cruise the Cuyahoga (Friday, 
April 30)
Enjoy a relaxing evening with your 
fellow conference goers, along with 
one of the best views of downtown 
Cleveland and Lake Erie aboard the 
Nautica Queen. The cruise will take 
you under historic bridges and provide 
breathtaking views of Downtown 
Cleveland’s ever-changing skyline.

The cost of the evening is $69, 
which includes an unlimited 
buffet meal, beverages, musical 
entertainment (disc jockey or band), 
and transportation to and from the 
launch point. 

Participants will leave the conference 
hotel at 6 p.m. and return at 
approximately 10:30 p.m.

For more information about all of 
these optional evening events, 
please visit: http://aiip.org/
OptionalEveningsOut

http://aiip.org/ConferenceRegistration
http://aiip.org/ConferenceRegistration
http://aiip.org/OptionalEveningsOut
http://aiip.org/OptionalEveningsOut
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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

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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FREE 
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