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AIIP members are a 
talented lot who 

bring to their information 
professional roles a range 
of skills beyond finding and 
managing information.  

In this issue, soon-to-
be-published writer 
Marcy Phelps shares her 

experiences on writing for publication.

Many of our members are multi-lingual and use their skills as 
linguists in international research and translation.  

Tom Lister resides in Vancouver, Canada and specializes in 
business research using Japanese language sources.  In a 
case study article, he takes us through the steps involved in 
international due diligence for Japanese sources.

Svetlana Ball is a new student member of AIIP with a wealth 
of experience as a translator.  She shares with us the steps a 
professional translator takes to ensure translations are accurate.

Ellen Naylor, from The Business Intelligence Sources writes 
about intuition -  and how info professionals can tap into their 
intuition to assist with research and making decisions about 
their business. 

In this issue we profile Suzanne Riz from Switzerland.  Suzanne’s 
unique business, Haute Info, specializes in research for the 
cosmetics and luxury business industry.

Cindy Shamel, Webinar Committee Chair, writes about the 
invaluable work done by her committee to bring the webinar 
program to AIIP members.

Cindy has also written a touching tribute to our Past AIIP 
President, Pam Wegmann, who passed away in December.

I hope you enjoy the March issue of AIIP Connections.

Heather Carine,  Editor, AIIP Connections
ConnectionsEditor@aiip.org
Adelaide, South Australia
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Welcome . . .
to the March 2010 issue of AIIP Connections.

I always look forward to the start of 
a New Year with all of its promise 

and hope. Like many of us, the  
AIIP board has set a goal for 2011.  
The board’s goal is to increase 
AIIP membership. To this end, we 
will be hosting a membership 
recruitment drive—the Friendship 
Program. The program is simple: 
invite a friend or colleague to join 
AIIP as a full or associate member 
and, when your recruit joins, both 
of you will receive AIIP Bucks. AIIP 
Bucks may be used towards AIIP 
membership fees or conference 
registration fees. Refer one joining 
member and earn 25 AIIP Bucks 
for yourself and 25 AIIP Bucks for 
your newly-recruited member. 
Refer two joining members and 
you will receive 50 AIIP Bucks and 
each of your referred members will 
receive 25 AIIP Bucks. There is no 
limit to the number of recruits you 
can bring into the AIIP Friendship 
Program. The program began on 
February 1, 2011 and end on March 
31, 2011. Start recruiting now. If 

you have any questions about the 
Friendship Program, please contact 
Betty Story, AIIP Director-at-large 
for Membership, or me.

It is with a heavy heart that I write 
to you about the passing of Pam 
Wegmann, AIIP past-president. Pam 
passed away in December 2010 after 
a long and courageous battle with 
ovarian cancer. Pam’s contributions 
to AIIP were many. It was Pam’s 
leadership and vision that created 
the AIIP President’s Breakfast. The 
Breakfast is held annually at the 
Online Information Conference in 
London, and Pam implemented the 
very first one. After Hurricane Katrina 
devastated coastal Louisiana, Texas, 
and Florida, Pam, who lived in the 
New Orleans region, wrote several 
articles about the role of the internet 
during and after a disaster which were 
published in CyberSkeptic’s Guide to 
Internet Research. Pam will be sorely 
missed, but her legacy will live on.

Like many professional associations, 
AIIP relies on volunteers to help it 

continue to offer its vast array of 
member benefits and services. We 
are always looking for assistance 
with committee work or short-
term projects. We have volunteer 
opportunities that will help you 
learn new skills or apply existing 
ones. If you haven’t volunteered 
your time and skills to AIIP, please 
consider doing so. You’ll gain new 
insights, more friends, and enhance 
your reputation amongst your peers. 
Please don’t hesitate to contact 
any board member to learn more 
about volunteer opportunities. AIIP 
depends on it.

Wishing you a happy, healthy, and 
prosperous 2011.

Marge King
InfoRich Group, Inc.
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■ Spotlight on Members

Susanne Riz

Member Spotlight:  
Susanne Riz

The name of my business – Haute 
Info – was inspired by my 

previous experience in the cosmetics 
and luxury business. Haute Info, 
meaning the Art of Information, 
sounded perfect because that 
was exactly what I intended to do: 
provide information on the highest 
level about everything going on in 
this exciting industry. 

Founded in 2003, Haute Info’s first 
logo was a maze, which at the 
time seemed to be an appropriate 
visualization of my venture. Over 
time, the logo was changed to 
a butterfly to better represent 
the enormous amount of online 

looking at the shelves of product, 
and jotting down all the details of 
the available references. Now, you 
can compile even more complex 
research from the comfort of your 
personal computer. Structuring your 
research beforehand, and sticking to 
that plan, helps to clearly focus on 
client needs – working with some 
research flexibility where needed, 
plus keeping the research process in 
the neighborhood of profitability.

Haute Info has many business 
resolutions for 2011, creating a blog 
being the top priority. I will keep you 
posted.   ■

gathering that took place to obtain 
information for my clients. 

I started out by creating an 
extensive database, collecting all 
the information available on the 
major players in the industry, editing 
monthly marketing reports covering 
all aspects of the most important 
industry segments. The reports were 
standardized with more or less the 
same structure: Market Watching, 
Issue Monitoring, Brand Watching, 
Product Watching, Distribution and 
Communication Watching. 

My first Haute Info assignments 
came from the network I’d already 
established while working in the 
industry. Thus, Haute Info’s initial 
marketing activities were limited. 

My marketing skills have improved 
over time, and now cover a range 
of aspects, allowing me to provide 
information on surfacing trends as 
well. 

I love what I am doing and very 
often am overwhelmed by the sheer 
amount of information available 
on the internet. I still remember 
the early days of being a young 
product manager and spending 
a lot of time in shops gathering 
information about the competition, 

Susanne Riz

Haute Info
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■ Spotlight on Committee Volunteers

AIIP Webinars offer members a 
unique and extremely valuable 

opportunity to learn and share, and 
the AIIP Webinar Committee has the 
honor of overseeing this benefit.

Mary Ellen Bates delivered the 
first recorded webinar in late 
2007, and the programs have 
continued almost monthly ever 
since.  Content varies, but it always 
focuses on topics that serve to 
help the independent information 
professional succeed in business.

AIIP Webinar Committee members 
include Chair Cindy Shamel (Poway, 
California) along with Judith Binder 
(Glencoe, Illinois), Kathy Mills 
(Greensboro, North Carolina), and 
Zuberi Tewogbola (Belize City, Belize).  
From our various locations in the 
Western Hemisphere, the committee 
works to develop programs, manage 
assorted administrative tasks, and 
hosts webinars, as well as record and 
edit the programs.

The AIIP Webinar Committee

Taking over early in 2010 as Chair, I 
immediately accepted Mary Ellen’s 
offer to serve as safety net until 
I got the hang of things.  While 
learning the ropes, I began to 
respond to offers of help, and so 
Judith and Zuberi soon joined the 
team. Judith and I develop program 
ideas and then recruit and schedule 
speakers.  We take suggestions 
from the members and watch 
AIIP-L discussions and conference 
programs for ideas.  

Once a webinar is scheduled, we run 
a practice session with the speakers 
and publicize the event.  Zuberi 
monitors registrations as they come 
into the GoToWebinar website 
and approves requests to attend 
– approval is an important step 
since the webinars are available to 
members only.  When the occasional 
non-member registers, we take that 
as an opportunity to encourage the 
non-member to join AIIP in order to 
receive free member benefits, such 
as these webinars.

Since not all of our members can 
attend the live webinar broadcast, 
we record and post the webinar 
session to the AIIP website.  Late in 
2010, Kathy Mills joined the Webinar 
Committee as recording editor.  This 
was the last remaining task to be 

taken over from former Committee 
Chair Mary Ellen Bates.  

We on the AIIP Webinar Committee 
look forward to 2011 and the 
opportunity to deliver more great 
programming for all members.  We 
plan to continue the periodic – and 
very popular – First-Year Questions 
panels.  While we have other 
programming ideas in the pipeline, 
we encourage all members to 
suggest webinar topics.

On behalf of the AIIP Webinar 
Committee and the members of 
AIIP, I would like to extend our 
undying gratitude to Mary Ellen for 
developing the webinar concept into 
a flourishing and successful program 
that benefits all members of AIIP.  ■

Cindy Shamel, Shamel  Information Services

Cindy Shamel, AIIP Webinar Committee Chair

Cindy Shamel
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■ Vale: Pam Wegmann

When Pam Wegmann became 
president of AIIP in 2002, she 

brought to bear a range of skills 
and experience that would benefit 
the Association for years to come.  
Prior to launching INFORMATION 
MATTERS, LLC in 1994, Pam had 
served as an educator, a lobbyist, 
and a LexisNexis executive in 
sales, marketing, and production 
management.  As a communicator, 
persuader, advocate, organizer, 
and entrepreneur with information 
industry insider experience, Pam 
was uniquely qualified to guide 
AIIP through numerous important 
changes.  She had a passion for the 
work of the independent information 
professional and a vision to help AIIP 
members to succeed.

Pam envisioned a smaller board 
for AIIP, effective succession 
planning, a stronger foundation of 
administrative support, and outreach 
to international members.  She 
conceived of and implemented a 

plan to downsize the AIIP board 
from 12 members to eight.  In the 
process, the board moved from 
“doing” to “governing.” Pam designed 
a committee structure with board 
members overseeing various teams 
rather than actually doing the work 
themselves.  This freed the board to 
better attend to policy and strategy 
for the Association.  At the same time 
she put in place a strong culture of 
succession planning that helped 
develop new leadership within the 
organization and encouraged every 
leader to identify and prepare his or 
her replacement. Pam also launched 
the initiative that led to hiring P&N 
as our association management 
company, in the process successfully 
navigating several sensitive political 
and personnel issues.  Effective 
and professional support for the 
AIIP Office has been important to 
the ongoing effectiveness of the 
Association in the information 
industry.  Finally, in response to 
the need to better connect with 

members outside of North America, 
Pam conceived of the AIIP President’s 
Breakfast held each year at the 
Online International conference in 
London.  In 2011 that event will mark 
its tenth year.

Fellow members of AIIP remember 
Pam as a mover and a shaker, an 
innovator in matters of business, a 
mentor, a wonderful leader, a role 
model, and a visionary.  She had a 
wonderful gift for hospitality and for 
introducing visitors to the wonders 
of her home town, New Orleans.  
Those who knew her know that she 
was also caring, gracious, warm, and 
as one member put it so well, classy 
with a little bit of sass tucked in.

We remember Pam for her 
contributions to AIIP as an 
organization and to those of us 
who knew her for the difference 
she made in our professional and 
personal lives.  ■ 

Cindy Shamel, Shamel Information Services

In memorIam
Pam Wegmann, AIIP President 2002-2003

conceived of and implemented a the need to better connect with Cindy Shamel, Shamel Information Services
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■ Writing for Publication

I’ve never considered myself 
a writer. In fact, I pursued 

an undergraduate degree in 
mathematics because I found 
proving theorems and programming 
computers to be a lot less daunting 
than writing term papers. My career 
as an information professional 
changed all that, and my first book, 
Research on Main Street: Using the 
Web to Find Local Business and Market 
Information, will soon be published 
by Information Today, Inc.

Why did someone so averse 
to writing commit to such an 
undertaking? When I started as an 
information professional, I explored 
what successful info pros had in 
common and discovered that AIIP 
members whom I admired for 
their professional skills were often 
also published authors. I talked 
with colleagues about why they 
wrote books, and their answers 
were generally the same: doing so 
was well worth the investment in 
terms of branding, marketing, and 
credibility. I filed the information 
away for future use.

■ Writing for Publication

The Long and Winding Road: 
Writing for Publication
Marcy Phelps, Phelps Research

When I had been in business for 
about eight years, I felt the time 
was right to follow through with my 
book-writing goal. In this article, I’ll 
share my experiences with writing 
my book, Research on Main Street, 
including why I decided to work with 
a traditional publisher, the steps 
in the process, and some lessons 
learned along the way.

The Proposal
My first step was to decide on a topic 
for my book. I wanted a topic that 
would highlight my research skills – 
and it had to be something I enjoyed 
since it was going to consume my 
life for the next year or so. Taking a 
cue from one of my most-requested 
speaking topics, I chose to write 
a how-to for finding local-level 
business information.

My next decision to make was 
whether to self-publish or go 
through a traditional publisher. 
After listing the pros and cons for 
each, I chose to go with a traditional 
publisher. While it generally takes 
longer for your print book to come 

out and not all decisions are yours, 
I saw several benefits to working 
with a publisher. A publisher will 
take care of the cover art, layout, 
indexing, copyediting, and other 
tasks. In addition, having a publisher 
means someone is willing to invest 
in your project, which definitely adds 
credibility to your work.

I opted to submit a proposal 
to Information Today since the 
company has published books 
by several AIIP members and is a 
great supporter of the association. I 
acquired Information Today’s book 
proposal form by downloading it 
from the company website.  When 
completed, my proposal included 
the following required sections:

✓ Cover letter

✓ Overview

✓ Special Features

✓ Length and Timing

Marcy Phelps
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■ Writing for Publication

✓ Market

✓ Competition

✓ About the Author

✓ Annotated Table of Contents.

The book proposal also required 
information about the book’s 
Foreword (who will be writing it, etc.) 
and any other details that would make 
the book more interesting and unique. 
My book proposal indicated that my 
book will include lots of sidebars, 
bullets, and sections called Tips from 
the Pros, which will be contributions 
made from experts in the field.

My proposal was accepted by 
Information Today, and I was sent a 
draft contract. After my book contract 
was finalized, I was committed to 
delivering a completed manuscript 
within the next nine months.

Writing the Book
Then it was time to settle down and 
write. This phase of the project involved 
a lot of researching, writing, editing, 
more writing and more editing. 
Completing a manuscript takes lots 
of discipline and focus, and you really 
must carve out time for it each day so 
you don’t lose momentum.

As it turned out, I underestimated 
the amount of time it would take to 
research and write the manuscript, 
and I was faced with the (humiliating) 
task of renegotiating the completion 
date with my publisher. We agreed on 
a new, realistic due date, and I forced 
myself to make the book a priority 
and to write, write, write – every day 
– until it was done.

At this point, I decided to outsource 
some of the editing. The publisher is 
usually responsible for copyediting, 
but this being my first book, I wanted 

an objective, outside opinion to let 
me know if my ideas were coming 
across logically, and if my style 
and content would keep readers 
interested. While it was at times painful 
to have someone critique my work, 
the outside editing greatly improved 
the quality of my manuscript – and has 
helped me to become a better writer.

In June 2010, nearly two years after I 
started the book proposal process, I sent 
my completed manuscript to Information 
Today. I wasn’t ready to celebrate, though, 
since the manuscript still needed to be 
officially accepted by the publisher. Within 
a couple of weeks, I received the good news 
that my manuscript was indeed accepted, 
and that’s when I felt I could truly relax.

Still More
It takes more than a completed manuscript 
to produce a book, however, and I am 
amazed by all the pre-publication tasks 
that are involved in the publishing 
process – among them, describing unique 
features of the book for marketing 
purposes, suggesting names of possible 
reviewers for the book, identifying 
conferences I’d be attending in 2011 
where I might promote the book, 
and much more.

I had to review the book’s cover 
art. I also had to approve proposed 
revisions in the book’s organization 
(for example, streamlining the content 
flow by possibly folding two chapters 
into part of the book’s Appendix). Finally, 
I read and made changes to the galley 
– the pre-publication printout of the 
book – which involved checking every 
URL listed in the book to make sure the 
content was still up-to-date, and to look 
for any additional copyedits.

One of the most important parts of the 
book-publishing process is marketing 

interested. While it was at times painful 

the outside editing greatly improved 
the quality of my manuscript – and has 
helped me to become a better writer.

In June 2010, nearly two years after I 
started the book proposal process, I sent 
my completed manuscript to Information 
Today. I wasn’t ready to celebrate, though, 
since the manuscript still needed to be 
officially accepted by the publisher. Within 
a couple of weeks, I received the good news 
that my manuscript was indeed accepted, 
and that’s when I felt I could truly relax.

It takes more than a completed manuscript 
to produce a book, however, and I am 
amazed by all the pre-publication tasks 

process – among them, describing unique 

purposes, suggesting names of possible 

(for example, streamlining the content 
flow by possibly folding two chapters 
into part of the book’s Appendix). Finally, 
I read and made changes to the galley 
– the pre-publication printout of the 
book – which involved checking every 
URL listed in the book to make sure the 
content was still up-to-date, and to look 

One of the most important parts of the 
book-publishing process is marketing 
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the new title. While the publisher will, 
of course, market its book, an author 
is also expected to do his or her share 
of marketing the title. For example, 
Information Today has arranged book 
signings for Research on Main Street 
and will promote the title through their 
company publications, at conferences, 
and through other means, but I will 
also market my book by building and 
maintaining a companion website, 
www.ResearchOnMainStreet.com, 
which will contain a sample chapter, 
updated lists of resources, and other 
content from the book.  Social media 
will also be used to spread the word 
about the new title among various 
target audiences.

Lessons Learned
Research on Main Street will soon be 
released, and I’ve now had some time 
to catch up on Life After Book.  I’m even 
working on another book proposal. 
Those who watched me go through 
the struggle once are baffled by my 
decision to do it again – and so soon.

Writing a book is an incredible 
(though sometimes painful) learning 
experience. For me, there were many 
lessons learned that I plan to use to 
my advantage the next time around:

✓ Know and comply with 
your publisher’s proposal 
requirements. When you submit 
your manuscript, be sure to 
include everything that is listed 
in the guidelines. Don’t waste 
your time, or your publisher’s 
time. Don’t prolong the process.

✓ Thoroughly research the 
market for your book, and 
its competition. Show your 
publisher that there is a real 
need for this information and 

why someone would buy the 
book. Identify your target 
market or markets.

✓ Pick a realistic publishing 
timeframe and stick to it. You 
are not the publisher’s only 
author; there are other books 
and production schedules to 
juggle. Missing a deadline may 
delay your book’s publication.

✓ Gather your team. Decide 
early in the process what you 
need in order to complete 
the manuscript, including 
contributors, editors, or other 
resources. Don’t be left facing 
a deadline without your 
resources already lined up.

✓ Prepare for a long process. 
After submitting a completed 
manuscript, it typically takes a 
minimum of nine months for a 
book to publish – sometimes 
longer. If you want your 
work published immediately, 
consider an alternative 
publishing option than a 
traditional book publisher.

✓ There’s no perfect time to 
write a book. You’ll always 
have your business, family, 
and other commitments 
demanding your attention. 
Once you decide to do it, then 
make it happen. A realistic 
deadline helps, and it is a good 
idea to limit other obligations 
during that time period.

✓ It’s not about the money. By the 
time you calculate the number 
of hours you put into the 
project, add in your expenses, 
and pay back any advances, 
you won’t get rich – unless 
you are Michael Connelly and 

your book gets turned into a 
blockbuster movie!

✓ Working with a publisher 
really does add credibility to 
your work. When people hear 
that I wrote a book, the first 
question they ask is, “Did you 
have a publisher?” While I plan 
to self-publish e-books in the 
future, I will continue to include 
traditional publishing in the mix.

✓ You and your publisher are a 
team, and it takes both of you 
to do the marketing. Plan early 
on how you will help your 
publisher sell your book – and 
get started on it before the 
book is released.

Writing Research on Main Street 
was one of the most challenging 
experiences of my career – and also 
one of the most rewarding. The 
book-writing taught me a lot about 
discipline and focus, as well as the 
benefits of occasionally stepping 
out of my comfort zone.  I’ve had 
the opportunity to collaborate with 
and learn from some great people at 
Information Today, and I’ve impressed 
a few of my clients along the way. Not 
a bad return on my investment.  ■ 

Marcy Phelps is founder and president of 
Phelps Research, a company that helps 
its clients find and understand strategic 
business information. She earned her 
master’s degree in library and information 
services from the University of Denver in 2000 
and is AIIP’s Immediate Past President.

Marcy frequently speaks and writes about 
information and the information industry. 
She is a contributing editor for FUMSI, a 
FreePint publication, and the author of 
Research on Main Street: Using the Web to 
Find Local Business and Market Information 
(Information Today, Inc., April 2011). Marcy 
also blogs at www.MarcyPhelps.com.

http://www.ResearchOnMainStreet.com
http://www.MarcyPhelps.com
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BUILD YOUR NEW BUSINESS,
EXPAND YOUR REACH

Whether your new or existing business needs a mentor, consultant, coach, advisor or 
confidante, working with Amelia Kassel can be your first and most cost-effective step to 
success! Amelia will help you identify and develop your:
 
 • Target Markets
 • Market Positioning
 • Marketing Strategies

A customized program and practical tools—which help you shorten the time it takes to get 
up and running, to break into new markets or to take your business to the next level—includes 
training and coaching on: 

 • Research Methods
 • Premium Database Searching and Advanced Internet Research
 • Client Management
 • Proposal Writing and Disclaimers
 • Pricing, Budgets and Terms
 • Deliverables
 • Defining Client Benefits

Work with Amelia at your convenience and at a price you can afford.

 •  One-year email-based program—The most popular and cost-effective solution! 
  Additional savings with reduced fees for yearly extensions
 •  Telephone consultations
  A set number of hours at a special price 
 •  Hourly consulting by telephone or email
  On an as-needed basis
 •  Onsite training at conferences
  To expand your learning opportunity
 •  Private instruction at a retreat in beautiful Sonoma County, California
  In-depth training geared toward getting immediate results

800 544-5924 • 707 829-9421 
amelia@marketingbase.com

 Recognized Teacher, Trainer, Consultant, and Leader  

An Information Professional since 1971

 • Unique Selling Proposition
 • Sales Techniques
 • SWOT Analysis

Contact Amelia Today to
Grow Your New or Existing 

Research Business

Amelia Kassel
Recognized Teacher, Trainer, 

Consultant, and Leader
An Information Professional 

since 1971
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■ International Due Diligence

Just Beyond the Fence:  

International Due Diligence
A Case Study:
The Forensic Accounting department 
of one of the Big Four accounting 
firms recently contacted us about 
our Japanese business research 
services. They had found us through 
a fellow AIIP member and needed 
help identifying regulatory or 
reputational issues relating to 
two privately-held Japanese fund 
management companies and their 
top executives. The Big Four team 
had already done considerable 
English-language research using fee-
based databases and had compiled 
information from sources like Dun 
& Bradstreet, Teikoku Databank (the 
leading credit bureau in Japan), 
Bloomberg, Reuters, and Nelson’s.

Unanswered questions remained—
so we were asked to:

✓ Search Japanese-language 
sources for any regulatory or 

reputational issues (English-
language sources had 
revealed nothing significant). 

✓ Identify Company A’s sharehold-
ers (Company B was the wholly 
owned subsidiary of a publicly-
traded Japanese company). 

✓ Confirm the educational 
background and employment 
history of seven key executives.

✓ If possible, obtain the 
financials for these two 
privately held companies.

We first visited the websites of the two 
fund management companies to see 
how the individuals of interest “spelled” 
their names in Japanese. The Japanese 
language has three different writing 
systems: two phonetic (hiragana and 
katakana) and one that uses ideograms 
borrowed from China (kanji). Japanese 
family and given names are usually 
written in these kanji characters. There 

are numerous kanji characters with the 
same pronunciation so we needed to 
find the right ones before beginning 
our research. For example, the given 
name of one of the executives was 
“Tadahiro”. There are at least 20 different 
ways in which this name can be written 
in Japanese. Another was “Mitsuhiro” 
and over 15 kanji combinations are in 
common usage for this name. 

Our next stop was EDINET (Electronic 
Disclosure for Investors’ NETwork). 
EDINET (http://info.edinet-fsa.go.jp/) is 
a system run by the Financial Services 
Agency of the Japanese Government. 
It is similar to the SEC’s EDGAR system. 
Participation has been mandatory 
for Japanese public companies since 
2004 and the information on this site 
is only available in Japanese. The key 
documents in the EDINET database 
are the Annual (Yuuka Shouken 
Houkokusho) and Quarterly Securities 
Reports (Shihanki Houkokusho) that 
some private and all public Japanese 
companies are required to submit to 
the Ministry of Finance. 

These reports (sometimes referred to 
as yuho filings) are similar to U.S. 10-K 
and 10-Q filings. The term “yuho” is 
sometimes translated as “annual report” 
but this is misleading as many Japanese 
companies also publish glossy annual 
reports containing a small subset of 
what’s in their yuho filings. These filings 
are generally at least 100 pages in 

Tom Lister, Data Meridian Research



13  AIIP Connections Volume 25 |  No. 1 |  March 2011 

■ International Due Diligence

length with some even longer – the most recent annual filing 
from Toyota weighed in at 191 pages. They are rarely available 
in English due to the costs involved with translating Japanese 
documents of this length and complexity.

Many sections of these reports are useful for Japanese 
company research: the detailed corporate history; 
information on directors and key executives; lists of top 
shareholders, customers and suppliers; discussions of the 
risks and challenges facing the business; and details on 
related party transactions and related companies such as 
subsidiaries and affiliated firms. 

The company history section usually lists mergers, 
acquisitions, name changes, and the opening and closing 
of key facilities.  Information on directors and executives 
typically includes date of birth, educational background, 
and employment history. The section on related companies 
and subsidiaries is key to understanding how the various 
parts of a far-flung corporate empire fit together. Diagrams 
are often used to show the ties between the various 
entities that make up the consolidated company.

While both Companies A and B are privately held and thus 
exempt from having to file yuho reports, their required 
EDINET filings as mutual fund managers and the yuho 
filings from other companies in the database provided 
us with a wealth of useful information. For example, the 
mutual fund filings contained audited financial statements 
for both companies. These filings also listed Company A’s 
shareholders and revealed that this company is controlled 
by another privately held Japanese company (Company C). 

The yuho filing of an unrelated public company purchased 
by Company C in 2009 identified the individual controlling 
Company C and we added this name to our list of individuals 
of interest. A separate yuho filing mentioned Company C’s 
ongoing litigation with another Japanese public company.

The most recent yuho report for Company B’s parent 
company listed its shareholders and revealed that one of 
the executives of interest owns a controlling interest in 
the parent. It also contained a detailed company history 
showing that Company B had changed its name several 
times in the last 15 years so we added these additional 
company names to our list of search terms.

The EDINET database also filled in some of the bibliographical 
gaps for several of executives. These individuals had served 

as directors of various public companies in the past and the 
yuho filings for these companies listed their dates of birth, 
education, and employment history.

We also used the large holding reports in the EDINET 
database to identify companies that Company A and 
Company B had invested in over the last five years. 
(Individuals or companies purchasing 5% or more of a 
Japanese public company are required to file these reports.)

We then searched the Japanese language pages of 
various government agencies and industry associations 
for references to the companies, their parent companies, 
and the executives of interest. This search revealed 
that one of the executives had been involved with a 
company disciplined by the Financial Services Agency 
(FSA) a few years ago. We also learned that the Financial 
Futures Association of Japan (FFAJ) had reprimanded this 
company and suspended this individual’s license to act as 
a registered broker for two months in the following year. 

This highlights the importance of searching local language 
sources. Like many Japanese organizations, both the 
FSA and FFAJ have English-language websites but only 
translate some of their Japanese-language content into 
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English. In fact, neither disciplinary action is mentioned on 
their English-language sites.

We then searched the Internet and several Japanese-
language databases for references to the companies and 
individuals of interest in newspapers, magazines, and trade 
publications. This search provided additional background 
information and confirmation of the employment history 
for several executives from non-company sources. 

We also combined our list of names with Japanese 
language terms for crime, embezzlement, theft, fraud, 
corruption, litigation, lawsuit, bankruptcy, bribery, illegal, 
dishonest, guilty, violation, prosecution, indictment, 
charges, insider trading, organized crime, suspension, 
liquidation, administrative ruling, etc.  Our search string 
included a number of terms unique to Japan such as 
“soukaiya”. These are racketeers who specialize in shaking 
down Japanese corporations with threats to disrupt their 
annual meeting or go to the press with compromising 
information about top executives or company operations. 
(http://en.wikipedia.org/wiki/Sōkaiya)

Finally, we searched the Japanese court decision database 

(http://www.courts.go.jp/search/jhsp0010?action_
id=first&hanreiSrchKbn=01) for references to the 
companies and their key executives. This database contains 
decisions from all courts in Japan but only judgments from 
the Supreme Court are translated into English. Decisions 
from the high courts, district courts, family courts and 
summary courts are only available in Japanese.

A few years ago I had the pleasure of writing an article for 
Searcher magazine about Japanese company research. In 
that article, I talked about a bamboo fence of language and 
culture that separates Japan from the rest of the world. This 
project reinforced my belief in its existence and proved once 
again that just beyond this fence is information that simply 
isn’t available from even the best English-language sources. ■

Tom Lister is President of Data Meridian Research, a company 
that specializes in business research using Japanese language 
sources. He holds a BA in Japanese language and history from 
ICU (Tokyo) and an MBA with Distinction in International 
Management from the Thunderbird School of Global 
Management. Tom has been involved with Japan for almost 30 
years and currently lives in Vancouver with his wife, bilingual 
kids, and trilingual dog.
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Svetlana Ball, AIIP student member

We want to stay competitive. 
We want to make sure our 

marketing materials and contact 
information reach the maximum 
number of potential clients. Our 
clients want to be profitable. 
They want to have all inclusive 
information. They want to know 
about all the choices they have 
and about every option out there. 
As information professionals, we 
need to be able to go above-and-
beyond and provide them with 
every possible piece of information. 
Not only that, we have to be 100% 
confident that the information we 
retrieve for our clients in a foreign 
language is relevant and correct. 

Clients come to me looking for 
quality translation work. I have 
regular clients; therefore, I do not 
need to spend my time educating 
them about the benefits of 
professional work.  

However, those who are facing a 
foreign-language-related situation 
often think they have several options. 
They think they can use Machine 
Translation (MT) or ask a foreign-born 

acquaintance to help.  Seeking help 
from a professional translator is the 
last thing on their minds due to the 
costs associated with it. 

Computer savvy clients usually argue 
that MT provides accurate results and 
that one does not need to incur extra 
expenses to ensure the translation 
is accurate. Although MT is cost-
effective and fast, it lacks in quality.  
Computers can translate words, not 
meanings.  Words can have different 
meanings depending upon the 
context. Computers are not able to 
pick up nuances or identify meanings 
based on the context. Even if you 
use MT to translate a document, you 
would need a human to edit the 
translation to ensure quality.

To convince potential clients that MT 
sacrifices quality, I usually conduct 
a simple test using one of the free 
MT engines available on the Internet 
and provide my clients with the 
results.  Generally, the results confirm 
that the quality of translation is far 
from perfect. In 75% of cases, MT 
translation does not convey the 
original meaning correctly. The choice 

of words is so odd that you cannot 
really guess the meaning of the 
original sentence from the translation. 

You might argue that any speaker 
of a foreign language can help 
you out. This could not be further 
from the truth. Translation is a very 
difficult process. When a document 
needs to be translated, you cannot 
just go to anybody. You need to 
have a professional with the proper 
education, training and experience 
in the right subjects.  Ability to 
understand and convert meanings 
from one language to another is a 
skill that takes years to perfect.

This is where American Translators 
Association (ATA) (www.atanet.org) 
comes in.  ATA is a professional 
organization founded for the 
purposes of advancing interpreting 
and translation professions and of 
fostering professional development 
of individual members. It has 
over 11,000 members in over 90 
countries. The most useful feature 
is the certification it offers in 24 
language combinations. ATA 
certification allows the members 
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to document their abilities objectively in a specific 
language combination.  It is the only professional 
organization in the US offering this type of professional 
certification to translators (written language).

I have been in the translation business since 1995. I 
have helped various clients from all over the world. The 
subject matter of the jobs I take varies. Sometimes, I 
translate slogans for a company’s new product. I find those 
assignments most complicated.  Very often, they contain 
plays on words that are very difficult to convey into the 
target language.  The difficulty lies in the culture of the 
target language. It is important to make sure the idea the 
client is hoping to convey is culturally appropriate and 
does not carry double meanings. Sometimes, I have to 
think of entirely different concepts or terms to make sure 
the meaning is preserved. You have to understand the 
culture and be a native speaker of the language you are 
translating into to provide excellent work in additional to 
your education and experience 

Legal documents are difficult to translate as well. I have 
translated litigation documents pertaining to widely 
known international cases. The precision with which you 
have to handle these documents is hard to describe. Legal 
terms are very complicated and, sometimes, may have 
different meanings depending upon their positions in 
sentences. As a translator, I am responsible not only for 
understanding the meaning, but for ensuring it conveys 
the same meaning in the target language and is in the 
same register.  Usually, legal documents in international 
cases are handled by many people speaking either the 
source language or the target language—and, sometimes, 
both languages. 

Overall, the process of professional translation cannot be 
compared to the process of entering a foreign language 
sentence into a box in your browser, pushing a button, and 
retrieving the response.  

Here are steps a professional translator goes through to 
ensure the translation is done well:

1. Read general information about the company 
(client) in general.  What type of services does the 
client provide? What is the general idea behind 
their product?

2. Research information pertaining to the subject 
matter in the source language. 

3. Research the information pertaining to the 
company and their product in the target language. 

4. Research the subject in the target language. Verify 
industry and subject specific terms.

5. Translate.

6. Review the translated work looking for 
mistranslations, typos, errors or omissions.

7. Send out the work to a proofreader/editor—who 
is supposed to be ATA certified as well. (Translators 
must work in pairs.  Two pairs of eyes are better 
than one. The cost of proofreading is usually 
calculated into the cost of the job, unless the 
client specifically indicated that they have an 
independent proofreader/editor lined up.)

8. Accept or reject the proposed changes and discuss 
them with the proofreader to make sure nothing is 
missed.

9. Go over the translation one more time to make 
sure there are no typos or omissions.

10. Ensure quality control: Make certain pagination is 
correct, the header/footer information is translated 
properly, the format is preserved, the deadline is 
met, and any other requirements set by the client 
are met.  

When you are looking for specific information in a foreign 
language and you think you found the article or the 
abstract pertinent to your research, do not hesitate to have 
a professional translate the information. There are charges 
associated with translation services, but there is nothing 
better than the peace of mind that comes from knowing 
the information you are providing your client is 100% 
accurate.  ■

Svetlana Ball is a new AIIP student member. She just received 
her MLIS from Kent State University. She provides translation, 
interpreting and international research services.  She is ATA Certified 
Translator E-R and Language Line Certified Medical Interpreter. She 
can be reached at cell (740) 255-1585. 
http://www.linkedin.com/profile?viewProfile=&key=6392737
5&trk=tab_pro 

http://www.linkedin.com/profile?viewProfile=&key=63927375&trk=tab_pro
http://www.linkedin.com/profile?viewProfile=&key=63927375&trk=tab_pro


17  AIIP Connections Volume 25 |  No. 1 |  March 2011 

■ Value of Intuition

There are two skills that often get 
overlooked in this information 

explosion: critical thinking and 
intuition. With the abundance of 
information, we jump to conclusions 
with more certainty—yet we 
don’t test those conclusions by 
standing back and questioning our 
assumptions in a broader context. 
Likewise, many of us have lost touch 
with our intuition, which I consider 
the barometer of veracity. No amount 
of information replaces the gut 
reaction that tells the experienced 
researcher that something doesn’t 
feel right, something is missing, or 
that she feels confident with her 
findings. I find that intuition and 
critical thinking are related.

Using intuition in  
primary collection
Example #1: Glass Business
To show how intuition and critical 
thinking are linked in my experience, 
I recall a project where I couldn’t 
understand why the target company 
remained in the glass business 
since they were losing more money 
every year in this business. I called 

Ellen Naylor, The Business Intelligence Source

How

Can Guide Your Research  
and Research Business

IntuItIon 

the factory where the glass was 
produced as well as sources around 
town to learn the facts around the 
factory’s operation. I learned that 
the company invested as little as it 
could to keep the operation running, 
that there were occasional accidents, 
and that many glass products had to 
be trashed since the quality was so 
poor. In fact, there were piles of this 
trashed glass all over the factory. It 
sounded like a terrible place to work. 

So I wondered why the CEO wouldn’t 
sell this business when his company 
was making more money in its other 
divisions that were growing at a 
decent pace. This American company 
was publicly held but off the radar 
screen of most Wall Street analysts 
due to its small size. 

My client suggested I listen to 
the company’s quarterly earnings 
discussion. I reluctantly agreed 
thinking I could just read the text 
of this meeting later; it would all be 
numbers anyway. 

Boy was I wrong. The company’s 
CEO and CFO led the usual financial 
discussion. The fun began when 

the analysts asked their questions. 
One asked about the failing glass 
business. The CEO’s voice became 
very emotional as he skirted the 
question, but I now understood why 
the company was still in the glass 
business. The CEO’s Dad had bought 
the glass business many years ago 
and he was emotionally attached to it. 
He would feel a failure were he to sell 
this business. “Hmmmm I wondered, 
what will it take for him to divest this 
business?” My intuition told me he 
would only leave the glass business 
if something actually forced him to, 
such as a bad accident at the factory 
or some disgruntled stockholders. 
I was hoping for the disgruntled 
stockholders. Fast forward two years 
when a disgruntled stockholder, an 
investment company with a large 
share of stock ownership, issued a 
formal written complaint (Form 13D) 
with the SEC. Divestiture followed. 

Example #2: Privately held 
company acquisition
Recently I was working with a 
privately held firm, based outside of 
the US, which was the acquisition 
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target of a large, publicly traded 
American company. My client 
wanted me to find out if their key 
competitor was also an acquisition 
target of the same large American 
company. “Oh,” I thought, “This is 
going to be a hard one to dig up. 
Who in the US really cares about 
such a small, specialty products 
acquisition?” I quickly listened to 
the most recent financial earnings 
broadcast and the only acquisitions 
shared were much larger companies. 
My intuition told me this would be 
a very difficult project, and I told 
the client I couldn’t guarantee that I 
could get her the answer.

I took on the project and it was very 
difficult. I speculated that people at 
associations wouldn’t know about 
this company. I went through the list 
of usual suspects and found names 
of analysts through earnings reports 
of the American acquiring company 
and its competitors. I targeted a few 
who had asked good questions in the 
client’s space. Amazingly I was able 
to get through to these analysts and 
had decent conversations with them. 

My intuition told me, “If anyone would 
have heard of this company, it would 
be one of these analysts.” It is often 
challenging to get analysts to talk 
to you unless you have something 
to offer them right away. Having 
a confident tone helps as does 
enthusiasm. I practice the cooperative 
intelligence (www.thecisource.com/
coopintel) that I preach by thinking, 
“I expect you will want to collaborate 
with me and we’ll both share what we 
know and grow from it.” 

So my client and I decided I should 
approach the analyst community 

with another potential acquisition 
we knew was underway with a 
better-known company. This got 
them engaged. However, not one of 
them had even heard of the target 
company; it was simply too small to be 
of interest. However, since I had initially 
approached them with the better-
known potential acquisition candidate, 
they were now interested in the target 
company and would help me. In fact, 
one of the analysts asked if he could put 
me on his short list to share industry 
developments and offered to dig into 
this at an upcoming trade show. 

Intuition crosses through 
the information gathering 
continuum
My examples have all been in the 
primary collection space. However, 
intuition helps us progress through 
our projects regardless of where 
we are in the information gathering 
continuum: secondary searching, 
social networks and primary research. 
In fact, sometimes it’s intuition that 
gets me to walk up and down the 
information gathering continuum. 

Often I will read an article in my initial 
research that seems irrelevant until 
after I talk to a few people. I will return 
to that article, and perhaps connect 
with the author to gain further insight. 
How often have people directed you 
to sources that you simply didn’t 
locate in your initial search?

Connections through your social 
networks can also provide resources 
that you didn’t find on the Internet. I 

Collection Continuum

Public Sources

Social Networks/Blogs

Human Sources

Friday, February 11, 2011

Ellen Naylor



19  AIIP Connections Volume 25 |  No. 1 |  March 2011 

■ Value of Intuition

find that I let my intuition guide who I should connect with, 
and in what order.

Using intuition in your info pro business
Intuition and critical thinking affect decisions I make for my 
business. The following is an example where I didn’t listen 
to my intuition. I think we learn better from our mistakes.

Recently a software company contacted me to help them 
assess the validity of its advertising image and effectiveness. 
This would involve interviewing customers, ex-customers, 
lost prospects, industry experts and company employees. 
Since primary intelligence gathering is my sweet spot, I felt 
qualified and confident that I could add value to this project. 
I was very excited about the prospect of this business and 
prepared a one page handout using Professor Andrew 
Abela’s persuasive communication techniques http://www.
extremepresentation.com/ which addressed the issues 
that my client wanted covered in the briefing with their 
executives. 

I never got to all the points on my one page handout due 
to all the questions from the management team about 
my credentials and software experience. This was more 
important to them than interviewing and elicitation skills. 
They also didn’t like that I would be doing all the work, but 
would rather I had an associate to help me. 

Interestingly enough, most of my customers prefer that 
the seasoned person who is doing the marketing also does 
the work, rather than handing it off to a less experienced 
colleague. The meeting did not go well, in spite of my 
preparation, and I tried to convince the customer that my 
primary intelligence collection skill was probably more 
important than software experience for a project that 
was not a competitive intelligence collection project, but 
rather assessing the effectiveness of their advertising 
message and reach. 

At the conclusion of the meeting, the executives asked me 
to send them various pieces of data about my company 
that added up to a substantial proposal. I emailed my 
contact to make sure that I had captured what the 
management team had asked me to provide them and 
spent hours preparing a proposal. 

My intuition told me this might be a waste of time: I didn’t 
feel the meeting had gone well since I had not completed 

a project just like this one for the software industry, and 
this seemed to be a major decision-making factor. 

I did not win the business. 

Had I listened to my intuition, I would have telephoned 
my contact to delicately ask how she thought the meeting 
went and to share that I didn’t think I was the right service 
provider for the business (since I sensed my skill set wasn’t 
what management valued). I probably would have saved 
myself a lot of time.

I have been in business for almost 18 years, and I still make 
these mistakes when I don’t listen to or trust my intuition 
in the hopes that I’ll win business. 

Listening to your intuition is one of the most precious 
gifts you have both in the research process and in running 
your business.  It can save you a lot of time in the research 
process and also helps you qualify your business prospects 
and deal with people authentically.  ■
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Most of my research encom-
passes business, market, and 

competitive intelligence research. I 
maintain accounts with major ag-
gregators (with whom AIIP partners) 
that provide member discounts.  I also 
integrate Internet research into most 
work—especially important for un-
covering all kinds of information such 
as reports, experts, and much more. 

Aggregators such as Dialog, Factiva, 
and LexisNexis (known in the tradition-
al online industry as the Big Three) in-
corporate thousands of business, trade 
and professional journals; newspapers 
and wire services; market research and 
investment brokerage reports; legal 
information; and STM (science-tech-
nology-medicine).  These systems fulfill 
a wide range of client requirements 
on hundreds of topics and industries. 
Dialog also offers databases valuable 

for scholarly research.  In a search of 
the Dialog Bluesheets (documenta-
tion for each database), I uncovered 
15 databases that include academic 
journals, although not all in fulltext. 
The new ProQuest Dialog—launching 
this year—will allow filtering for peer-
reviewed sources.

Other journal aggregators fill the 
academic library market niche such 
as EbscoHost, ProQuest, WilsonWeb, 
and JSTOR. All are subscription-
based and in most cases, licensing 
specifies educational rather than 
commercial use; this makes them 
essentially off-limits to IIPs with 
commercial/business purposes. 
Visiting an academic library onsite 
to conduct manual research isn’t an 
issue.  Electronic resources, however, 
typically are licensed for students 
and faculty.  IIPs could violate 

ethical or legal terms if providing 
articles to clients.  A workaround is 
to conduct research for your own 
educational needs and write a report 
synthesizing and analyzing the 
information with sources cited. 

Some academic journal aggregators/
publishers make articles available by 
credit card, albeit, sometimes with 
time usage restrictions, other specific 
terms (always read terms of use), and 
steep per-article costs.  Nevertheless, 
searching is free. Systems include 
Emerald (www.emeraldinsight.com/
index.htm), Sage (http://online.
sagepub.com/), ScienceDirect.
com, IngentaConnect (http://www.
ingentaconnect.com/content), 
SpringerLink (www.springer.
com/?SGWID=0-102-0-0-0) and the 
Social Sciences Research Network 
(http://www.ssrn.com). 
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http://www.springer.com/?SGWID=0-102-0-0-0
http://www.springer.com/?SGWID=0-102-0-0-0
http://www.ssrn.com
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■ Coach’s Corner

JSTOR (http://www.jstor.org/) offers “a thousand academic 
journals and over one million images, letters, and other 
primary sources”. Using their Publisher Sales Service program, 
some articles are available for purchase despite the fact 
that JSTOR is otherwise subscription-based (http://about.
jstor.org/support-training/help/publisher-sales-service). 
Minimally, JSTOR can be used for scholarly research and is a 
potential starting place, even without fulltext.

A word to the wise: Dialog’s “per item” pricing is less than 
aforementioned sites.  Since searching is not free, total 
cost grows.  Nevertheless, costs can be as much as half 
of what a publisher charges (which ranges from $25 to 
$45 an article). To check Dialog for fulltext journals, use 
the Journal Name search (http://library.dialog.com/
bluesheets/). One database, the Gale Group Business 
A.R.T.S (http://library.dialog.com/bluesheets/html/
bl0088.html), covers more than 1,550 scholarly, technical, 
and business journals of which 500 include fulltext.

This brief overview wouldn’t be complete without 
mentioning Google Scholar, which has been evaluated by 

a number of authors since its inception. I’ve found Google 
Scholar’s content valuable for some research questions—
and because it includes the number of times an item has 
been cited, it’s particularly useful for identifying experts 
quickly and at no cost.  [See Google Scholar – A New Data 
Source for Citation Analysis http://www.harzing.com/pop_
gs.htm]   ■

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

http://www.jstor.org/
http://about.jstor.org/support-training/help/publisher-sales-service
http://about.jstor.org/support-training/help/publisher-sales-service
http://library.dialog.com/bluesheets/
http://library.dialog.com/bluesheets/
http://library.dialog.com/bluesheets/html/bl0088.html
http://library.dialog.com/bluesheets/html/bl0088.html
mailto:mbates%40batesinfo.com?subject=AIIP%20Newsletter
http://www.harzing.com/pop_gs.htm
http://www.harzing.com/pop_gs.htm
mailto:amelia%40marketingbase.com?subject=AIIP%20Newsletter
http://www.marketingbase.com
mailto:etrevino%40hoovers.com?subject=AIIP%20Newsletter
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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 1-416-487-8745 or 
email to e.shaul@sympatico.ca.  [NOTE:  Please prepare the ad in electronic image - PDF, JPG, TIF, GIF.]

Size
Frequency  

(/yr)
Members

Non Members

Full page 1X $150.00 $300.00

Full page 4X $450.00 $900.00

½ page 1X $90.00 $180.00

½ page 4X $275.00 $550.00

¼ page 1X $60.00 $120.00

¼ page 4X $175.00 $350.00

¹⁄16 page 1X $20.00 NA

¹⁄16 page 4X $60.00 NA

http://www.plunkettresearch.com
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■ About AIIP

AIIP Board of Directors

President
Margaret King
InfoRich Group, Inc.

President Elect
Cynthia Hetherington
The Hetherington Group

Immediate Past President
Marcy Phelps
Phelps Research  

Secretary
Vada Repta
Precision Research Link

Treasurer
Lark Birdsong 
Birdsong Information Services

Director, Membership Development
Betty Story 
Story Information Services

Director, Member Benefits
Ellen Naylor 
The Business Intelligence Source

Director, Marketing & Web
Loretta Shaw
LMRS Information Services

would like to thank

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

AIIP is the premier industry 
association for the Independent 
Information Professional

Our membership consists of more 
than 500 business owners from more 
than 20 countries around the world. 
AIIP member firms provide research 
and consulting services across a wide 
variety of industries.

Devoted to the needs of the 
independent information 
professional, the Association 
of Independent Information 
Professionals (AIIP) is the only 
organization that provides 
information, training, and insight on 
the rapidly changing information 
industry along with support for 

business owners. 

AIIP members are business owners 
who are experts in their field and 
thought leaders in the information 
industry. 

Membership in AIIP provides

• opportunities for professional 
growth

• discounts to information 
products and services

• peer networking

• resources to help you grow your 
business.  

Membership in AIIP is a pathway to 
success. Join today!
http://www.aiip.org/JoinAIIP

http://www.aiip.org/JoinAIIP
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■ Conference Update

The annual conference is AIIP’s highlight event.  At 
it, members learn new skills, catch up on industry 
information, form connections with new colleagues, and 
enjoy the company of long-standing colleagues. 

In 2011, AIIP will hold its 25th annual conference in 
Vancouver, Washington.  Come celebrate 25 years of 
learning, networking, and professional fellowship with 
your information peers.

Hear from industry experts in business management, 
marketing, planning, client relations, and other topics 
crucial to running your information business.

Currently the scheduled events for the 2011 AIIP annual 
conference include:

✓ Keynote speaker, Sari de la Motte, CEO and 
founder of Nonverbal Solutions, and author of 
the eBook Beyond a Firm Handshake- 21 Ways 
to Communicate You’re the Right Person for 
the Job, speaking on non-verbal solutions in 
herpresentation:  The Power of the Exhale;

✓ John McQuaig discussing Pricing Your Services for 
Success;

✓ The Roger Summit Award Lecturer, David 
Meerman Scott, author of The New Rules of 
Marketing & PR, speaking on Real-Time Marketing 
& PR: How to Instantly Engage Your Market, Connect 
with Customers, and Create Products that Grow Your 
Business Now.

First-time conference attendees receive special attention 

in a tailored session. Conference participants will leave 
the event with actionable tips and strategies to grow 
their information business while learning about new 
information products. Everyone leaves with a mountain of 
new ideas and energy for the year ahead.

The value of the personal connections made at the 
conference is the primary reason many members attend the 
annual event. Feedback from past conferences is uniformly 
enthusiastic, stressing the special value of an intimate venue 
coupled with highly targeted programs and lively events 
designed to stimulate discussion.  Much like an information 
retreat, it’s a place to recharge your professional batteries.

In addition to the conference program proper, several 
exciting optional tours and events will be offered to 
showcase the local culture and natural beauty of the 
stunning Pacific Northwest.

For a preview of what conference organizers have in store 
for you at the 2011 AIIP annual conference, visit http://
www.aiip.org/VancouverPreview.

Reserve your place at the conference; register today at 
http://www.aiip.org/conference. Hurry, early-bird rates 
end soon.

Continue to monitor http://www.aiip.org/
ConferenceProgram for the most up-to-date listing of 
conference events and presentations.

See you in April!  It’s only a few months away!

The Conference Team

Join your peers at the 25th annual AIIP conference

http://www.aiip.org/VancouverPreview
http://www.aiip.org/VancouverPreview
http://www.aiip.org/conference
http://www.aiip.org/ConferenceProgram
http://www.aiip.org/ConferenceProgram



