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Welcome to the June 2013 
issue of AIIP Connections.  

In this issue, we’ll be reporting 
exclusively on AIIP’s annual 
conference held April 3 through 
April 7 in Denver, Colorado, USA.

However, some member news 
runs first.  The Member Spotlight is 
written by Jennifer Burke, winner 

of the Myra T. Grenier award. The Committee Spotlight is on 
Volunteer & Leadership Development. With sadness, we run an 
In Memoriam for John Levis, AIIP president from 1997 to 1998, 
who recently passed away.

After that, the issue is chock-full of conference reports.

Conference keynote speaker Debra Fine talked up The Fine Art 
of Small Talk.  Keynoter Erika Napoletano explained The Power 
of Being Unpopular.  Independent consultant Aaron Templer 
delivered the Roger Summit Award Lecture.

AIIP member Mary Ellen Bates started off the sessions with 
Getting Paid What You’re Worth.  Linda Stacy asked if we are 
Ready To Recharge?  While Charlene Burke, Heather Carine, and 
Ed Vawter asked the question Is Your Website Working For You?

Debbie Bardon and Ellen Naylor told us how to Beef Up Your 
Primary Skills.  Marge King described How Her Newsletter Makes 
Money For Her.

In this issue, we report on two Tips sessions, with three 
presenters at each session.  Plus, two interesting poster sessions 
are described.

On Sunday, the conference wrapped up with a session on 
Maximizing Your Marketing Savvy.

At the AIIP annual conference, we also did some good when 
we raised a bit of funds for a local charity; read about it in 
Sharing Success.

Survey Says asks what one actionable item did you take away from 
the annual conference and implement soon after you got home.

Enjoy the June 2013 issue of AIIP Connections.  All conference-
session photos in it are taken by Mark Goldstein; a big thank you 
goes out to him.

Joann M. Wleklinski 
Editor, AIIP Connections

In This Issue

Next issue:  1 September 2013
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President’s Message ■

Welcome . . .
President’s Message for AIIP Connections.

Welcome to the annual AIIP Connections 
conference issue. There’s plenty here 
to remind you of how valuable it was 
to attend the Denver conference, how 
rewarding it is to volunteer on the 
conference planning committee, and 
how important it is for you to start saving 
for the 2014 conference in Baltimore.

Our major initiative this year is to continue 
to raise the profile of AIIP among our 
fellow information professionals, clients, 
and industry contacts. We encourage 
you to tell your fellow researchers, 
analysts, and consultants that you’re a 
proud member of AIIP. There’s even an 
incentive to do so: we’re in the process of 
bringing back the referral program where 
in exchange for referring individuals to 
AIIP, existing members receive discounts 
toward AIIP membership or conference 
registration fees.

This spring, AIIP undertook a strategic 
marketing initiative to enlarge its 
footprint on the web and on social 
media platforms. To date, efforts have 

resulted in a nearly 20 percent increase 
in traffic to the AIIP website, as well 
as a significant pick-up of AIIP press 
releases distributed via PRWeb. We’ll be 
tracking results in terms of new member 
recruitment, as well as exhibitor, 
advertiser, and sponsor support. You can 
contribute to this initiative simply by re-
tweeting or re-posting AIIP content, and 
in general helping to spread the word.

The annual conference is a key means 
of communicating AIIP’s value to its 
members and to the information 
industry. We plan to continue to 
broadcast that message, first in June 
at the Special Libraries Association 
conference in San Diego, California, and 
later this fall at the Internet Librarian 
International conference in London, 
England. If you are available to help staff 
the AIIP exhibit at either of these events, 
please contact AIIP Coordinator Melanie 
Talley (office@aiip.org).

While promoting AIIP to the outside 
world, we won’t forget that our primary 

responsibility is to our members. To 
that end, we’ll continue to conduct 
outreach to new and first-year members, 
administer our well-regarded mentoring 
program, offer a robust menu of 
webinars, host lively discussions on 
AIIP-L, and enhance our website and 
membership database design and 
functionality. If you have ideas for ways 
that AIIP could make your membership 
even more valuable, drop me a line 
(president@aiip.org) or give me a call  
(+1 724.413.1167). I’d love to talk  
with you.

Here’s to a productive and profitable 
2013 for AIIP and all its members!

Jocelyn
 
Jocelyn Sheppard 
2013-14 AIIP President

mailto:president@aiip.org
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Stephanie Altbier, Pinpoint Search Strategies LLC

Katherine Baber, FOUNDROOTS.com, LLC

Greg Behm

Sharon Bowen, Rockledge Senior High School

Sally Bremner, AkInfoQuest

Sarah Camacho, Camacho Insights

Ryan Coyle, Documents Delivered

Scott Deederly, City of Calgary/Office of the Mayor

Elizabeth Dinning, K Young Consulting

Erica Friedman, Yurikon, LLC

Gregory Garrett, Garrett & Associates

Catherine Jex, Nutraceutical Corporation

Gail Joiner, Information Management Acquisition & Consulting Services Inc.

Bethany Kennedy, Kennedy Research Group

Christopher Kirkland, Kirkland Risk Solutions, Inc.

Aphrodite Knoop, A Knoop

Deborah Mack, Renegade Press

Chris Malloy, Savoy Research, LLC

Mary Manix, Manix Research

Adrienne Mathewson, student member

Terri Powell, Community Empowerment

Lindsay Shusterman

Diana Walters, Your Integral Health

Ronald Weissman, Advent Logic, Inc.

Welcome AIIP’s Newest Members:In memorIam
John E. Levis

John Levis, AIIP President from 1997 to 1998 and owner 
of John E. Levis Associates, of Livonia, Michigan, passed 
away December 16, 2012.

 A collegial and supportive member, John was an AIIP 
Mentor to many. He also supported the institution of the 
informal Past Presidents group in 1996 by committing 
association funds to an annual meeting of AIIP’s past 
presidents during the conference, thus establishing a 
precedent for a practice that exists to this day.

 In addition to serving as President, John was also 
a contributing editor to one of AIIP’s seminal white 
papers, The Independent Information Professional.

http://go.euromonitor.com/marketresearchwebinarsarchive.html
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Heather Carine receives the Pam Wegmann International Award 
from Arthur Weiss, Director of Membership.

to AIIP’s 2013 Award Winners!

Debbie Bardon receives the Sue Rugge Memorial Award  
from Richard Torian, Awards Committee.

Marilyn Levine President’s Award  —  
Margaret King 
The AIIP President’s Award is given in recognition of any  
person or institution which has demonstrated  
extraordinary support of the Objectives of  
the Association.

    

Sue Rugge Memorial Award —Deborah 
Bardon
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.

    

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

    

AIIP Connections Writer’s Award —  
Danielle Conklin
A $350 travel award for the Annual Conference is given  
each year to the writer of the best original article published in 
AIIP Connections. 

    

Pam Wegmann International Award —  
Heather Carine 
This award provides $1,000 and free Conference registration to 
enable a member of AIIP who has not previously attended the 
conference to attend the AIIP Annual Conference.

  

Margaret King (left) receives the President’s Award  

from Scott Brown, AIIP President.

Jennifer Burke receives the Myra T. Grenier Award  

from Richard Torian, Awards Committee.

For more information about the AIIP Awards, visit: http://www.aiip.org/content/awards-recognition

http://www.aiip.org/content/awards-recognition


6  AIIP Connections Volume 27 |  No. 2 |  June 2013

■ Spotlight on Members

Jennifer Burke

Member Spotlight:  

I had been planning how I would attend 
the AIIP annual conference from the 
moment I joined the organization, from 
before my business existed, from before 
I knew how I’d fund it or my necessary 
travel –  because I knew I had to be in 
Denver in April of 2013. And I’m oh so 
glad I was! 

I didn’t know that it would be a nearly 
out-of-body experience in extroversion 
and networking, or that that would 
come more naturally than ever before. I 
didn’t know I’d be welcomed with such 
open arms, but I hoped for it. I didn’t 
know that I’d leave knowing so many 
new people. And I didn’t know I’d make 
it my mission to be known in AIIP in only 
a week.  But I did, and I’m thrilled, proud, 
exhausted, and glad.

Based on the one-inch thick set of 
business cards (many cool designs!), 
the handouts and conversations 

and more powerful, value-creating 
statements. Not only is this valuable 
information for proposals and pitches, 
and networking, but also our infamous 
elevator pitch that we were all crafting 
for Friday morning. 

Preconference session two was Jan 
Davis, “The Ins and Outs of Industry 
Research.” This session came with 
homework (I now know the basics 
of the famous ‘Michael Porter’s Five 
Forces Analysis’ method) and also with 
a big BINDER of take home notes and 
handouts. What great prep, Jan! It was 
great to hear a veteran give pointers 
and other experienced IIPs in the 
audience share wisdom and examples. 
The resources are now prominent on my 

collected, I’ve counted 24 states, four of 
10 Canadian provinces plus five other 
countries represented in those who are 
now my new friends and colleagues. 
What an organization is AIIP!

Because we’re a ‘virtual’ organization and 
many of us are home-based businesses 
with small or no staffs, we perhaps 
need more than other organizations, 
our yearly conference to connect, share, 
meet, and mingle; to be at home within 
our chosen ‘tribe.’

My experience started with arriving and 
getting settled on Tuesday, ahead of the 
pre-conference workshops. It included 
my first introductions to other AIIPers 
from around the globe as I had a light 
meal and met fellow wine lovers in our 
new President, Jocelyn Sheppard plus 
Michele Bate, Heather Carine, Tamara 
Durec, Ken Watson, Jackie Papke and 
others who dropped by to say hi. It’s the 
first night of the conference week, events 
haven’t even started yet and I’m already 
networking and connecting! This is going 
to be great, and easier than I thought.

Wednesday was the first of the five days 
of learn-a-thons. First up, the session 
by Jocelyn Sheppard, “Make your best 
pitch to get what you need!” – learning 
to perfect our personal and professional 
pitches (go ahead, say that fast 3x). We 
learned how to tell better stories and 
make connections through emotions 

Jennifer Burke
Myra T. Grenier award winner 2013

IntelliCraft Research
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Committee Spotlight ■

desk for when I need a refresher in where to start on my industry 
research. 

Wednesday’s dinner outing was led by two of the intrepid I-25ers: 
Jane Langeman and Marilyn Harmacek. They took about 15 of 
us on a quick, guided tour of downtown Denver on the way to 
fantastic Euclid Hall. I still don’t really understand WHY Denver has 
a two-story-tall blue bear, but now I’ve seen him! It was a great 
evening with interesting food, far-ranging conversation, and a beer 
list and menu that required my decoding/translation skills (in the 
future I’ve been advised to add Beer 101, Wine 101 & 201 and Menu 
Translation to my list of offered services). I believe Wednesday night 
may have also started the trend of after-hours networking and 
lounging courtesy of the great hostess Cynthia Hetherington and 
bartending skills of Cynthia Navarro. Thank you for your generosity 
and for letting us take conversations deeper or beyond business as 
we all got to know each better and in different ways.

Thursday: Vendor Training, First Timers, and the official opening 
of events with the Welcoming Reception – just another full day 
in AIIP-land. But I’m here to learn and meet so the plan was 
always to go do everything!

 APA & PsychInfo – Anne Breitenbach led an informative 
and fun session to show how these resources can help 
even if we think what we do isn’t covered by psychology. 
There’s so much more in APA’s offerings. A good interac-
tive session using movie trivia to introduce a case study 
or research sample. But don’t test an info pro on trivia! 
Thanks for my prize and great new book, APA! 

 ProQuest Dialog – a session so packed there were practi-
cally info pros hanging from the walls. Easy to see why it’s 
one of our favored resources and ProQuest Dialog is such a 
valued long-time partner of AIIP. I think the migration from 
venerable, classic Dialog to the new PQD interface can’t 
come fast enough, as we were wowed by the sleek new 
design and ease of use. Plus the free searching and brows-
ing – you read that right: FREE SEARCH!

 Euromonitor – a bit of a blast from my past. When I 
worked in CPG (consumer packaged goods) marketing/ad-
vertising in my first career, Euromonitor was a well-known, 
well-respected tool for insights on our competitors and 
new markets. CPG is still Euromonitor’s forte, so it might 
not be a fit for all info pros, but the ability to customize 
the data (and get RAW data), their support levels, and the 
discounted pricing for AIIP members, makes Euromonitor 
a powerful tool in our kits. 

Thursday afternoon was the First Timers / New Member Welcome 
session. I’ve never seen anything like this at an event before! 

Maybe if there had been a session like this at my first academic 
conference seven years ago I’d still be on a different career path, 
and could have avoided several panic attacks. So, a big Thank 
You! goes to the leaders of AIIP for making this an important 
staple of the conference and to Cindy Shamel, Deb Hunt, and 
Jackie Papke for their warm welcome and guidance. I particularly 
liked the ice-breaker game – but who knew with all those I-25ers 
and Colorado folk around it would be so hard to find someone 
born in a Rocky Mountain state?! Giving us tips, time, and the 
microphone to practice our Elevator Pitches was very helpful. So 
was seeing that even the long-time pros sometimes struggle to 
get their story brief/quick enough for our timekeeper. The mantra 
from the session may have come from now Past-President Scott 
Brown, “you can sleep when you’re home.”  I believe we all took it 
to heart.  (In fact, by late Thursday night, I was already exhausted 
from all the learning and networking – and the official conference 
sessions hadn’t even started yet!)

Friday – and we’re off! Fast, furious note-taking during 
introductions and pitches, but it was such a great experience. 
Having conversations all week long is so much easier when you 
know everyone’s name and brief background. 

I was especially excited to hear Debra Fine speak on The Art of 
Small Talk. She worked with us to make good illustrations of her 
principles. A brief story: I bought Fine’s book back in late 2005, in 
preparation for heading to that first-ever conference. An event 
where I was presenting work in a field I knew little about and 
where I knew even fewer people. I’d love to say it worked miracles, 
but it did help undoubtedly. Flash forward: during Hurricane 
Sandy and subsequent basement flooding, I lost a lot of books, 
papers, and other items, but I rescued Fine’s book, losing only the 
dust jacket. So I eagerly brought the book for Debra to sign and 
told her the story. She got misty-eyed, and so did I. 

At lunch on Friday I took the opportunity to corner Marcy Phelps 
(whom I met a year ago in DC where she helped convince me to 
join AIIP – she and Mary Ellen Bates are a formidable recruiting 
tandem) because after reading her book and newsletter, and 
listening to calls with her, I really wanted to pick her brain. Great 
that there were opportunities for moments like this throughout 
the week at the conference. 

I loved that we got another ‘big name’ in Erika Napoletano – 
marketer, writer, blogger, and social media rock star. Don’t be 
afraid to be who you are and attract who is real – not everyone 
has to like you (or your products) and not everyone will be on 
board with why we get up every day and do what we have to do. 
Be ok with that. Best quote: “I will not turn down my ambition 
because someone else is uncomfortable with the volume.” 
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■ Spotlight on Members

Mary Ellen Bates, who always seems to speak wisdom in a 
humorous way, gave tips on painless negotiating that we can 
all apply right away in our businesses. Linda Stacy helped us to 
identify and change what drains us during our days, helping to 
focus on our joys. And in classic fashion, many of us seem to get 
our best ideas driving in the car or while showering. We need 
apps for that! 

Friday evening: combine five lovely ladies from across the 
country with one restaurant recommendation from a friend and 
8,000 loud, happy Rockies fans for a fantastic pizza dinner near 
the stadium (oops, opening day!). How Jane Langeman got us 
in the door and to a table in less than 15 minutes was a miracle! 
Later there was fun wandering near the hotel (Twitter pics for 
immortality) and more after-hours networking, lounging, and 
wine-drinking with new friends.

Saturday: Thank you for the shout-out to my new business and 
its website with a big thumbs-up from Heather Carine in her 
portion of the Is Your Website Working For You session. Good 
WordPress tips from Ed Vawter, and SEO for Info Pros from 
Charlene Burke. I’m relieved to know that so far I’m doing the 
right things online as recommended by these experienced IIPs. 
We learned how all of us can improve our primary research and 
phone skills from the Queens of the Phone – Ellen Naylor and 
Debbie Bardon. Marge King’s newsletter is a successful model 
and from her session I’ve definitely taken home some tips to 
get my newsletter plans off the ground. There are so many tools 
available to easily and cheaply build a creative e-newsletter that 
we should all give it a try in our marketing. Of course, Marge now 
has at least one more subscriber! 

Aaron Templer taught us that instead of thinking of it as 
marketing, we need to be thinking leadership and building our 
social capital. In the new age of social media, we should strive 
to connect rather than convince. The element of storytelling 
seemed to be woven into many presentations this week and 
certainly resonates for me. Like our other outside speakers, 
Aaron was memorable and inspiring. 

All of our AIIP speakers have been polished, professional, and 
so on-point! Everything in their presentations has at least one 
take-away you can implement in your business right now. More 
often there are a dozen great ideas, but it’s going to take time to 
get them all working and flowing! What a phenomenal, talented, 
sharing organization this is. We have great leadership, both in 
the current team and in all our past leaders who’ve served. This 
was on display at the board luncheon and the awards dinner, an 
evening to hobnob and to celebrate a successful conference. My 
great thanks for the Myra T. Grenier award and the recognition of 
my promise as a new information professional.

At the Saturday night after-hours social we had the unique 
experience of seeing some AIIPers who arrived after enjoying a 
round of midnight basketball and of a bunch of former library 
professionals getting shushed by hotel management. AIIPers 
party hearty apparently! 

Sunday’s wrap-up had a focus on marketing and provided a 
good discussion. The marketing initiatives of the association to 
fuel greater awareness, and subsequently its growth, can help 
all of us individually; “a rising tide lifts all boats” was a common 
refrain. As individuals and businesses we can use many of 
the same strategies and tactics to increase awareness of our 
services. I found this to be a particularly intriguing and engaging 
discussion as it lined up in my ‘wheelhouse’ and got my creative 
and business wheels going full speed – here’s a chance to bring 
my past to bear on new present and hopefully my greater good, 
organizational future. I can’t wait to learn more about these AIIP 
initiatives and work together as an organization to showcase our 
talents and experience.

One last social expedition as the conference wrapped up and 
we scattered back to all corners of the globe. I had the fun and 
privilege to organize an outing for seven to a Sunday Rockies 
baseball game. When I learned that three of the seven had 
never seen a pro game (one never having seen baseball at all), I 
negotiated hard with the ticket office to get us some good seats 
– upper level but right behind home, view of the mountains? 
– yeah, that works. Foam fingers, programs, peanuts, beer and 
hot dogs for all; plus assorted Rockies merchandise because it 
turned a wee bit chilly – though nothing like later games that 
have been snowed out! I’ll be adding Baseball 101 to my other 
list of extracurricular services offered.

I heard over and over from veteran IIPs how they plan their 
year around the AIIP conference, how they try hard to make it 
as often as possible, and how they urge newcomers to come. 
I second that whole-heartedly. If you’re on the fence about 
coming to Baltimore for the 2014 annual conference, or haven’t 
been to a conference in a while, start saving and planning for 
next year’s conference now. It’s the best investment you can 
make in your business, and yourself. 

I brought to Denver books for door prizes, purses, earrings, 
blouses and a suit for donating to Dress for Success, and an 
open, eager mind. I left with more books than I came with, lots 
of notes, an over-stuffed brain, dozens of new contacts, and even 
more new friends – but most importantly, the feeling of knowing 
that I’m ‘home’ in AIIP.  ■
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Committee Spotlight ■

After a fun and energizing AIIP 
annual conference, the Volunteer & 

Leadership Development Committee is 
recharged and ready to continue serving 
the AIIP membership. 

At the conference, V&LD focused on 
showing appreciation for all the volunteers 
who, through their volunteer efforts, help 
keep AIIP thriving. With that in mind, V&LD 
assisted Linda Stacy with her Volunteer 
Board, literally a large bulletin board 
subdivided into sections representing 
the various AIIP committees.  Conference 
attendees then placed their names in the 
appropriate committee sections where they 
had volunteered, past or present.  The board 
was a great way to visually represent the 
wide range of AIIP volunteer experience. 

What does V&LD do outside of conference 
season? One major function is to serve as 
an intermediary between the AIIP Board of 
Directors and Committee Chairs and the 
members of AIIP who wish to volunteer. 
When volunteer opportunities arise, 
Board members turn to V&LD, tell us their 
specific needs, and we present potential 
candidates whom the Board can reach out 
to. We collect data at the conference via the 
volunteer form – and going forward, we’ll 
be able to electronically collect volunteer 
data outside of the conference setting.

Committee Spotlight:

The V&LD committee also promotes 
leadership development within AIIP. It 
provides resources and tools to help Board 
Directors, Committee Chairs, and Project 
Leaders become more effective in their 
roles. To that end, a key initiative is hosting 
the annual AIIP Leadership webinar to 
educate and inspire members to take on 
leadership roles. Part I is designed around 
what it takes to be an AIIP leader; Part II 
comprises a panel of past and present 
AIIP leaders who discuss the benefits 
of leading, coping with challenges, and 
lessons learned.

Another core V&LD responsibility is 
publication of the Volunteer Spotlight 
on AIIP’s website.  The spotlight gives 
the AIIP Board and Committee Chairs an 
opportunity to honor those volunteers 
who have provided outstanding service 
to the association. To be considered for 
nomination, one must exhibit the ability to:

 • follow through to completion tasks/
projects with delivery of on-time 
results;

• work autonomously or with minimal 
oversight; 

• demonstrate a strong team orienta-
tion; and 

• present a positive, cheerful attitude 
with energy and excitement about AIIP. 

Ken Watson

By Ken Watson, Watson Knowledge Services, LLC

During the awards dinner at the annual 
conference, V&LD ran a slideshow of AIIP’s 
Volunteer Spotlight – members who have 
been recognized on the AIIP website 
for their stellar contributions to AIIP. 
The slideshow helped to emphasize the 
benefits of volunteerism within AIIP, not 
only to the association itself but also to its 
individual members.  To view past Volunteer 
Spotlight recipients, see http://www.aiip.
org/content/volunteer-spotlight.

If you want to become more active in 
AIIP and learn skills to help you and your 
business grow, contact V&LD Chair Ken 
Watson at volunteers@aiip.org. ■

Volunteer & Leadership  
Development

http://www.aiip.org/content/volunteer-spotlight
http://www.aiip.org/content/volunteer-spotlight
mailto:volunteers@aiip.org
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■ Committee Spotlight

Debra Fine, the first keynote speaker at the 2013 AIIP annual 
conference, described small talk as an “appetizer for a 

business relationship.” She admitted that, for her, meeting 
people she doesn’t know and mingling with strangers do not 
come naturally. This struck a chord with many AIIP members, 
who listened avidly to her tips on how to master “The Fine Art of 
Small Talk.”

Her basic premise was that it’s up to us to “assume the burden” 
of making others feel 
comfortable. By that 
she means making it 
easy for people to have 
a conversation with you. 
For example, when you 
meet people, tell them 
your name to alleviate 
their discomfort at  
not remembering who 
you are. 

The Fine Art of Small Talk

Her suggestions for icebreakers included asking questions that 
don’t require one-word answers. If you get a one-word answer, 
dig deeper by asking a follow on question. Listen more than you 
talk was another tip. You can get other people talking by saying, 
“Tell me more” or “How interesting.” Walk into a room prepared 
with three things to talk about. Fine recommends looking for 
approachable people in the room. Approach people standing by 
themselves and engage them in conversation. You can tie your 
opening remark to the occasion and the location. For example, 
ask, “Where are you from?” or “What are you getting from this 
conference?”

Every conversation is an opportunity, but using the FBI 
questioning method will kill that opportunity. Instead of asking 
people what they do for a living, encourage them to talk about 
their work, describe a typical day, or expand on which area of 
their work they prefer.

Small talk is essential for AIIP members to master. When it works 
well, clients will want to do business with you because they feel 
comfortable with you. They’ll perceive you as somebody with 
whom they have something in common and, thus, be more 
motivated to hire you to solve their problem.  ■

Presented by Debra Fine
Reported by Marydee Ojala, Ojala Associates

Debra Fine
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Keynote Speaker ■

Our second conference keynote 
presentation was a lively and 

engaging talk with Erika Napoletano 
who is the Head Redhead at Red Head 
Writing Media. Forbes magazine called 
Erika a “spinless spin doctor” for her views 
on business, marketing, and life. A writer, 
blogger, and business strategist, Erika 
speaks at conferences across the USA on 
the power of truth in business, which she 
refers to as the power of being unpopular. 

“Are you more worried about how many 
people you have or more worried about 

having an audience that loves you, 
spends money and time with you and is 
enthusiastic about sharing who you are 

with everyone they know who they think 
might like the same things they do?” 

-Erika Napoletano

Throughout the presentation, and in her 
book of the same title (John Wiley, 2012), 
Erika says that by trying to be popular, 
business owners lose sight of who they 
really are and who they really want to 
be. Branding, according to Erika, is about 
knowing your audience and doing what 
makes those people your raving fans. 
Sure, there will be some number—maybe 

a large number—of people who don’t like 
you and won’t do business with you. But 
if the clients you are serving keep coming 
back for more and are talking about you 
to others, the haters won’t matter.

Erika said that we should stop 
apologizing for being human and having 
opinions that we fear will make us 
unpopular. Unpopular is not the same 
as unlikeable. When you are unpopular, 
you make decisions that honour your 
two most important audiences. The first 
audience is those people who love you 
for everything you do, everything you are, 
and everything you are not. The second 
audience is you. When you honour those 
two audiences, you can develop a brand 
with a distinct personality and build a 
successful business doing what you love.

Her message is simple: be true to 
yourself—be honest—and you will 
attract the right audience. If we try to 
be popular, we focus on being polite 
for fear of offending people. However, 
not everyone is meant to be a friend, 
employee, colleague, or client. Being 
honest about who you are and how 
and why you do what you do will 
attract more of the right people, those 
who don’t want you to change. Those 

people who don’t approve of your 
honesty aren’t worth your attention. Not 
everyone will want to do business with 
you—and that’s okay. Listen to those 
people who do want to do business with 
you, and you will succeed.

Not everyone likes Erika’s no-nonsense 
approach, which is irreverent and sprinkled 
with salty language, but that doesn’t 
matter to the people who love everything 
about her. Learn more about Erika and 
about being successfully unpopular at 
www.erikanapoletano.com.  ■

Phyllis Smith is the owner of In the Know 
Research and Information Consulting in 
Georgetown, ON, Canada, and can be 
contacted at psmith@in-the-know.com.

Presented by Erika Napoletano • Reported by Phyllis Smith, In the Know Research and Information Consulting

The Power of Unpopular: 
A Guide to Building Your Brand for the Audience  
Who Will Love You (and why no one else matters)

Erika Napoletano

http://www.erikanapoletano.com
mailto:psmith@in-the-know.com
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This year, the Roger Summit Award 
Lecturer was Aaron Templer 

(aarontempler.com), an advertising and 
social media guru turned inspirational 
speaker. He spoke about Leading in 
a Social World. The advance program 
issued a call for managers of brands 
and reputations to think about how 
we communicate today. “The  social 
web is an uncoordinated, self-created 
conglomeration of social community 

Presented by Aaron Templer (aarontempler.com) • Reported by Ulla de Stricker, de Stricker Associates

members that is very different from 
the one- or two-way communications 
of yesterday. The going currency in 
this new world is social capital. ” Aaron 
Templer promised to uncover the 
principles of building social capital—
“the strategic context behind what 
drives the social web. ”

What the program could not tell us 
was the ease with which Aaron kept 

our undivided attention in a fast-
moving session. He told how the old 
practices of advertising and transactions 
between companies and customers 
are undergoing profound upheaval--all 
thanks to a little tool called social media. 
By the end of the session, I know I wasn’t 
the only one thinking “So … how can 
I continue to build that social capital 
upon which my business success and my 
reputation depend?”

Leading in a Social World
The Roger Summit Award Lecture

http://www.aarontempler.com
http://www.aarontempler.com
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■  Roger Summit Award Lecture

Social Capital
Social capital (a fourth kind of capital, in addition to physical, 
human, and intellectual) can be characterized as the “bank 
account” of good will and positive opinion held by others toward 
and about us. It is my social capital--built over untold years as 
a result of my contributions to associations and my support of 
colleagues and friends--that makes others react positively when 
they hear my name or receive a request from me. Through a 
number of anecdotes, Aaron explained the value of and need for 
social capital in the interactions between people and between 
organizations and their stakeholders. Marketing, in the sense 
of making public claims about a product or service, no longer 
works the way it once did because trust in the recommendations 
from one’s friends or family members now weighs heavier on 
the decision to make a purchase, join a group, donate volunteer 
time, etc. Similarly, organizations are losing the ability to control 
public awareness of their actions and products because the 
commentary is taking place around them. 

Particularly compelling was Aaron’s emphasis on durable 

obligations--the sense of 
comfort we have when 
we know our friends will 
come through for us when 
we need them, just as 
we stand ready to help 
them, recommend them, 
and give them access to 
privileged information 
when they need us. We 
may never actually cash in 
our balances; in fact, Aaron 
pointed out how those to whom we owe the most will likely never 
ask for any favors.

The key theme in the talk was the contrast between the old 
paradigm, which consists of control, power, hierarchies, and 
management on the one hand, and the new paradigm, made 
up of alignment, communities, coaching, and collaboration on 
the other. Social media have supported the latter’s emergence 
because they have made sharing of news, storytelling, opinion, 
excitement, and indignation so easy.

Managing Our Brand
Taking the theme into the world of brands, Aaron explained how 
we, the customers, are the “brand managers” of today, because 
we shape the experience of the story associated with a product 
or service. Good brands, he says, add value and inspire us; great 
brands are remarkable for their customers. In the old-fashioned 
advertising age, companies spent money to convince us to buy; 
today, companies need to earn our trust. 

The “guidelines to live by” set out by Aaron have relevance for 
every independent information professional:

1. Build social capital while you don’t need it.

2. Add value to everything you do and touch.

3. Network even when you don’t feel like it.

4. Network even when you don’t feel like it.

Looking back over my own professional career, I know I have 
inadvertently lived by those guidelines, possibly because it’s  
in my nature to be collegial and share the wealth with others. 
(I’m a Sagittarius; that’s my excuse, and I’m sticking to it.) 
Listening to Aaron Templer was uplifting in more ways than 
one, because it cemented my conviction that it was the right 
thing to do all along.  ■

Ulla de Stricker is President of de Stricker Associates (www.destricker.com), 
based in Oakville, ON, Canada. Contact her at ulla@destricker.com.

The Roger Summit Award Lecture was instituted in 
1999 by the past presidents of AIIP for the purpose 
of sponsoring an industry leader to inspire and 
challenge AIIP members. Check out the full story and 
the impressive list of past recipients at www.aiip.org/
content/roger-summit-award-lecture.

Previous Roger Summit Award Lecturers
2012  Angie Hicks  

2011  David Meerman Scott 

2010  Peter Shankman 

2009  Stephen Abram 

2008  James Surowiecki 

2007  Peter Morville 

2006  Pamela McCorduck 

2005  John Schwartz 

2004  Tim Andrews 

2002 Clifford Lynch 

2001  Dr. Carlos A. Cuadra  

2000  Dr. Matthew Koll 

1999  Dr. Roger Summit

Aaron Templer

http://www.destricker.com
mailto:ulla@destricker.com
http://www.aiip.org/content/roger-summit-award-lecture
http://www.aiip.org/content/roger-summit-award-lecture
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Getting Paid What You’re Worth  ■

Mary Ellen Bates’ message was 
‘Butch up, little missy’ (or mister) 

at the AIIP 2013 session titled “Getting 
Paid What You’re Worth.”  Determining 
project worth, while exceeding 
the bottom line can be achieved 
by following Bates’ three rules: (1) 
Position yourself as high value, (2) Use 
proposals wisely, and (3) No means 
give me a reason to say yes.

Position yourself  
as high value
To provide high value services, Bates 
says two elements are needed: 
Understanding the client and being 
an ally instead of an adversary. This 
model assumes the value of the 
project will always be different (i.e., 
avoid product-pricing) and will be 
worth more than your bottom line 
– as long as the scope of the project 
is clear. Bates says most clients don’t 
care about hourly rates and are happy 
with value-based pricing because it 
meets the need and budget. 

However, info pros know there 
are clients who insist on detailed 
breakdowns of project costs (i.e. law 
firms). In these cases, Bates suggests 
conveying confidence, detailing 
sections of the project (perhaps 
effort- or process-based sections) 
and their value, and simply stating a 

preference to complete the project 
without counting the hours. 

Use proposals wisely
Proposals are most effective at the 
end of the negotiation process. 
Bates says this is the only time in 
the process when the info pro can 
accurately describe how to solve 
the problem and how much it will 
cost. When a proposal is requested 
prematurely it is an info pro’s duty to 
read between the lines. That means 
eliciting what the client wants, what 
the client will do with it, how much 
is at risk, and how important it is. 
If information is not shared freely, 
Bates says to openly discuss client 
concerns and possible resolutions 
(because after all we’re positioning 
ourselves as a partner and ally). 

“No” means “Give me a 
reason to say yes.”
Clients can respond negatively to 
price for two reasons says Bates. Either 
the client doesn’t perceive the value 
to match the price or the client has an 
uncertain budget. In these instances 
it is important not to discount the 
price of the project. Instead adjust the 
scope of the project to either add or 
decrease value based on results that 
matter to the client. 

For example, when giving a 
workshop or presentation, add 
value by offering support time 
for attendees to ask questions 
afterward. Or when faced with an 
uncertain budget, ask the client how 
much they can afford and work with 
them to tailor the scope. However, 
if these methods don’t result in a 
high value agreement with a defined 
scope, Bates says walk away. 

These rules for high value negotiation 
are simple in theory, but can be 
difficult in practice. Bates says, “It [a 
project] never costs me as much as it’s 
worth to the client.” So remember to 
‘butch up’ and take control of pricing 
negotiations in the future – ensuring 
you’re paid what you’re worth.  ■

Erin Tripp, CloudScout Information 
Services

Getting Paid  
What You’re Worth 
Presented by Mary Ellen Bates, Bates Information Services 
Reported by Erin Tripp, CloudScout Information Services
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Alacra Store is Your Pay-Per-View Source 
for Premium Business Information
Since 1996, we’ve been helping independent researchers like you 
search across nearly 100 of the world’s top business analysis and fore-
casting content providers. 

It’s easy, fast, and provides the best research—just like you. 
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Add us to your resources blog!
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Monthly Industry Briefing: March 2013
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Developed countries: Machinery output growth
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 German mechanical engineering production declined by 
2.5%, month-on-month to reach a two-year low in January, 
as the bounce in growth of the previous month could not be 
sustained. Sector output was flat or fell across the big 
European economies, suggesting that the industrial 
turnaround is still a way off. Rapid sector growth in the UK 
in Q4 was completely erased by a 13% decline in January. 
France and Italy did not see such dramatic declines. 

 In Japan, mechanical engineering output fell by 3.4% in 
January, leaving production 16% below year-ago levels. 
The 3-month moving average has stabilised, and 
improvements in competitiveness should help output turn 
around in 2013. 

 US mechanical engineering output rose for the fourth 
month in a row in February, but year-on-year growth has 
been decelerating. Both backlogs and new orders 
increased considerably in January, signaling better 
prospects for production growth in the near term. Metal 
products output increased 2% on the back of stronger 
construction activity, while the electrical equipment sector 
continues to struggle. 

For further information contact Jeremy Leonard 
(jleonard@oxfordeconomics.com)

Fecha de Publicación: 11 de enero de 2013 
Artículo  

Operadores de telecomunicaciones de América Latina probablemente se 
beneficien de creciente demanda y nueva tecnología inalámbrica 4G

 
Contactos analíticos: 
Marcela Dueñas, México (52) 55-5081-4437; marcela_duenas@standardandpoors.com 
Patricia R. Calvo, México (52) 55-5081-4481; patricia_calvo@standardandpoors.com 

El uso cada vez mayor de datos móviles ha impulsado el crecimiento en el sector de las 
telecomunicaciones. Los mensajes de texto y los servicios de valor agregado son los dos componentes 
principales de los ingresos de datos móviles hoy en día, mientras que contenido nuevo, la explosión de las 
aplicaciones móviles, la evolución de los teléfonos inteligentes y las tabletas, y aplicaciones entre dos 
máquinas remotas (M2M) probablemente respaldarán la demanda de los servicios de datos móviles en los 
próximos años. 

En América Latina, alrededor de un 15% -16% de la población utiliza teléfonos inteligentes, lo cual es bajo 
en comparación con otros mercados desarrollados, pero las ventas están aumentando rápidamente. Dado 
el uso masivo de datos de los clientes, consideramos que es solo cuestión de tiempo para que las 
suscripciones a servicios de banda ancha móvil también aumenten. Los expertos de la industria esperan 
que hacia 2017, 55% de los teléfonos móviles nuevos en la región sean teléfonos inteligentes. La 
penetración de la banda ancha móvil en América Latina es de solo 12%, o 47 millones de usuarios de 
banda ancha de los cerca de 662 millones de suscriptores móviles durante el segundo trimestre de 2012. 
Sin embargo, el tráfico de datos móviles en la región crecerá a una tasa de crecimiento anual compuesta 
(TCAC) de 79% de 2011 a 2016, de acuerdo con Cisco Systems Inc. Esto crea una oportunidad para que 
los operadores de telecomunicaciones aumenten sus ingresos, siempre y cuando sean capaces de invertir 
en actualizaciones de red y en la tecnología necesaria para hacer frente al mayor uso de datos. Sin 
embargo, en el largo plazo, este gasto podría afectar algunas calificaciones. 

El uso de teléfonos inteligentes y de banda ancha móvil es aún bajo en 
América Latina en comparación con el de otros mercados desarrollados.
Sin embargo, las ventas de teléfonos inteligentes están creciendo y más 
tecnologías inalámbricas de cuarta generación se están haciendo 
disponibles en la región.
Aunque los operadores de telecomunicaciones están aumentando sus 
inversiones en tecnologías 4G, consideramos que las economías obtenidas 
son favorables para estas compañías –pero las calificaciones podrían verse 
afectadas

Resumen
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Ready to Recharge ■

In her Friday afternoon session, Linda 
Stacy of LEK Consulting gave AIIPers 

who may feel burned out an opportunity 
to head down the path to recharge. Linda 
shared preliminary results of her study 
on the ways professionals recharge, and 
challenged attendees to face their own 
struggles with burnout and share solutions 
with other conference participants.

Linda organized her session into 
segments built around the theme of joys 
and drains. First, Linda asked a question 
for participants to discuss at their tables; 
then a representative from each table 
shared insights with the whole group; 

But it was in one of those more humdrum 
environments that Linda Stacy first got 
the idea to study the way professionals 
recharge. Riding on a commuter train in 
Boston, she looked around at the faces 
of people on their way to work and 
thought, wouldn’t it be interesting to 
interview these people?

Linda has been interviewing those 
people–or, at least, a similar sample of 
professionals. Her goal is to understand 
the way people manage their energy: 
specifically, their joys and drains. Why do 
some people stay motivated day after 
day, while others feel burned out?  What 

and, finally, Linda revealed preliminary 
findings from her study.

“Where are you when you have your 
best ideas?” was the first question that 
AIIPers tackled. Participant answers 
ranged from “in bed” to “walking the 
dog” to, appropriately, “at a conference.” 
While answers varied from table to table 
and person to person, there were some 
common themes. Most participants cited 
“out of the box” places–locations that are 
a little different from their usual working 
environments. They were more likely to 
feel inspired in the shower, the woods, or 
the car than at a desk.

Presented by Linda Stacy, LEK Consulting  •  Reported by Sarah Camacho, Camacho Insights

Ready to Recharge?
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■  Ready to Recharge

can we learn from people who effectively those manage ups and 
downs? These are the questions driving Linda’s study, and, in 
her conference presentation, she involved AIIPers in helping her 
(and conference participants) find answers.

Linda asked attendees what things make them happy, and then 
to consider the negative effects of low energy in their lives. 
These questions produced both reflection and practical tips. 
At the end of the session, Linda asked all attendees to identify 
their top sources of drain by putting stickers on posters with 
phrases describing broad categories, like sleep deprivation and 
financial concerns. At the end of the exercise, the poster on sleep 
was covered in colorful dots. A brave volunteer described her 
own struggles with sleep and solutions that had not worked 
for her. The session ended on a positive note: at Linda’s urging, 
attendees who had solved their own sleep problems shared 
strategies for other AIIPers to take home. ■

Sarah Camacho, owner of Camacho Insights (www.camachoinsights.
com), specializes in market research and strategy for the higher education 
and natural foods industries. She has worked in archives, academic history, 
and journalism. In her free time, she enjoys organic vegetable gardening 

and eating at hole-in-the-wall restaurants.
Linda Stacy

“A phenomenal resource for 
both extreme and not-so-extreme
researchers. Great tips, clear expla-
nations ... This book should be on
every searcher’s desk.”

—Mary  Ellen Bates
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Ed Vawter, Charlene Burke, and Heather Carine teamed up in 
this session to provide the audience with practical, actionable 

ideas to develop a new website or to refresh an old and tired site. 

WordPress
Ed, of QD Information Services, has been on the Internet since 
the 1990s. In addition to extensive experience with Apple 
products and using social media to build a strong following, Ed 
is experienced with using WordPress to develop a functional 
website that incorporates social media elements. He shared 
his views on WordPress and offered tips to make a WordPress 
website even better. 

WordPress is easy to use. The free download is quick to install 
and painless to maintain. A large selection of themes can help 
customize the look and feel of a website. Many themes are 
“responsive designs,” meaning that they accommodate the 
website to the browser, tablet, smartphone, or other mobile 
devices in order to maximize the viewer’s experience regardless 
of their device. 

A WordPress site can be further customized with plug-ins and 
widgets. Ed demonstrated several plug-ins, such as a testimonial 

plug-in that scrolls client testimonials on the page. Ed’s top 
four picks included a stronger security tool (Better WP Security; 
http://wordpress.org/extend/plugins/better-wp-security/), an 
SEO plug-in that focuses on keywords (WordPress SEO; http://
wordpress.org/extend/plugins/wordpress-seo/), a spam filter 
for blog comments (Akismet; http://wordpress.org/extend/
plugins/akismet/), and a tool to back up a site to another location 
(BackWPup; http://wordpress.org/extend/plugins/backwpup/).

WordPress is good for more than just blogs. It’s an excellent 
option for a small business website because it’s free, easy to 
install and maintain, has a flexible look and feel, and can be 
extended with plug-ins and widgets.

Search Engine Optimization
Charlene is the principal of Search by Burke Marketing Group, an 
online marketing agency. She spoke to us about Search Engine 
Optimization (SEO) which is an overall strategy to get the attention 
of the potential client. Charlene shared four key tips for information 
professionals to ensure their websites appear in search results. 

Submit to Google and Bing: Both Google and Bing provide 
webmaster tools so that the web designer can alert the search 

Presented by Ed Vawter, Charlene Burke, and Heather Carine
Reported by Phyllis Smith, In the Know Research and Information Consulting

Is Your 
Website 
Working 
for You?

http://wordpress.org/extend/plugins/better-wp-security/
http://wordpress.org/extend/plugins/wordpress-seo/
http://wordpress.org/extend/plugins/wordpress-seo/
http://wordpress.org/extend/plugins/akismet/
http://wordpress.org/extend/plugins/akismet/
http://wordpress.org/extend/plugins/backwpup/
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■  Website Updates

engines to the existence of the website 
and provide feedback to improve the 
standing of the site in search results. 
Look for Webmaster Central on Bing 
and Webmaster Tools on Google. After 
setting up an account, the tools will walk 
you through the process. They track the 
website, highlight potential fixes, and 
provide additional information. 

Keyword Research and Analysis: 
Charlene emphasized the importance 
of understanding how people are 
likely to search and how to use that 
information to improve your website’s 
standing in searches. She recommends 
a Google AdWords account (www.
google.com/adwords), which can be 
used as an external keyword tool. Bing 
offers something similar in its own 
Webmaster Tools (www.bing.com/
toolbox/keywords).Another option is a 
free tool offered by Wordstream (www.
wordstream.com/keyword-niche-
finder) that will help to identify profitable 
keywords. Charlene recommends 
using tools like the above mentioned 
to identify the unique terms that 
differentiate your website, setting it apart 
so that it stands out to targeted visitors. 

Keywords can then appear in Title and 
Meta Description. Each page of a site 
needs a descriptive title and it plus 
the meta description are presented to 
searchers to help them choose from 
search results.

Charlene also suggested using 
WordPress SEO by Yoast (http://
wordpress.org/extend/plugins/
wordpress-seo/). This plug-in does some 
of the thinking for the website designer 
and identifies focused keywords to 
enhance website content. 

Linkbuilding Strategies: Charlene 
discussed several ways to develop links 
to your website, including guest writing 
for selective blogs with links back to your 
website, using social media to share links 

Charlene Burke

Ed Vawter

Heather Carine

to the site, and sharing infographics. 
Links to your site are votes of confidence 
that say your site is for real and worth 
visiting. 

Content is King: Charlene reminded us 
that we need to have quality content 
on our websites with keywords that 
resonate with potential clients. This led 
us to Heather.

Website Content
Heather Carine of Carine Research 
focused on the content of the website. 
The first question Heather asked of us 
was, “Are you proud of your website?” 
She reminded us that a website 
represents our business and should be 
attracting potential clients. 

Heather shared seven tips for improving 
the content of a website to attract clients 
and grow a business. She shared some 
AIIP members’ websites as examples to 
illustrate each tip.

Keep it simple: A simple site with a strong 
message or image attracts a reader and 
keeps them on the site. Example: www.
knowteria.com uses bright colours and a 
strong image and tagline to share a simple 
message.

What’s your story? The About page is 
usually the second most visited page of 
any site and must provide a compelling 
story that sells your credibility in the 
industry, your experience in your field, 
and your ability to deliver. Example: 
www.destricker.com clearly sells Ulla’s 
credentials on the “About” page.

Don’t be mysterious: It is important 
to tell people where you are located, 
even in an online world. Example: www.
intellicraftresearch.com provides clear 
contact information, including phone, 
email, and mail so that the potential client 
knows where in the world the business is 
located. 

http://www.google.com/adwords
http://www.google.com/adwords
http://www.bing.com/toolbox/keywords
http://www.bing.com/toolbox/keywords
http://www.wordstream.com/keyword-niche-finder
http://www.wordstream.com/keyword-niche-finder
http://www.wordstream.com/keyword-niche-finder
http://wordpress.org/extend/plugins/wordpress-seo/
http://wordpress.org/extend/plugins/wordpress-seo/
http://wordpress.org/extend/plugins/wordpress-seo/
http://www.knowteria.com
http://www.knowteria.com
http://www.destricker.com
http://www.intellicraftresearch.com
http://www.intellicraftresearch.com
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Website Updates ■

 
NKS Info Services             

 
Your research, writing, and editing partner 

 
 
 

 
  
NKS Info Services provides: 
 
Editing and writing support … Focused research in 
information-rich academic, government, trade 
association and other resources … Targeted online 
database searching in a variety of commercial 
databases … Timely results in a format you need. 
 
 
I look forward to working with you! 
 

 
 
 

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

505-715-0607 
http://www.nksinfoservices.com 

LinkedIn: www.linkedin.com/in/nksinfo/ 
 
 
Available as a subcontractor to other AIIP members needing assistance with projects. 

Is it time for a makeover? Redesigning and refreshing a tired, 
cheap-looking site could pay for itself in new work. Your site 
needs to show that you are current with online trends. Example: 
www.carineresearch.com.au is Heather’s own renovated site 
that is much simpler, clearer, and easier to update. The new 
site produced a new client whose project basically paid for the 
renovation.

Winning words: Make your words reader-friendly using easy-
to-read fonts. Make your site easy to scan using short sentences 
and paragraphs. Be concise and use catchy headings that grab 
attention. Break up text using bullet points. And use your white 
space effectively. Example: www.bluesageresearch.com is easy to 
read and says everything in short, concise paragraphs.

A picture says it all: It can be a struggle to find the right image 
that conveys the central point of a business. If you can find 
one, the right image can add so much to a website. Example: 
www.cottonglovesresearch.com uses a simple image that 
clearly depicts a specialization in American history and cultural 
heritage.

Keep it fresh: Referring back to Charlene’s tips for SEO, Heather 
pointed out that fresh content helps with SEO efforts, adds to 
your credibility, and helps you to keep your site in line with what 
you are actually doing. Example: www.searchbyburke.com 
demonstrates how to regularly feed a site with fresh content by 
including a blog.

The audience interest in this subject was high, judging from 
their questions. Ed, Charlene, and Heather offered their views 
on specific issues, such as whether back-ups by a web host 
rendered a back-up plug-in redundant, how difficult converting 
a custom website to WordPress might be, and the role a Twitter 
feed plays—or does not play—in the quality of the website’s 
content and success in SEO. 

Our appetites were whetted and some of us will be referring to 
our notes and the session slides, as we build new websites or 
refresh our old and tired sites.  ■

Phyllis Smith is the owner of In the Know Research and Information 
Consulting in Georgetown, ON, Canada, and can be contacted at psmith@
in-the-know.com.

KNOWLEDGE
IS POWER
C-leveled gives you that power with
its unparalleled metrics through FIM

info@c-leveled.com          412-980-8875        www.c-leveled.com

Business owners need to know how they 
stack-up against their competition in 
financial performance. 

While business plans need to
be compared to actual 
industry trends. 

2600
1 MILLION

15+ KEY PERFORMANCE
INDICATORS

PRIVATELY HELD
COMPANIES

INDUSTRY
SEGMENTS

15+ KPIs with FINTEL Industry Metrics (FIM)
direct benchmarking with Honcho Business Scorecard

http://www.nksinfoservices.com
http://www.carineresearch.com.au
http://www.bluesageresearch.com
http://www.cottonglovesresearch.com
http://www.searchbyburke.com
mailto:psmith@in-the-know.com
mailto:psmith@in-the-know.com
http://honchohub.com/
http://www.youtube.com/Connect2Cleveled
http://secure.fintel.us/industry-metrics/
mailto:info%40c-leveled.com?subject=AIIP%20June%202013%20Newsletter
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AIIP is pleased to announce  
a call for nominations for the  
2013 AIIP Technology Award.

Nominate a new product or a new technology
that you find helpful in your business.

For details, go to: http://www.aiip.org/TechAwardNominations

Send your nominations, or questions, to  
Richard Torian, Awards Committee Chair, at rltorian@msn.com. 

The deadline for nominations  
is September 7, 2013.

Call for Nominations
AIIP Technology Award

http://www.aiip.org/TechAwardNominations
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Your Primary Skills ■

Debbie Bardon and Ellen Naylor spoke about going 
straight to the source in their session “Beefing up Your 

Primary Skills.” The two have different primary research styles 
while interviewing sources; however, both use a similar 
framework that will be outlined here in three sections 1) finding 
interviewees, 2) reaching out and building rapport, and 3) 
getting what you called for. 

Finding Interviewees 
The session’s kick-off was a collaborative discussion with 
the audience. It focused on how to find the right people to 
interview. The following list features suggestions from Debbie, 
Ellen, and the AIIP 2013 audience. 

✓ Read LinkedIn profiles and discussion groups

✓ Pearl dive in newspaper or magazine articles for people 
who have been quoted on the subject or contact journal-
ists directly

✓ Contact relevant associations and ask for refer-
ences

✓ Search company websites and organization 
charts

✓ Search industry or business databases 
that sell contact lists

 ✓ Search academic databases for 
conference proceedings for 
people presenting 
and publishing rel-
evant information

Presented by Debbie Bardon, Bardon On Call, and Ellen Naylor, Business Intelligence Source
Reported by Erin Tripp, CloudScout Information Services

✓ Contact an academic 
librarian to find fac-
ulty members who 
are experts in the field

✓ Check out Salesforce 
or Jigsaw for phone 
numbers and email 
addresses. 

Debbie and Ellen say to 
compile a list of contacts 
and continue with secondary 
research until you have a 
general understanding of the topics and the stakeholders. Also, 
prepare how you will describe the purpose of the call to contacts—
as well as answers to common questions about the project. 

Reaching Out And Building Rapport
Debbie says she emails possible contacts to schedule a call while 
Ellen will cold call contacts for a project. With either method, 

reaching out can be met with rejection. To increase the odds 
of success, Debbie and Ellen use strategies and skills to get 
people comfortable and talking. 

Start with small talk such 
as the interviewee’s local 
weather or news. Being 
friendly and polite goes 

a long way to setting the 

Beefing up  
Your Primary Skills

Debbie Bardon
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■ Your Primary Skills

tone of a call. Debbie says she will sometimes use sincere forms 
of flattery and ask for help to establish rapport. In addition, 
some clients will authorize Debbie to offer an incentive to 
entice participation (i.e., information, cash, or donation to 
charity). Ellen says other elements of a successful call include 
observing the interviewee’s volume, tone, expressiveness, and 
whether s/he is rushed. 

Getting What You Called For
The information of value will be retrieved in the middle of 
the interview. This allows for rapport to be built and for the 
interviewee to feel more like being involved in a discussion than 
an interview. 

In most cases being a good listener, allowing for silence and 
letting the interviewee talk will get most of the information 
needed. However, some additional tips will help bring more 
details to the forefront. Ellen uses elicitation techniques such as:

✓ Expressing mutual interest in the relevant topics

✓ Being naïve

✓ Having an unbelieving attitude

✓ Taking an opposing stand

✓ Making a provocative statement

✓ Exploiting the instinct to complain 

✓ Testing if the contact is knowledgeable by making a mis-
take and allowing the contact to correct you

Using these methods not only takes good communications skills, 
it also takes practice. Primary research can be difficult to tackle 
with confidence, but Debbie says some strategies will be learned 
through trial and error. However, it’s a process that is well worth 
it – leading to unique insights and value for clients.  ■

Fast, Easy Searches 
of Global Company Filings

Morningstar® Document Research SM 
streamlines public company research with 
powerful tools to search its real-time 
filings database. This comprehensive resource 
offers full-text searches, advanced search 
capabilities, instant filing alerts, and more. 
Clients use Document Research for compliance 
reporting, due diligence, competitive 
intelligence, and compensation benchmarking. 

To sign up for a free trial, 
visit http://documentresearch.morningstar.com
or call +1 800 365-4608 �1.
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Ellen Naylor

http://www.batesinfo.com/coaching
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Newsletters can make you a sizeable profit, says Marge King of 
InfoRich, citing a $34,000 net revenue from one issue versus 

direct costs of about $10 – a ROI of 3,400% (from one project for a 
client who had received the newsletter the day before).

Having ensured our attention with these figures, Marge proceeded 
to outline the process of using a newsletter as a marketing tool.

What can a newsletter do for your business?
A newsletter is an inexpensive way of building relationships, building 
reputation, showcasing skills, and, of course, maintaining presence 
in the client’s mind.

As with any marketing tool, to make an impression you need to 
know your target market (especially its pain points); to make a 
good impression you need to provide value; to make a lasting 
good impression you need to do this consistently, issue after issue.

Marge focused on the technical aspects, leaving it to each of us 
to dream up the content that will hook our clients. She offered a 
wealth of tips:

• Use a template—for clarity, consistency and ease of writing. 

• Avoid “Button Overload” – three at the top (Subscribe; Send 
to a Friend; View as Web Page) and two at the end (Contact 
Us; Subscribe/Unsubscribe) is plenty.

• Keep the subject line short—use headlines that will hook 
them (e.g., Making Social Media Pay).

• Keep the newsletter short—Marge prefers one, four-para-
graph article and two, one-paragraph articles (or marketing 
blurbs). She advised against paid-for or guest content. Who 
has time to read it?

Marketing your newsletter
Yes, a marketing tool needs marketing too. Marge suggested a 
variety of methods:

• Collecting business cards and building a mailing list

• Putting “Sign up for my newsletter” links in sig files 

Presented by Marge King, President, InfoRich Group, Inc. 
Reported by Judy Koren, Proprietor, ResearchWise Associates

 and presentations.

• Printing the URL on  
business cards

• Announcing it on  
social-media sites, 
forums and discussion 
groups

• Redirecting to it from 
your website and blog

• Even Google AdWords.

Stand and Deliver!
You’ve got subscribers. How do they get the newsletter? Not 
via freebie email services: these flag items as spam according to 
degree of interest, so if people don’t open your newsletter it might 
not get delivered to them or other same-service users next time. 

Many providers offer newsletter-distribution services, including 
MyNewsletterBuilder, an AIIP Associate. When comparing and 
evaluating providers, many points need considering—from 
checking that the provider is not blacklisted, through its 
handling of mobile devices, to its customization and reporting 
options. Reporting metrics are especially important. Can you tell 
who clicked on what? When was the mail opened (important 
for deciding the best time/day to distribute)? How about the 
subscribe and unsubscribe rates? The bounce rate? The open-
message rate? The click-through rate?

Costs and ROI
To track ROI, factor in the provider charges and any other costs 
(such as editing help) and your own time versus revenue derived. 
To know the latter, keep tabs on how your clients found you or 
why they remembered you.

A very active Q&A session showed that Marge had hooked not just 
her clients but also her AIIP audience.  ■

HoW My NeWSLeTTeR  
MAkeS Me MoNey

$  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $  $

Marge King
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Handy Tips For Presenting With Confidence - 
Heather Carine, Carine Research
As someone who would rather walk over hot coals than give 
a presentation, I was grateful for any insight on how to make 
the process less painful. In what was, itself, a highly polished 
presentation, Heather walked us through some of the steps 
to ensuring success. Her key message was the importance of 
thorough preparation, allowing at least three to four weeks for 
this important ground work. In addition to sensible advice on 
structuring the content of your presentation, she stressed the 
importance of questioning the event organiser to ensure that 
you understand who the audience is, why they are there and 
their level of understanding of your topic, as well as practical 
considerations such as the nature of the venue and who else will 
be speaking. Heather also gave us excellent advice on preparing 
for speaking, including rehearsing, arriving early and planning 
for predictable distractions such as texting and noisy rooms, as 
well as engaging with your audience: treating your presentation 
as a conversation, inserting pauses, and smiling.  Perhaps her 
most important piece of advice on presenting with confidence 
came at the end: keep doing it!

Tips Sessions – Part One
Reported by Michele Bate, Archer Van den Broeck, Limited

Setting up a Mobile Office - Ed Vawter, QD 
Information Services
I rarely have the need to work “on the move” but still found 
Ed’s suggestions of useful components for a mobile office 
extremely helpful, especially as they have been tried and 
tested by someone with so much experience and enthusiasm. 
He covered three areas: hardware, software (including special 
travel apps), and good locations to work that provide free wifi. 
An added bonus was that in addition to his laptop, tablet, and 
smartphone, he brought along accessories and peripherals such 
as an external battery pack, tablet stand, his favourite computer 
case, and a credit card reader for us to handle. This was a good 
way to assess whether their weight and bulk justifies taking 
them on the road and prompted a lively discussion of other 
users’ preferred models. An excellent tip was to avoid buying 
anything that is not USB-powered, to avoid having to pack 
multiple chargers. Software suggested by Ed included CloudOn 
for editing Microsoft documents; a wifi finder; Evernote for 
taking snapshots of hand-written whiteboards and making the 
contents searchable; SignNow for signing PDF documents on 
the go; Siri for reminders and directions; and Find My Phone for 
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Tips Session #1  ■

those inevitable moments when it is mysteriously mislaid. Travel 
apps recommended by Ed include Gate Guru, FlightBoard, TripIt, 
and OneReceipt, which has to be better than a briefcase stuffed 
full of small pieces of paper receipts.

Adding Value Using Microsoft Word: Styles, 
Templates & Short Cuts – Cindy Shamel, 
Shamel Information Services
I already use styles, templates, and some keyboard shortcuts but 
there is always something new to learn. For those who do not 
already use them, Cindy’s clear description of how they work 
and how to do them will hopefully have made some converts. 
The benefits of using styles and templates include saving 
time and creating more attractive, professional-looking, and 
consistent documents. Branding is also made easier by being 
able to quickly set up your house style, including specific colours 
using an application such as pixie.exe. Cindy also covered how to 
generate a Table of Contents. Keyboard shortcuts also save time 
and in addition, as pointed out by another of the participants in 

the tips session, using them can help to prevent repetitive strain 
injury caused by too much reliance on clicking the mouse. Cindy 
covered shortcuts generated by using Access Keys (starting with 
Alt and entered sequentially) and Key Combinations (starting 
with Ctrl and entered simultaneously). In addition to providing 
a useful list of frequently used key combinations, we also 
discussed setting up your own shortcuts, which I have found a 
huge time saver. She ended a very useful session by pointing 
us to two online tutorials: http://tinyurl.com/d9zwygu for 
learning how to create and customise a table of contents; and 
http://tinyurl.com/bn7hs6j for learning how to use keyboard 
shortcuts.  ■

Based in Northampton, England, Michele Bate’s company, Archer Van 
Den Broeck Limited, specialises in helping its clients to know whom they 
are dealing with. If they are considering an acquisition or joint venture, or 
making a senior hire, Archer Van Den Broeck helps them to assess whether 
their reputation might be damaged by being linked with another company 
or an individual.  If they are involved in litigation or a dispute, Archer Van 
Den Broeck helps them to know whom they are up against.

Blue Bear at Colorado Convention Center

http://tinyurl.com/d9zwygu
http://tinyurl.com/bn7hs6j


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

mailto:amelia%40marketingbase.com?subject=AIIP%20Connections
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The second Tips Session on Saturday afternoon offered the 
opportunity to attend three roundtable presentations on a wide 
variety of topics. I chose Google+, Creating Winning Proposals, 
and Open Access Science Services.

Google+: I Ain’t Afraid of No Ghost
Presented by Ken Watson, Watson Knowledge Services
I’ve been ignoring Google+ for a long time. Sure, I have an 
account, but I had assumed that not much happens there. I’m 
a social media slacker, and Google+ seemed hardly worth the 
effort. Ghost town? I sure thought so.

Ken Watson has changed my mind. His tips session gave us an 
overview of the features and strengths of Google+, as well as tips 
for setting up profiles, finding people, and making successful 
posts. Google+, it turns out, is great for sharing large quantities 
of content with specified contact groups, or “circles.” It allows 
users to create long posts (e.g., 100,000 characters in Google+ 
vs. 700 in LinkedIn), edit published posts, and share screens and 
documents in online hangouts. You can also video conference 
with up to ten active participants, with the option of allowing 
unlimited guests in watch- and listen-only mode. No friends on 
Google+? No problem. You can find people to add to your circles 
by searching for common interests and industries. 

Google+ is much more active and lively than people assume, 

and offers some unique opportunities for independent info 
pros to connect and share information with new contacts and 
communities. See you there!

Creating Winning Proposals
Presented by Linda Rink, Rink Consulting
As someone who often fusses about proposals, waffling over 
what details to include and what not to include, I found Linda 
Rink’s tips session helpful and reassuring. According to Linda, a 
winning proposal is not just one that gets you the job, but one 
that provides a win-win for both you and your client. 

Written after you have had a detailed discussion of the 
project with a client, a proposal should function as a contract, 
helping you ensure that your work pleases the client while 
also protecting and satisfying you. Linda noted that every 
proposal she writes is customized, keeping the particular client’s 
perspective and needs in mind–including the need to look good 
and not have to worry about the details of solving a problem. 

Clear, concise, jargon-free communication is essential for 
preventing misunderstandings and maintaining credibility. 
Proposals should include a clear statement of your 
understanding of the project’s objectives, your assumptions, 
the expected deliverables (including format), and the services 
or products included (or not included) in your proposed fees. It 

Tips Sessions – Part Two
Reported by Cathy Chiba, Dauratus Research, Inc.
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■  Tips Session #2

is also important to indicate to clients what you will need from 
them, and when you will need it to complete the project within 
the proposed timeline. However, Linda warned us not to confuse 
the need to be clear with a need to reveal all the methods and 
sources you will be using to solve their problem: this information 
is your intellectual property. Moreover, most clients do not care 
or want to know the detailed steps you will be taking to solve 
their problem: they only want their problem to be solved. If you 
can convince them that you are the best person for the job, they 
can be well on their way.

Open Access Science Resources:  
What’s New?
Presented by Matthew Von Hendy,  
Green Heron Information Services
Keeping up with what’s new in open access science resources 
is no easy task. The emergence of free Internet sources of high 
quality, peer-reviewed scientific and technical information has 
disrupted scientific publishing, creating an information “wild 
wild West” that is both exhilarating and chaotic.

As Matthew Von Hendy explained, open access science resources 
had their origin in the scientific community’s frustration with 

traditional scientific publishing. For example, PLoS, the Public 
Library of Science, founded about a dozen years ago, was 
originally started as a protest against the scientific publishing 
industry’s high subscription prices and restrictive distribution 
policies. It is now only one of many publishers and aggregators 
of quality scientific information, and is part of a rapidly changing 
landscape of freely available scientific resources.

Matthew started out with the caveat that open access sources, 
while often an excellent resource for independent info pros, 
individuals, and organizations with limited funds, are not 
necessarily a replacement for searches in quality commercial 
databases. Moreover, the content of some open access sources, 
particularly ones such as Mendeley that are produced via crowd-
sourcing, may have copyright issues. The quality control of some 
open access sources may also be problematic.

Matthew described a few of the most useful search tools for 
open access science resources, among them Mendeley (www.
mendeley.com/research-papers/search), SciTech Connect 
(www.osti.gov/scitech/), and OpenDOAR Content Search (www.
opendoar.org/search.php). He also gave us an overview of the 
major open access science journal publishers and highlighted the 
Directory of Open Access Journals (www.doaj.org/), the existence 
of which is an indicator of the success of the open access model.

He mentioned open access initiatives of some major science 
publishers, open access e-books, and subject-specific 
open access databases, such as Chemistry Central (www.
chemistrycentral.com/) and the Defense Technical Information 
Center (www.dtic.mil/dtic).  Particularly interesting was the 
emergence of open access data repositories–an area of  
explosive growth. 

Matthew had far more resources than time to cover them, and it 
was apparent that the development of open access resources in 
the sciences is by no means over. 

So what’s new? A lot. Tune in next time–and don’t wait too  
long.  ■

Cathy Chiba is a patent searcher, information wrangler, and the Chief 
Research Geek of Dauratus Research (www.dauratus.com), a scientific and 
technical literature research company based in Vancouver, BC, Canada. 
Contact her at cmchiba@dauratus.com.

http://www.mendeley.com/research-papers/search
http://www.mendeley.com/research-papers/search
http://www.osti.gov/scitech/
http://www.opendoar.org/search.php
http://www.opendoar.org/search.php
http://www.doaj.org/
http://www.chemistrycentral.com/
http://www.chemistrycentral.com/
http://www.dtic.mil/dtic
http://www.dauratus.com
mailto:cmchiba@dauratus.com
http://www.wts.wisc.edu
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Marketing Savvy  ■

Presented by Jocelyn Sheppard, RedHouse Consulting
Reported by Barbara L. Wagner, The Access Point

Maximizing Your  
Marketing Savvy

Jocelyn Sheppard

The last session of the 2013 AIIP Denver Conference was devoted 
to the topic of marketing, and in particular, the marketing of AIIP. 

In this Sunday session, originally billed as a roundtable 
discussion of individual experiences with marketing strategies, 
incoming President Jocelyn Sheppard led a discussion on AIIP’s 
initiative to increase awareness of AIIP and its members.

To support this initiative, Jeff Mustard, President of The Bamboo 
Agency (Delray Beach, FL, www.thebambooagency.com) was 
engaged this past March to help develop and execute a strategic 
marketing initiative for AIIP. To date, the initiative has included an 
AIIP banner ad campaign, an aggressive push on press releases, 
and the videotaping of sessions and testimonials at the annual 
conference--footage that will be used in promotional spots on the 
AIIP website. The agency is developing several additional initiatives 
designed to increase general awareness of AIIP and recruit new 
members to the association. The advertising campaign has started 

to re-market to the websites of 
affiliates and strategic partners, 
including corporate vendors. 

Jeff’s presence during the 
conference created a unique 
opportunity to discuss AIIP’s 
marketing initiative with 
conference participants, and to 
see AIIP from two viewpoints: a 
marketer and a person outside 
the organization. 

Jeff noted that AIIP as an 
organization suffers from the 
same challenges in marketing 
that individual members do as 
entrepreneurs. Just as we are in the business of trying to find new 
clients and grow our businesses, AIIP is in the business of attracting 

and retaining new members and holding good conferences. 
He noted that nearly 90% of the revenue that allows AIIP to 
exist comes from membership dues and the conference.

Jeff observed there is a lack of awareness: people do not 
know how to search for us. One tactic is to “fish where 
the fish are” by using banner ads on websites that share 
the information market, using a Google Display Network 
(www.google.com/ads/displaynetwork/) campaign. Prior 
to the conference, AIIP members were encouraged to put 

these ads on their company websites. He analyzed AIIP 
website visits over the three weeks before March 13 and 
from March 13 to April 2, and found an 18% increase 

in website visits. Google Analytics showed that 
hundreds of “new eyeballs” visited. The initiative 

is ongoing, and Jocelyn and AIIP Marketing 
Committee co-chairs Susan Berkman and 

http://www.google.com/ads/displaynetwork/
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■  Marketing Savvy

Charlene Burke encouraged members to continue participating 
in the posting of banner ads over the coming year. This led to a 
discussion relating to members’ varying opinions about placing 
advertising on their own websites. A number of members 
offered suggestions for integrating promotion of AIIP with their 
preferred approaches to branding and messaging.

Jeff also noted that The Bamboo Agency has given AIIP an 
extraordinary deal for public relations through PR Web (www.
prweb.com/). As of this writing, the first three PRs have been 
sent, each with 25,000 impressions, with more to come. Some 
will showcase specific member activities. So far, 1,800 new 
reads/new eyeballs (interactions) occurred, with 96 clicking on a 
link. Media pick-ups related to the information world have also 
begun. 

As Marketing Committee co-chairs, Susan Berkman and 
Charlene Burke are working with Jocelyn and will coordinate 
with the Membership Committee. Susan said a survey is 
planned to ask members why they joined AIIP. At least a couple 
of members were in favor of a focus group, suggesting that it 
would be especially useful to understand why relatively new 
members choose to stay and return to conferences. Because 

Jeff Mustard

part of promoting AIIP is to promote the services and skills of its 
members, another objective is to promote members’ reputations 
as thought leaders. Susan will work with Cynthia Hetherington 
on the AIIP Thought Center. 

This discussion was lively, opinionated, and full of ideas and 
feedback for the Marketing Committee. By the end of the 
session, it was clear that the discussion was far from over.   ■

Barbara Wagner (www.linkedin.com/in/barbaralwagnertap) is Chief 
Researcher of The Access Point in Denver, CO. Contact her at barbara@
theaccesspoint.info.

http://www.prweb.com/
http://www.prweb.com/
http://www.qdinformation.com
http://www.linkedin.com/in/barbaralwagnertap
mailto:barbara@theaccesspoint.info
mailto:barbara@theaccesspoint.info
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Prior to the opening reception of the 
2013 AIIP annual conference, the exhibit 
room featured an added attraction: two 
interesting poster sessions, presented by 
Melanie Hughes and June Boyle.

Two Years in the Journey 
of Female Information 
Entrepreneurs
Melanie E. Hughes is Coordinator of 
Automation and Technical Services 
at Indiana University Southeast in 
New Albany, Indiana.  Her study was 
conducted with assistance from 
marketing professor Michael Breazeale 
at the University of Nebraska Omaha 
(formerly at IU-SE). A chart Melanie 
created for the session covered all the 
questions asked and responses made 
from both information professionals 
interviewed. For details, contact Melanie 
at mehughes@ius.edu.

Presented by Melanie E. Hughes, Indiana University, and June M. Boyle, CeRCo Research & Consulting
Reported by Barbara L. Wagner, The Access Point

Poster Presentations at the 
2013 AIIP Conference

Melanie conducted interviews with 
two early-career women who are 
information entrepreneurs. Her purpose 
was to understand the motivation of 
independent information professionals 
to choose to become entrepreneurs, 
satisfaction with their chosen occupation, 
and how they operate their business. 

Characteristics of interviewees: Both 
started their businesses in 2008, are 
AIIP members, and worked with AIIP 
mentors. They both have a master’s 
degree in library science; they had 
realistic expectations that becoming 
established would take three to five 
years. They use social media tools to 
support clients with personal and 
corporate brand management. 

The interview questions included how 
they got started, how their work is 
changing, how they market their services, 

challenges, obstacles, and what a typical 
day is like.  An interesting interview 
questions was: “When did you know that 
you had made the right decision to start 
your own business?” One said, “Gave up 
searches, alerts for jobs, 10 months into 
running business; ready to embrace it.” 
The other said, “I knew the alternative – 
being at a desk every day…It suits me 
enough to make it work.”

CeRCo Research Perspectives: 
Three Recent Projects
June M. Boyle is President of CeRCo 
Research & Consulting in New York City.  
She is a management consultant with 
extensive experience in organizational 
research, information services, 
operations, knowledge management, 
and financial systems. Her presentation 
showed three examples of how she 
helped company executives address 

mailto:mehughes@ius.edu
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■  Poster Presentations

challenges in their organizations. June also provided handouts 
with details of those projects, describing the challenges and the 
solutions achieved. Contact June for details: june.boyle@cerco-
research.com.

June presented an overview of some client projects, along 
with the major activities and outcomes.  One project, Curiously 
Strong Teamwork, analyzed how the heir to a 116-year-old 
business and the new CEO who is the first outsider to run 
the company developed a way to work together, with Boyle’s 
assistance.  A second client, based in the Middle East, went 
through a competency-based assessment program that was 
quite challenging because the processes involved were not 
usual in their culture. 

Her research on co-leadership stories has determined that some 
companies have been successful in their rigorous succession-
planning process, with the principals having a personal 
commitment to ensuring that their ongoing partnership worked, 
and their willingness to share their lessons learned with other 
leaders. June identified core practices that can enable them to 
establish a strong foundation for leading together: ensuring 
open communication, positioning the new CEO, presenting a 
united front, clearly defining roles, and periodically assessing 
how the relationship is going. 

June has worked with senior executives and the boards of public, 
private, and non-profit organizations across a range of industries. 
CeRCo supplements a company’s internal resources, collaborating 
in all aspects of the research process, and offering advice based on 
data gathered through rigorous research and diagnostic methods. 

During her poster session, June described processes, difficulties, 
and rewards of the work her company does to assist company 
leaders with changes occurring within their corporations, given 
individual corporate environments. ■

Barbara Wagner is Chief Researcher of The Access Point, a Denver-based 
company specializing in environmental information research, established 
in 1980.
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Sharing Success  ■

In a campaign connected with AIIP’s annual conference, AIIP 
members donated nearly $1,500 in cash—along with a generous 
assortment of clothing and accessories—to Dress for Success 
Denver. Dress for Success (DFS) is an international nonprofit 
organization with affiliates in more than 120 cities worldwide. 
DFS promotes the economic independence of disadvantaged 
women who are joining or returning to the workforce by 
providing professional attire, a network of support, and career 
development tools to help women thrive in work and in life. 
Using clothing donations, DFS helps clients get outfitted to 
make a great first impression at interviews and land jobs that 
change their lives. The Denver affiliate assists more than 1,500 
women each year.

The donations drive was effectively catalyzed by a matching gift 
challenge offered by Jocelyn Sheppard, Principal of RedHouse 
Consulting and new AIIP President. 

“As an organization that supports information professionals who 
are themselves often in transition, we are happy to help Dress for 
Success support women transitioning into the workforce,” said 
Jocelyn Sheppard. “Many disadvantaged women just don’t have 
the means to go out and buy a suit when they are unemployed. 
That’s why initiatives like Dress for Success are so important.”

By Connie Clem, Clem Information Strategies

With about 100 AIIP members and colleagues in attendance 
at the conference, the cash donations alone averaged $15 per 
attendee. At the opening reception, DFS-Denver Executive 
Director Donna Deteau thanked AIIP members, noting, “Dress 
for Success Denver normally receives a $250 to $300 donation 
from groups this size. You donated three times that much. And I 
guarantee that the clothing you’ve donated will be off our racks 
within a week.” Later she added, “AIIP is a very special group of 
people. I can feel it; you’re like family. Even after the conference, 
we’ve continued to receive more checks and more online 
donations. Your members are amazing.”

AIIP conferences often feature a give-back campaign to benefit 
an organization in the host city. For example, members donated 
student dictionaries to Cleveland Reads during the 2010 
conference in Ohio. The local arrangements team for next year’s 
conference will select an organization for AIIP to support in 
Baltimore, Maryland. Suggestions may be sent to Linda Stacy, 
2014 conference coordinator, at l.stacy@lek.com.

More information about the worldwide Dress for Success organization 
is available at www.dressforsuccess.org. The direct link to the Denver 
affiliate of Dress for Success is www.dressforsuccess/Denver.

Sharing Success 
at AIIP’s 2013 Annual Conference

http://www.dressforsuccess.org
http://www.dressforsuccess/Denver
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■  Survey Says

Don’t be mysterious.  
I needed to double-
check my website to be 
sure contact information 
was complete and easy 
to find.

Cindy Shamel, Shamel Information 
Services

I plan to develop a new WordPress 
website using the WP, SEO, and content 
recommendations offered by Ed, 
Charlene, and Heather.

Phyllis Smith, In the Know Research and 
Information Consulting

Don’t be mysterious on 
my website.

Constance Ard,  
Answer Maven

Survey Says

What one actionable thing did 
you learn at the 2013 AIIP Annual 
Conference that you planned to 
implement as soon as you got home?

Look for the e-blast about the  
banner ads.

Barbara L. Wagner, The Access Point

Try out some of the things that Ed 
Vawter taught us to do in 
his morning workshop.

Rya Ben-Shir, Shir 
Solutions Inc. 

To post this on my bulletin board as 
soon as I got home, and take it to 
heart: “I will never turn 
down my ambition 
because someone else 
is uncomfortable with 
the volume.” - Erika 
Napoletano

Patricia Presti, Infotrova Research 
Services Canada

Just one? Next time 
I’m at a networking 
reception, I’m going to 
enter the room with 
three questions in mind, 
and assume the “uncomfortableness” of 
a person who doesn’t look like they are 
afraid to talk.

Jan Davis, Blue Sage Research

Got a question to suggest?  Send 
your suggested survey question to 
ConnectionsEditor@AIIP.org.

Here follows a representative sampling of the responses:

 This issue’s survey question is:

mailto:ConnectionsEditor%40AIIP.org?subject=AIIP%20Connections
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AIIP 2013  
ConferenCe Committee

Conference Planning Chair: Constance Ard

Conference Vice-Chair: Linda Stacy

Program Coordinator: Jan Davis

Marketing Coordinators: Scott Brown and Ed Vawter

Public Relations Coordinator: Jackie Papke

Partner Relations Chair: Linda Stacy

Pre-Conference Sessions Coordinator: Linda Stacy

Tips Session Coordinator: Brandy King

First Timers’ Event Coordinators: Cindy Shamel, Deb Hunt, Barbara Lee

Local Activities: The I-25ers

Materials Coordinator: Ulla de Stricker

Web Page Content: Julia Parker

Door Prize Coordinator: Michelle Rawl

Conference MC: Rachel Bates Wilfahrt

Conference Reporters Wrangler: Cathy Chiba

Photography and Prize Announcer: Mark Goldstein

Administration Extraordinaire: Bland O’Connor and Melanie Talley 
 P&N Association Management
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■ General Information

Ad Rates for AIIP Connections
AIIP Connections is a quarterly online publication.  If you are interested in advertising, contact Karen Klein at 1-610-927-1701 or 
email to kklein@fulcrum-info.com.  [NOTE:  Please prepare the ad in electronic image - PDF, JPG, PNG, TIF.]

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

Mark your calendars now to attend the
28th AIIP Annual Conference

Chart Your Course in Charm City

April 2 through April 6, 2014
Baltimore, Maryland, USA

mailto:kklein%40fulcrum-info.com?subject=AIIP%20Newsletter



