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Welcome to the September 
2013 issue of AIIP 

Connections.

In this issue, the Member Spotlight 
is on Brandy King of Knowledge 
Linking.   The Committee Spotlight 
is on AIIP’s Membership Committee, 
chaired by Arthur Weiss. 

Jan Davis offers up a thorough list 
of resources for oil and gas industry information.

Phyllis Smith reports on Massive, Open, and Online Courses 
(MOOCs).

June Boyle and Debbie Wynot ask if your business is ready for a 
natural disaster, and offer solid advice on how to make it so.

Also in this issue is an announcement calling for the 2013 
Technology Award nominations.  Nominate the new product or 
new technology that you find helpful in your business.  Deadline 
is September 7.

The Book Review column takes a look at when to hire, or not 
hire, a consultant.

This issue’s Survey Says asks what your three must-read blogs are.

In her Coach’s Corner, Amelia Kassel discusses Errors & Omissions 
insurance.

A new column, Our Off-Hours, begins in this issue.  It will report 
on what recreational activities we info pros engage in during our 
time away from work.  In its first appearance, Marilyn Harmacek 
describes her delightful snorkeling adventures.  Have a hobby, 
sport, interest you’d like to highlight?  We’d love to hear about it 
in upcoming issues of AIIP Connections.  Contact me.

Enjoy the September 2013 issue of AIIP Connections.

Joann M. Wleklinski 
Editor, AIIP Connections

In This Issue

Next issue:  1 December 2013
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President’s Message ■

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

AIIP volunteers, committee chairs, and 
Board members work hard to make 
sure that everyone in AIIP receives all 
the benefits of membership. I have two 
questions for each member: 

1) How actively are you taking full 
advantage of these benefits?

2) Have you ever quantified the mon-
etary value of your AIIP membership? 

Let’s take stock.

Have you worked with an AIIP Mentor? 
If so, you likely recall how this person 
helped you address issues that were 
keeping you awake at night—or that 
were keeping you from fully launching 
your business. If you emerged from this 
relationship with increased confidence, 
clarity, and conviction that you had 
chosen the right path, then you’ve 
already enjoyed a valuable, intangible 
AIIP membership benefit.

Have you updated your AIIP 
Membership Directory profile lately? 
If you have acquired new skills and new 
client-sector expertise, your profile 
needs to reflect this. If you’ve decided 
to narrow your marketing strategy, your 

profile needs to reflect this, as well. The 
Directory lets clients find you; it lets AIIP 
members who need subcontractors 
find you. You control what the Directory 
says about you, your skills, and your 
business. What’s not to like about this 
free advertising channel?

When was the last time you checked 
out the vendor discounts program? 
At last count, we had eight Industry 
Partner companies and 32 Industry 
Affiliate companies offering significant 
discounts on their products and services. 
These companies range from the classic 
broad-based information aggregators 
to specialized information providers. 
Think about the last time you used one 
of your discounted subscriptions on a 
project. How much time did it save you? 
How much did it add to the quality of 
your deliverable? That’s a benefit that 
translates directly to your bottom line.

Speaking of bottom line benefits, when is 
the last time you received help, advice or 
a project lead via AIIP-L? How much time 
did it save you? How much did it add to the 
quality of your deliverable? Our discussion 
list is a rare creature: a self-governing forum 

where members freely share expertise and 
offer encouragement—often when we 
most need it. 

We realize that the AIIP conference 
may represent your largest business 
development cost. That is why each 
year we provide a compact schedule 
of info pro-centric programming, 
networking, and learning opportunities 
you won’t find anywhere else. Consider 
the last time you took advantage of a 
key take-away from a pre-conference 
workshop or from a relationship with a 
fellow AIIP member that started at the 
conference. Now calculate the tangible 
and intangible value of having access 
to that information or that relationship. 
That value may surprise you.

Take a moment soon to review your AIIP 
member benefits—and please share 
with me what you discover.

Jocelyn
 
Jocelyn Sheppard 
2013-14 AIIP President 
president@aiip.org 

mailto:president@aiip.org
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Jeff Brockway, Informationworks, Inc.
J. Beach Clow, Lead Valu

Paula Cohen, Knowledge for Impact
Michael Daniels, MDD Information Solutions

Dominic DeMarco, DeMarco IP
Barbara Durland, HIH Information Services

Susan Harding, The Harding Company
Donna Hardy, I-RESEARCH

K.C. Hudson
Yodit Kebede, Yodit Kebede

Ali Khoshnevissan
John Kosecoff, Fundamental Investment Research Management

Steve Larson, Information Alliance
Eric Magill, FlexITechs

Pat Margulies, Margulies Research & Consulting
Tracy Mertens, Tracy Mertens Consulting

James Miller, James F. Miller Research Intelligence Strategy, Inc.
Deb Monkman, Contractor/Consultant
Mohamed Mubarak, Qatar Foundation

Catherine Pask, Catherine Pask Information
Jenn Patterson, Investigate IT

Connie Pine, CP Solutions for Librarian, LLC
Belinda Robinson-Jones, BRJ Research & Information Services

Kerry Smith, Informationworks, Inc.
Robert Sullivan
Judie Triplehorn

Josta Vencken, Informatized
Valerie Walters, V Walters Consulting, LLC

Welcome AIIP’s Newest Members:

60 Million + 
Global Business Credit Reports 

More Current Information 
More Complete Information 

More Comprehensive Information 
At great rates 

See the BEST in Company Credit Reports  

Ask for a Free Trial valued at $200.00 

To schedule a convenient time for a Free Trial contact 

Mike Lindenmuth at 877-586-0981 ext. 237 

or email m.lindenmuth@c3bizinfo.com

and prove it to yourself 

Distributed by: 

http://www.c3bizinfo.com

http://www.batesinfo.com/coaching
http://www.gomnb.com
http://www.c3bizinfo.com


AIIP Connections Volume 27 |  No. 3 |  September 2013  5

Spotlight on Members ■

Brandy King

Member Spotlight:  

Independent. That’s the word that 
matters most to me in the name of our 
association.

As an English and women’s studies major 
at Smith College (a small liberal arts 
women’s college), I learned all about 
independence. You can just imagine 
the amount of feminist theory and 
women’s literature I read. But it was not 
just learning about how women worked 
toward independence that inspired me; 
it was also living in a community that 
truly fostered our own independence.

At Smith, I learned how to think critically, 
how to follow the path of my curiosity, 
how to create a network of support, and 
how to effect change. And it was at my 
work-study job in the Smith library that I 
learned about the tremendous power of 
being able to find information. I wanted 
that power.

services support these groups in 
reaching their target audiences and 
creating social change. And I have the 
independence to be able to balance 
my family’s needs, my clients’ needs, 
and my own need to give back to the 
professional organizations that helped 
get me here.  ■

Contact Brandy King by email at brandy@
knowledge-linking.com or via the website 

www.knowledge-linking.com.

After finishing my MLIS, I worked for 
eight years as the Information Specialist 
at the Center on Media and Child Health 
at Children’s Hospital Boston. Our 
director had the foresight to embed a 
librarian within the research center from 
the start, rather than relying on support 
from our overworked hospital librarian 
(a choice that was challenged by HR 
several times). He then granted me the 
independence to create services that 
would support our staff internally and 
spread our mission externally.

After having my second child in 2011, I 
knew I needed the kind of independence 
that would allow me to create my own 
schedule. Grateful that my husband 
seemed to be a rising star at his 
architecture firm, I took the leap and 
started Knowledge Linking.

Using one of the crucial skills I learned 
at Smith, I immediately tapped into 
my professional network. I contacted 
colleagues from other nonprofits to 
learn about their information needs; met 
with Smith alumnae who had started 
their own businesses; immersed myself 
in volunteering for the Special Libraries 
Association; and joined AIIP so that I 
could learn from the wisdom of like-
minded peers.

Through Knowledge Linking I help 
nonprofits and small businesses find, 
organize, and share information. My 

Brandy King
Knowledge Linking

mailto:brandy@knowledge-linking.com
mailto:brandy@knowledge-linking.com
http://www.knowledge-linking.com/
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■ Committee Spotlight

AIIP’s policies and procedures have 
always specified that there needs to be 
a committee dedicated to membership. 
For the last few years, this has not been 
overly active. Instead two additional 
committees took on the Membership 
Committee roles: 

• The First Year Committee (address-
ing the specific needs of new mem-
bers) chaired by Ulla de Stricker, 
with Anne Hengehold, Phyllis 
Smith, and Debbie Bardon

• The Inquiries Committee (following 
up inquiries from potential mem-
bers) chaired by Jan Sykes, with 
Amelia Kassel, Julia Parker, and 
Eiko Shaul. This committee’s work 
is described in the March 
2013 AIIP Connections.

Recently the board looked 
at the activities of all 
committees and a decision 
was made to restructure/
revive the Membership 
Committee by bringing in 
aspects that impact longer-term 
members too. As a result, the above 
two committees have become part of 
a revitalised Membership Committee 
that also includes “Mentoring” and 

“Member Surveys” (with the Membership 
Committee members consisting of the 
chairs of the constituent committees 
that are included in it).

Mentoring gels well with the First Year 
Committee (FYC) – as it tends to be 
newer members who need a mentor. 
By being together, the two can work 
together, with the FYC passing on 
requesting members to mentoring. 
Mentoring supports members who are 

trying to get their businesses going by 
pairing them with a more experienced 
member in their field or who has 
something in common with them. The 
two work together with the mentor 
advising, coaching, and supporting the 
mentee. As such, it becomes mutually 
beneficial as both partners end up 
learning from each other through 
gaining and giving ideas. Mentoring 
is currently chaired by Shelly Azar 
and includes Judy Koren and Barbara 
Wagner. 

Membership surveys take place every 
few years and aim to understand who 

our members are – so that the AIIP can 
ensure that services match member 
needs. The last survey took place a 

couple of years ago. While 
Mary Ellen Bates recently 

conducted a survey looking at 
the experience and earnings 

of information professionals, 
there has been no recent 
survey examining member 

needs and satisfaction with 
AIIP. We are now preparing a new 

membership survey that will be 
launched in the fall. This will look 
specifically at different member 
groups – new members, associate 

Committee Spotlight:

By Arthur Weiss, AWARE

AIIP Membership 
Committee
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Committee Spotlight ■

members, etc. – as they may look 
at things differently. This is the 
first time such segmental member 
surveys will have been done. 

As well as surveys, the Member 
Survey aspect looks at the 
membership overall – where they 
are located, years as members and 
in business, and so on. The aim is to 
identify opportunities and threats 
– and the data comes from the 

membership database. (Obeying market research ethics, data 
is anonymized – and is only as good as is entered. So if you’ve 
not yet updated your membership profile, here’s yet another 
reminder.) Member Surveys is chaired by Jane Langeman who 
has taken on a role as AIIP analyst, along with Sarah Camacho 
and myself. 

As well as the above, the Membership Committee may shortly also 
look at ways of further enhancing member networking. Members 
who know each other are more likely to share work and ideas, 
outsource work, or get contracted to do work. AIIP-L and the 
Conference are currently our main networking platforms. 

However there are other ways to network. The I-25ers group 
for members in the Colorado area periodically meet together 
professionally and socially. Heather Carine, in Australia holds 
regular tele-meetings for members in the Asia-Pacific region. 
There is also an annual meeting within Europe – that last year 
took the format of a Pub supper following the Internet Librarian 
International conference. These are all models for building 
personal contacts between members. 

If you are based in any of the major conurbations (New York, 
Baltimore-Washington, Chicago, Los Angeles…) you will find 
that there are other members who live and work within an 
hour or so of you. Get together – and bring along others and 
this can also help your business to grow. This is something that 
the Membership Committee is also looking at and working on. 
However it’s the one area that doesn’t depend on the committee 
volunteers alone but needs support from all our membership. 

If you want to help organise such a group, or want to participate 
in any aspect of the membership committee, contact me at 
membership@aiip.org. ■

Arthur Weiss

http://www.dialog.com/pqd
mailto:membership@aiip.org
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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


AIIP Connections Volume 27 |  No. 3 |  September 2013  9

Gas and Oil Industry ■

Over the years my clients, valuation 
practitioners, have asked me to research 
some aspect of the oil and gas industry. 
It isn’t surprising, given the increasing 
uncertainty and volatility of energy 
supply and demand, substantial increases 
in investment in shale plays, and the 
increasing number of individuals who 
hold oil and gas mineral rights and are 
now trying to move those interests into 
trusts, or gift interests to family members.

There are numerous sources of 
information on the oil and gas industry, 
and of course, which one you use 
depends on your specific research 
project. Below is a select list of the free 
and fee-based industry resources I use.

Prepackaged industry 
overviews

Datamonitor
www.datamonitor.com/ 

• Global- Oil & Gas Equipment & 
Services

First Research
www.firstresearch.com/

• Oil & Gas Exploration & Production 
Industry Profile

• Oil & Gas Field Services Industry 
Profile

Freedonia Group
www.freedoniagroup.com/

• Oil & Gas Infrastructure

IBISWorld
www.ibisworld.com/

• Oil Pipeline Transportation in the US

• Oil & Gas Field Services in the US

• Oil Field Drilling Services

• Offshore Oil Rig & Platform Con-
struction 

Plunkett Research
www.plunkettresearch.com/

• Energy & Utilities, Oil & Gas Industry

Trade Associations 

American Petroleum Industry
www.api.org/

• Free reports include a monthly 
“Petroleum Facts at a Glance” and 
“Monthly Import Statistics.”

Independent Petroleum Association of 
America (IPAA)
www.ipaa.org/

• The latest published reports are 
from 2012. However, for apprais-
ers with valuation dates prior to 

January 2012, the site is rich in 
US oil and natural gas production 
statistics by state, and statistics on 
exploration, drilling, reserves, sup-
ply, demand, prices, costs, industry 
employment, financial indicators.

Marcellus Shale Coalition
marcelluscoalition.org/

• A clearinghouse for studies, reports 
and presentations on the Marcellus 
Shale.

National Association of Royalty Owners
www.naro-us.org/
• This national organization repre-

sents oil and gas royalty owners’ 

By Jan Davis, Blue Sage Research 

The Gas and Oil Industry  
Often Drives My Business 

Jan Davis

http://www.datamonitor.com
http://www.datamonitor.com
http://www.firstresearch.com
www.firstresearch.com/
http://www.freedoniagroup.com
www.freedoniagroup.com/
http://www.IBISWorld.com
www.ibisworld.com/
http://www.plunkettresearch.com/
www.plunkettresearch.com/
http://www.api.org/
www.api.org/
http://www.ipaa.org
http://www.ipaa.org
www.ipaa.org/
http://marcelluscoalition.org
http://marcelluscoalition.org/
http://www.naro-us.org/
http://www.naro-us.org/
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■  Gas and Oil Industry

interests. The “Resources” section 
provides links to various royalty 
marketplace websites.

Natural Gas
www.naturalgas.org/

• Developed and maintained for the 
Natural Gas Supply Association, 
this site provides an overview of 
the business side of the natural gas 
industry. Sections include “Industry 
and Market Structure,” “Natural Gas 
Demand” and “Natural Gas Supply.”

International Energy Agency
www.iea.org/

• The IEA is an autonomous organi-
zation with 28 member countries. 
Its website provides a “Statistics & 
Balances” section that contains data 
by product, region, and country. 

US Oil & Gas Association
https://www.usoga.org/

• Provides current oil and gas related 
news and a comprehensive list of 
US and international crude oil and 
natural gas associations.

Government Agencies 

State Oil and Gas Associations
www.naro-us.org/

• The National Association of Royalty 
Owners website provides a directo-
ry of state oil and gas associations.

U.S. Energy Information 
Administration (EIA)
www.eia.gov/

• The EIA “collects, analyzes, and 
disseminates independent and 
impartial energy information.” Its 
publications include: The Annual 
Energy Review, Short-Term Energy 
and Winter Fuels Outlook, Weekly 
Retail Gasoline Prices, U.S Natural 
Gas Imports and Exports, and the 
Natural Gas Year-in-Review. 

U.S. Geological Survey Energy 
Resouces Program (ERP)

energy.usgs.gov/OilGas/
AssessmentsData/
NationalOilGasAssessment.aspx

• The USGS Energy Resources 
Program “provides periodic assess-
ments of the oil and natural gas 
endowment of the United States.”

Journals and Trade 
Publications

Oil & Gas Financial Journal (OGFJ)
www.ogfj.com/

• The OGFJ provides “petroleum 
industry managers, analysts and 
investors credible information 
about the most important financial 
developments of oil exploration, 
oil and gas investing, international 
and regional oil and gas informa-
tion.” Subscription-based, but many 
articles are free.

Oil & Gas Journal
www.ogj.com/

• Subscription-based journal but 
articles in the “Economics & Oil Mar-
ket News” section are free. Website 
is divided by industry segment: 
“Exploration & Development,” “Drill-
ing & Production,” “Processing,” and 
“Transportation.” 

Platts
www.platts.com/

• Most of Platts’ market data and 
pricing publications are fee-based, 
however the publisher provides 
free podcasts and blogs with up-to-
date news and analysis.

WellServicingMagazine.com
www.wellservicingmagazine.com/

• The official publication of the 
Association of Energy Services 

Companies contains useful articles, 
reports, and the Guiberson/AESC 
Service Rig Count.

World Oil
www.worldoil.com/

• Provides key statistics of the global 
upstream oil and gas industry.

Miscellaneous

Baker Hughes
www.bakerhughes.com/

• Current and historical US and inter-
national rig count statistics. 

Federal Reserve Bank of Dallas 
www.dallasfed.org/research/energy/
index.cfm
• The Quarterly Energy Update con-

tains articles on current issues such 
as prices and forecasts.

PetroStrategies, Inc.
www.petrostrategies.org/Learning_
Center/learning_center.htm

• PetroStrategies, a strategic analysis 
and planning firm, provides a free 
“Learning Center” of overviews of 
oil and gas industry operations and 
industry structure, a directory of 
glossaries, and links to pricing data, 
trade associations, and “top 10 sites.” 

Prodigy Oil and Gas
www.prodigyoilandgas.com/oil-and-
gas-glossary.html

• Offers an Oil and Gas Glossary.

Production Data
• www.IHS.com/products/oil-gas-

information/production-data

• www.conservation.ca.gov/Index/
Pages/Index.aspx

Posted Prices and Price 
Information
• www.paalp.com

http://www.naturalgas.org
www.naturalgas.org/
http://www.iea.org
www.iea.org/
http://www.usoga.org
https://www.usoga.org/
http://www.naro-us.org/Default.aspx
http://www.naro-us.org/
http://www.eia.gov
http://www.eia.gov
www.eia.gov/
energy.usgs.gov/OilGas/AssessmentsData/NationalOilGasAssessment.aspx
energy.usgs.gov/OilGas/AssessmentsData/NationalOilGasAssessment.aspx
energy.usgs.gov/OilGas/AssessmentsData/NationalOilGasAssessment.aspx
energy.usgs.gov/OilGas/AssessmentsData/NationalOilGasAssessment.aspx
energy.usgs.gov/OilGas/AssessmentsData/NationalOilGasAssessment.aspx
http://energy.usgs.gov/OilGas/AssessmentsData/NationalOilGasAssessment.aspx%23.Uf_HmFPk9Ag%0D
http://www.ogfj.com
www.ogfj.com/
http://www.ogj.com
www.ogj.com/
http://www.platts.com
www.platts.com/
http://WellServicingMagazine.com
www.wellservicingmagazine.com/
http://www.worldoil.com/
www.worldoil.com/
http://www.bakerhughes.com
www.bakerhughes.com/
http://www.dallasfed.org/research/energy/index.cfm
www.dallasfed.org/research/energy/index.cfm
www.dallasfed.org/research/energy/index.cfm
http://www.petrostrategies.org/Learning_Center/learning_center.htm
http://www.petrostrategies.org/Learning_Center/learning_center.htm
http://www.petrostrategies.org/Learning_Center/learning_center.htm
http://www.petrostrategies.org/Learning_Center/learning_center.htm
www.prodigyoilandgas.com
http://www.petrostrategies.org/Learning_Center/learning_center.htm
http://www.petrostrategies.org/Learning_Center/learning_center.htm
http://www.prodigyoilandgas.com/oil-and-gas-glossary.html
http://www.ihs.com/products/oil-gas-information/production-data
http://www.ihs.com/products/oil-gas-information/production-data
http://www.conservation.ca.gov/Index/Pages/Index.aspx
http://www.conservation.ca.gov/Index/Pages/Index.aspx
http://www.paalp.com/
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Gas and Oil Industry ■

• http://www.phillips66.com/EN/products/business/crude_
oil/bulletin/Pages/index.aspx

• www.EIA.gov

Discount Rates
• www.RJMANDA.com

• www.window.state.tx.us/taxinfo/proptax/drs12/drs12.pdf

• www.EIA.gov

Price Projections
• www.Barchart.com

Production Tax Data
• https://secure.spee.org/resources/state-oil-gas-tax-rates  ■

Jan Davis, MLIS, is president of Blue Sage Research (formerly JT 
Research, LLC), located in Portland, Oregon. Since 1997, Jan has 
provided business appraisers, forensic accountants, and attorneys with 
industry, company, and merger and acquisition research. Contact her at 
jan@bluesageresearch.com. 

We partner with AIIP members              
to fulfill their clients’ research needs  

and our clients’ research needs. 
 

Market Research 
 

Competitive Intelligence 
 

 Quantitative and Qualitative Research 
 
 
 
 
 

 
Michele McKenna, AIIP Member 

 

MMcKenna@MarketAnalytics.com  
 

(201) 556 1188 
 

www.MarketAnalytics.com 
 

Partner with Us! 

http://www.phillips66.com/EN/products/business/crude_oil/bulletin/Pages/index.aspx
http://www.phillips66.com/EN/products/business/crude_oil/bulletin/Pages/index.aspx
http://www.EIA.gov
http://www.rjmanda.com/
http://www.window.state.tx.us/taxinfo/proptax/drs12/drs12.pdf
http://www.eia.gov/
http://www.barchart.com/
https://secure.spee.org/resources/state-oil-gas-tax-rates
mailto:jan@bluesageresearch.com
http://www.plunkettresearch.com
http://www.marketanalytics.com
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As a sole proprietor, my continuing 
education can be easy to ignore if I’m 
busy with client work or if I’m watching 
my finances. Gone are the days of taking 
time away from the office to attend 
courses and conferences on someone 
else’s dime. Time is money and money is, 
well, money.  But investing in continuing 
education is vital to maintaining an 
edge with prospective clients. The idea 
of attending classes that suit my own 
schedule is very appealing. That I might 
be able to do so for free or at low cost is 
exciting.

By Phyllis Smith, In the Know Research and Information Consulting

Distance learning has been around 
for decades and new technologies 
have added significantly to the online 
classroom experience. An online 
university course can be on par with any 
classroom experience. I have worked on 
group presentations across time zones 
and participated in virtual classrooms in 
my online for-credit courses. Recently, I 
have been experimenting with MOOCs 
(pronounce it as a cow would say it) 
and have discovered that they offer 
a valuable professional development 
experience.

If you’ve followed the blogs lately, or 
are generally aware of what’s hot on the 
Internet, you’ve probably seen some 
of the hype around MOOCs. For those 
who have not yet encountered a MOOC, 
it’s a relatively new and growing form 
of distance education. MOOC stands 
for Massive, Open, and Online Course. 
It is massive in that a class may have 
thousands of learners from around the 
world participating. It is open because 
most MOOC providers do not charge 
learners to participate, nor do they vet 
learners for qualifications to take the 

MOOC-ying Around 
with Continuing Education and  
Professional Development
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course. Yes, you can register for free and you will be accepted 
into the class, no questions asked. And a MOOC is delivered 
fully online, using learning materials in electronic format or via 
hyperlinks. 

The MOOCs I’ve participated in have used video or audio lectures, 
PDF or PowerPoint handouts, hyperlinks to a wide variety of 
resources, and reading lists if I care to expand my learning. Some 
MOOCs had flexible start dates and I was able to work through the 
material as I pleased. Other MOOCs ran on a specific timetable, 
although I could work through lectures at my own pace. 

What can you learn in a MOOC? The range of topics is broad. 
What are you interested in? Subjects include math, computer 
science, physics, humanities, social sciences, law, and education. 
Some MOOC providers offer business courses—marketing, 
finances, strategy, and innovation, for example. 

If you’re trying to acquire academic credentials, such as a degree 
or professional certificate, a MOOC is not a great option. Or at 
least it’s not a great option yet. MOOCs are currently alternatives 
to traditional university and college credit courses and not 
replacements for them. Few MOOC providers offer recognized 
academic credits. For example, the San Jose State University’s 

School of Library and 
Information Science will 
offer its first MOOC in the 
fall of 2013. It is patterned 
after an existing online 
graduate course, but 
participants who register 
for the MOOC will receive 
a certificate of completion 
and not an academic 
credit. Unfortunately, the 
developers of this MOOC 
have limited participation to only 400 participants. I was sadly 
rejected as a participant.

However we are starting to see some movement towards 
credentials. Over the summer, David Lankes presented a new 
MOOC through Syracuse University’s iSchool called the New 
Librarianship Master Class. While participation was free, students 
had an option to pay a small fee to get Continuing Education 
Units (CEU’s). Students who wanted a graduate academic credit 
could apply to be accepted and pay for the full course tuition. 
They fulfilled additional assignments, such as writing a final 
paper and developing a blog. Unlike the San Jose State University 
MOOC, Professor Lankes accepted all expressions of interest 
in the Master Class MOOC—over 3,000—and approximately 
2,000 students from North America, Europe, Australia, Asia, and 
the Middle East signed on to participate. As the MOOC concept 
matures, I expect we might see similar opportunities.

One MOOC I completed used a series of recordings of an in-class 
lecture to present the content. I felt like I was eavesdropping on 
the professor as she lectured to a live class. Perhaps those other 
students had tutorials and assignments to complete to earn 
credits. But I was able to access the same lecture material for free. I 
learned a lot and don’t really need the credit, so I was pleased with 
the knowledge I gained.

The MOOC software can include forums where students can 
interact and learn from each other.  The instructor is less of the 
traditional “sage on the stage” and more of a “snoop in the group” 
who facilitates discussions on the forum. With no one taking 
attendance or checking your homework, you need to be an 
independent learner who wants to learn for your own reasons. 
I participated in the New Librarianship Master Class mentioned 
above. The most valuable aspect of that experience was the 
opportunity to interact with Lankes and the other instructors and 
to engage in conversations with students from around the world.

Many MOOCs use fairly basic assessments the learner can use to 
monitor his or her own progress through the material. I found 

Phyllis Smith
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a MOOC on Big Data because I wanted to have a reasonable 
understanding of the topic.  I could have bought a book, or 
gathered information from websites and blogs, but the MOOC 
offered a neat, structured format that focused on the key 
information. The quizzes were not difficult and merely confirmed 
for me that I had understood the material adequately.  For now, 
that’s all I need.

Some MOOCs include assignments and even peer-reviewed 
group projects. Whether you choose to submit those 
assignments will depend on what you want from the MOOC. 
Some topics are more hands-on than others and doing an 
assignment that is peer reviewed may be a valuable experience. 

The Future of MOOCs
Keith Devlin, a Stanford University mathematics professor who 
has twice given a MOOC on mathematical thinking suggests that 
a MOOC might be better called a MOOR for Massive Open Online 
Resource. I think that is an apt description of a MOOC. A MOOC is 
a resource that gives you the power to expand your knowledge 
on a particular topic. MOOCs, with or without the reward of a 
credit, are an effective means of professional development and 
lifelong learning. 

MOOCs and the larger realm of connected learning present 
a moving target. Even though some MOOC providers are 
experimenting with credits, there are issues to resolve such 
as academic fraud, appropriate assessment, and fees. Perhaps 
we will see more MOOCs following the example of Syracuse 
University where the MOOC is free but includes options for 
continuing education or academic credit.

Traditional education options will be there for those who need to 
become credentialed experts on a subject. A MOOC is a good way 
to dabble in a subject of interest, or maybe to get some get some 
foundational knowledge before signing up for a course for credit. If 
your goal is to learn more about a subject for your own professional 
or personal development, a MOOC is worth considering.

More about MOOCs
I recommend a free webinar developed by Inside Higher Ed editors 
Scott Jaschik and Doug Lederman. They review the history, frame 
the context, and look to the future of MOOCs: http://www.
insidehighered.com/audio/2013/05/30/mooc-moment

How to find MOOCs
The largest or best-known MOOC providers are Coursera, edX, 
and Udacity.  Coursera (https://www.coursera.org/) has over 

two hundred courses in its catalogue. It is attempting to offer 
credentials, providing a verified certificate of completion for a 
fee for their “Signature Track” courses. It’s too new to have any 
proven value.  edX (https://www.edx.org/) is a collaboration 
between MIT and Harvard University. It has fewer courses to 
choose from than Coursera and courses are more structured 
than Udacity. There may be weekly deadlines and the work can 
be challenging. The range of courses offered by Udacity (https://
www.udacity.com) is more limited than Coursera or edX and 
tend to focus more on math and sciences.  There is no start 
or finish date for most courses, letting you work through the 
material and quizzes at your own pace.  

A much smaller MOOC provider, but still one worth checking 
out, is Open2Study (http://www.open2study.com) out of 
Australia. The number of courses available is still limited, but 
there are courses starting regularly in the areas of business, 
marketing, and finance.

There are lists of MOOCs and MOOC providers leading to even 
more MOOCs. Technoduet maintains a “Comprehensive List of 
MOOC (Massive Open Online Courses) Providers” that is kept up-
to-date. (http://www.technoduet.com/a-comprehensive-list-
of-mooc-massive-open-online-courses-providers/)  Mooc.ca is 
a similar list and differentiates between cMOOCs and xMOOCs. 
(http://www.mooc.ca/courses.htm). Class Central (http://www.
class-central.com/) is another aggregator of MOOCs. Follow 
Class Central monthly updates on Facebook (https://www.
facebook.com/classcentral).

Finally, if you use an iPad or iPhone check out iTunes U courses, 
collections, and materials in iTunes. Most of them are self-
contained courses with no discussion groups, or timelines.  ■

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.

http://www.insidehighered.com/audio/2013/05/30/mooc-moment
http://www.insidehighered.com/audio/2013/05/30/mooc-moment
https://www.coursera.org/
https://www.edx.org/
https://www.udacity.com
https://www.udacity.com
http://www.open2study.com
http://www.technoduet.com/a-comprehensive-list-of-mooc-massive-open-online-courses-providers/
http://www.technoduet.com/a-comprehensive-list-of-mooc-massive-open-online-courses-providers/
http://www.mooc.ca/courses.htm
http://www.class-central.com/
http://www.class-central.com/
https://www.facebook.com/classcentral
https://www.facebook.com/classcentral
mailto:psmith@in-the-know.com
mailto:psmith@in-the-know.com


16  AIIP Connections Volume 27 |  No. 3 | September 2013

Is Your Independent 
Information Business 
Ready?

Hurricanes, typhoons, tornados, 
blizzards, ice storms, earthquakes, 
tsunamis, floods, mudslides, avalanches, 
droughts, wildfires, volcanic eruptions. 
These natural disasters appear in the 
headlines with alarming frequency. 
Mother Nature, it seems, has been more 
than a little agitated the past several 
years and the impact has often been 
devastating. Homes are destroyed and 
lives are lost. Communication systems 
fail. Residents are forced to evacuate 
for indefinite periods. Infrastructures 
need to be rebuilt and redesigned. 
Communities struggle for years to renew 
themselves. Families try to overcome 
loss and move forward. Businesses 
attempt to reopen and serve their 
customers as best they can.

Do these stories hit close to home, or do 
they seem to happen to other people in 
far off distant lands? We have news for 
you: something like this could very likely 
happen to you or a loved one during 
your lifetime. It happened to both of us, 
and more than once. The disaster could 
be minor or catastrophic. You might lose 
a little, or you might lose everything. You 
might be able to stay where you are, or 
you might be displaced for an extended 
period of time. 

What if you are running your own 
business when disaster strikes? 
According to the Institute for Business 
and Home Safety, an estimated 25 
percent of businesses do not reopen 
following a major disaster. That is a 
rather sobering statistic.

Doesn’t it seem that natural disasters, 
particularly weather-related ones, are 
occurring with increasing frequency? We 

Natural 
Disasters: 
By June Boyle,  
CeRCo Research & Consulting and 

Debbie Wynot,
Library Consultants, LLC
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were surprised to find out the number of reported natural disasters 
had actually decreased between 2000 and 2011, according to 
the Centre for Research on the Epidemiology of Disasters (CRED). 
Tropical cyclones, however, have been steadily increasing in intensity 
each season and recent storms such as Hurricane Katrina, Typhoon 
Megi, and Super Storm Sandy have been among the most powerful 
in recorded history (per the Regional Specialized Meteorological 
Centre). CRED also indicates the number of individuals affected by 
and the cost of damages from all reported natural disasters have 
both been steadily increasing since 1975.

These facts aren’t meant to discourage you. But they are meant 
to be a wakeup call: you need to protect your business, and in 
particular, your independent information business. After all, we 
are in the business of accessing, managing, and disseminating 
information. While every business is seriously affected by a 
loss of power due to a disaster, ours are especially vulnerable. 
Without access to the Internet that is the vehicle by which we 
accomplish much of what we do, we are, in effect, closed for 
business. If we stay closed for too long, we become part of that 
fail-to-reopen rate.

Resources for Preparing
There are plenty of resources that outline what small businesses 
should do for disaster planning. The US Small Business 
Administration website has an excellent how-to section to get 
you started (www.sba.gov/content/disaster-planning). Capital 
One offers a Disaster Planning Checklist (www.capitalone.
com/small-business-bank/disaster-plan) to help small business 
owners assess their own plans, and minimize the impact of 
future disasters. If you don’t yet have a disaster plan, start today. 
Then review your plan along with your business goals at the 
beginning of each year.

Since we have both been through some terrible storms (Katrina, 
Gustav, Irene, Sandy), and had real-time experience applying 
our disaster plans, we decided to share the lessons we learned. 
A great discussion on AIIP-L a few years ago offered advice for 
evacuation planning, so we have collected and included some 
of those tips as well. These are the things we were either glad we 
had done or wished we had thought of. You won’t always have 
ample time to get these essentials in place, so try to have most 
of this at-the-ready. 

Five Essentials of Disaster Preparedness

1.         Data Backup
• Embrace cloud storage. If you lose all your equipment, 

you can access your important files in a public library 

or from a borrowed computer. For those concerned 
about using public cloud storage for security reasons, 
consider private peer-to-peer storage from  firms such 
as Connected Data (www.filetransporter.com/). 

• Also use a portable flash drive to back up critical files. 
Even if your equipment survives, you still may not be 
able to access the Internet if cell towers have been dam-
aged or power is out. This way you can access important 
files to keep working offline with a device that takes up 
minimal space.

• Store critical hard copy materials and backup disks at 
an off-site location. Either find a storage unit or safe 
deposit box in an area that won’t flood and will survive 
high winds, or send them off to a trusted source in an-
other geographic area. Store paperwork in watertight 
containers, enclosed in ziplock bags.  Do a pre-test to 
ensure that the containers will float.

2.         Ongoing Information Access/Delivery

• Charge and get extra batteries for all smartphones, 
laptops, tablets, etc.

• Your car is a power source. Buy auto power adaptors 
for all your equipment.

• If you can afford it, install a generator to run essential 
equipment. A small gasoline-powered one can help in 
a short power outage, but gets costly and difficult to 
keep going longer-term, particular if gasoline is scarce. A 
hard-wired generator that taps into natural gas lines or 
a propane tank is costly up front, but provides seamless 
power to your business. Another less costly option for 
short-term outages is a wet cell battery pack that can 
run essential equipment for 12 hours.

• Identify local and not-so-local sites that offer wi-fi access. 
These include libraries, restaurants, coffeehouses, and 
hotels. During our storms, we found that businesses 
were very accommodating to displaced people needing 
free wi-fi and electrical outlets. Be very vigilant with your 
data to avoid the hackers that follow disasters.

• Buy a non-electric, traditional push-button phone 
(assuming you still have a land line!). You can place im-
portant calls and keep your clients informed, plus local 
emergency notifications often come in via land lines.

• Consider setting up a third-party phone contact to relay 
messages if needed. Circuits jam in areas housing the dis-
placed. Calls from one affected area to another may not 
go through, while a call outside of the region likely will. 

http://www.sba.gov/content/disaster-planning
http://www.capitalone.com/small-business-bank/disaster-plan
http://www.capitalone.com/small-business-bank/disaster-plan
http://www.filetransporter.com/
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Toll-free numbers may not work due to large call volumes. 
Texting may be the most reliable option.

• Buy a rechargeable, hand-crank radio. The worst part of 
dealing with a power outage is not knowing what’s hap-
pening. If all communications are cut off (even our cell 
towers went down during Katrina and Sandy), then at 
least you can listen to the radio to hear important news. 

3.          Work Coverage
• If you have time, prepare your clients in advance, or 

if you don’t, let them know as soon as possible that 
you’re okay and that you have a business continuity 
plan in place. Set up your out-of- office message and 
provide key contact numbers.

• Establish expectations for your availability. If you think 
you can work through the situation with the above 
workarounds in place and have the presence of mind 
to do so, go for it. But often it’s just too overwhelming 
and sometimes physically impossible to get work done. 
It’s best to let clients know up front so they can plan 
accordingly.

• Identify a colleague in a different region who can pro-
vide services to your clients if you are unable to. Ensure 
they can access essential files.

• As soon as you’re able, let your clients know when 
you’ll be back in business

4.         Evacuation Plan
• If you must evacuate, identify an alternative location, 

far from where you are, in case the disaster is wide-
spread. If it is a hotel, be sure to confirm reservations 
before you leave, and keep calling throughout your 
trip. Join a hotel’s reward program to avoid losing 
that reservation to overbooking. Locate nearby wi-fi 
hotspots, and the nearest public library.

• A GPS will come in very handy if you get re-routed due 
to downed trees, power lines, and road closures, so get 
one if you don’t already have it. Store the destination 
location in the system. 

• Have a hard copy map in the car, with the route out-
lined, just in case the GPS decides not to work!

• Ensure your car(s) is filled with gas, and is facing the 
road--you don’t want to be backing up in a hurry with 
poor visibility or lots of traffic. Pack an extra gas can for 
the road.

• Don’t wait for the reverse 911 call or the mandate to 

evacuate. If you feel like your area might be threat-
ened, consider getting out early to beat the rush.

• Monitor social media for local and regional informa-
tion. Be prepared for the ridiculous, the incorrect, and 
the profane.

• Sign up for your state, county, or city emergency alerts. 
Information on sudden road closings/openings, contra-
flow traffic plans, and so forth will get pushed to you. If 
your local power companies have alerts for power loss, 
get on that list!  

• Explore options in advance for boarding your pets 
or bringing them along with you. Knowing that your 
four-footed family is safe is one less distraction from 
the energy you’ll need to keep your business running 
remotely and smoothly.

5.         An Always Packed “Go Bag”
• Use a small bag with wheels or a backpack. 

• Fill a ziplock bag with essential personal and business 
documents (passports, birth certificates, insurance 
contracts, account info, checkbooks, school records for 
your children, etc.). Document your property and take 
photos. Keep copies on a flash drive with you even if 
you’re carrying originals.

• Have a week’s worth of medicine in a pill pack, and put 
copies of all prescriptions in the ziplock bag.

• Pack lightweight, non-perishable food for a few days 
(e.g., energy bars, canned and dried foods), lots of 
water, and pet food if applicable.

• Bring comfortable shoes and socks in case you have to 
walk, as well as a change of clothes for four days.

• Make sure you have all power cords, batteries, etc. for 
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equipment you’re bringing with you. Have login infor-
mation stored in the ziplock bag.

• Bring a flashlight with extra batteries, and grab that 
hand-crank radio!

• Have extra cash on hand for immediate needs. Often 
ATMs and credit/debit machines are overloaded or 
don’t work along evacuation routes.

• Stage your “Go Bag” in the garage or near the car.

These preparations might seem a bit extreme, particularly to 
those of you not living in Tornado Alley or near the coasts. Ah, 
but natural disasters are equal opportunists--they don’t care 
where your business is located, or where they’re expected 
to strike. Don’t be lulled into complacency because no large 
weather event has ever happened in your area. If it rains at all 
in your location, flooding can happen, and quickly. A drought 
and a flash of lightening could make your business literally go 
up in smoke. It’s not until an evacuation journey or a weather-
related loss hits your doorstep that you can truly appreciate 
how devastating these disasters can be to your life, and your 
livelihood. After all, we are unique as business owners in that 

most of us have home offices. There is no safe haven post-
disaster if home and the office are one and the same. 

Our intent with this article is to save you some of the trouble 
we’ve experienced, if God forbid, it should happen to you. 
We’re also a bit wiser in knowing that no matter how much you 
prepare, you can always do more. And, sometimes with Mother 
Nature, let’s face it, no amount of preparation is enough.  ■

June M. Boyle is the President of CeRCo Research & Consulting. CeRCo 
helps senior business leaders—and the consultants who advise them—
get access to key information to help them address their organizational 
challenges.  Contact June at june.boyle@cerco-research.com or www.
cerco-research.com.

Debbie Wynot is the owner of Library Consultants, an information 
management, research and consulting firm based in New Orleans.  Debbie 
provides business intelligence, litigation support and training to the legal 
community.  She can be reached at debbie@libraryconsultants.com.
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There’s something refreshing about 
jumping into pristine waters and 
discovering a whole new world right 
below you. Beneath that shimmery 
liquid surface lies an underwater 
landscape teaming with brilliant life, 
and all you have to do is bow your head. 
That’s the beauty of snorkeling.

I’ve been an avid snorkeler for 30 years. 
Every vacation has been to an ocean or 
a sea, mainly the Caribbean. Snorkeling 
is my stress relief, my rejuvenation, my 
passion. And it’s so easy. A mask (now 
prescription for me), a semi-dry purge 
snorkel, and a pair of good-fitting fins are 
all it takes. Knowing how to swim makes 
it safer. Finding that colorful cove or 
secluded fishery brings mystical rewards. 
And going to exotic places with family 
and friends keeps it all exciting. 

 At last count I’ve snorkeled 32 Caribbean 

In Search of Nemo
and three Hawaiian islands. Sights have 
included shipwrecks in Barbados; massive 
starfish at Waterlemon Cay, St. John; 
newborn squid at Baby Beach in Aruba; 
brain coral in the Grenadines; octopus in 
the shallows of Mayreau; barracuda in St. 
Martin; green moray eels in the Bahamas; 
20-foot manta rays at night on the Big 
Island of Hawaii; and huge sea turtles off 
Kauai. Not to mention the ever plentiful 
trumpet fish, tiger grouper, parrotfish, 
and wrasses. Coral reefs teem with lively, 
bursting color.

In the beginning, snorkeling was my 
way of searching for that special coral 
or elusive fish or hidden rock formation. 
Yes, it’s true: once a searcher, always a 
searcher--on land or in sea. Many years 
and many islands later, I find I now 
snorkel for serenity--that tranquil time 
of just me and Mother Nature bonding 
through a liquid mass. My reasons may 

have changed, but the enchantment is the 
same. 

If you have never had the pleasure of 
opening up that underwater canvas, I 
highly recommend you do so. An easy 
adventure in any body of water, it’s 
more vivid and heart-stopping along 
sea-rimmed islands. But remember to do 
your research before heading out.

Timing 
Hurricane season in the Caribbean lasts 
from June until November. While the 
travel deals are fantastic during this time, 
getting caught in a storm can wreak havoc 
on everything. Our worst encounter was 
getting caught on a schooner in the U.S. 
Virgin Islands between three separate 
hurricanes, with nowhere to land. 

Don’t forget to check the seasonal 
snorkeling situation wherever you’re 

By Marilyn Harmacek, MHConsulting, Inc. | MHC Info Solutions

Our Off-Hours
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headed. We loved snorkeling the British Virgin Islands, but those 
Christmas winds made swimming the currents quite troublesome. 

Local Checks
Everyone and their brother has an expensive snorkeling trip 
ready for your purchase. But do some digging and find where 
the locals go. One of the best snorkeling trips we’ve ever done 
came right from the shores on the Kona coast of Hawaii. We 
found a local surf shop online and got to know the owner before 
we ever hit the island. By the time we got there, he couldn’t wait 
to tell us his best snorkel and dive spots, all just a walk from 
shore. He even ran his own boat exclusively for us to see the 
magnificent manta rays dancing in the moonlight. 

Locations
Every snorkel trip is different due to the underwater scenery. 
Don’t just read up on what’s available (in which bays on which 
side of the island), read further to know the best time to see 
things. Trunk Bay on St. John has a world-famous underwater 
snorkeling trail, but if you get there in the afternoon the water 
can be so murky from all the morning tourists that it’s difficult to 
follow, and the beauty is lost in the muck. 

Equipment
If you really want to do yourself a favor, fit your equipment 
before you go. While every snorkel shop or excursion boat has 

equipment to rent, 
it’s not always worth 
it. A poorly fitted 
mask means you’ll 
spend most of your 
time clearing water 
from your eyes. A 
cheap snorkel can 
give you an unsafe 
feeling as water 
keeps lurching in. 
And those fins--
beware of blisters or 
cuts from tight-
fitting ones; and 
loose ones are just as bad, as you cramp up trying to keep them 
on. Even if you do want to rent on your trip, go to a local dive 
shop and try gear on before you leave so you know what to ask 
for later. 

With a little forethought and investigation, you, too, can call 
snorkeling a passion, or at least a grand adventure. And who knows, 
we may meet up someday. I still have the South Pacific to explore.  ■

Marilyn Harmacek is AIIP Board of Directors Treasurer. She has owned 
MHConsulting, Inc | MHC Info Solutions for 10 years. As a communications 
consultant and information strategist, Marilyn solves critical content issues 
for increased performance, reach and results. Contact her at marilyn@
mhcinfosolutions.com.

Marilyn Harmacek
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Book Reviews ■

When to Hire—Or Not Hire—A 
Consultant: Getting Your Money’s Worth 
from Consulting Relationships, by Linda 
M. Orr and Dave J. Orr. Apress Media 
LLC, dist. by Springer Science+Business 
Media, 2013. ISBN 978-1-4302-4734-0 
(paper, 284 pp.) $29.99; ISBN 978-1-4302-
4735-7 (electronic).

It’s always good to know what “they” 
are saying about you, so if you provide 
consulting services as a business, you 
should take a good look at this book. 
Co-authors Linda Orr (Ph.D., associate 
professor of marketing at the University 
of Akron, and frequent consultant to 
companies in various industries) and Dave 
Orr (MBA, certified Six Sigma Master Black 
Belt, with experience in the healthcare, 
automotive, appliance, military, consumer 
product, and aerospace industries—and 
hiring consultants) have combined 
their experience and skills to produce a 
comprehensive guide to help companies 
determine whether a consultant is 
needed, how to provide evidence to 
justify the decision, how to select the 
right consultant, and how to set clear 
expectations and manage the consulting 
relationship.

The book starts slowly—and 
negatively—with two horrifying 

Book 
Reviews

examples of gigantic consultant failures: 
the Arthur Andersen/Enron scandal 
and the McDonald’s hot coffee debacle, 
asserted to be the result of poor 
consulting advice as much as litigation 
gone mad; it goes on to provide 
examples of successful relationships 
that increased revenues and built skills 
internally. Probably more space than 
most readers would like is devoted to the 
results of a qualitative survey conducted 
by the authors and a description of 
“the current state and history of the 
consulting industry,” but after this broad 
and solid foundation, a chapter titled 
ROI gets into more practical tactics. 
Chapter 5 (Mistakes) describes situations 
in which companies should not use a 
consultant, and provides a decision tree 
to work through the hiring question. 
Subsequent chapters on Good Decisions, 
Selection, and The Relationship get 
the hiring company on the right path; 
these are the chapters that are most 
important for prospective consultants to 
read. Useful also are several appendixes: 
Tools, Requests for Proposals, Sample 
Consulting Contract, and Sample 
Nondisclosure Agreement.

Reading this book makes it abundantly 
clear that a lot of companies do not 
know how to hire and use a consultant 

well. Reading it can give you the tools 
to help a potential client do just that. 
It will also make you much more adept 
at recognizing the warning signs of 
unrealistic or incompatible expectations, 
internal politics, and other problems that 
can result in an uncomfortable or failed 
business relationship.

For AIIP members, this is a book to dip 
into. Though written for our customers 
and clients, there are some great 
nuggets of information and some very 
useful perspectives that can be gained 
and applied to our work. (You can “Look 
Inside” the book at the comprehensive 
name and subject index at Amazon.) 
I read it on a Kindle, but I would 
recommend that you get it in paper 
format or on an e-reader that provides 
authentic PDF page reproduction, both 
to improve the browsing experience 
and to avoid annoying text interruptions 
of footnotes that appear lines or 
paragraphs after the referenced text—
rather than as endnotes.  ■

Reviewed by Susanne Bjorner (bjorner@
earthlink.net), who provides editorial services 
on contract to publishers, librarians, and 
researchers from a base in Spain. 
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■  Survey Says

Winning Words / 
Winning Pitch Blog 
(www.winningwords.
com.au/blog-the-
winning-pitch)   
Practical tips on how to write a proposal 
that wins work.     
 
E-tips from Julianmidwinter.com.au  
(www.julianmidwinter.com.au/etips)     
Weekly short, practical, and common 
sense tips on business development for 
people working in professional services.     
 
On Firmer Ground (www.firmerground.
wordpress.com)   
Interesting range of articles on law firm 
libraries from around the world. 

Heather Carine,  Carine Research

Survey Says

What are your must-
read blogs (limit to 
three), and why?

SLA’s Military Libraries 
Division (military.sla.org) 
 
Boing Boing  
(boingboing.net) 
 
Lifehacker (lifehacker.com) 

Cindy Shamel, Shamel Information 
Services

Online Insider (www.onlineinsider.net) 
 
InfoToday - NewsBreaks 
(newsbreaks.infotoday.
com), BestBizWeb (www.
bestbizweb.com/), etc. 
 
Freepint (www.freepint.com)

Amelia Kassel, MarketingBase

Social Media Examiner (www.
socialmediaexaminer.com) 
An excellent team that reports on all 
aspects of social media, as 
well as offering very good 
virtual conferences with 
well-known experts in 
social media. 
 
OS X Daily (www.osxdaily.com) 
Fantastic short articles on various aspects 
of OS X, as well as iOS. They offer short, 
clear, concise articles that I find myself 
sharing often with my Facebook and 
Twitter audiences. 
 
Smartbrief Newsletters (www.
smartbrief.com) 
Not a true blog; it summarizes blogs, 
magazines, newsletters, and other 
online resources, and sends a daily email 
containing eight or so links to articles in a 
certain area of interest. I subscribe to the 
SmartBrief on Entrepreneurs, SmartBrief 
on Main Street, SmartBrief on Social 
Media, SmartBrief on Small Business, 
SmartBrief on Leadership, Mobile 
Marketing SmartBrief, and the Interactive 
Advertising Bureau SmartBrief. 

Ed Vawter, QD Information

Here follows a representative sampling of the responses:

 This issue’s survey question is:

www.winningwords.com.au/blog-the-winning-pitch
www.winningwords.com.au/blog-the-winning-pitch
www.winningwords.com.au/blog-the-winning-pitch
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http://lifehacker.com/
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Coach’s Corner ■

Recently, at a workshop I gave about 
starting and growing a research 
business, a participant asked about 
errors and omissions (E&O) insurance, a 
topic that comes up from time to time 
among AIIP members. AIIP has looked 
into E&O insurance for members on 
several occasions over the years. I was 
on one committee in the mid-1990s and 
there have been two other committees 
since then. None of the committees 
were able to identify a company that 
would offer group E&O insurance for 
AIIP members, many of whom do not 
consider the need for E&O, or if they 
consider it, don’t see their way to paying 
the costs. Patent searchers and those 
who provide people research, and 
in particular, private investigators, or 
anyone providing life and death medical 
information, are more likely to consider 
E&O. As far as I have been able to learn, 
only a handful of members who provide 
high risk research services carry E&O. 

Based on past discussions, no one had 
filed a claim to determine how well their 
insurance companies would perform. 

Purchasing Insurance
In my experience, there isn’t an easy 
solution about where to purchase E&O 
for information businesses. To update 
myself on this subject, I checked in 
with the AIIP discussion forum to glean 
new information; only three members 
responded. Two explained it was 
problematic because insurance brokers 
seem to lack an understanding of IIP 
businesses, exemplified by the following 
comments:

 “Most insurance brokers had no 
idea how to handle this request, 
some didn’t even call back to give 
me a quote, and the price range 
and protection offered by many 
who did get back to me made no 
sense.”

 “My ‘regular’ insurance guy (home/
umbrella/auto) referred me to 
someone who quoted me about 
$2K/year ... at a point when I was 
newly in business and speculated 
about $30K in annual business. My 
clients are involved in litigation, so 
maybe that made me more of a risk. 
Anyway, I have not purchased it. 
They couldn’t/wouldn’t even pro-
vide me with the text of what was 
to be insured! Just didn’t feel right.”

The third responder, a PI, uses Alliance 
Marketing and Insurance Services 
(AMIS,) www.amisinsurance.com/, 
recommended by a private investigator 
association she belongs to. The annual 
premium is $809 and she feels it is 
a worthwhile expense. In addition, 
an AIIP member from Canada who 
provides consultation, writing, and 
editing services for health and social 
science research grant applications was 

©2012 All Rights reserved. No part of this document or information may be reproduced without the expressed written permission of Amelia Kassel.

E&O Insurance–Yes or No  
and Possible Solutions

Amelia Kassel, MarketingBase, amelia@marketingbase.com 
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■ Coach’s Corner

required to purchase E&O by a client, a university. She uses HWC 
Insurance www.hwcinsurance.ca, a Southwestern Ontario firm 
with four locations. Her coverage is for $1 million at the cost of 
$1,288 per year. 

Another company mentioned by an AIIP member some 
time ago, is Lloyd’s E&O/Professional Liability www.
dominioninsurance.com/?view_id=2205774&page=main.

Another Solution
Typically, those who conduct business research or provide low- or 
lower-risk information services do not carry E&O. Instead, it’s necessary 
to rely on oral and written communications about what you can 
or cannot deliver, making sure clients know you cannot guarantee 
results for research work. Excellent communication skills during phone 
conversations and meetings must be backed up with written details 
that cover potential limitations or barriers to the research. In fact, 
inherent in much research is the fact that errors and omissions are 
not only possible but even probable because of various limitations 
including:

• Budget

• Deadline 

• Access to expensive subscription sources

• Variations in a searcher’s background, skill, or approach to 
the research

In addition, database producers and vendors do not guarantee 
accuracy—nor can searchers. Any information, whether print 
or online, is subject to inaccuracies. Further, while we all do 
our best when conducting client interviews, some clients do 
not or cannot provide enough information at the beginning of 
a project. Searchers may need to read between the lines and 
interpret requests based on a client’s goals. It may be necessary 
to start at one point and evolve a project by interacting with the 
information and the client after a first cut of research. 

Because of such variables, the research process is ripe for 
errors and omissions. Rather than carrying E&O insurance, 
you can incorporate explanations and formal disclaimers into 
discussions, proposals, letters of agreement, and contracts. If 
clients give you a purchase order, make sure it reflects what you 
discussed, including the deadline date. Some clients may add 
requirements after you’ve already discussed scope and budget. 
It may be necessary to renegotiate the agreement rather than 
accept a purchase order at face value. Critically, make sure clients 
read, agree to, and sign off on these documents. 

When the Client Insists …
If a client requires E&O via a boilerplate contract, you may be 
able to negotiate it away, either with the person you work 
with or the person in charge of contracts, which could be legal 
counsel or purchasing personnel. Explain the nature of your 
work and educate the client about why E&O is not applicable. 

Also check to see if general business liability insurance would 
be acceptable. It’s easier to obtain and much less expensive. 
For several years, I used RLI www.rlicorp.com/Products/IBP/
ibpeligiblebusinesses.asp at a cost of around $300 annually. 
Costs may vary based on location and coverage. I dropped it 
when my client’s company decided insurance was not necessary. 
Other clients have not required business or E&O insurance. 

When all is said and done, you need to do what’s reasonable 
and protects your business while satisfying client requirements. 
If E&O is not available to you and the client will not waive this 
requirement, check with large insurance brokers, who should 
be able to provide more specific information or referrals to E&O 
insurance carriers. If it doesn’t work out, you may have to work 
with different clients or even provide services to a different 
target market.  ■

Amelia Kassel is President of MarketingBase, a global firm specializing 
in industry, company and competitive and market intelligence research. 
Amelia operates The Mentor Program for new research professionals and 
those wishing to expand. Contact Amelia at amelia@marketingbase.
com or www.marketingbase.com.
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