
Give Me another I!
The tie that binds us all together is information.  
Whether we conduct a research project for a CEO or 
bench scientist, consult to a company on setting up an 
information collection, or manage an ongoing effort 
to track competitive information for a corporate sales 
department, all of our businesses are based in and 
around information. 

A number of people who inquire about AIIP through 
our website ask about the field of “information broker-
ing” and we have a good history of independent infor-
mation profession on our AIIP website.  I’ve observed 
that many of us who in the past may have simply bro-
kered access to a literature search or documents now 
take on roles more like information advisors.  Whether 
we call ourselves information brokers, information 
professionals, info-entrepreneurs, info-pros, consul-
tants, information advisors, knowledge managers, web 
site developers, archivists, freelancers, subcontractors, 
writers, editors, or 
something else, our 
businesses are all 
grounded in some 
type of information 
service. 

Give Me a P! 
Finally, we are the 
Association of Inde-
pendent Information 
Professionals.  We 
uphold the profes-
sional standards 
of the information 
industry.  AIIP’s 
professional Code 
of Ethical Business 
Practice is based on 
longstanding tenets 
of the information 
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Give me an A!...Give me an I!...

At school sporting events, you can often hear 
shouts like this:  “Give me a T!  Give me an 
E!  Give me an A!  Give me an M!  Put them 

together and what have you got?  T-E-A-M, Go..oo..
OO TEAM!”  As my tenure as president draws to 
a close, I thought I would – to put a spin on the old 
cheer – reflect a bit on Team A-I-I-P.  

Give Me an A! 
Above all, we are an Association 
—the Association of Independent 
Information Professionals.  It is 
our association with each other that 
matters the most to many members.  
Mutual support of our business and 
information challenges on AIIP-L, 
regional get-togethers, working 
with others on a committee, 
gathering with colleagues from 
many different countries at Online, 
and meeting old and new friends 
at AIIP’s annual conference are all 
ways we strengthen our relationships.

Give Me an I! 
We truly are independent information professionals, 
as most of our members are self-employed business 
owners.  In fact, full members of AIIP must be 25 
percent business owners.  Our last member survey 
indicates 87 percent of us have no additional 
employees.  We have all of the attendant challenges of 
running a small business – from managing a budget to 
emptying the trash.  So we rely on each other to help 
solve computer problems, share tips on negotiating 
contracts, advise on insurance or invoicing, or even 
talk about how set up our offices or manage our in-box 
– or sometimes, simply to meet at the virtual water 
cooler for a bit of virtual camaraderie.
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FOOTNOTES

This issue of Connections brings to a close my 
tenure as the newsletter’s Editor-in-Chief.  
Please welcome Jan Davis, President of JT 

Research LLC.  Jan has been a member of AIIP since 
January 1, 1997; and she will begin her duties as 
Connections Editor-in-Chief March 1, 2008.  Jan 
would love to hear from you if you have ideas or 
contributions for the newsletter.  Her email address is 
jt@jtresearch.com.

As I reflect on my year as Editor-in-Chief, I find 
myself realizing that the connections established 
with all who helped each issue materialize created 
strong bonds – bonds of respect, appreciation, and 
friendship.  I am so very grateful to each and every 
person who contributed materials and enabled the 
on-time production of our newsletter, issue after 
issue, with informative and interesting content.  
AIIP members stand out as helpful, connected, and 
cooperative.  To put how I feel into teenage jargon, 
“AIIP ROCKS!” 

As you read this issue, you will find more “food for 
thought” in Ulla de Stricker’s Ethics Column.  The 
lively discussion on the AIIP-L regarding Ulla’s last 
column was music to my ears!  I am glad to have had 
a part in adding Ulla’s column to Connections, and 
I look forward to continuing to read her columns in 
future issues of our newsletter.

This issue includes an article about Dr. Jaclyn 
Kostner, keynote speaker for the upcoming AIIP 
annual conference.  I regret that this year I am unable 
to attend.  I was in attendance for the full slate of 
events last year, from the pre-conference sessions 
right through the final day.  I know how valuable 
being there was for me, and I am sure that this year’s 
conference will be beneficial for all attendees.  Wish 
I could be there!
  
 Donna B. McLean
Connections Editor-in-Chief
donna@mclean-info.com
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Self-employed Business Owners: 
2007 Research and Survey Results
By Preston Smith, Business 
Information Services; www.
businessinformationservices.biz

Two recent surveys show 
that higher education is a 
key characteristic of self-

employed business owners and also 
a key indicator of success.  Add 
this to the mass of information 
available when you search online 
for “entrepreneur traits,” and you 
start to get a clearer picture about 
what is needed to start and make a 
success of business. 

In December 2007, the Small 
Business Administration released 
a research paper that compared 
demographic traits of the self-
employed.  Their study found 
that “educational attainment 
is an important determinant of 
self-employment.  Individuals 
with more schooling are more 
likely to start their own business, 
particularly in certain industries.  
Heads of household with post-
baccalaureate experience are up 
to 8.3 percent more likely to be 
their own boss rather than work for 
someone else.  Wealth (as defined 
by home ownership or the value 
of one’s home) and prior military 
service also significantly increase 
the likelihood of self-employment.”

AIIP member Kim Burkhardt, 
of Burkhardt Research Services, 
completed a similar survey last 
year which revealed that half of all 
self-employed survey respondents 
had earned advanced degrees.  
Only 5.3 percent of those included 
in her survey did not have any 
college education or training. 

The SBA study goes so far as to 
say that the level of education is the 
most important factor in identifying 
those starting skilled-services 
businesses.  Persons with a high 
school diploma or less are only 
half as likely as those with higher 
education to become entrepreneurs.  
Researchers have also found that 
business owners are more likely to 
be successful when their education 
or past experiences match those 
required in their business start-ups.

Other studies cited in the SBA 
report show that entrepreneurs who 
have more education make higher 
profits, and their businesses also 
tend to have stronger outcomes.  
However, the research shows that 
the highly educated entrepreneurs’ 
businesses do not survive more 
frequently than those owned by 
persons with less education.

Both the SBA research and 
Burkhardt’s study on the 
self-employed showed some 
amazing points.  The SBA found 
that individuals with military 
experience are 9.4 to 11 percent 
more likely to be self-employed 
than to work for someone else, all 
other things equal.  The presence of 
military experience is the strongest 
predictor of self-employment in 
their model.

Burkhardt showed that in January, 
2007, the U.S. Census reported a 
national self-employment rate of 
6.8% of the U.S. workforce, while 
Statistics Canada reported a self-
employment rate of 15.21% of the 
Canadian workforce during the 

same time period.  

One may conclude that 
entrepreneurship may be a viable 
option for those whose education or 
past experiences match the business 
field they want to enter; that 
military experience is beneficial, 
as is higher education; that having 
enough money (wealth) to be able 
to survive the first critical years 
of startup has a positive effect on 
business survival; that while it may 
be a bit more difficult for persons 
with no military experience and 
no education past high school, 
it is not impossible for them to 
be successful in owning their 
own businesses; and that the 
spirit of entrepreneurship (self-
employment) is alive and well, 
both in the United States and in 
Canada.  

Traits of Successful 
Entrepreneurs

Enter the phrase “traits of 
entrepreneurs” in Google 
and you’ll have 9,350 hits.  

Scores of business consulting 
websites have their own list; 
and before you started your own 
business, you might have reviewed 
a list or two to see whether 
you would “qualify” to be an 
entrepreneur. 

The Small Business Administration 
states that two traits necessary 
for success as an entrepreneur 
are creativity and innovation.  
Other traits on the SBA list are:  
persistence, desire for immediate 
feedback, inquisitiveness, 

Continued on Page 9
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Maybe it was the energy 
and drive of starting 
the New Year.  Maybe 

it was the gifts received during 
the Holidays.  Or maybe it was 
just coincidence – but some of the 
most valuable exchanges on the 
AIIP List in over the past couple 
of months started with the heading 
“TECH” on the subject. 

Below is an excerpt of the wisdom 
shared by the AIIP crowd, this 
time, on technology.
 
MacBook Air
Almost as soon as Steve Job’s 
keynote ended, the questions about 
Macintosh (and especially the 
newly announced MacBook Air) 
started popping up. One of them 
came from a long-time PC user 
debating whether or not to make 
the change to “the other side.” 
After visiting the Apple store but 
before making that big move, she 
shared her questions and concerns 
with the list.  What follows is a 
summary of questions, and the 
relevant responses from the list.

a) How often do you need 
to run “PC emulation” 
software on a  Macintosh 
for everyday business?

Answer:  Sometimes once 
a week, other times once a 
month; but sometimes there  
could be nothing at all that 
would need this.  As another 
Mac user added, it is possible to 
find a “Mac” equivalent for just 
about everything that can be 
done using Windows,  although 

it might take a little research to 
know just what to purchase.  

b) Drawbacks on getting this 
particular model?
Answer from a user of Apple/
Mac since 1979:  “I have 
played with the MacBook Air 
and love its lightness, its great 
screen, auto-illuminating 
keyboard.  BUT I would be 
hesitant to urge you to adopt 
one as the only Mac in your 
life.  At that, you would be in 
much the same situation that 
I would be in on an extended 
trip, since you would feel 
it necessary to carry these 
additional items:
(1) a CD/DVD player/burner 

(because it doesn’t have a 
Superdrive)  

(2) A USB to Ethernet adapter, 
or an Airport Express 
(WiFi machine with USB, 
Ethernet ports included)

(3) External travel drive to 
make up for the measly 80 
MB in memory 

And as another user added, the 
single USB port on the MacBook 
Air probably means “you’ll need to 
use a Bluetooth mouse.” 

The verdict?  User heavily leaning 
towards buying the Mac Air.  She 
will keep us all posted. 

Firefox add-ons
Optimizing your Mozilla Firefox 
browser? 
Here are some of the list members’ 
favorite extensions or plugins

a) Google Toolbar 
(specifically Gmail and 

Autofill) 
      Tip: take those icons from 
the Toolbar and move them 
next to the Go button, then get 
rid of the rest of the toolbar.
b)  Greasemonkey (lets the 

user add user scripts to 
sites, particularly the 
older version of Gmail so 
that a person can put his or 
her signature above replies 
rather than below)

c) SwitchProxy Tool (to 
switch between my 
company’s firewalled 
proxies and using my 
computer at home with no 
proxy with the click of 
a button)

d)  Tab Mix Plus (Tab options 
that don’t exist on their own 
in Firefox)

e) Cooliris Previews:  preview 
a web link without having 
to open up the whole page; 
can then expand to a full 
tab/window, navigate within 
the preview, e-mail the site/
page link to others, etc.

f) PDF Download: “seems to 
solve all the problems I had 
when opening PDF files 
in Firefox” https://addons.
mozilla.org/en-US/firefox/
addon/636 

g)  Zotero:   a citation 
manager, recommended and 
supported by 100 or so  
academic institutions.  
More information at www.
zotero.com.

h) User Agent Switcher:  
allows access to sites that 
might restrict your access 
based on which browser 
you are using.  Since it does 

Compiled and edited, with comments, 
byAIIP member Vivian Leisorek, On-
Target Information Services; http://www.
ci-focus.com

 

Best of the List

Choices and Options--So Much to Think About
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not render a page as another 
browser might and doesn’t 
work with every site, 
another useful add-on is the 
IE Tab, which enables the 
use of an embedded Internet 
Explorer engine.  

Electronic signatures
A member asks about the best 
way to sign contracts and other 
important paperwork with clients 
electronically. A summary of the 
answers:
- Use a personal data organizer 
(PDA) or tablet PC to scan your 
signature (or that of your client) 
and have it stored electronically.  
The advantages of saving the 
documents (with signatures) in 
PDF is that they can remain locked, 
to ensure that nothing is changed 
thereafter. 
- Another option is to type 
your name at the bottom of the 
agreement and then send it back.  
This can be done temporarily, until 
a permanent copy is signed and 
mailed, but it can also be the final 
copy when both sides consider 
this “electronic paper trail” to be 
sufficient.
- And of course, a fast and easy 
way is still printing, then faxing the 
document.

Tip: checking the authenticity of 
“spoof” emails?
What do you do when you receive 
an email from Paypal that looks 
suspicious, asks one listmember?
Forward to spoof@paypal.com and 
they will verify it for you.  And 
if it’s from eBay, do the same; 
forward to spoof@ebay.com to 
confirm its authenticity.  Earthlink 
mails: fraud@earthlink.net. 

a wise and trusted counselor
men•tor
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choices to explore.  I clicked on 
On-Demand Webinars and chose to 
listen to an audio recording of her 
webinar Ca$hing In on Webinars.  
How interesting!  Here is just a 
short sample of new learning I 
gained by listening to this webinar:

•	 Definition of webinar:  an 
interactive session with a 
remote personal group using 
video and audio technology.

•	 Interaction must be carefully 
planned so that each and every 
participant has the opportunity 
for input and feedback during 
the webinar, not just at the 
end.  Interaction quality is 
everything!

•	 A one-hour interactive webinar 
may take forty hours or more to 
prepare.

•	 It is very important to choose a 
webinar host that is reputable 
and of high quality.

•	 Don’t try to “go it alone.”  It is 
best to “partner up” with others 
who already have developed 
interactive webinars.  At the 
very least, you need someone 
other than the presenter to 
assist with polls and other 
tools used for interacting with 
your audience so that there is a 
smooth flow of information and 
communications, and nobody 
feels left out.

•	 Deliver with energy.

“With energy” – that is exactly how 
Dr. Kostner delivers her messages.  
She has a strong, vibrant 
voice and lots of enthusiasm.  
Her presentations are lively, 
informative, and entertaining.

Jaclyn Kostner, Ph. D: Keynote 
Speaker: Materials Review

By AIIP member Donna McLean, 
McLean Consulting, Writing, and 
Research Services; http://www.
mclean-info.com

Have you ever participated 
in a seminar or webinar 
where you felt as though 

you were actually suffering, where 
each moment that you continued to 
force yourself to try to concentrate 
on what was being presented was 
a bit more excruciating than the 
moment before?  Dr. Kostner 
describes this type of presentation 
as “Death by Demo” or “Death 
by Presentation.”  Her company 
provides training on ways you can 
use virtual communications to grow 
your business fast, with current 
emphasis on the use of interactive 
webinars. Dr. Kostner has been 
a trainer and consultant for more 
than ten years, providing services 
to Fortune 100 and Fortune 500 
companies.  You will not want to 
miss her keynote address at this 
year’s annual AIIP conference 
in Pittsburgh, Pennsylvania, nor 
will you want to “skip out” on 
the conference’s General Session 
1, scheduled for 1:45 p.m. – 2:30 
p.m. on Friday, May 2.  The topic 
of Dr. Kostner’s keynote address, 
scheduled for 11 a.m. – noon 
that day, is:  Three C’s to Grow 
Your Business – Communicate!  
Collaborate!  Connect! 

Much can be learned from a visit 
to Jaclyn Kostner’s website, 
www.distance.com.  A visit to the 
Resource Center (found by clicking 
on the link at the left of her site’s 
home page) yields a variety of 

Jaclyn Kostner’s newest book, 5 
Ways to Use Webinars to Grow 
YOUR Business F – A – S – T ! is 
available both electronically and 
in print.  Should you decide to 
purchase this book, I recommend 
the electronic version, simply 
because the print is larger and 
very easy to read.  It is available 
through Dr. Kostner’s website 
www.distance.com and is priced 
at $29.95.  The first half of the 
book focuses on the reasons why 
a company would be wise to 
incorporate interactive webinars 
into their training, lead generating, 
sales, collaborative, and brand-
building efforts.  The second half 
of the book focuses on how to 
make such webinars effective in 
growing your company, building 
the company image, and improving 
teamwork and camaraderie among 
those connected with the company.

Dr. Kostner has written several 
other books, among them Virtual 
Leadership, published by Warner 
Books.  She is an expert in 
marketing of services and believes 
that books and ebooks are good 
tools to help prospective clients 

Jaclyn Kostner
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get to know you.  Newsletters sent 
to email addresses of those who 
have opted in also help.  Getting 
articles published in various media 
heightens public awareness of the 
author.  Asking for referrals from 
satisfied clients can yield excellent 
results.  And interactive webinars 
add one more tool to a business’s 
marketing / public awareness / 
brand-building toolbox.

If you are at all able to go, 
plan on being in Pittsburgh, 
Pennsylvania for this year’s AIIP 
Annual Conference (held at the 
Renaissance Hotel, Pittsburgh, 
Pennsylvania, with pre-conference 
workshops on Wednesday, April 
30; vendor training – training by 
information vendors to showcase 
what each has to offer and how to 
use their services – on Thursday, 
May 1; and a full slate of events 
from there through Sunday, 
May 4).  You will find yourself 
energized and focused, and 
you will have added tools and 
knowledge that will enable you to 
take your business to new levels.  
 
  

field including client confidential-
ity, intellectual property rights, and 
information quality.

As an organization, we in AIIP also 
maintain professional relationships 
with other organizations.  For 
example, AIIP recently re-
negotiated reciprocal agreements 
with the Society of Competitive 
Intelligence Professionals 
(SCIP) and the Special Libraries 
Association (SLA) to exchange 
booth space at each other’s annual 
conferences.  Similarly, AIIP 
is provided a no-cost booth at 
Online Information in London, 
in exchange for promoting that 
professional conference within 
AIIP.

Put Them Together…
…and you have an association 
of independent information 
professionals – a team of people 
who offer a wealth of information 
services to clients and employers, 
and also a range of information 
support to one another. 

Which word in AIIP’s association 
title is most important to you?  Is 
it the association with others of 
similar interest?  The business 
support you get as an independent?  
The chance to share and learn more 
about the information field?  Or, 
is it the credibility your business 
gains from being active in a 
professional association? 

The future of AIIP holds a place for 
all of us. Go..oo..OO TEAM!

“Give Me AIIP”
strong drive to achieve, high 
energy level, goal-oriented 
behavior, independent nature, 
self-confidence, calculated risk 
taker, visionary, able to make 
commitments, problem-solving 
skills, tolerance for ambiguity, 
strong integrity, high reliability, 
personal initiative, ability to 
consolidate resources, strong 
management and organizational 
skills, competitiveness, change 
agent (flexibility), tolerance for 
failure, desire to work hard, and 
luck.

Inc.’s website, http://www.inc.
com/inc5000/articles/20070901/
kortschak.html, includes an article 
by Walter Kortschak, a venture 
capitalist firm that interviews 
entrepreneurs to recommend them 
for investments. He believes that 
the traits boil down to only five key 
ones:  
1.  Make strategic decisions based 
on limited data.
2.  Learn from your mistakes.
3.  Understand your weaknesses. 
4.  Spot patterns and separate key 
data. 
5.  Partner successfully with others. 

 

Traits
Continued from Page 1 Continued from Page 4
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A Former Journalist’s View on Information
By Preston Smith, Business Informa-
tion Services, LLC, www.businessin-
formationservices.biz

For 10 years I worked as 
a magazine reporter and 
editor, after graduating from 

a top journalism school at the 
University of Missouri. During 
four of those years, I worked in 
Washington, held White House and 
Congressional press credentials 
and was a voting member of the 
National Press Club.

Besides the typical tough, 
aggressive brand of journalism on 
Capitol Hill, I was a member of the 
Investigative Reporters and Editors 
(IRE), which had several Pulitzer 
Prize winners and some of the most 
talented reporters in the 1980s. 

As an AIIP member for the 
last four years, I’ve been most 
surprised at the interest, almost 
preoccupation, about copyrights. 
Sure, the publications that I 
worked for had copyright notices, 
saying that the articles could not 
be reproduced without permission 
from the publication. A couple 
of times a year I’d receive calls 
from readers who wanted to make 
50 or 100 copies of articles and 
hand them out at a meeting. Our 
standard response was, “Copy all 
you want.” This was free PR for us, 
so of course we’d let them. 

In Washington, in an average day 
I’d cover six or eight events. If the 
events were at a public hotel, with 
the general public invited, then it 
was fair game. Anything said in 
that meeting was “on the record” 
and could be reported. I covered 

dozens of specialized group events, 
where the general public was not 
invited, and again, unless the doors 
were locked and a security guard 
posted, if I could get in the room, 
then it was a public meeting. 

Stealing information was off-limits, 
but pretty much anything else went 
on in the name of journalism. There 
were thousands of reporters in 
Washington, all trying to “break the 
big story.”

Of the scores of professional 
journalism development 
sessions that I’ve attended, I 
don’t remember even one about 
copyright. I know there are plenty 
of facets to copyright law today, 
but in the practical business of 
gathering and disseminating 

information, copyright doesn’t 
cross my radar screen very often. 
Perhaps it should, and I’m willing 
to listen. I do know that in all my 
years as a news reporter, and also, 
during the last four years, running 
my own information business, the 
word “copyright” has come up in 
only one conversation with any 
client.

This client had paid several 
thousand dollars for a demographic 
study, and wanted an electronic 
copy so they could make as many 

copies of the report as they wanted. 
They asked, “Do you have some 
copyright on that or something?”

I said, “It’s your report. You paid 
for it. Make all the copies you 
want.” 

During this last year, I’ve received 
many questions about the Web 
Sites spread (on p. 20). How can 
we cut/paste Marcus Zillman’s 
information. (Answer: We asked 
for and got permission.) How 
can we reproduce logos without 
violating a copyright. Maybe 
we are violating a copyright 
technically, but as Zillman said, 
he and we provide free PR for the 
sites and they like it.

My company sells an online 
database for public school districts. 
We’ve spent about $25,000 on 
development and marketing, 
and exactly zero on patents 
and trademarks. Could another 
company copy our product and 
start selling it? Maybe so. But after 
consulting my attorney, we decided 
that even if a company copied our 
product, and we had a copyright 
infringement, then we’d have to file 
suit, which could drag on for years, 
and then have to win a judgement, 
and then have to collect damages.

If there would be a purpose of this 
article, I suppose it 
would be to offer 
another viewpoint on 
handling informa-
tion, that could differ 
from a perspective 
of most of our mem-
bers.  

“I don’t remember even 
one journalism session 

on copyrights”
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Membership Marketplace
If you’re interested in having 
a listing on this page, please 
call Eiko Shaul at (416) 544-
0208 e.shaul@sympatico.ca.

Need help with school district research? 
Need a business locations map, 
demographic analysis or other GIS work?

Preston Smith  (816)224-3498
pvsmith@sbcglobal.net
www.businessinformationservices.biz

NKS Info Services
Specializing in Sci/Tech research for 
business applications, competitive 
intelligence, & problem resolution 

Nora Kathleen Stoecker, MLS
nstoecker@nksinfo.com
http://www.nksinfoservices.com
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Connections Spotlight

Amelia Kassel

Amelia Kassel is president 
of MarketingBase, a 
global research firm 

specializing in market research, 
competitive intelligence, and 
worldwide business information 
since 1982.  She combines an in-
depth knowledge of information 
sources and electronic databases 
with expertise in business and 
marketing strategies. She taught 
information brokering and online 
research at the University of 
California at Berkeley Extension 
for fifteen years, was part-time 
faculty at San José State University 
School of Library and Information 
Science (SJSU SLIS) in the 
mid-1990s,  and began teaching 
distance education at SJSU SLIS 
in 2004 where current courses 
include online searching, advanced 
online searching, and competitive 
intelligence research.  She conducts 
seminars and workshops worldwide 
for associations and conferences, 
is author of Super Searches on 
Wall Street, and writes for Searcher 
magazine and other information 
industry publications.  Amelia 
Kassel’s successful email-based 
Mentor Program for Information 
Professionals began in 1994 and 
is geared to new IIPs or those 
wishing to expand their businesses.  
Through her Mentor Program, 
Amelia has worked with IIPs who 
have gone on to fulfill leadership 
positions in the Association 
of Independent Information 
Professionals (AIIP)  and is herself 
a two-time former AIIP Board 
member.  She is active in AIIP 
committee work.

Why did you choose this field of 
work?
After working first as a biomedical 
and then public librarian for 
thirteen years, I wanted more 
challenges than my work at the 
public library provided at the time.  
I considered several career-change 
ideas but each required a second 
master’s degree or several more 
years of higher education.  Practical 
person that I am, and based on 
my personal-life responsibilities 
and circumstances, I decided to 
use the knowledge gained from 
my graduate library education and 
skills developed from on-the-job 
experiences to develop a research 
business. 

I began investigating and 
discovered a book by Kelly 
Warnken, published in 1981, The 
Information Brokers:  How to 
Start and Operate Your Own Fee-
Based Services.  (See http://www.
asis.org/Bulletin/Feb-95/levine.
html for “A Brief History of 
Information Brokering.”) Through 
further digging, I learned that a 
major online database aggregator 
maintained a referral list of 
information brokers.  I contacted 
six of the brokers on the list to ask 
questions about the field.  Three 
were happy to talk about their 
experiences; three refused for fear 
of competition. 

I loved the concept of information 
brokering because it would give me 
the independence and challenges I 
yearned for.  With great enthusiasm 
and energy, I made up my mind to 
give it a whirl and spent the next 

two years learning about business 
and marketing and sales.  During 
that time, I sharpened my online 
research skills and set about 
networking with local business 
groups to develop contacts.  I 
also made sure to volunteer my 
time in my current position and 
participated in as many committees 
as possible.  The idea was to meet 
others and develop a reputation 
that would lead to future referrals.  
By 1984, I was ready to take what 
I considered a calculated risk, 
resigned from my job, and devoted 
myself to a full-time business, 
believing I would sink or swim.  In 
2008, I’m still here!

Would you please describe a 
typical day?
I have two approaches.  I may 
start my day by working on 
or completing a project with 
a deadline, or alternatively, I 
spend the early morning hours 
responding to email and reading 
business, industry, and other news.  
I receive many email alerts and 
newsletters about the information 
industry and industries my clients 
work in.  I also spend a good 
part of the morning on electronic 
networking activities by reading 
and responding to questions from 
online discussion groups and 
social networks.  I’ll add that I’m 
usually in my office 95 percent of 
the time and available to clients 

Amelia Kassel
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and colleagues.  I respond to email 
regularly throughout a typical 
day.  For the rest of the day, I 
do any number of things.  My 
business has several components 
and during a typical week, I divide 
my time between various activities 
including:
•	 Research for clients
•	 Mentoring, teaching, and 

consulting
•	 Business operations and 

business development
•	 Research to help grow my 

business
•	 Professional speaking
•	 Professional writing
•	 Professional development.

I dedicate my time to the highest 
priorities and deadlines on my 
schedule at any given moment.  
Research-deliverable deadlines for 
clients and that of private students 
enrolled in the Mentor Program I 
offer to IIPs take priority.  During 
the academic year, I participate 
in online classroom discussion 
and grading for my graduate 
school classes.  Workshops for 
conferences or onsite training and 
presentations require preparation 
that can take up to forty hours for 
some situations, mainly because 
I tailor each presentation for 
such diverse groups as librarians 
and information professionals, 
science radio journalists, medical 
market researchers, advertising 
professionals, law librarians, 
and EBS (Educational Broadcast 
Service) licensees working in the 
schools (K-12) and college and 
university markets.

How do you reach prospective 
clients?
I’ve used several marketing 
strategies since starting my 
business.  During the first five 

years, I primarily reached clients 
through in-person networking. 
I did some directory advertising 
and local presentations.  Having 
developed a reputation among 
former colleagues, some work 
came from them.  I also developed 
informal strategic marketing 
partners who provided ongoing 
word-of-mouth referrals.  Other 
methods have included:
•	 Direct marketing to a target 

market
•	 Telephone marketing to a 

target market
•	 Subscription newsletter for a 

target market
•	 Display advertising in the 

yellow pages (albeit small 
ads)

•	 Professional speaking
•	 Professional writing
•	 Web site presence
•	 Electronic networking.

How do you convert your 
prospects into active clients?  
One of my most successful 
methods has been the 
MarketingBase Products and 
Services Catalog which educates 
prospective clients about what’s 
available to them.  Often after 
prospective clients review this 
catalog, those who call are ready to 
buy. 

What do you do to make your 
work different from that of 
others and memorable to your 
clients?
Clients appreciate the deep 
research I provide, organized 
into an easy-to-read format.  The 
research results often uncover 
information that clients hadn’t 
thought to ask about.  Analysis and 
insights help create opportunities 
and support better decisions.

Do you work with many clients 
for short periods of time 
throughout the year, or is your 
business mainly composed of 
a small number of clients with 
large projects?
My business has changed over 
the years.  At one time, I worked 
with a couple hundred clients each 
year, many of which had small 
projects, with only a handful of 
larger projects and an occasional 
contract, though one lasted four 
years.  Today, I work with fewer 
clients and on larger projects with 
some longer-term contractual work.  
Contracts are renewed periodically 
and on an as-needed basis.  

Both styles of operation have pros 
and cons.  The small projects are 
fast and fairly easy for me at this 
stage of my career but there is more 
administration.  You need a larger 
number of customers for financial 
success with small projects.  
The larger projects, along with 
contracts, provide more financial 
security in the short-term, but 
anything can change at any time.  It 
is important, because of turnover 
or other changes at an organization, 
to have a good number of contacts 
and projects in the pipeline to keep 
things moving.  Ongoing marketing 
has always been – and continues to 
be – a fact-of-business-life for me.

Could you give some detail about 
the services you provide, and 
tell a little about how        you 
determine pricing for these 
services?  
I work across all industries, and 
services include:
•	 Tailored business, market, and 

Internet research 
•	 Company research and 

backgrounders
Continued on Page 14
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•	 Market overviews, industry 
profiles, and market analysis 

•	 Competitive intelligence 
research and analysis

•	 Trend backgrounders
•	 Monitoring and tracking
•	 Consulting 
•	 Training 
•	 Writing.

My pricing is based on a 
combination of what I need for a 
successful business (the definition 
of success varies for each IIP 
business), the industry standard, 
and what the market will bear.  I 
use an hourly pricing structure that 
works well for some clients and a 
“do not exceed” budget concept 
for most other work.  Budgets 
and contractual agreements are 
negotiable.  I consider the client’s 
budget in relation to a realistic 
assessment of what I need in order 
to do an excellent job.  My goal 
is to meet the client’s information 
needs, budget requirements, 
and my own profit goals.  I’ll 
walk away rather than accept an 
unrealistic budget, but I do try to 
assist the client in prioritizing their 
needs if they want the universe but 
can only afford a smaller part of it.

What do you like best about the 
work you do?  What do you least 
enjoy?
Every day is a little different, and 
my work is diverse, challenging, 
and intellectually stimulating.  My 
favorite activities center around 
conducting online research for 
my clients.  A close second is 
sharing my knowledge with others 
through teaching, training, and 
other venues.  I admit that I’m 
addicted to answering questions 
on AIIP-L and any other electronic 
forum I can find where I have the 

knowledge to help out.  

My least favorite things on earth 
are filling out forms, and most 
anything to do with administrative 
details.  I have always outsourced 
or paid for clerical and 
bookkeeping help.  Fortunately, 
I’ve been able to surround myself 
with either a trusted friend or 
family member for this work most 
of the time.

Do you have employees, and are 
there areas of your business that 
you contract out to others?  (If 
the answer is yes, what are the 
types of work for which you 
prefer to have assistance; if the 
answer is no, please mention why 
you work alone.)      
In the past, I’ve had part-time 
employees for clerical work and 
typically outsource activities such 
as direct mail, maintaining mailing 
lists, newsletter layout, advertising 
copy, web site development and 
maintenance, and bookkeeping 
as needed.  I generally outsource 
telephone research except for work 
conducted within the library and 
information community which 
I know so well – and especially 
because information professionals 
love to talk and respond well to 
interviews. 

Currently I work alone.  Why?  I’m 
not a great supervisor and don’t 
want added responsibility.  I was a 
young mom and when the kids left 
the nest, I found I loved the solitary 
nature of independent work.  
Actually, I’m rarely alone.  My 
partner in life and I are together 
almost twenty-four hours a day, 
each doing our own thing.  I’m 
always online and communicating 
with others around the globe.  As 
part of the work I do under various 

contracts, I am part of a team from 
time to time.  

How did you learn about AIIP, 
and what interested you enough 
to become a member?
I first heard about AIIP from a 
colleague when it was just getting 
organized.  I joined a few years 
later after firmly establishing 
my business and realizing that 
participating would be a very good 
thing to do.  I could see that AIIP 
focused on cooperative efforts 
by members for the benefit of its 
members.

Knowing what you know now, 
what about your business would 
you do differently if you could 
change the past?
I’m satisfied with how things have 
gone.  The business developed 
organically as I adapted myself to 
a range of customer requests and 
needs.  Doing so kept me on my 
toes; I had to be flexible enough to 
learn new online systems, skills, 
and technologies.  My goals of 
working independently and making 
my own decisions about how to 
run my life have been more than 
fulfilled. 

How do you balance your work 
life, volunteerism, and personal 
life?
Sometimes it’s not easy.  My name, 
“Amelia,” means industrious; 
and my life is one in which I 
apply myself to work as part 
of my industrious work ethic.  
Working helps me stay in balance, 
although because of an unfaltering 
enthusiasm for my business, I have 
less energy for other activities.  
Still, most of the time, I’m 
definitely doing what I prefer to do.

Continued from Page 13
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What are your plans for your 
business for the next year?  The 
next five years?
For now, more of the same:  a 
strong commitment to the 
continued success of my business.  
In five years?  Hmm…yes – 
perhaps some change.

If you could provide one 
insight, one helpful comment 
to our readership from your 
unique perspective, your 
wealth of knowledge, skills, and 
experience, what would that 
comment or insight be?
Try to identify what you want 
out of business and life and then 
dedicate yourself and work hard, 
and by all means:  “This above all: 
To thine own self be true.” 

Introducing Cooperative 
Intelligence

By AIIP member Ellen Naylor, 
The Business Intelligence 
Source; renaylor@wispertel.net
 

The following article is 
taken from a longer article 
published in Competitive 
Intelligence Magazine (Jan/
Feb 06).  

“The high destiny of the 
individual is to serve rather 
than to rule…”  Albert 
Einstein

Why Cooperative 
Intelligence?
In my 20+ years in 
competitive intelligence (CI), 
I have noticed that our focus 
is too often on process and 
monitoring the competition 
using secondary research and 
the Internet, and increasingly 
neglects the relationships we 
must forge with individuals 
– the backbone of any 
successful CI operation.  

Introducing Cooperative 
Intelligence 
Cooperative Intelligence is 
both an approach and attitude 
that puts connecting with 
people at the forefront and 
enables CI and Information 
Professionals to be more 
proactive in helping 
companies uncover and 
develop new opportunities.  
Cooperative intelligence 
blends leadership, connection 
and communication – the 

pre-requisites to build a 
dynamic CI operation.

Beginnings 
I started Bell Atlantic’s 
(Verizon) competitive 
intelligence initiative just 
before SCIP (Society of 
Competitive Intelligence 
Professionals) was formed.  I 
had been selling for several 
years, and had learned the 
importance of creating and 
maintaining relationships 
one at a time.  Thus, my first 
step was to meet as many 
people as I could in Sales 
and Sales Support since I 
believed the best CI tips 
would come from these folks.  
Within two years, we had 
a developed our CI process 
and it was relatively immune 
to corporate reorganizations 
since we had connected with 
Sales, which was less affected 
by reorganizations.  In time, 

Continued on Page 16
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I knew about competitor’s 
activities in advance of their 
announcements.  This could 
never have happened except 
through personal connections 
with the right people in 
Sales, Product Managers, 
Executives, the consulting 
community and industry 
experts. 
 
What Has Changed and 
What Hasn’t 
Although my start in CI was 
over 20 years ago, little has 
changed in the importance of 
relationship building. Trust 
begins with communication, 
telling the truth, doing what 
is right and what is good for 
people and the organization.  
When people trust you, they 
often will do what you ask 
them because they want to.
 
What has changed are 
the many ways we can 
communicate, and how 
we can be in touch 24/7 
if we choose to be.  
Despite immense gains in 
communication through the 
Internet, social networks and 
wireless technology, we still 
need to develop and maintain 
relationships through face-
to-face connections.  In 
fact, companies place a high 
premium on our ability to 
be effective communicators 
in group meetings, while 
we get less practice since 
most communication is now 
electronic.  

Never before has clear writing 
skills been so important for 
conducting business.  We 
need to be better writers 

just to get connected on the 
surface, since that’s the media 
of electronic communication.  
With all our choices of ways 
to communicate, we need 
to be sensitive as to when 
electronic communication 
isn’t working and it’s time 
to pick up the phone or meet 
in person.  We also need 
to learn the preferred form 
of communication for the 
various types of deliverables 
we disseminate to the key 
individuals in our network. 

In his book, Blink, Malcolm 
Gladwell discusses the 
snap conclusions we 
make instinctively and 
often without explanation 
(Gladwell 2005).  As we 
develop our relationships to 
enable our CI process, we 
meet people all the time, 
and make snap decisions 
about their character, and 
they about ours.  Malcolm 
Gladwell describes how 
Paul Ekman and Wallace 
Freisen studied facial 
expressions and demonstrated 
that they provide valuable 
clues to inner emotions and 
motivations.  How often have 
you heard words and felt like 
the facial expression did not 
match them?  There is so 
much misunderstanding about 
what we do in CI.  Our clients 
hope we can help them, yet 
often enough they don’t really 
know what they need and if 
we can provide it for them.     
 
Today’s Challenges 
CI professionals need to be 
connected with an increasing 
number of people to influence 
our companies to develop 

new opportunities and to 
innovate in the competitive, 
global environment.  

It is very disillusioning when 
we hear managers talk about 
people being their greatest 
asset, and then treat us solely 
as a cost.  According to recent 
Gallup Polls, most employees 
in US companies are either 
non-engaged or actively 
disengaged in their work.  
Often people are willing to 
do good work and want to 
contribute their ideas and are 
ready to take responsibility.  
It’s often their leaders that 
hold them back, insisting that 
they must wait for decisions 
or instructions.   

It’s About People 
In management’s push 
for peak performance, we 
forget that organizations are 
comprised of individuals who 
are basically good people.  
We know we need to work 
together in order to conquer 
problems that we can’t solve 
alone.   In today’s frenetic 
society, we quickly assign 
people to a personality type 
(Myers-Briggs), and then 
don’t really get to know 
them.  As CI professionals, 
we need to make the time 
to get to know what really 
motivates key individuals in 
our network, to be genuinely 
curious about each person, 
and determine why s/he 
behaves in a particular way.       

 
When people feel that you 
care, their stress is reduced 
and they will contribute more 
to your combined projects.  
One of the key findings in 

Continued from Page 15
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knowledge management 
(KM) is that people share 
their knowledge only when 
they feel cared for and when 
they care for the organization.  
It is not new technology that 
entices people to exchange 
knowledge: it’s the quality 
of the human relationship.  
In her book, Finding Our 
Way: Leadership for an 
Uncertain Time, noted 
management expert Margaret 
Wheatley suggests that KM 
should be re-named “human 
knowledge,” to remind us 
where that knowledge comes 
from.  Sound familiar? 
This is not unrelated to the 
attitudes about contributing 
information or competitive 
intelligence. 
 
Cooperative Intelligence 
Practices
We can’t control other’s 
attitudes about us; however 
we can control our own 
attitudes and behaviors.  
We can project a positive 
attitude as one who provides 
a valuable service, intellectual 
capital and great connections.  
This is the essence of 
Cooperative Intelligence.   
 
Cooperative Intelligence is 
the process of developing 
your network by finding ways 
to help others.  Reciprocity 
is the engine of networks.  
You are helped because 
you help others: no strings 
attached.  Instead of focusing 
on self-interest, you seek the 
common good.  Donna Fisher 
and Sandy Vilas, co-authors 
of Power Networking remark 
on the boomerang effect when 
help arrives without explicit 

requests.  Like a boomerang, 
the help we give comes 
back to us, though often in a 
roundabout way. 

Cooperative Intelligence is 
relationship building one 
person at a time.  You can 
have the most effective 
processes in place and 
be the most intelligent, 
analytical, insightful, 
strategic Information or CI 
Professional, and deliver a 
stream of products.  However, 
if your clients don’t believe, 
trust and respect you, you 
won’t have staying power.   
 
Cooperative Intelligence 
also encompasses emotional 
intelligence and appreciative 
inquiry – practices that 
make us more balanced 
advisors.  CI professionals 
are often so critical that we 
don’t seize the opportunity 
to build on our company’s 
strengths in our cold pursuit 
of the competition.  Wouldn’t 
Sales respond better to the 
more positive approach of 
appreciative inquiry: “How 
will we improve market 
penetration in this industry?” 
versus the more critical 
approach of “We’re losing 
share in this industry: what 
are we doing wrong?” 

Research from 515 senior 
managers revealed that 
emotional intelligence was 
the most important factor 
in success, followed by 
relevant experience and at 
a distance, an outstanding 
IQ (Emotional Intelligence: 
Daniel Goleman 1998).  In 
order to gain cooperation 

from employees in today’s 
stressed out and confused 
corporations, Information 
and CI professionals need 
to develop human qualities 
such as optimism, resilience, 
compassion and adaptability.  
 
We need to broaden our 
scope in CI to include market 
developments, competitor 
history, global ramifications, 
and technology, for example.  
Thus we can lift ourselves 
out of tactical CI and offer a 
more balanced perspective 
of our shifting position in 
the ever changing global 
marketplace.  The esteemed 
former chairman of Motorola, 
Bob Galvin, shared his broad 
perspective towards CI 
during his keynote address 
at SCIP’s 2005 Conference 
in Chicago.  He went as far 
as to say that Motorola even 
studied the archeology of a 
culture outside of America to 
gain further insight into how 
a competitor’s leadership 
thought and might act. 
 
Regardless of what type 
of company we support, 
Information and CI 
Professionals cannot afford 
to be passive data collectors, 
who just monitor competitors 
and identify new targets.  
We must pro-actively help 
our companies identify 
new markets, partnerships, 
technologies, and expand 
current markets.  The Internet, 
secondary databases and trade 
journals are essential sources 
to monitor the competitive 
landscape and to locate 
people.  However, if we just 

Continued on Page 18
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own way personified the value of 
AIIP.  In other words, the presenta-
tions served as a good object lesson 
for all who attended, demonstrat-
ing with real life examples  that 
it “takes a village” to complete 
research projects, whether for a 
multi-divisional organization or 
a smaller business-to-business 
agency. 

rely on secondary sources and 
don’t connect directly with 
the right people, and connect 
people with each other, we 
will fail in our CI efforts over 
the long-term.  

“Most information never 
gets written down – it’s just 
floating in people’s heads.  
The only way to access 
information is to talk to 
people.”  Jan Herring, CI 
Guru 

2007 AIIP Conference

Case Studies:  
Managing a Research 
Project from A to Z 
Cynthia Shamel, Shamel Information  
Marcy Phelps, Phelps Research 

Reported by Richard Halpern, 
Halpern Info Services; www.
halperninfoservices.com

Cynthia Shamel and Marcy 
Phelps, two veteran 
independent researchers, 

presented two very different 
portraits of real life case studies 
from initial inquiry to completion.  
It was fitting for this session to 
be scheduled near the end of the 
conference, after so much was 
learned from other presentations 
about the opportunities and 
challenges of being an independent 
information professional.  The 
lessons learned and explained were 
instructional for all who attended.  
Though Cynthia’s presentation 
focused on a seven hundred person 
organization, and Marcy focused 
on a small business agency, there 
were common themes and lessons 
learned.  

As in any research project, there is 
a beginning, middle and end.  The 
beginning for Cynthia’s research 
project was initiated through word 
of mouth referral from outside the 
company that ultimately hired her, 
whereas the referral to Marcy came 
about through a direct business 
networking relationship developed 
by her over a few years duration.  
Cynthia had to negotiate with 
various stakeholders at the “C” 
level, whereas Marcy was able to 
work directly with the decision 
maker, though a larger enterprise 
company’s actions triggered the 
nature of her project request.

Once the projects developed (the 
middle phase), each study took dif-
ferent twists and turns, though both 
projects followed a standard pro-
gression.  In the research business 
it is mandatory to gain agreement 
on objectives to be met, measures 
to gauge progress, and the value of 
doing so for the client organization.  
In both case studies, both research-
ers drew upon years of commu-
nications and negotiation skills to 
meet the client’s objectives, despite 
twists and turns that nobody could 
predict or control.  Each case was 
unique in progression and devel-
opment, as well as scope and out-
come.  

Besides communication skills, both 
veterans displayed product and 
industry knowledge, using third 
party research and consultative 
skills to secure work to the client’s 
satisfaction.  In other cases, both 
researchers drew upon the resourc-
es of AIIP members by soliciting 
feedback and support by the virtual 
community.  It was fitting to hear 
the presentations at the end of the 
conference too because each in her 

Cynthia Shamel

Marcy Phelps
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Presented by Tom Goodell, Integrated 
Knowledge Systems, Inc.

Reported by Robin Lasher, On Time 
Business Solutions LLC, rlasher@
bizplanguide.com 

According to Tom Goodell, 
in his presentation at the 2007 
AIIP annual conference held in 
Minneapolis, Minnesota last April, 
High Performance Communication 
is the ability to understand and use 
language effectively to produce 
the results we want.  Goodell 
pointed out that we often are 
not consciously aware of the 
interaction between what we say 
and our emotions.  In addition to 
these underlying emotions, our 
beliefs also influence what we say.  
However, effective communication 
requires that we learn and develop 
skills to remove the barriers that 
limit individual and, as a result, 
organizational performance. 

Among the capabilities that we 
must develop in order to improve 
both individual and organizational 
performance, two of these focus on 
awareness.  Goodell emphasized 
the importance of awareness when 
speaking with others.  Along with 
an awareness of ‘what’s happening 
inside you’ and how our moods 
influence our ability to effectively 
communicate, we must also be 
aware of how we interpret what 
others say versus what they mean. 

In this session, Goodell took a 
practical approach to helping 
build our communication skills 
through the use of an experiential 

learning exercise.  Since people 
tend to make few distinctions 
when communicating with each 
other, he first explained how to 
distinguish the difference between 
assessments and assertions.  
Whereas assessments reflect 
our personal opinions and lack 
measurable evidence, assertions are 
interpretations that can be backed 
up with facts.  Assessments are 
never assertions, but distinguishing 
between the two can be tricky.  As 
an example, if I say it is a cool day, 
then it is my opinion.  On the other 
hand, if I state that the temperature 
is 65°, I am making an assertion 
based on facts. 

To help further understand and 
distinguish the difference between 
assessments and assertions, 
Goodell had session attendees 
select a partner.  Next, he instructed 
us to jot down a description of 
something that we considered 
important, such as a current project 
or customer service issue, and 
then briefly describe the situation 
to our partner.  Each partner 
was to listen for assertions and 
assessments in the description.  
After we completed the exercise, 
Goodell asked if we found 
these descriptions dominated by 
assessments or assertions.  Most 
of the participants in this session 
stated that their partners used 
assertions rather than assessments.  
In general, he explained that the 
opposite is true—most people 
use more assessments (opinions) 
rather than assertions (facts) when 
describing events.  One of the 
participants suggested that, as 

information professionals, AIIP 
members focus on facts rather 
than opinion, which could account 
for our use of more assertions 
than assessments.  Goodell also 
commented that as people become 
more skilled at distinguishing one 
from the other, they often discover 
that statements they thought were 
assertions are actually assessments. 

This session was informative and 
provided very useful insights for 
improving our ability to effectively 
communicate, which includes 
developing both our speaking 
and listening skills.  Along with 
clarifying the difference between 
assessments and assertions, the 
experiential learning exercise 
further suggested that, as AIIP 
members, we focus on the facts.

Tom Goodell

High Performance Communication

2007 AIIP Conference
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Web Sites You Can Use

New legal search 
tools, web sites 
for tracking 

politicians and the best 
in free online research 
are in this issue’s 
offering of web sites.

OpenCongress brings together of-
ficial government data with news 
and blog coverage to give you the 
real story behind what’s happen-
ing in Congress. Small groups of 
political insiders and lobbyists 
already know what’s really going 
on in Congress. We think everyone 
should be an insider. OpenCongress 
is a free, open-source, non-profit, 
and non-partisan web resource with 
a mission to make Congress more 
transparent and to encourage civic 
engagement. http://www.opencon-
gress.org/

Fixya provides Free tech support 
and technical help for gadgets, 
electronic equipment and consumer 
products. Fixya’s technical experts 
advise on fixing problems and pro-
vide instructions on proper usage 
of products either by chat or mes-
sage posting. Fixya stores manuals 
and troubleshooting guides for over 
half a million products. Fixya’s 
tech support community will pro-
vide a quick solution for your “how 
to” problem. http://www.fixya.com/

The Journal of Business-to-Busi-
ness Marketing® encourages 
diversity in approaches to business 
marketing theory development, 
research methods, and manage-
rial problem solving. It is a broad 
concept encompassing the market-
ing of business services and indus-
trial products as well as reseller 
phenomena with domestic and/or 
global perspectives. http://aux.zick-
lin.baruch.cuny.edu/jbbm/

Searchforvideo.com is a leading 
video search engine that indexes 
online video clips from over 10,000 
sources. They do not host or stream 
online video, they index rich meta 
data about video clips and provide 
direct links to video clips around 
the web. Searchforvideo.com 
works with 100 brand name video 
content providers. http://www.
SearchForVideo.com/

AltLaw - Search the Full Text of 
Over 300,000 Legal Documents. 
The law is meant to belong to the 
people, but it can be surprisingly 
hard to find. Case reports, a ma-
jor part of the laws of the United 
States, are hard to get at, and even 
when on the Internet, rarely search-
able. AltLaw provides the first free, 
full-text searchable database of 
Supreme Court and Federal Ap-
pellate case reports.   http://www.
altlaw.org/

Medstory’s mission is to enable us-
ers to search complex fields on the 
Web intelligently. They are starting 
with health and medicine ... an area 
where many people will appreciate 
a service that helps them quickly 
get high value information, and 
a field where they have expertise 
based on their work with health-
related organizations. http://www.
medstory.com/

NationMaster is a massive central 
data source and a handy way to 
graphically compare nations. Na-
tionMaster is a vast compilation of 
data from such sources as the CIA 
World Factbook, UN, and OECD. 
Using their form, you can gener-
ate maps and graphs on all kinds 
of statistics with ease. http://www.
nationmaster.com/

WishRadar manages your wishlist 
for you, even better than Amazon 
and Half.com do. They monitor 
all the items on your wishlist, sort 
and filter them any way you like, 
and notify you whenever anything 
on your wishlist matches the price 
you want to pay at either Amazon 
or Half.com. You set your price.
http://www.wishradar.com/
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Credit is given to Marcus Zill-
man and his blog that collects 
the Web sites featured and 
many, many more.  Visit his site 
at http://zillman.blogspot.com

MAPLight.org, a groundbreaking public database, illuminates the con-
nection between campaign donations and legislative votes in unprec-
edented ways. Elected officials collect large sums of money to run their 
campaigns, and they often pay back campaign contributors with special 
access and favorable laws. This common practice is contrary to the public 
interest, yet legal. MAPLight.org makes money/vote connections trans-
parent, to help citizens hold their legislators accountable. http://www.
maplight.org/

Searches selected marketing re-
sources and sources taken from 
various Subject Tracer Information 
Blogs and resources from the Vir-
tual Private Library. Currently over 
30 marketing meta search engines 
and resources are accessed. It is 
designed to bring together the latest 
metasearch engines for marketing 
on an ongoing basis from the In-
ternet. http://www.eMarketingBot.
com/

Imagine you could connect with 
someone who knows the answers to 
your questions, on any topic, at any 
time. At Yedda they strive to merge 
the convenience and efficiency of 
search with the unlimited value of 
individual knowledge to get you 
the best answers to your questions. 
http://yedda.com/

A free yet reliable invisible web 
tracker, highly configurable hit 
counter and real-time detailed web 
stats. Insert a simple piece of our 
code on your web page or blog 
and you will be able to analyse 
and monitor all the visitors to your 
website in real-time. http://www.
statcounter.com/

MedWorm is a medical RSS feed 
provider as well as a search engine 
built on data collected from RSS 
feeds. MedWorm collects updates 
from over 2500 authoritative data 
sources (growing each day) via 
RSS feeds. http://www.MedWorm.
com/

Each day, dealnews reports the 
best deals available on comput-
ers, technology, gadgets, and other 
items you want to buy. dealnews is 
updated with as many as 200 new 
bargains, coupons, and sales in a 
single day. http://www.DealNews.
com/

Geni is a unique approach to 
solving the problem of geneal-
ogy, which is the question of how 
everyone is related. Geni lets you 
create a family tree through our 
fun simple interface. When you 
add a relative’s email address, he 
or she will be invited to join your 
tree. That relative can then add 
other relatives, and so on. Your tree 
will continue to grow as relatives 
invite other relatives. Each family 
member has a profile which can be 
viewed by clicking their name in 
the tree. http://www.geni.com/ 

This is an index 
of the web 
sites included 
in the 1999-
2006 annual 
lists issued by 

the Mars Best of Free Reference 
Web Sites Committee of the Ma-
chine-Assisted Reference Section 
(MARS) of the Reference and 
User Services Association (RUSA) 
of ALA to recognize outstanding 
reference sites on the World Wide 
Web.  http://www.ala.org/ala/rusa/
rusaourassoc/rusasections/mars/
marspubs/publications.cfm
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New Products

Ever need a digital projector for 
an ipod or Zune? How about if 
you need to make a presentation, 
but don’t want to tote a 15-pound 
projector, cords and bag? Here is 
the Microvision mini-projector; 
a plug and play “pico” projector. 
The handheld, stand-alone projec-
tor, code named SHOW, is based 
on the company’s PicoP display 
engine, and is capable of projecting 
a 12-inch to 100-inch, 848 x 480 
WVGA image for up to 2.5 hours 
on a single charge. The SHOW is 
aimed at the emerging market of 
media-rich mobile devices, though 
aside from the projector itself, 
the company has plans to embed 
its PicoP chip in other consumer 
electronics, promising a future of 
blinding, surprise projections the 
likes of which are hard to imagine. 
We haven’t been able to find any 
pricing information yet.This ap-
pears to be a product with a lot of 
buzz right now--the company says 
that 400 articles have been written 
about it. Make that 401.  http://
www.microvision.com/pico_pro-
jector_displays/standalone.html

If you have not yet chosen sides in the battle between the Sony Reader 
(right) and Amazon Kindle (below), you can start weighing your options. 
Amazon’s reader is $100 more expensive, at $399, but Sony has sweet-
ened the pot. Sony is now offering up 100 free classic book titles with 
each purchase until September 2008. 
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a case, it would be a courtesy (not 
a strict legal necessity, because the 
occasion was a non-confidential 
one) to let Mr. Y see the text of our 
intended piece in advance, in case 
he might want a slight edit of how 
we rendered his point.

An important point – support the 
conference organizers
I believe in supporting conference 
organizers by encouraging our 
readers to examine the organizers’ 
other offerings when we point to 
good content.

The next issue of 
Connections will be 

published May 1. 

Have an article you’d like to 
write? 

E-mail Donna McLean  at 

Ethics Column

Is Writing and Publishing Information About Someone 
Else’s  Presentation OK? 

If we hear something 
worthwhile at a confer-
ence...we must obtain 

the presenter’s approv-
al for the text of what-
ever item we’re going 

to publish.

Ulla de Stricker

By Ulla de Stricker, Toronto-based 
knowledge management consultant; http://
www.destricker.com

Editor’s Note:  This column is offered to 
our readers as food for thought only and 
in no way constitutes legal advice.  The 
information contained herein is the work 
of the individual columnist and does not 
represent any official opinion of AIIP or its 
officers. 
 
Question:  Is it ethical to write 
up someone else’s conference 
presentation and give away all the 
good ideas conference attendees 
paid to hear?
 
The concern:  Although the 
intention is commendable – giving 
visibility to a colleague – we must 
stay within the boundaries of good 
judgment and respect. 

Comments – when we present:  
While we hope those who listen 
to our conference presentations 
will “talk us up” to others, we 
would not want them to replicate 
our content without our express 
permission.  

When we have given our 
permission for the conference 
organizers to post our presentations 
on their websites, or when we post 
presentations on our own websites, 
the material is then in the public 
domain and we can only welcome 
others’ commentary.

Comments – when we hear 
a presentation:  If we hear 
something worthwhile at a 
conference and want to spread that 

good word, we then must obtain 
the presenter’s approval for the 
text of whatever item we are going 
to publish (be it in a blog, in a 
newsletter, etc).  We would then 
state up front that “these comments 
have been approved for publication 
by the presenter, Ms. X.”  As a 
precaution, we should ask the 
presenter whether the conference 
organizers need to be alerted, 
so as to respect any copyright 
agreements in place. 

One approval option is to obtain 
the presenter’s permission to 
link to the slides he or she may 

have mounted on a website.  
Technically, we aren’t required to 
– anything on the public web can 
be referenced by anyone else – but 
it is good business manners to ask 
if the wording of our commentary 
leading to the link is acceptable to 
the presenter.

The presentation we heard may 
lead us to extrapolate on one single 
point and then add our own original 
comments – as in “I heard Mr. 
Y make the point that…, and it 
made me reflect how….”  In such 


