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■ President’s Message

2  April / June 2009 © 2009 Association of Independent Information Professionals

This year’s AIIP annual conference 
– thanks to the hard work of the 

Conference Planning Committee 
– offered an excellent array of 
sessions, speakers, and networking 
opportunities. Through this conference 
issue of AIIP Connections – thanks to 
editor Heather Carine, and everyone 
who works on the newsletter – all 
AIIP members can access the vast 
body of knowledge from the annual 
conference.

Just a few weeks after becoming 
AIIP president, I had the opportunity 
to represent AIIP at the 2009 SCIP 
annual conference in Chicago, IL, 
USA. Marjorie Desgrosseilliers (AIIP 
Director of Member Benefits) and I 
spent several days talking with people 

Welcome . . .

who visited the AIIP exhibit booth at 
SCIP. We also networked with SCIP 
members at conference sessions, 
receptions, and luncheons. We talked 
about the range of services provided 
by AIIP members, and we let people 
know that they can easily locate an 
independent information professional 
through the AIIP member directory. 
Marjorie and I also talked with other 
independent consultants about AIIP’s 
excellent membership benefits.

In June, I will have the chance to do 
the same evangelizing of AIIP at the 
Special Libraries Association’s 2009 
annual conference in Washington, 
DC, USA – which also happens to 
be SLA’s 100th anniversary as an 
association. At SLA 2009, AIIP will be 
exhibiting at booth #1547, and several 
AIIP members will be participating 
as conference speakers, moderators, 
exhibitors, and volunteers. Many AIIP 
members will surely be following SLA 
2009 through Twitter, Facebook, and 
other social media, as well.

While these annual conferences can 
be seemingly never-ending events 
with all-day, non-stop networking 
(exhausting for this introvert), it is so 
easy to talk about AIIP members and 
the value of their services. It’s always a 
pleasure to talk about the benefits of 
joining AIIP, and each time I do, I am so 
proud of the quality and multitude of 
AIIP’s offerings.

to the conference issue of AIIP Connections.

I am especially proud of the range 
of professional development 
opportunities that AIIP offers to 
its members between annual 
conferences. The quarterly President’s 
Column newsletter, the webinar 
series, and AIIP’s very active email 
discussion list, AIIP-L, all help AIIP 
members keep up with the skills 
they need to compete as info pros 
in the 21st century. These learning 
opportunities – all AIIP’s benefits, 
really – are specifically geared toward 
business owners, which makes AIIP as 
an association quite unique.

Enjoy this issue of AIIP Connections, 
and please make sure that you take 
advantage of the many other AIIP 
professional development offerings 
designed specifically for independent 
info pros. ■

Marcy PhelPs 
Phelps Research,  
mphelps@phelpsresearch.com

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

As the new Editor of AIIP Connections, 
it is a pleasure to bring you this 
quarter’s issue.  In this issue we 
celebrate the 2009  AIIP conference 
held in Albuquerque, NM, USA.

The annual AIIP conference is a 
wonderful opportunity for members 
to connect with their colleagues.  This 
quarter’s issue of AIIP Connections 
extends the goodwill and sharing of 
ideas from Albuquerque to all our 
members and readers.  

To start with, Jocelyn Sheppard, 
conference co-ordinator for the 2009 
AIIP conference, shares her secrets for 
running a successful conference.

Michele Bate organised a team of 
roving reporters at the conference 
to capture the essence of the ideas 
discussed in the keynote and general 
sessions.  Our reporters have done an 
outstanding job highlighting the tips, 
trends, and thought-provoking ideas 
they took away from the conference 
presentations.

Sharon Harper, as the winner of the 
Myra T. Grenier award, writes about 
her wonderful experience attending 
the conference for the first time.  
Congratulations to Sharon, and all of 
our award winners.

Through the magic of Twitter, I was 
able to follow the progress of the 
conference from my home in South 
Australia.  It is very timely that regular 
columnist, Amelia Kassel, in her 
Coach’s Corner, discusses her ideas on 
developing a social media strategy.  

Andrea Carrero, in Wise Words, has 
some very helpful tips on common 
grammar mistakes, and how to avoid 
them.  

Thank you to the helpful AIIP 
Connections team around the world, 
all of the conference presenters and 
writers, and, of course, the readers.  

I hope that you enjoy reading the 
conference issue.

Heather Carine 
Editor-in-Chief
AIIP Connections

Carine Research
Adelaide, South Australia
heather@carineresearch.com.au
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■ Spotlight on Members

One of the many reasons why I enjoy 
attending AIIP’s annual conference is 
to catch up with long-time members 
and to meet new members.  While 
talking shop is always valuable, I enjoy 
learning what members do beyond 
their daily 9-to-5 work lives.  This 
issue’s Member Spotlight will focus on 
two AIIP members—Betty Story and 
Debra Shumate—who have what I 
think you’ll find to be appealing extra-
curricular activities.

Betty Story

Member Spotlight:  
Betty Story & Debra Shumate

by Jan Davis, JT Research LLC

Betty Story
At the 2006 AIIP annual conference 
in Coral Gables, Florida, Betty Story 
introduced herself at the member 
introduction session by mentioning 
that, in addition to running her 
information business, she taught 
yoga.  I thought to myself, “Wouldn’t 
that be nice if she gave a yoga session 
at an AIIP conference?”  In both 2007 
(Minneapolis) and 2008 (Pittsburgh), I 
asked Story to consider giving a yoga 
session at the conference. In 2009 
(Albuquerque), Story was listed on 
the conference program with two 
yoga sessions. I must not have been 
the only AIIP member who wanted to 
breathe deeply and relax.

At her yoga session in Albuquerque, 
Story led at least a dozen of us AIIPers 
through stretching exercises and a 
series of Hatha yoga postures.  As 
we all lingered after class, definitely 
feeling more relaxed and limber than 
an hour earlier, Story provided us with 
take-away handouts of basic stretches 
and poses.  I keep mine by my desk 
to remind me of her advice to take 
regular breaks and stretch. “It is so easy 
to lose touch with your body sitting 
at a computer all day long,” Story says. 
“Hatha yoga is great for mental and 

physical health, and getting up and 
stretching and breathing can help get 
rid of the stress and tension… it’s a 
great stress reducer.” 

When Story isn’t helping her yoga 
students get in better physical 
and mental shape, she runs Story 
Information Services. An academic 
librarian before starting her business, 
Story began her entrepreneurship by 
focusing on nonprofits with donor 
research and prospect profiles. Over 
the years her business has become 
more eclectic, with no specific niche 
market. She provides research support 
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to small businesses, and library 
consulting services (such as archiving, 
record management and digitizing) for 
organizations.

Additionally, Story was instrumental 
in automating the library, setting 
up an information literacy program, 
and training staff at the International 
Academy in St. Thomas, U.S. Virgin 
Islands.  Her work helped the Academy 
win approval as a high school by 
the International Baccalaureate 
Organization.  When I phoned Story 
for this article, I found her back in 
St. Thomas; she’d returned to train a 
library assistant at the Academy. ■

Debra Shumate
When Debra Shumate took the 
microphone at the 2009 AIIP annual 
conference’s member introduction 
session, she introduced herself as an 
Army Mom who recently started a 
new business, InfoConnections. But in 
addition, Shumate briefly described 
her volunteer work with Sew Much 
Comfort, which provides free, custom-

■ Spotlight on Members

Debra Shumate

Wounded service members wearing Sew Much Comfort adaptive clothing.

made adaptive clothing to injured 
military service members. Shumate’s 
son has served in both Afghanistan 
and Iraq, and she lives in an area with a 
large military population, so she knows 
first-hand the needs of the many 
wounded soldiers who are returning 
to the U.S. for extensive medical 
treatment, and the tens of thousands 
who are still in the recovery process. 

Having a degree in fashion design, 
Shumate designs and constructs 
clothing that will accommodate 
prosthetics, casts, medical devices, and 
other needs.  She then gathers with 
ten other women at a local church 
one night a week to sew the adaptive 
clothing for the military personnel. 

Shumate considers volunteering for 
Sew Much Comfort a great way to 
do something practical for the men 
and women who were injured while 
serving their country. “They’ve fought 
for us; this is one way we can give 
back,” she says. I am sure I wasn’t the 
only one in the conference audience 
emotionally moved by her work.

The need for adaptive clothing is  
on-going.  If you’d like to learn more 
and make a contribution, visit the  
Sew Much Comfort website at  
www.sewmuchcomfort.org.

As for her professional work, Shumate 
launched her own business in 
2008, after working for 13 years in 
government, non-profit, and public 
libraries. InfoConnections is still in its 
planning and development stage.  
Shumate intends to use her expertise 
in library management to run the 
libraries of small corporations and 
nonprofits.  She has trade associations 
in her sights as a viable niche market, 
having worked for two organizations 
in the past, and currently living in the 
Washington D.C. metro area, home 
to hundreds of associations.  After 
interviewing Shumate, I’m confident 
that when I see her in 2010 at the 
AIIP conference in Cleveland, she’ll be 
telling me about the half-dozen trade 
associations she has contracted for her 
services. With her expertise, integrity, 
and warm heart, Debra Shumate is 
a fine addition to the world of info 
pros—if not the world. ■

http://www.sewmuchcomfort.org
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■ Conference Highlights

ConferenCe

Some stories were funny (in a good 
way), all were instructive.  Attendees 

found that they learned from each other 
as well as from the featured speakers.

The conference committee spent 
more than a year planning this event, 
an effort that was fully rewarded when 
several attendees told us that this was 
the best AIIP conference they had ever 
attended. In addition to designing 
a solid program focused on ways to 
grow our businesses, the committee 

Secrets of Conference Success &

also focused on ensuring healthy 
meals and snacks, providing quality 
audio-visual support, and maintaining 
a smooth flow to the daily events 
schedule. This was the first year that 
yoga was included in the schedule 
(thank you, Betty Story!), and we hope 
to offer yoga again next year.

Most of the committee’s work was 
completed well before anyone arrived 
in Albuquerque. This year saw the 
launch of a new online registration 
system and a very robust conference 
website; a new ride-share/room-share 
forum also made it easy to make travel 
and lodging plans. The AIIP Office 
helped ensure that everyone was 
registered properly and that we had 
all our conference needs met once we 
were at the conference site.

A final thank you goes to all who 
supported the conference financially. 
Support is critical since registration 
fees cover only about 70 percent of 
conference expenses, and it took many 
forms: If you attended the conference, 
you were a supporter. If you were a 
trainer or an exhibitor, you were a 

supporter. If you were a corporate 
or specialty sponsor, you were a 
supporter. If you were an advertiser, 
you were a supporter. In return, the 
conference committee worked hard 
to ensure that all supporters were 
recognized in the attendee materials, 
on signage, and during introductory 
remarks throughout the conference.

A special thank you must go to the AIIP 
members who sponsored or advertised 
at the 2009 conference. With corporate 
sponsorship and advertising down from 
2008 levels, AIIP members stepped up 
at a crucial time to help ensure that we 
could put on a quality conference. We 
hope that this experience was both 
professionally and personally satisfying.  
We’d love to hear stories of new business 
that came your way due to the publicity 
you received during the conference. 

We will be in touch soon to let 
you know about 2010 conference 
sponsorship and other opportunities. 
In the meantime, mark your calendar 
for April 27 through May 2, 2010.  We 
look forward to seeing you at the 24th 
annual AIIP conference in Cleveland! ■

With the 23rd annual AIIP conference now a happy memory, it’s a 

good time to recognize all who contributed to its success. Thanks 

must first go to the 100+ attendees who came to Albuquerque to 

learn, to network, and to share stories of some of the best and worst 

impressions they’ve ever made on a client. 

Jocelyn Sheppard, 2009 Conference Coordinator
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■ Conference Highlights

Ed Vawter presenting Constance Clem the President’s Award  
for her extraordinary dedication and responsiveness  in redeveloping the AIIP website.

AIIP Connections Writer’s Award was presented to 
Heather Carine for her article “Opportunities in a 
Changing World”, AIIP Connections, December 2008
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Ulla de Stricker received the  

Sue Rugge Memorial Award
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ph
o

to
 c

r
ed

it
: m

a
r

k
 g

o
ld

st
ei

n
, i

n
te

r
n

at
io

n
a

l 
r

es
ea

r
c

h
 c

en
te

r



9  April / June 2009 © 2009 Association of Independent Information Professionals

■ Conference Highlights

Doug Fine’s keynote presentation 
at AIIP’s 2009 annual conference 

was a call to the adventure of 
inventing one’s own life. Fine gave 
some examples of his own leaps into 
the future.  He has put his safety on 
the line as a journalist in Southeast 
Asia, Africa, Central America, Alaska, 
and in his current life as an off-the-grid 
goat rancher in New Mexico.  

Fine asked his audience could what 
they do as entrepreneurs be any 
worse?  Granted, most independent 
information professionals are not 
risking their physical safety as they 
forge ahead in their entrepreneurial 
lives, but many insights from Fine’s 
adventurous experience can be applied 
to the entrepreneurial life.  Some of 
Fine’s shared insights included:

THE ADVENTURE
of inventing your own life 

Presented by Doug Fine, Journalist and Author Reported by Connie Clem, Clem Information Strategies

•	 When	you	are	living	with	no	
model, all you have to rely on is 
belief in yourself. Yes, doing things 
your own way works—it is your 
map used on the path to success.

•	 Your	starting-point	is	to	identify	
what the world needs. When you 
are the first to discover a niche, 
more power to you. Fine quoted 
Dolly Parton: “to succeed you 
need to be first, best, or different.” 
He added a fourth to the list: to 
be driven. But driven does not 
mean no fun, no play, no health, 
and no time.

•	 What	is	in	your	heart?	Be	ready	
to starve for your passion. But 
know when to say when. Never 
put up with the notion of paying 
your dues to earn some deferred 
version of success later on.

•	 Enjoy	what	you	are	doing	while	
you are doing it. Do what you love, 
stay flexible, and enjoy the scenery.

•	 Be	willing	to	go	to	the	ends	
of the earth to achieve your 
dreams. (Perhaps for most, 
this won’t involve whiteout 
conditions near the Arctic Circle.)

•	 Do	not	be	afraid	to	put	your	foot	
down and to refuse to budge 
when necessary. If someone 
doesn’t buy in to your vision, 
don’t let them block yours.

•	 Understand	that	success	is	
achieved through small steps. 
Sometimes it is simply the act of 
putting one foot in front of the 
other that gets you through.

•	 What	seems	like	a	mistake	can	
often turn out to be a good 
career move; it may come as a 
lesson learned, but there is value 
nonetheless.

•	 When	necessary,	build	it	yourself.	
Sometimes the perfect solution 
doesn’t exist until you create it, or 
at least dig in to work toward it.

•	 Figure	out	how	to	make	your	
personal coyotes go away. 
Protect the resources that they 

Continued on page 10

What is in your heart?  

Be ready to starve  
for your passion. 
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■ Conference Highlights

try to make off with, but don’t 
let the threat that they represent 
affect you personally.

•	 Incorporate	the	reality	of	
ongoing challenges into your 
work. In life, we don’t simply 
meet one challenge and then all 
challenges end. It is the wrestling 
with issues that keeps us strong 
and capable. As the song goes, 
“when life looks like easy street, 
there is danger at your door.”

•	 When	necessary,	ask	for	a	new	
hand of cards. Success doesn’t 
come through luck alone—
though, admittedly, some luck 
can help. 

•	 Observe	the	Four	Agreements	in	
your dealings with others:  
1) speak with integrity;  
2) don’t take things personally;  

Continued from page 9
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3) don’t make assumptions;  
4) always do your best.

•	 If	you	are	not	having	fun,	you	are	
probably not in the right field. If 
you are psyched and happy at 
work, congratulations—you are 
winning!

Fine also used his moment with his 
audience to encourage them to live 
sustainably and to spread the word, 
if we want our species to survive. 
Petroleum-free living is his lodestone.

After Fine’s talk, enthusiastic AIIPers 
bought up the stock of his book 
Farewell My Subaru: An Epic Adventure in 
Local Living in a win-win exchange of 
appreciation. Should you buy a copy 
from Amazon.com, remember to enter 
through AIIP’s business partner web 
page [www.aiip.org/ShopOnline] 
and earn AIIP some revenue with your 
purchase.  For more on Doug Fine, go 
to www.dougfine.com. ■

Doug Fine presenting at the conference.

would like to thank

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

http://www.aiip.org/ShopOnline
http://www.dougfine.com/
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The global landscape of the current 
Information and Knowledge 

Economy sets us apart from previous 
eras, Abram said.  He believes the 
massive generational shift towards 
the Millenials demands interactive, 
intelligent, value-added, and mobile 
information rather than the fact-
based knowledge previously drilled 
by our educational systems. Learning 
becomes even more of a continuum 
for us, exploding with a knowledge 
base that requires added value.   
Abram, the 2008 SLA president, 
praised AIIPers for being thought 
leaders in the Information Age.  He 
suggested that the P in AIIP might 
stand for pioneers. 

Further exploring the private practice 
concept, Abram suggested that one 
tipping factor might be the amateur 
information sleuth vs. the information 
professional.  The body of information 

Will All 

used by doctors, lawyers, engineers, 
architects, private investigators, and 
real estate agents is fully digitized and 
often accessible to the public, Abram 
pointed out.  That access, however, 
does not indicate that the masses 
are able to heal themselves, solve 
their legal woes, or design and build 
structures.  It’s just not in our best 
interests to perform duties best left 
to licensed professionals.  What sets 
these professionals apart from the do-
it-yourselfers is what Abram referred 
to as the knowledge intensive aspect 
of each group’s strategies.   For IIPs, 
we need to demonstrate to potential 
clients that despite the prominence 
of Googlesque search engines and 
the social Web, we are professionals 
who are poised to offer intelligent, 
valued-added information because of 
our expertise in using the knowledge 
provided by our information 

aggregators.  According to Abram, 
we’re fighting the same old battle with 
the digiterati as the new players who 
have brought even more networking 
tools to the table.

Suggestions for competing in our 
networked economy include being 
where our information users are.  
For public and academic libraries, 
Abram believes this involves offering 
reference services through text 
messaging, IM, and email.  IIPs 
must join in the social networking 
phenomenon in order to mine its 
instant power of recognition.  AIIP has 
several LinkedIn groups and many 
of us are taking advantage of Twitter.  
Individual professions within our niche 
markets have their own networking 
groups for us to be where those users 
are.  Abram also recommended that 
we get good at the cloud where 
he feels that 95 percent of our 

InfoPros
Be in Private Practice?

In his keynote address at the 2009 AIIP annual 
conference, Stephen Abram posed the question:  will 
all information professionals ultimately be in private 
practice?  In formulating a response, Abram used the 
lessons of history to illustrate how emerging economies 
allow new professions to bubble to the surface. 

Presented by  
Stephen Abram, 

SirsiDynix

Reported by Debbie Wynot,  
Library Consultants, LLC
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■ Conference Highlights

opportunities lie.  Google chrome, 
Zotero, Zoho Docs, and Delicious 
are but a few of the recommended 
competencies. 

An even more powerful assessment 
tool for information professionals is 
the SLA Alignment Project, a two-year 
study launched in part to celebrate 
SLA’s centennial and to position the 
profession for the Information and 
Knowledge Economy.  Abram believes 
that the project gives voice to the 
value of the profession through its 
survey of C-level managers, human 
resource, IT, R&D, marketing, strategists, 
and information professionals. Data 
is provided on information roles, 
information habits, perceptions of 
the value of information resources to 
users and providers, and perceptions 
of the value of these roles. Information 
professionals are encouraged to share 
their vision with clients and colleagues.  
We all have the opportunity to 
choose the path that allows us to be 

an instrument of change in the new 
era, said Abram.  More readings and 
video commentary can be viewed on 
SLA’s website at http://www.sla.org/
content/SLA/alignment/index.cfm.

In his closing remarks, Abram 
reminded us of the many advantages 

Stephen Abrams (left) and Roger Summit
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to SLA membership.   To facilitate our 
leadership roles in the new path of 
change, members have access to the 
free use of Survey Monkey, webinars, 
information portals, discussion lists, 
and competencies for the 21st century.   
AIIPers can take special pride in SLA’s 
23 Things, a learning wiki whose 
development was led by AIIP member 
Deb Hunt.  Congratulations to all 
who assisted in its development and 
to those who have completed the 
challenge.  ■

SLA’s Centennial Conference takes place June 14-17, 2009 at the Walter E. Washington 
Convention Center in Washington, DC.  Stephen Abram’s blog, Stephen’s Lighthouse, can be 
found at http://stephenslighthouse.sirsidynix.com/.

http://www.sla.org/content/SLA/alignment/index.cfm
http://www.sla.org/content/SLA/alignment/index.cfm
http://stephenslighthouse.sirsidynix.com/
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When we think of brands, 
big company brands like 

McDonald’s and Coca-Cola often 
come to mind.  Are we ignoring 
our own brands because we think 
our businesses are too small?  Can a 
single-person business even have a 
brand?  If so, how do we create and 
nurture it?  

In her presentation at the 2009 AIIP 
conference, Ulla de Stricker of de 
Stricker Associates explained how we 
have not one brand but many, even if 
we never intentionally created it.  It’s 
out there, but is it sending the right 
message?

Some companies have mastered 
branding.  When we think about 
Mont Blanc, Samsonite, CNN, or 
Gucci, we immediately have a sense 
of what product to expect.  Pervasive 
corporate brands have usually 
been nurtured over time, and large 

companies have a lot of money to 
spend on that task.

Brands aren’t limited to companies, 
though.  Associations have brands.  
Politicians have brands.  Your 
own town probably has a brand. 
A product or service may have a 
brand.  Consider how we differentiate 
between Hershey’s chocolate and 
Belgian chocolate.  We do the same 
for occupations.  Distinct images 
immediately come to mind when we 
think about a chef, interior designer, 
journalist, or accountant.  Likewise, our 
clients, prospects, colleagues, friends, 
and family have associated an image 
with our own profession, whether 
we’re a researcher, consultant, writer, 
or librarian.  

Individuals have brands as well.  
Think about your friends and family.  
You may know someone who’s a 
trusted confidant, an avid U2 fan, 

the life of the party, or a passionate 
environmentalist.

We can also have multiple brands.  
Your fellow AIIPers may think of you 
as the familiar face at the podium, the 
person to call for telephone research, 
or the new member who wants to 
join committees.  That’s not the same 
brand you have with your clients, 
though, or with your family, friends, or 
even in your community.

We don’t have big money to spend 
on nurturing our brands like Google 
and Microsoft do, but de Stricker 
suggested evangelizing our brand 
through inexpensive tools.  Maintain 
a blog, be active in associations, give 
presentations, and write articles.  

We can also establish our brand 
through a slogan.  Study these three 
slogans and then try to determine 
which one is least powerful:

So What Do You  
Do, Exactly?

and Why Do I Need You?

Tips on Branding for Information Professionals

Presented by Ulla de Stricker, de Stricker Associates Reported by Kathy Mills, Factix Research

General Session 1
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Ulla de Stricker presenting at the conference
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•	 You’re	in	good	hands	with	Allstate.

•	 Do	it	Right.		Before	your	eyes.		(Mr.	Lube)

•	 Canada’s	information	people.

Could you figure it out?  The first two say something about the 
outcome.  The third doesn’t.  We don’t just want to tell what we 
do.  We want to imply results.

De Stricker challenged us in the audience to take a few minutes 
to come up with some slogans for our companies that had 
punch.  This was more difficult than many of us imagined, but a 
few brave souls stepped up to the microphone with their ideas 
and received valuable feedback.

When brainstorming your own slogan, remember that you 
are making a suggestion, not a claim.  We can’t promise our 
clients that our services will grow their sales by 25 percent, 
but most other successful brands don’t make such claims, 
either.  Elizabeth Arden never promised to cure wrinkles; the 
brand suggested results and implied hope.  

Now it’s time for us information professionals to take a look at 
what our brands are suggesting to our clients to ensure we’re 
sending the right message. ■

General Session 1

’



15  April / June 2009 © 2009 Association of Independent Information Professionals

■ Conference Highlights

In today’s economic climate, many of 
us are faced with unexpected twists 

and turns in our careers and businesses.  
In her presentation, When You See 
a Fork in the Road, Take It!, given at 
the 2009 AIIP annual conference in 
Albuquerque, Mary Ellen Bates reflected 
with thoughtfulness and realism on 
both the challenges and the rewards of 
facing changes head-on.

Bates based her presentation 
on interviews she held with six 
experienced independent information 
professionals: Jan Davis, Cynthia 
Heatherington, Becky Hoffman, Jane 
John, Lynn Peterson, and Cynthia 
Shamel (all AIIP members).  By sharing 
selected personal experiences without 
divulging personally-identifying 
information of those interviewed, 
Bates was able to reassure us in the 
audience that change is an inevitable 

part of our careers, and that regardless 
of whether change comes about as a 
result of our own desires or is foisted 
upon us by outside forces, such 
change can serve to renew our goals, 
plans, and enthusiasm. 

Responses to the question: “What 
event prompted your change?” 
varied widely.  Surely many audience 
members could personally relate 
to many of the statements Bates 
shared with them.  Memorable 
responses included: “I cling to the 
idea of quality—I must not want to 
make money”; “I was competing with 
bottom feeders”; “If you have skin in 
the game, you walk the walk” (having 
hired people before they were needed, 
forcing a forward momentum).  One 
participant’s response—“I lost my 
passion for it”—particularly prompted 
Bates to respond: “If you want to dread 

going into the office, get a regular job. 
They all dread going into the office.”  
Many in the audience had traded 
more traditional careers for their 
current profession and home offices; 
Bates’s response surely resonated with 
more than a few.

Respondent questions, self-imposed 
for clarifying the direction of the 
changes they were contemplating, 
were equally varied:  Should I 
productize? How can I sell myself, 
without cheapening myself?; What am 
I still passionate about?; Can I hack the 
learning curve?  Do I have the energy, 
time and curiosity to do this?

The ways in which people made 
significant changes in their careers and 
lives—and the driving forces behind 
making those changes work—ranged 
from personal necessity (two kids in 

General Session 2■ Conference Highlights

TAKE IT! 
When You See a Fork in the Road, 

Presented by Mary Ellen Bates, Bates Information Services Reported by Liga M. Greenfield, BioMedPharmIS
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college; a disabled kid; had to pay 
the mortgage), to personal challenge 
(failure is not an option),  and 
affirmation (I haven’t failed; that idea 
just didn’t work out).  

Subsequent audience  
discussion revealed that  
most of us struggle with  
such challenges frequently,  

General Session 2

The honesty of the six information 
professionals Bates interviewed for her 
presentation, and the insightful humor 
with which Bates presented their 
comments and experiences along with 
her own perceptions, reflected the 
level of willingness to share successes 
and failures for the benefit of all.  The 
closeness and sense of community 
trust among AIIP colleagues is what’s 
to be most respected and admired 
about the organization.  ■

Bates has made her slides available at: 
http://www.batesinfo.com/aiip.

and that solutions are varied. From 
both the interviewed respondents 
and the audience members, some 
common threads began to surface 
in all of the comments:  you must be 
willing to challenge yourself; you must 
be honest with yourself in assessment 
of skills, strengths, and desires; you 
must have passion and self-confidence 
to successfully move in another 
direction; you must be willing to turn 
away without a sense of personal 
failure if the plan fails to work. Bates, 
summing up the latter, said “We don’t 
make good decisions when we’re 
afraid.”

Mary Ellen Bates
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Alacra.com   |   1.212.363.9620   |   info@alacra.com
Contact us for a FREE trial or more details.

Access
Thomson Reuters ∙ Datamonitor ∙ D&B ∙ EIU ∙ Freedonia

and more via Alacra Premium!

 1 Login + 1 Password
=

165 Premium Databases

PREMIUM

http://www.batesinfo.com/aiip
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At the 2009 AIIP annual conference, 
Char Kinder’s presentation on 

emotional intelligence (EQ) was a 
useful introduction to (or reminder of ) 
the important role that EQ plays in our 
business success. 

President of Discovery Works (www.
discoveryworks.biz), Kinder defined 
EQ as the information about our 
emotions and the emotions of others, 
and about the actions, interactions, 
and relationships that arise out of 
those emotions. A higher EQ means 
the ability to prevent emotions from 
hijacking our rational intentions.

Separating our emotion from our 
reason may sound simple, but it isn’t 
always easy. Consider some of the 
factors that can put us on edge on any 
given day: we may be in a bad mood 
because of something that happened 
at home, we may be ill or in pain, or 

we may be worried about a missed 
(or soon-to-be-missed) deadline. Or 
perhaps we just do not respond well 
to criticism because we hold ourselves 
to extremely high standards. Now 
consider what happens if a potential 
client has questions about a proposed 
budget, schedule, or scope of work; 
or if an actual client asks a question 
about the latest invoice or about some 
aspect of a recently-delivered report. 
If we are already in a negative frame 
of mind, how likely are we to respond 
negatively to what the client has to 
say? Quite likely, Kinder predicts.

Complicating the scenario is the role 
played by what Kinder called self 
talk, that is, internalized patterns that 
amplify our reactions to business (and 
personal) actions and relationships. 
Kinder explained how patterns such 
as self-doubt, the desire to make 
everyone happy, a competitive streak, 
perfectionism, or the need to maintain 
control can make it that much harder 
to keep the emotions, words, and 
actions of ourselves and others in 
proper perspective. 

See what your EQ tells you the next 
time you’re talking with a client 
and you find that you’re tense. 

Ask yourself:  Where is this stress 
coming from? Was it there before 
the conversation started? Is it being 
caused by something the client is (or 
isn’t) saying? Is it being caused by the 
manner in which the client is saying 
something? What exactly is pushing 
my buttons at this moment?

The mental pause to allow your EQ 
to engage will help you identify the 
problem—and suggest ways to 
address it. For example, you may end 
up acknowledging your own stress or 
asking about what might be going on 
with your client (thereby showing good 
awareness of what might be pushing 
the client’s buttons). Or you may simply 
try to use your voice or body language 
to project calmness and engagement 
with what the client is saying.

By defining EQ as “the ability to 
manage myself and my relationships 
so that I can live my intentions,” Kinder 
provided a compelling reason for us 
independent information professionals 
to use EQ to strengthen our client 
relationships and grow our businesses.  

For more information about EQ, Kinder 
recommended Adele Lynn’s The EQ 
Difference (AMACOM, 2004) as an 
excellent starting place. ■

The eQ AdvAnTAge

Presented by Char Kinder, Principal, Discovery Works Reported by Jocelyn Sheppard, RedHouse Consulting

Char Kinder
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http://www.discoveryworks.biz
http://www.discoveryworks.biz
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In a world of data breaches, identity 
theft, and online predation, 

independent information professionals 
(IIPs) must exercise extreme care in 
safeguarding both their own private 
information and that of their clients.

A licensed private investigator, book 
author, and librarian, Hetherington 
discussed issues of online and 
personal safety, and offered several 
boots-on-the-ground suggestions for 

IIPs to preserve security—both theirs 
and their clients’.

Hetherington has worked extensively 
with members of both federal 
and state law enforcement as an 
intelligence analyst and security 
practitioner. Given what they see 
happen in their professional line of 
work, law enforcement personnel 
have a heightened concern about 
securing privacy—both their own 

and their family’s. Everyone must 
exercise caution about what they 
reveal, Hetherington stressed, not only 
members of law enforcement.  In her 
line of work, she believes people do 
not take seriously enough the need to 
protect their own safety—both online 
and offline.

In fact, despite all the news stories 
about identity theft and data 
compromises, Hetherington feels 

Protecting You and 
Your comPanY online

Presented by Cynthia Hetherington, 
Hetherington Group

Reported by Nate Rabinovich

As a society, we have become far too casual about the dangers 
of disclosing personal information and other details of our lives, 
according to AIIP member Cynthia Hetherington during her 
presentation Protecting You and Your Company Online at the 2009 
AIIP annual conference in Albuquerque.
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there is a shift away from exercising 
discretion about personal information. 
People share information more than 
ever now through blogs and social 
media web sites, she noted, thereby 
making themselves easier targets for 
identity thieves and other predators. 
Plenty of information about a person 
loose with personal details can be 
easily found using Google and other 
search engines, Hetherington warns.

Yes, as business owners, IIPs need 
to market their brand and share 
information about their companies 
online, Hetherington acknowledged. 
However, like everyone else, IIPs must 
be careful about what they disclose 
about themselves.

IIPs must be especially prudent about 
securing their clients’ information, she 
said. For example, the competitors of 
a client for whom an IIP is conducting 
market or product development-
related research would be extremely 
interested in such sensitive data. The 
IIP must carefully safeguard it while 
traveling or in public. 

Hetherington described several 
scenarios where public access 
to personal information can 
have dangerous or even tragic 
consequences:

•	 the	home	address	of	the	
company executive who has 
overseen the layoff of hundreds 
of employees is publicized;

•	 a	family’s	blog	or	MySpace	
profile includes the name, 
address, and photograph of a 
young child;

•	 the	address,	work	hours,	and	
other information about a 
campus security officer can 

easily be gleaned from several 
online sources;

•	 the	name	and	photograph	of	
the couple who recently won $7 
million in the lottery is published.

Indeed, several years ago, 
Hetherington noted, the husband and 
mother of a judge were murdered by 
a disgruntled litigant who had located 
the judge’s home address on the 
Internet.

Against this backdrop, Hetherington 
offered numerous suggestions for 
protection, including the following:

•	 Use	social	media	sites	strictly	as	
a branding tool and to promote 
your business. Never disclose 
information that is too personal 
or potentially detrimental to 
credibility. Always convey a 
professional image: “Pictures of 
you at a professional conference, 
not pictures of you at the beach,” 
she suggests.

•	 Establish	written	standards	and	
practices for protecting clients’ 
information and lock down 
the information as though you 
are guarding your own social 
security card. That includes 
using knuckle-breaker account 
passwords that should be 
changed regularly.

•	 Use	an	external	hard	drive	at	
the workplace for storing all 
work-related data rather than 
a remote online data storage 
service. Hetherington recalled 
her experience doing legal 
discovery work for corporations 
that followed “almost military 
grade” security practices. In 
contrast, she states, “I don’t see 

that in the $10-a-month [online 
data storage] subscriptions.”  The 
security or employee screening 
practices of a company 
providing such services cannot 
readily be assessed.

•	 Avoid	using	WI-FI	in	public	
places without first taking 
appropriate steps to secure your 
connection.

•	 Do	not	overlook	low-tech,	
common sense methods, 
such as routinely shredding 
documents that contain private 
information. Hetherington noted 
that many instances of identity 
theft result from the disposal of 
intact documents that become 
available to Dumpster-divers.

Hetherington concluded her 
presentation with a few more tips:  
refrain from providing too much 
personal information for magazine 
subscriptions or warranty cards; keep 
to a minimum the number of credit 
cards in your wallet, and make copies 
of the front and back of each item you 
choose to keep in your wallet; and 
never disclose personal information 
during a telephone call or other 
contact that you have not initiated.  ■

Concurrent Session 1

Cynthia Hetherington
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Char Kinder, Principal Discovery 
Works, has blended together her 

business and consulting experience, 
medical training, and coaching skills to 
develop her session “Transitions: The 
Journey to the Independent Information 
Entrepreneur,” which was given at the 
2009 AIIP annual conference.

According to Char Kinder, there’s 
more to becoming an entrepreneur 
than starting your own business.  You 
have to know how to run yourself—
change your mindset from that of an 
employee to that of a business owner.  

Kinder discussed how to successfully 
manage your prime resource—yourself.  
She focused on how to manage the 
time, resources, and mental challenges 
faced when moving from employee to 
self-employment.  She also addressed 
how to maintain work and personal-
life balance—something every 
entrepreneur struggles with.  Kinder 
reviewed three important points 
needed to successfully navigate the 

transition:  build your skill set; manage 
your time and resources; and develop 
the proper mindset.

The first step to self-employment 
involves building one’s skill set, 
said Kinder.  Assess your skills and 
personality.  Which could be considered 
portable?  As an employee, take stock of 
your daily work life and note those skills 
you currently use (project management, 
writing for business, analysis of raw data, 
etc.).  Next, list skills you learned through 
experience or in a previous position 
(data collection, organizing databases, 
indexing, marketing, etc.).  Finally, 
identify your personality traits.  Are you 
a self-starter?  Are you outgoing?  Shy?  
Friendly?  Logical?

Next, Kinder suggested making note of 
the gaps in your skills.  Where are your 
strengths and weaknesses?  What are 
the skills needed to get you to where 
you want to be?  If you are unable 
to identify these areas, talk with a 
friend or business associate.  Ask them 

what they see as your strengths and 
weaknesses.  A second set of unbiased 
eyes can help fill in assessment gaps.

With that information, create a plan 
to fill in the identified gaps.  For 
weaknesses, develop a continued-
training and education plan.  Perhaps 
a continuing education class at a 
local university or learning center 
will help enhance a current skill, or 
help to learn a new one.  Locate or 
create a mastermind group, where 
like-minded business people gather 
to encourage one another and focus 
on one another’s success.  (Doing so 
might also alleviate the loneliness that 
can accompany self-employment.)  
Another fill-the-gap strategy would 
be to hire an employee, or find a 
professional to whom you could 
subcontract portions of your work.

Having completed the assessment 
and developed a plan of action to 
build your skill set, next is to learn how 
to manage your time and resources.  

Transitions: 

The Journey to the Independent Information Entrepreneur
Presented by Char Kinder, Principal, Discovery Works Reported by Charlene Burke, Burke Research Services
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develop specific steps to get results; 
write plans down on paper; and share 
your plan with others.

Consider your clients as your partners, 
Kinder said, for understanding your 
client’s world helps you to educate your 
client about your own processes and 
products.  Communicate with the client 
about the expected project results, and 
always be open to feedback.

In closing, Kinder reminded her 
audience to focus and act on today.  Plan 
for the future, learn from the past, but 
make decisions based on the facts and 
information at-hand today.  Ultimately, 
focus on getting results through actions, 
not focus on the activity.

Char Kinder presented an excellent 
session about the journey from 
employee to self-employment, 
giving concrete examples of actions 
and exercises to make the journey 
successful.  ■

Kinder offered a 4-D solution: Dump, 
Defer, Delegate, and Do It.  Are there 
things on your To-Do list that seem to 
migrate to each day’s To-Do list, items 
that never get done?  Dump them.  
They’re obviously time-wasters and 
not that important to your success.  
Now address those items that need 
to be done but can be put off until 
tomorrow.  Defer them.

According to Kinder, the most difficult 
skill to learn in time management is to 
Delegate.  As information professionals 
we are used to doing things ourselves.  
We know where to get the information 
we need.  What we don’t know how 
to do is lengthen the time in a day to 
get it all done.  Prioritizing your work, 
having people to delegate pieces 
of work to, is a vital skill to have in 
entrepreneurship, said Kinder. 

Finally, there are those projects (filing, 
bookkeeping, etc.) that you need to 
address and complete.  Do It.  These 
are the things that, not done, can drag 
you down emotionally and mentally, 
according to Kinder.  They’re on your 
To-Do list and need to be done, so do 
them now.

Kinder offered a few tips on how to 
focus in on priorities: list all business 
activities that use your time; list three 
things you are brilliant at doing; list 
three activities that produce income 
for your business; list three activities 
you are weak at doing and determine 
who could do these things for you.  List 
one time-consuming activity you will 
not do or will delegate immediately.

Setting boundaries is crucial to 
maintaining priorities, said Kinder.  
First, there are boundaries within 

yourself: manage your thoughts, 
manage your physical space.  There 
are boundaries to be set with others: 
when to say no, being direct and 
gracious when saying no, not over-
explaining why you are saying no.  
And there are boundaries you set 
with work and life: own your calendar, 
schedule pockets of work and leisure, 
make time for family and friends.

Kinder emphasized the importance 
of not trying to do it all yourself.  
Hire skills you don’t have, and find 
partners—working partners or life 
partners—who focus on the goal.

Kinder’s session also addressed 
developing the proper mindset 
to being an entrepreneur: being 
goal-focused and not wish-focused, 
having goals tied to an action plan, 
having goals that are challenging yet 
attainable, and having goals associated 
with a timeline.  Combine these with 
being willing to ask for what you want, 
whether it be information, business, 
referrals, more business, or feedback.  

A mindset based on achievement 
rather than failure is a necessity, said 
Kinder.  Think in positive language—“I 
can do this” rather than “I wonder if I 
can do this.”  Words can change your 
perception.  A request for research 
may initially appear intimidating, but 
by thinking in positive terms it then 
may become an interesting request 
rather than a frightening one.  

Plan to succeed, succeed with a plan, 
an adage Kinder used to illustrate 
how vital plans can be to the success 
of a project and a new business.  Tips 
to keep the planning simple: create 
short-term and long-term plans; 

Concurrent Session 2

Char Kinder
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BUILD YOUR NEW BUSINESS,
EXPAND YOUR REACH

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

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

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

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

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

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

 Recognized Teacher, Trainer, Consultant, and Leader  

An Information Professional since 1971

 • Unique Selling Proposition
 • Sales Techniques
 • SWOT Analysis

Contact Amelia Today to
Grow Your New or Existing 

Research Business

Amelia Kassel
Recognized Teacher, Trainer, 

Consultant, and Leader
An Information Professional 

since 1971
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Her almost 90 slides and 
commentary left the standing-

room-only audience with a wealth of 
take-home information—especially 
valuable to AIIP members since 
the workshop is usually a fee-based 
session when given through Simmons 
College and also at the Special Libraries 
Association annual conference.  

A mentor and information professional 
to AIIP members, as well as a member 
herself, Kassel needs no introduction. 
Her relentless willingness to share 
resources and insights on AIIP-L has 

surely caused many an AIIP member to 
create an Amelia’s Answers folder on 
their computer.

Stating the obvious right at the beginning 
of her presentation, Kassel pointed out 
that private companies are not required 
to make their financial disclosures public, 
nor required to file financial records with 
the SEC (a point lost on many an MBA 
student, she noted).

When beginning private company 
research, Kassel said, first consider the 
client objectives, for they will direct 
which sources to use and how deep to 
search. Other research factors include 
the client’s budget, turnaround time, 
and whether or not one has time and 
authorization to conduct telephone 
research.  Also, Kassel said, consider 
what the information is to be used for 
and what the client really needs.  

Kassel reminded the audience that, 
as far as research sources go, there is 
no one quick fix or magic bullet.  The 
information professional needs to 
use a range of resources: databases, 

search engines, and Web 2.0 search 
tools. Kassel believes that private 
company information is out there and 
can be found.  Initially, use everything 
that is readily at your fingertips, such 
as a company’s website.  Company 
websites, though they generally have 
no proprietary information, can often 
be a goldmine of information about 
products, services, personnel, public 
relations, attendance at trade shows, 
and press releases.  Keep in mind 
that company websites don’t reflect 
unfavorable press, nor, necessarily, all 
a company’s patents. In your search, 
you’ll need to use other sources 
such as press releases and patent 
databases available from a number 
of vendors.  For archival company 
information, older versions of websites 
can often be found using the Internet 
Archive’s Wayback machine (keeping in 
mind that site’s nine-month time lag).

Kassel cautioned that when locating 
financial reports—such as those 
provided by Dun & Bradstreet—there 
isn’t an easy way to verify self-reported 

Concurrent Session 3

U.S. Private Company 
Research Workshop
Presented by Amelia Kassel, Reported by Betty Story
MarketingBase Story Information Services

In beginning her presentation, U.S Private Company Research: More 
Sources and Search Strategies than You Think, at the 2009 AIIP annual 
conference, Amelia Kassel, the president of MarketingBase, cautioned us 
not to try to take notes.  She was right. 

Amelia Kassel
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information. She suggests using 
multiple sources.  With them, one can 
often find pieces of the puzzle and 
then sometimes collectively infer or 
extrapolate information. One especially 
useful tip from Kassel’s presentation:  
although SEC filings are not required of 
private companies, the names of private 
companies can often come up in a 
public company’s SEC filings if mutual 
business dealings have occurred. 

Kassel is a fan of the Answers section 
of LinkedIn and other social media, but 
reserves judgment on some of the sites.   
She suggested that AIIP members 
would be wise to use all AIIP vendors:  
Dialog, Factiva, LexisNexis, Hoovers, 
HighBeam, 10k Wizard, and Alacra.  
Kassel recommended using quality 
sources from established vendors and 
publishers, as well as authoritative 
Internet sites.  She also cautioned 
confirming dubious information, and to 
be especially alert for new sources. 

The range of Kassel’s suggested 
resources indicates her avidity as 
a searcher.  From scanning trade 
publications, newsletters, association 
directories, business registrations, to 
using Google advanced search, and 
much more, Kassel demonstrated that 
private-company information can be 
found by using keen research antennae.  

In the near future, Kassel will be 
offering a workshop, Elusive U.S. 
Private Company Information Sources 
and Search Secrets Revealed (ticket 
#555), at SLA’s annual conference in 
Washington, D.C. on Sunday, June 
14, from 1PM to 5PM. An online class, 
Private Company Research, is planned 
for fall, 2009, through Simmons 
College Graduate School of Library 
and Information Science. ■

Concurrent Session 4

By the time this issue of AIIP 
Connections is published, Martin 

Goffman (Martin Goffman Associates) 
and Ron Kaminecki (IP Segment, 
Dialog LLP) will have re-presented 
their conference concurrent session 
as an AIIP-hosted webinar. This second 
session will have enabled even 
more AIIP members to benefit from 
Goffman’s and Kaminecki’s decades 
of experience with patents and 
intellectual property.

A good patent is like a good fence: 
each establishes boundaries and 
prevents others from encroaching 
on property, be it tangible or 
intellectual. And like this good patent/
good fence analogy, Goffman and 
Kaminecki’s session established very 
useful boundaries for independent 
information professionals who 
sometimes need to decide whether—
and how—to deal with patents in the 
course of their research. 

Professional patent searchers typically 
possess a mix of advanced scientific 
and legal training, combined with 
certification as patent examiners. They 
have the know-how needed to search 
and analyze the patent literature to 
determine whether an invention is 
patentable, whether the invention 
has already been claimed in someone 
else’s patent (i.e., whether the client 

has “freedom to operate” using this 
invention), and whether there are 
grounds to seek to invalidate an 
existing patent. According to Goffman 
and Kaminecki, prior-art searches 
can cost hundreds to thousands of 
dollars, while litigation searches can 
run into millions. These determinations 
play a key role in business decisions 
and litigation where millions—even 
billions—of dollars are at stake.

The world of patents can be daunting, 
not just because of the complexity 
of the patents themselves and the 
science and technology they embody, 
but also because of the variety of 
ways in which the searcher can 
access patent information. Goffman 
and Kaminecki noted that patent 
databases vary in their scope, depth, 
and pricing, and the two gave a very 
useful overview of free and fee-
based resources. Free governmental 
sources are hosted by the European 
Patent Office, the U.S. Patent and 
Trademark Office, and the World 
Intellectual Property Organization. Free 
commercial patent sources include 
FreePatentsOnline.com, Patents.com, 
and Google Patents (http://www.
google.com/patents). 

Commercial patent database vendors 
include Questel, STN, Dialog, Lexis/
Nexis, Minesoft, Delphion, Micropat, and 

Patent 
Searching 101

Presented by Martin Goffman, Martin Goffman 
Associates and Ron Kaminecki, Dialog LLP
Reported by Jocelyn Sheppard, RedHouse Consulting

http://www.google.com/patents
http://www.google.com/patents
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Total Patent. Goffman and Kaminecki 
provided thumbnail descriptions of each 
service, including the information sources 
aggregated, data pricing and packaging 
options, and a bit of corporate history. 
The two also showed the results of some 
basic patent searching, noting that due to 
spelling variations and the complexity of 
corporate structures, it can be challenging 
to determine which company actually 
holds a particular patent. 

Are there occasions where a non-
professional patent searcher could 
(and should) engage with the patent 
literature? Certainly, say Goffman 
and Kaminecki, under the right 

Concurrent Session 4

Goffman and Kaminecki presenting at the conference
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circumstances. A non-professional 
patent searcher might help the 
independent inventor who often 
cannot afford the services of a patent 
agent. Document delivery and 
translation services are also areas 
where the non-professional searcher 
can be of assistance. The non-
professional patent searcher can also 
use the patent literature as a source 
of information about business and 
industry trends and corporate activities. 

Goffman and Kaminecki closed their 
session with a few observations about 
some of the strangest patents they’ve 
encountered. If you would care to 
see one of their favorites, go to www.
uspto.gov and search on U.S. patent 
no. 6,025,810.  ■

http://www.uspto.gov
http://www.uspto.gov
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At the 2009 AIIP annual conference 
in Albuquerque, AIIP member 

Marcy Phelps spoke on Getting 
Things Done, a systematic approach 
to tasks developed by David Allen 
and presented in his book, Getting 
Things Done: The Art of Stress-Free 
Productivity.  GTD tracks projects, tasks, 
appointments, and other obligations.  
It is a process one can implement with 
software, or with pen and paper.  

All day, every day, we have information 
coming in and we need a way to sort 
it out.  The GTD method intends to 
help reduce stress while increasing 
productivity.  

Phelps described five main 
components to Allen’s GTD process:

1) Collecting:  All the little bits of 
paper, thoughts, tasks, etc., one 
collects at meetings, conferences, 
via mail (personal and business), 
from family or significant others 

and more, are written on pieces 
of paper and then put into 
containers or buckets.  Phelps’s 
method of collection is to write 
everything down on pieces 
of recycled paper such as old 
stationery cut in half.  One 
thought/note to one piece of 
paper.  Phelps has a stack of 
paper in every room in her house, 
in her car, in her purse, etc.  At the 
end of each day, she collects all 
her notes and puts them into one 
physical in-box; email goes into 
one electronic box.

2) Processing:  Phelps then sets 
aside time each day to sort 
through everything in the boxes.  
She takes one note at a time and 
asks herself if it’s actionable.  If 
yes, she determines if it can be 
done in less than two minutes.  If 
so, the task is taken care of right 
then and there.

3) Organizing:  Actionable items 
that will take more than two 
minutes are then organized.  
They’re put on a project list, on 
a calendar, in a tickler, thrown 
out, delegated, stashed in a 
reminder folder, or filed for future 
reference.

4) Reviewing:  On a daily basis, 
Phelps reviews all of the above.  
Once a week, she also performs 
a Weekly Review.

5) Doing:  There are three types of 
Doing: a) Predefined Work – all 
work on the task list or calendar; 
b) Work As it Shows Up; and c) 
Defining Work (the whole GTD 
process).

Phelps cautioned her audience that 
one does not simply read through 
Allen’s book, Getting Things Done, and 
then become a GTD expert.  Phelps 
confided that she had to read GTD 

General Session 4

Getting Things Done:  A Pass-the-Microphone Session

Presented by Marcy Phelps, Phelps Research Reported by Marjorie Desgrosseilliers, SmartyPants Research Services

Have you ever found yourself awake at 2 a.m. thinking about your tasks and 
wondering if you’re going to remember them all?  Have you ever been so 
overwhelmed by everything you have to do that you become immobilized?  



27  April / June 2009 © 2009 Association of Independent Information Professionals

■ Conference Highlights

three times before she understood 
and assimilated most of it.  

Phelps and several members of the 
audience then went on to share some of 
the gems they’ve discovered using GTD:

•	 Get	rid	of	To-Do	lists.		Don’t	
create one big long list of things 
needed to be done.  Big To-
Do lists don’t give a complete 
picture of necessary tasks.

•	 The	concept	of	the	next	action.		
Write down the next specific 
action needed to move a project 
along.  Break down projects into 
their smallest components.  To 
think about a project (such as 
writing a book), in its entirety 
can be completely immobilizing.  

Breaking down projects into 
smaller, manageable pieces 
allows for an easier time moving 
things forward.

•	 Break	down	tasks	into	specific,	
subject/context-based lists.  
Different from To-Do lists, these 
contain only items that are specific 
to certain actions.  For instance, 
Phelps has a list for each of three 
projects, such as “Preparing for 
AIIP Fall Meeting,” or “Writing the 
Chapter on Demographics,” or 
“Prepare Presentation for SLA.”  
She also has lists of things which 
don’t take a lot of uninterrupted 
concentration, such as posting 
items to her website, Twittering, or 
blogging. Creating lists in-context 

is an important part of successful 
GTD.

•	 Do	not	use	your	brain	as	a	
reminder system.  Write a thought 
on a piece of paper, throw it in a 
bucket, and then forget it until 
the next time to process.

•	 Empty	in-boxes	on	a	regular	
basis.  Having a full in-box steals 
away creativity.

•	 Get	all	commitments	into	a	
seamless, trusted system.  It 
doesn’t matter if you do it using 
software or pen and paper; do 
what works for you.

•	 Get	really	good	at	identifying	
next actions.  Do what David 
Allen calls a mind sweep, and 
then break actions into smaller 
components.  Doing so helps 
to further develop the skill to 
identify those next actions.

•	 Get	a	labeler.		Phelps	believes	
that there is something about a 
printed label on a file that just 
makes it more important, more 
organized.

The key to a successful GTD plan is 
scheduling time to review the things 
you have collected, and to then do 
something actionable with them.  

Phelps believes using a system like 
GTD allows the brain to not waste 
bandwidth thinking about what is 
supposed to be done next.  With GTD, 
your mind is clear, allowing you to 
think more creatively.  ■

General Session 4

Marcy Phelps
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2009
I just got on the plane to return 

home from the 2009 AIIP annual 
conference held in Albuquerque, New 
Mexico from March 25 to March 29.  
What a wonderful experience!  When 
I first decided to make the journey 
west to find out what this organization 
was all about, I wasn’t sure what to 
expect.  For a new business, it requires 
serious thought to make the financial 
investment to attend a conference.  I’m 
pleased to say it was definitely worth 
it!  From the moment I arrived until the 
closing minutes of the conference AIIP 
offered a full agenda.  

The pre-conference training 
workshops instructed by AIIP 
members like Mary Ellen Bates, 
Andrea C. Carrero, Amelia Kassel, 
and Margaret King were offered on 
Wednesday.  I had decided early on 
to take advantage of this opportunity 
and enrolled in Amelia Kassel’s all 
day workshop, “How to Find Clients:  
Market Planning and Marketing 
Strategies.”   The workshop was an 
informal session which provided 
opportunities to ask questions and 
share ideas.  Having the opportunity 
to hear Amelia share her expertise 
was extremely helpful.  The day flew 
by quickly and provided me with a 
better understanding of the marketing 
approach.  I was well pleased with my 

AIIP First-Timer,  
Myra T. Grenier Award Essay

By Sharon Harper, Harper Information 
Services, LLC

first day and looked forward to the 
start of the conference.

Thursday morning started off with 
several of the vendors offering 
training sessions.  Dialog, Dow Jones 
Factiva, Skyminder, NLM Internet 
Resources, and PsychINfo provided 
opportunities to refresh skills, learn 
about new products and services, 
and discover ways to enhance the 
value of your business.  I decided 
on Dialog’s “Refresher Training” and 
“Meeting the Challenge:  Adding 
Value to Your Service.”  The training 
was excellent.  I wish there had been 
more time to attend other sessions.  
In order to experience the internal 
workings of AIIP, I decided to attend 
AIIP’s open board meeting.  There 
they discussed AIIP’s current budget 
and entertained questions about 
how to grow the association.  It was 
obvious the board members take their 
positions very seriously and care about 
the organization. They conducted the 
meeting professionally and worked 
together to determine how to best 
serve the members’ needs and grow 
the organization.  In the afternoon, 
AIIP members Debbie Hunt and 
Cynthia Shamel led the session for 
First Timers/New Members.  Everyone 
was introduced to the AIIP Board and 
was instructed on how to write an 

elevator speech.  So we’d be ready for 
introductions the next morning, we 
were given the opportunity to practice 
our speech before the group.  The day 
ended with poster sessions and the 
opening reception.  Several vendors 
provided exhibits at the conference.  
10K Wizard, Dialog, Emerald Group 
Publishing Limited, Dow Jones 
Factiva, and Skyminder were there 
to demonstrate their products and 
answer questions.  The first day of the 
conference had been very worthwhile.

Friday started off with introductions—
I’m glad we practiced our elevator 
speeches.  Next, the yearly awards 
were presented.  Once the formalities 
were over, the presentations began.   
Ulla de Stricker enthusiastically started 
her presentation on “So what do 
you do exactly? Tips on Branding for 
Information Professionals.”  Mary Ellen 
Bates’ presentation was titled “When 
You See a Fork in the Road, Take it:  
Recognizing and Making Strategic 
Changes in Your Business.”   And Char 
Kinder’s “The EQ Advantage,” ways to 
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“read” your client better, successfully 
manage client relationships and grow 
your business.   The presentations 
offered an abundance of excellent 
business advice.  The final event of 
the day was the Tips on the Terrace 
Session, actually held indoors because 
the weather was too cold outside, 
which provided tips and tricks from 
several business experts on how to 
grow your business.  Each presenter 
gave 30-minute sessions on topics like, 
Marketing Strategies on any Budget, 
Value-Added Analysis for Deliverables, 
Integrating Twitter and Facebook along 
with others.  After 30 minutes, we 
changed tables and topics.  After a day 
packed with learning opportunities 
the first timers group met at a Mexican 
Restaurant where we had a great 
time getting to know each other.  The 
Mexican Band serenading us with Elvis 
songs was something to remember!

Saturday started with the World Café 
where we broke into small groups 
and held conversations that focused 
on the best and worst impressions 
you’ve made on a prospective client 
and the best questions you’ve learned 
to ask your prospects.  The lessons 
learned here were both humiliating 
and humorous at times.  It was nice to 
realize that we all have our moments 
when things do not go the way we’d 
like them to.  It’s more about how 
we learn from those mistakes and 
make them work to our advantage 
in the future.  Next up was AIIP 
member Cynthia Hetherington’s 
presentation, “Protecting You and Your 
Company Online.”  Her presentation 
was outstanding!  She offered lots 
of excellent advice about Internet 
Safety.  Stephen Abram was very 
inspirational during his Roger Summit 

Award Lecture, “Will All InfoPros 
Be Private Practice?”   He gave a 
thought-provoking presentation 
about advancing the information 
professionals into the future.  I can 
see why he is considered a leader in 
this field.  In the afternoon Doug Fine, 
independent journalist and author of 
Farewell, My Subaru-Reaching Beyond 
Expectations and Achieving Success 
Outside of Pre-conceived Models, gave 
his keynote address on “Personal and 
Team Empowerment.”  His interesting 
presentation was about following 
your dreams and being open to new 
adventures.  Next on my agenda was 
Amelia Kassel’s lecture on “U.S. Private 
Company Research:  More Sources 
and Search Strategies than You Think.”  
When I looked around the room and 
realized all the leaders in the info 
research field were in attendance 
and the seating was standing room 
only, I knew I was in the right place.  
Her lecture was packed with detailed 
information.  She is amazingly 
intelligent!  After a day packed with 
great learning experiences, we loaded 
onto buses and headed off to the 
Indian Pueblo Cultural Center for an 
opportunity to visit the museum, have 
dinner, and watch an Indian Pow Wow.  

Sunday, can it possibly be Sunday 
already?  This morning started off 
with Roundtable Discussions from 
several AIIP business owners.  These 
roundtables offered discussion on 
topics like consulting, high tech, 
writing and editing, legal, nonprofits, 
financial, marketing, and patents/
intellectual property.  These segments 
were structured for open discussion to 
share ideas and discuss issues.  They 
were very enlightening.  Marcy Phelps, 
new President of AIIP, stressed the 

importance of time management and 
gave a presentation on “Getting Things 
Done.”  Then before we knew it, it was 
time for the closing ceremony.

This conference was such a positive 
experience. This group of professionals 
reached out to everyone to openly 
share ideas and offer discussions on 
how to learn from each other and how 
to grow your business.  Even though 
it seems like it was all business, there 
was plenty of time for networking 
opportunities and making new friends. 
People from all over the world were 
in attendance.  There were individuals 
from India, Turkey, and Argentina. 
There were also opportunities for yoga 
sessions, a professional photographer 
taking photos, hot air ballooning, and 
dinner with new friends.  I’m glad I 
made the investment to attend the 
AIIP conference.  I’m sure I’ll be getting 
a return on that investment for years 
to come!  I have to say I found the 
members of this association extremely 
intelligent, thoughtful and generous in 
offering a support system which will be 
very beneficial as I and others begin our 
first year in business. This community of 
individuals is truly unique!

I can’t wait until next year!  Hope to 
see you in Cleveland!  ■

Sharon Harper is Principal of Harper 
Information Services, LLC, an 
information research company, based 
in Lake Mary, Florida, that specializes in 
market research, company profiles, and 
competitive intelligence.  Sharon received 
the Myra T. Grenier award at the 2009 
AIIP Conference and can be reached at 
sharper@harperinfo.com.
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We’re at the dawn of yet another 
new era.  Fifteen years ago, the 

work of an information professional 
focused on how to use the Internet.  
Not more than a few years ago, the 
focus shifted to blogging, RSS, and then 
Web 2.0 with user-generated content 
and collaboration tools.  More recently, 
millions have gone mad for social media.  
The semantic Web is on the horizon.

Despite the lightning speed of social 
media growth, a recent Nielsen 
study reported that Twitter’s current 
month-to-month retention rate 
stands about 40 percent, with about 
60 percent of users failing to return 
in the following month.  Although 
Andy Beal, a marketing blogger, 
argues against how the study was 
conducted, claiming that Nielsen is 
wrong (http://tinyurl.com/c44jrp), 

another writer suggests “The bloom is 
already falling off the public relations 
rose of the popular social media sites 
as the mainstream media shifts from 
ga-ga over the popular culture fruit-of-
the-month to more critical reporting 
on business model viability, security, 
privacy and other issues.” [Small 
Business Advocate: Companies Should 
Think of Social Media as ‘Business 
Networking Online’ by Jim Blasingame, 
The Commercial Appeal, May 4, 2009]

While social media can be used for 
business networking, marketing, 
customer relations, topical research, 
and fun, finding the time to blend a 
social media strategy into everyday 
business operations isn’t easy.  Some 
users are quick on the draw and readily 
adapt—you early adopters know who 
you are—while other users delay or 

struggle to learn and incorporate new 
technology.  Each of us must decide 
whether and how to use the dazzling 
array of social media sites and services.  
As information professionals, we know 
we must embrace technology and use 
it effectively. We know we must stay 
ahead of the curve—or, at minimum, 
one step ahead of our clients who will 
ask for advice and expect us to be up-
to-date on the latest research sources 
and applications.

Are you an early or late adopter?  
Fortunately for those who prefer the 
wait-and-see approach, the early 
adopters experiment, learn through 
trial-and-error, and report their 
experiences, providing a wide body of 
knowledge for the rest.  Early adopters 
are the trail blazers.   For my part, I like 
to stay abreast of what’s out there and 

Social Media: Do You or Don’t You? 
Should You or Shouldn’t You?

by Amelia Kassel, MarketingBase,  www.marketingbase.com 

Coach’s Corner

http://tinyurl.com/c44jrp
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then study it before giving it a whirl.  I 
sign up and login.  I want to discover 
pros and cons, and assess personal 
value, making sure of a fit for my 
particular business model and goals 
before deciding to jump in full-force, 
or to abandon.

Those in start-up mode initially have 
more time than clients to work with 
though must focus their time on 
creating a business infrastructure and 
on business development, typically 
through traditional means, at least at 
first.   Or should info business start-ups 
turn marketing strategies upside down 
and start with new media?  I’d like to 
hear your views.  

Those operating established 
information businesses may have 
difficulty finding enough hours in the 
day for yet another new technology. 
While next gen info pros and digital 
natives may have few qualms about 
diving in, some of the more senior 
info colleagues may prefer to wait – or 
stubbornly not want to change their 
ways – and may not need to!  

Both time-management and 
psychological issues exist with 
adopting new technology, and yet, no 
matter where you are in your business 
development, you must establish 
goals and priorities. The answers to 
the following questions may come in 
handy for analyzing a direction and 
line of attack.

1. Which social media is best suited 
for my business purposes? 

2. What will I lose by not learning 
and implementing the new 
technology?

3. How will I use social media 
technology?  For research? 
Marketing? Connecting? 
Continuing education?

4. What is the financial impact?  
Will social media add to 
my profit margin and how 
much? What is the return on 
investment?

5. What is the learning curve? Do I 
need to become an expert?  Can 
I get by with learning only the 
basics? 

6. What extra tools do I need to 
stay up-to-speed?  LinkedIn 
advanced search? Twitter tools? 
Other third-party tools?  Will 
Google suffice for searching 
Twitter and Linkedin?

7. What are the projected effects 
on my business psyche?  Is this a 
technology I can learn to love, or 
can I live without it after all?

8. Will peer pressure play a role in 
social media adoption? (Yes, it 
sometimes does!)

9. What is the signal-to-noise ratio 
with this technology?  With 

millions of Twitter tweets, whom 
should I follow, and how do I 
screen for relevancy?

We’re in business to be in control and 
make our own decisions.  Do we really 
need all of these new technologies?  
Based on my experience, below are my 
thought processes about social media:

•	 I	learned	about	blogging	and	
set up a blog but haven’t yet 
wanted to invest time in this 
particular business sport. Can 
it help me? Undoubtedly yes!  
Blogs establish you as an expert 
and contribute to your building 
your reputation and name brand. 
Viral marketing spreads the word 
more quickly than traditional 
media.  However, for the 
moment, I’m satisfied generating 
business through traditional and 
other Internet-based media.  I 
may warm up to blogging later.

•	 After	spending	about	a	year	
(on and off ) playing with the 
LinkedIn Answers section, I 
wrote an article about how to 
use LinkedIn for research:  Social 
Networking: A Research Tool 
http://tinyurl.com/3zlkhm and 
picked up a sizable project. I 

Those operating 

established information 

businesses may have 

difficulty finding enough 

hours in the day for yet 

another new technology. 

http://tinyurl.com/3zlkhm
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enjoy answering questions. 
LinkedIn is good for marketing, 
researching, connecting and 
more; yet this year, because of 
various business commitments 
and responsibilities, I’m not 
spending the one to two hours 
a day (time permitting) that I 
invested last year.  Will I go back 
to it?  Perhaps.

•	 I	set	up	Google	Reader	and	
FeedDemon for RSS feeds, 
both easy to use.  While some 
colleagues love RSS, my 
experience is that it creates too 
much information overload, 
especially if not managed 
carefully.  My RSS feeds are 
not high priority compared 
to specific email alerts and 
newsletters geared to immediate 
client projects.  Though 
interesting, I find myself looking 
at these feeds less and less.  Now 
that my RSS readers are in place 
I can add, delete, and review 
them on an as-needed basis.

•	 I	joined	Ryze,	Facebook,	Plaxo,	
and Twitter upon invitations from 
business colleagues.  Twitter is 
useful for networking, marketing, 
and new knowledge.  I currently 
use Twitter sparingly but each 
time I look, find something new 
to spike my interest.

Gradually, I’ve incorporated social 
media as one part of my everyday 
business and know its benefits but it 
doesn’t rule my life. As long as I stay 
current and apply new technologies 
when needed I’m satisfied. Each 
of us must examine social media 
technologies, decide which 
application is a good fit, and draw on it 

to enhance our business interests.

What’s your favorite social media and 
how to do you use it?  How much 
time do you spend on social media? 
Please email your answers and other 
comments for a future column.

Additional Sources:
•	 5	Tips	for	Better	Time	

Management of Your Social 
Media Marketing by Fast 
Company Expert Blogger Rich 
Brooks, Wed Apr 22, 2009 (http://
tinyurl.com/dar6cv);

•	 Social	Media	Time	Management	
Strategy: How To Stop Social 
Media Taking Over Your Day by 
Chris Garrett (http://tinyurl.com/
q6ehds). ■

To pose a question for this column, 
contact Amelia at amelia@
marketingbase.com.

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.  She 
advises how to grow and market a 
research business. For those new to 
the research field, Amelia teaches 
research methods and includes in the 
Mentor Program exercises for learning 
and integrating advanced Internet 
search techniques with cost and time-
effective procedures for searching 
fee-based databases.

© 2009 All Rights reserved. No part of this document or information may be reproduced without the expressed written permission of Amelia Kassel.

http://tinyurl.com/dar6cv
http://tinyurl.com/dar6cv
http://tinyurl.com/q6ehds
http://tinyurl.com/q6ehds
mailto:amelia@marketingbase.com
mailto:amelia@marketingbase.com
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I had such a lot of response to my 
article from last issue on common 

punctuation mistakes that I thought I’d 
follow up with an article on common 
grammar mistakes. Of course, I need to 
note that I’m focusing this topic on U.S. 
grammar. But given the prevalence of 
the use of U.S. English (which is different 
from British English) around the world, 
I hope this will be helpful to our AIIP 
colleagues from around the world!

My main reference here is Strunk 
and White (S&W), although I’ve also 
referred to Grammar Girl again.

Split Infinitives
One of my favorites, this is when we 
tend to write as we speak. And while 
how we speak eventually will change 
our language, the rules have not 
changed officially. Having written that, 
did you spot the two infinitives in that 
last sentence?

Let’s define what an infinitive is, so that 
you know when you have split one. An 
infinitive is a form of a verb—usually 
two words and typically including “to.” 

by Andrea C. Carrero

Word
Wise

In the above sentence, “will change” 
and “have not changed” are the 
infinitives.

To split an infinitive means to insert 
something—usually an adverb—
between the parts of the verb. So, had 
I written above “will eventually change” 
and “have not officially changed,” I 
would have split those infinitives.

Some editors will let a split infinitive 
fly. For me, it’s one of those things I 
read and re-read text for so I can fix 
them. (Let’s hope I found them all in 
this column!)

Prepositions
A preposition is a word that relates 
its object to another word in the 
sentence.

The standard rule is to not end 
sentences with prepositions, although 
that eventually may change. I’m 
not as picky when I edit or write 
something—if it’s casual—but am 
very picky when it’s formal. But in 
both cases, my writer’s “ear” is what 
determines which I use. 

So, let’s look at an example of sentence 
that ends with a preposition.

It’s all Sally could think of.

In this case, “of” relates to “think.”

The correct rewrite of the sentence is:

It’s all of which Sally could 
think.

Talk about awkward! So, here’s a 
case where I would use my ear to 
determine if leaving the preposition 
at the end is better than rewriting the 
sentence. And I would leave it as is. But 
I do try to rewrite most preposition-
ending sentences when I can.

Agreement
S&W devotes almost two full pages 
to this topic. I’ll boil it down to a few 
paragraphs and select the most-
common problem: the subject and 
pronoun don’t agree. Here’s a typical 
example:

The committee decided that 
they want to hold a yard sale.

The offending word is “they.” See, 

Common Grammar Mistakes
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“committee” is a singular noun not a 
plural noun. In other words, it means 
a “group of people” but it is a group, 
therefore singular. So, the correct 
pronoun is “its.” These are easy to miss 
but easily corrected when you stop 
to think if the subject is singular or 
plural. Once you determine that, and 
ignore anything in between for the 
most case, you can include the correct 
pronoun.

That and Which
This is my ultimate favorite. I think 
anyone who edits others’ work would 
probably say the same. It’s a common 
writing trap.

“That” is a defining (or restrictive) 
pronoun, leaving “which” to be 
nondefining (or nonrestrictive). So, 
what does that really mean?

Here’s an example:

The shrubs that need to be 
pruned are planted around 
the pool.

It tells us which shrubs we’re talking 
about. There may be shrubs all 
over the property, but the ones the 
sentence specifically refers to are the 
ones around the pool. If we remove 
“that need to be pruned” then we 
have destroyed the meaning of the 
sentence and the gardener is doing 
a lot of extra work. Therefore, “that” is 
restricting the sentence.

Compare to:

The shrubs, which vary in 
color, are planted around the 
pool.

This adds a fact about the shrubs. If 
you remove “, which vary in color,” from 
the sentence, it doesn’t necessarily 
change the meaning of the sentence.

Here’s the way I remember how to use 
that and which:

If you are using a comma, use “which.” 
If you are not using a comma, use 
“that.” Or, another way to say this is: 

You should use a comma before 99 
percent of the “which”es you might 
use.  ■

If  you have specific questions you’d 
like answered in my next “WordWise” 
column, please feel free to email me at 
andrea@wordtex.com.

Andrea C. Carrero is president of 
Word Technologies Inc. (WTI), a 
firm that specializes in marketing 
communications services and 
solutions. Based in Glen Mills, PA, WTI  
can be found on the web at www.
wordtex.com. She currently serves 
on the AIIP Board of Directors as the 
Director of Marketing and Web.

References:
1. The Elements of Style, by William 

Strunk Jr. and E.B. White

2. Grammar Girl, Quick and Dirty 
Tips for Better Writing: http://
grammar.quickanddirtytips.com/

http://www.wordtex.com
http://www.wordtex.com
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My So-Called Freelance Life: How 
to Survive and Thrive as a Creative 
Professional for Hire.  Michelle 
Goodman. Seal Press; 2008. 256 pages. 
ISBN-13: 978-1580052597. $15.95.

Reviewed by Susan Pawlicki, Precision 
Research Link

Michelle Goodman’s My So-Called 
Freelance Life: How to Survive and 
Thrive as a Creative Professional for 
Hire is an irreverent look at leaving the 
cubicle, getting comfy with one’s robe, 
bunny slippers, and morning coffee—
and realizing that if you, like Dorothy 
Parker, believe the two most beautiful 

Book Reviews
words in the English language are 
“pay” and “check,” you’ve got to get 
busy and do something.

As Goodman points out, many 
of us begin our freelance lives 
concentrating on the initial freedom of 
life outside-the-box (aforementioned 
robe, bunny slippers, morning coffee) 
and our knowledge of and confidence 
in our own skills (I’m great! Of course 
people will hire me!). Generally, we 
soon (three months) realize that even 
the brilliant can be hungry and cold in 
the dark.  Working freelance means a 
great deal more than performing the 
skill you believed would set you free 
from the 9-to-5 routine.  And so begins 
Goodman’s manual.

The book is divided into three 
sections:  You’ve left—now what?; 
selling yourself; and, maintaining the 
life you’ve set up.  In the first section, 
Goodman offers practical advice on 
business plans, goal setting, projected 
budgets, insurance, office set-up, 
and creating a portfolio.  Directed at 
all freelancers, the book’s examples 
include artists and insurance salesmen; 
if you’re not working for someone else, 
you’re a freelancer. Goodman offers her 
own experience, and the experiences 
of friends and colleagues, as well as 

helpful lists and websites offering 
further information.  The book’s second 
section deals with marketing.  Its 
advice is honest and upfront about 
knocking on doors (real and virtual), 
being shameless about asking friends 
and colleagues for references and 
referrals, and dealing with rejection.  
There are helpful chapters on 
negotiation and writing contracts; pay 
particular attention to Web resources 
included.  In the third section of the 
book, Goodman covers maintaining 
the life you’ve set up—yes, you really 
will need to deal with the occasional 
client from hell, save for retirement, 
stay on the IRS’s good side, and 
manage to have a life outside work.

Goodman’s book will help those 
starting out as freelancers or those 
who have gradually wandered into 
freelancing and are now feeling the 
need for organization.  The book 
is entertaining, intelligent, and 
helpful—and highly informal (in the 
course of reading, some color may be 
added to your vocabulary).  Despite 
the language, I highly recommend 
pulling on your robe, grabbing 
your bunny slippers, getting a nice 
hot cup of coffee, and settling in 
with My So-Called Freelance Life.  
You’ll find inspiration, solace, help, 
and laughter…and, by following 
Goodman’s advice, perhaps even a 
paycheck or two before long.

T T T

Book Review:  Tagging:  
People-powered Metadata for the  
Social Web. 

Gene Smith.  New Riders Press; 2008. 
216 pages ISBN-13: 978-0321529176. 
$39.95.
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Reviewed by Jan Davis, JT Research LLC.

There seems to be a growing 
popularity of social bookmarking sites, 
such as social Delicious (formerly  
Del.icio.us) and Digg, and an increased 
use of tag clouds on websites and 
blogs.  Wanting to learn more about 
tagging, I found few books on the 

subject – until I came across Gene 
Smith’s Tagging: People-powered 
Metadata for the Social Web.

Smith’s well-written book explains 
tagging (people-powered metadata, 
as Smith dubs it) in full: the value 
of tagging, why people tag, how 
tagging works, and how designers 
and developers can use tagging to 
improve website usability. 

Tagging contains seven chapters and 
three appendices: 

1. What is tagging? 

2. The value of tagging 

3. Tagging system architecture 

4. Tags, metadata, and classical 
systems 

5. Navigation and visualization 

6. Interfaces 

7. Technical design  
A. Case study: social  
 bookmarking  
B. Case study: media sharing  
C. Case study: personal

Information management. 
The book’s illustrations, diagrams, 
and bullet points at the end of each 
chapter help to further illustrate the 
presented material.

Tagging was written with web 
designers and developers in mind. I 
am not a web designer; by the book’s 
third chapter I knew more about 
tagging than I wanted to know.  If 
you, however, are in the business of 
designing tagging systems, then this 
clearly-written book will cover the 
subject nicely for you.  And if you 
simply want to know what tagging is, 
the first two chapters will more than 
fill your need.  ■

One of AIIP’s member benefits is its free webinars. We announce 
upcoming webinars on AIIP-L, or you can also go to the webinars 
page (aiip.org/Webinars) to see what’s on the schedule and to 
register for a webinar. An archive of past webinars is at aiip.org/
WebinarArchive. Don’t miss this opportunity to tap into the 
expertise of AIIP’s members.  n

Professional 
Development for IIPs

Free 
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The next issue of AIIP Connections will be 
published in September 2009.

Have an article you’d like to write?  
Contact Heather Carine at  
heather@carineresearch.com.au.
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