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■ President’s Message
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As I write my first column for AIIP 
Connections, I am clearing my 

desk from work that piled up while 
being away for a few days at the 
24th Annual AIIP Conference. While 
doing so, I am reflecting on things 
I learned and people I met while at 
the conference.  I am in awe of the 
knowledge, insight, and practical 
advice shared by speakers and 
my fellow conference attendees.  
This year’s conference was both 
stimulating and inspiring. Many 
thanks to everyone who worked so 
hard behind the scenes, especially 
Jocelyn Sheppard and Loretta Shaw, 
to make the overall conference 
experience an excellent one for 
each of us.

After every AIIP Conference, I try to 
pick one thing I learned and apply it 
to my own business.  This year, the 
Roger Summit Award Lecturer, Peter 
Shankman, shared many interesting 
ideas. Among them, two things 
stood out for me. First, we live in an 
era of information saturation and, 
consequently, individual attention 
spans have been reduced to about 

2.8 seconds.  Second, the most 
important thing to remember about 
marketing is “presence of mind.”  
That is, we need to be continuously 
present in our clients’ minds. 

These are two pieces of information I 
can use to help grow my business. 

This year I will strive to write 
more concise key messages for 
my marketing materials and I will 
challenge myself to be forever 
“present” in my clients’ minds.  I hope 
you will join me in this challenge 
and be forever “present” in your own 
clients’ minds.

I also hope to carry these two key 
pieces of information with me 
during the year as I communicate 
AIIP’s mission, the importance of 
information professionals, and the 
breadth of knowledge and expertise 
each member brings to their own 
businesses and that of their clients.  
My message to the outside world is 
simple: AIIP members are thought-
leaders in the information and 
knowledge management industries.  
Our members know how to find, 

Welcome . . .
to the June 2010 issue of AIIP Connections.

use, write about, organize, manage, 
and gather information; there is 
not an industry, county, region, or 
subject-area that isn’t covered by 
the expertise and knowledge of 
our members. We ARE the go-to 
association for information and 
knowledge management leaders.

For the coming months, I look 
forward to serving you as your 
President and communicating our 
message to the world beyond our 
association.  Lastly, I look forward 
to hearing your thoughts and ideas 
about our industries and AIIP.

Sincerely,

Marge King
InfoRich Group, Inc. 

mking@inforichgroup.com

mailto:mking@inforichgroup.com
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■ Editor’s Column

The June issue of AIIP Connections is 
a distilling of the business, research 
and marketing tips from the recent 
AIIP Conference in Cleveland, OH.

Every year, our Conference 
Committee presents a program that 
challenges and pushes our ideas 
about running an independent 
information business, offers the 
latest in research, and provides tips 
to help us market our products and 
services. 

In each issue of AIIP Connections, we 
also aim to bring you helpful tips on 
business, research and marketing. 
We know from last year’s survey that 
these articles are of great value to 
our members around the world.

This issue of AIIP Connections---a 
sample of the ideas, tips and insights 
shared by Conference presenters---
comes together with thanks to the 
willing team of volunteer reporters 
who covered each and every 
Conference session.

Just like the Conference, we hope 
the ideas in this issue prepare you 
for taking charge of your information 
business.  

Heather Carine 
Editor, AIIP Connections
ConnectionsEditor@aiip.org
Adelaide, South Australia
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Welcome to a new era in professional searching.
Dialog®, a leader in online information services for professional searchers, now offers ProQuest® products to
corporate customers. The combination of precision search on Dialog with easy access to full text from ProQuest 
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Technology Research Database or RefWorks-COS, you can find them all in one place. Start here.

To learn more about ProQuest products available
through Dialog, visit www.dialog.com/proquest

http://www.dialog.com/proquest
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■ Spotlight on Members

Sharon Harper (left) Chair, Awards 
Committee congratulates Myra Grenier 

award winner Euan Morton

Member Spotlight:  
Euan Morton

My company is Black Dog 
Research, which I run from 

Rochester, NY. Originally from 
Scotland, I came to the U.S. in 1991. 
My background is in corporate 
Web programming and libraries. 
For the past several years, I have 
been a business researcher, first 
for Nerac and now for myself 
as an independent information 
professional. This was my first AIIP 
conference and I was honored to be 

of us AIIP members visiting the local 
Great Lakes Brewpub. 

Friday morning started with the 
individual Introductions session 
which was enlightening, entertaining 
– and nerve-wracking for some of 
us. Afterwards was an interesting 
session on building value in your 
business with Michelle McKenna and 
Scott Heintzelman, the exuberant 

the Myra T. Grenier award recipient. 
I would like to thank Jocelyn 
Sheppard for suggesting I apply 
for the award and for running an 
amazing conference. 

As for the 2010 AIIP conference 
itself, I drove to Cleveland from New 
York on Wednesday morning and 
arrived just in time to attend Scott 
Brown’s preconference workshop 
on Social Media. He did a great 
job. After quickly checking into my 
hotel room, I went on the evening 
excursion to the Hard Rock Café and 
the Rock’n’Roll Hall of Fame. It was 
a great night out, and Loretta Shaw 
was a wonderful tour guide.

The next morning, after a dip in the 
hotel pool, it was off to conference 
registration and then vendor 
training.  I found the training sessions 
I attended (Dialog, Factiva, and 
Marketresearch.com) to be extremely 
valuable. The subsequent First-
Timers session was run very well by 
Deb Hunt, Cindy Shamel, and Kathy 
Mills. There were twenty-one of us 
attending our first AIIP conference 
and our diversity was remarkable. 
The evening brought the conference 
opening reception, followed by four 

Black Dog Research
AIIP’s Myra T. Grenier Award Winner for 2010
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accountant (coincidentally, his blog title). After lunch, 
I chose the case study workshop which covered how a 
client, an IIP, and a subcontractor can all interact. Next was 
Cynthia Hetherington’s awesome session on the security 
issues of protecting one’s business. Following that was the 
Table Tips session where my favorite – and most popular 
– tips table was on the subject of pricing (held by Sue 
Berkman and Cynthia Lesky). In the evening, conference 
attendees had a choice of partaking in either a major 
league baseball game held right across the street, or a Lake 
Erie cruise.  I joined the Canadian (plus one Panamanian) 
AIIPers at a local restaurant, which was a very nice outing.

Saturday was busy, starting with a great double-header 
session on being an independent information professional 
in continental Europe and Down Under, held by Valerie 
Matarese and Heather Carine, respectively. Following 
it was the conference Keynote session, with the very 
entertaining Peter Shankman telling about his path from 

■ Spotlight on Members

AOL News to HARO.  Next, the AIIP Business Meeting 
was held.  Interesting reports from the current AIIP 
board members were presented, and the new board was 
installed. Saturday afternoon presented a difficult choice:  
Web 2.0 government data, or the new gadgets session. I 
chose Peggy Garvin’s Web 2.0 government data session.  
The evening closed with a very nice Awards Dinner, where 
some guy (yours truly!) showed up in a kilt. 

Sunday morning brought us into the conference home 
stretch with Round Table discussions – for me: gadgets 
and security.  Next was the 23 Things session about Web 
2.0, presented by Deb Hunt – a particularly good session 
for the real-world examples contributed by the audience. 
Then it was the closing lunch session, and saying our 
goodbyes to our fellow AIIP members. All in all, the 2010 
AIIP conference proved to be an amazing experience.  I 
look forward to the 2011 conference. ■

NKS Info Services
Providing timely, value-added information for your business        

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

505/715-0607
www.nksinfoservices.com

When you need to:

…Keep current on industry/technical news & trends

…Profile a target company or industry

…Solve a technical problem

…Track legislation

…Obtain other information for business planning, 
competitive intelligence, or problem resolution

NKS Info Services can provide:

…Targeted online database searching 

…Focused research in information-rich academic, 
government, trade association and other websites

…Research approach and results designed, tailored, packaged 
and delivered in a format to meet your specific needs

Available as a subcontractor to other AIIP members needing 
assistance with projects.
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Marcy Phelps, President (left) with  President’s Award winner, Amelia Kassel

Top row:  Heather Willis, Marjorie Desgrosseilliers.  

Middle row:  Amelia Kassel, Marcy Phelps (President).  

Front Row:  Euan Morton, Sharon Harper  

(Awards Committee Chair)

■ Conference Highlights

to the following AIIP 2010 Award Winners!

President’s Award — Amelia Kassel 
Given in recognition of any person or institution which  
has demonstrated extraordinary support of the  
Objectives of the Association.

    

Sue Rugge Memorial Award —Amelia Kassel
Awarded to a Full member of AIIP who has significantly  
helped another member through formal or informal  
mentoring.

    

Roger Summit Conference  
Sponsorship — Heather Willis
This award provides $1,000 and free Conference registration,  
to enable a member of the Association of Independent  
Information Professionals (AIIP) who has not previously  
attended, to attend the AIIP Annual Conference.

    

Myra T. Grenier Award —Euan Morton

    

AIIP Connections Writer’s Award — Marjorie Desgrosseilliers
Marjorie Desgrosseilliers for her article “Go SEO Yourself: Five Ways You  
Can Get Some Search Engine Love”
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■ Spotlight on Committee Volunteers

I planned some of the sessions 
for the 2009 AIIP conference 

in Albuquerque and chaired the 
Conference Program Committee 
for the 2010 AIIP conference in 
Cleveland. I recommend the program 
committee as a really good volunteer 
opportunity for newer AIIP members. 
Serving on this committee raised 
my profile in AIIP considerably, and I 
even picked up a new client. 

While I was  at the conference in New 
Mexico last year, attendees gave me 
great feedback, including program 
ideas and speaker suggestions. A few 
weeks after the 2009 conference, I 
made an outline of sessions using 
member suggestions, ideas that 
hadn’t fit into the Albuquerque 
program, along with some of my 
own ideas. Conference coordinator 
Jocelyn Shepherd and I set a time 
line for having 95% of the program 
planned by the end of August, 2009. 
I knew it would really help the PR, 
local arrangements, and sponsorship 
committees if they had a full slate of 
speakers when it came time for them 
to work their magic. 

Then, the really fun part started: 
contacting potential speakers for the 
2010 conference. This is why I highly 

recommend volunteering for the 
conference program committee.  I 
had regular communication with all 
speakers, both AIIP members and 
non-members – and we had some 
pretty high-end speakers at the 
2010 conference. Very few potential 
speakers responded “no” – and if they 
did, it was only because they were 
not able to attend the conference. 

I met my deadline of having all the 
speaker sessions booked by the end 
of August, 2009, leaving a couple of 
Tips on the Terrace sessions open 
for hot topics to be filled in as we 
got closer to the 2010 conference 
week. During the interim, I estimate 
that I spent several hours every 
couple of weeks booking speakers. In 
early December, 2009, I spent some 
time putting together the speaker 
confirmation letters. After the letters 
were sent out, my part was mostly 
done until conference time.

At the 2010 conference, I tried to 
get to every session, but I admit 
that I did miss a couple of them. I 
had to make sure the speakers were 
present, and in their correct rooms, 
and that the microphones worked. 
Remember what I said about raising 
my visibility? Nothing raises your 

visibility like walking around the 23 
Things session with the microphone!

Last summer, when I was conference-
planning, I thought the program 
sounded really good, and I hoped 
everyone else would, too. I’m happy 
to say that I’ve received the nicest 
compliments on the speakers and 
program topics. It’s a huge relief! I 
can’t wait to see what the conference 
planning committee cooks up for 
Vancouver in 2011. Going forward, I 
know I will really appreciate all of the 
energy that goes into all aspects of 
conference planning.

I can’t emphasize enough how 
valuable volunteering was for me.  I 
learned a lot, and made some great 
connections within AIIP.  ■

I can’t believe the 2010 AIIP Annual Conference is over 

already! I also can’t believe I’m saying this because I 

started planning the program over a year ago.  

Lorene Kennard, Conference Program Co-ordinator

Planning the aiip conference program

Lorene Kennard
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■ Conference Highlights

All information professionals have 
worked on at least one project 

where they were not quite sure if 
they were “hitting the target” and 
most of us have had the experience 
of a client who communicates poorly 
or not at all.  This session focused 
on a successful collaboration based 
on clear communication and strong 
interpersonal relationships.   This 
reporter welcomed the opportunity 
to hear client feedback and how two 
AIIP members successfully worked 
together on multiple projects.  

This concurrent session was 
presented by a trio featuring Garn 
Anderson, VP of Business and 
Community Intelligence with the 
Knight Center of Digital Excellence 
as the client, Debbie Bardon, Bardon 
On Call Research as the contractor 
and Karen Klein, Fulcrum Information 
Resources as the subcontractor.  
They collaborated on four separate 
research projects and developed 
a strong working relationship 
that ensured success.  This helped 
them weather changing project 
requirements and obtain additional 

funding when needed.  Ultimately, 
the client was very satisfied with the 
results and all expressed a desire to 
work together in the future.

As the contractor, Debbie Bardon 
served as the bridge between the 
client and her subcontractor.  She 
defined several distinct project stages 
that translate into any work project:  

✔ Define the client’s critical 
requirements

✔ Outreach

✔ Scope of work

✔ Data collection

✔ Updates to the client and 
subcontractor

✔ Feedback during and at the 
conclusion of the project.   

These steps build to ensure that the 
client receives a product that will be 
useful and on target.  I found this 
breakdown to be very helpful when 
thinking of my own projects, which 
tend to be less formal and defined.   
This is helpful to keep in mind when 
embarking on new projects.  

Karen and Debbie described other 
key actions:  

✔ Regular updates/feedback 
loop between client, 
contractor and subcontractor

✔ Details were outlined in 
writing, in the original 
agreements

✔ When project priorities 
changed, the changes were 
captured in writing and the 
agreements were amended

✔ Flexibility was required and 
necessary

✔ Transparency ensured trust 

✔ Technology was used to 
facilitate communication – a 
project wiki was developed 
and used to share documents 
and discussion

✔ The client was informed when 
changes required an increased 

Debbie Bardon

Getting to Actionable 
Information and Insights: 

A One Community/ Knight Center for Excellence Case Study

Presenters:  Debbie Bardon, Bardon on Call,  
Karen Klein, Fulcrum Information Resources and Garn Anderson, CSI/Fletcher

Reporter: Debbie Hartzman, Hartzman Information Services

Ph
ot

o 
cr

ed
it:

  M
ar

k G
ol

ds
te

in



11  AIIP Connections Volume 24 |  No. 2 |  June 2010 

■ Conference Highlights

workload and was able to secure additional 
funding for the project

Debbie and Karen emphasized that their relationship 
was based on clear communication and that it grew 
with each project.  AIIP provided their initial link, and as 
each project progressed, they learned more about each 
other’s capabilities.  This led to more complex work with 
proportionately higher rewards.  Garn added that he 
appreciated their efforts to keep him informed and their 
flexibility in performing the work. 

This session offered many insights and good tips for 
managing clients and projects.  I believe that approaching 
clients in a more professional and structured way can 
lead to better results and repeat business.  Regular 
communication, verbal and written, can help the 
information professional manage expectations and stay 
abreast of changes to the project scope.   This session 
provided this reporter with much food for thought.  ■
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Contact Larry Silber directly at 212-807-2659, or 
eMail: Profound4AIIP@MarketResearch.com.

A Profound Way to Save Time 
& Money on Market Research

With a Profound subscription, you’re afforded access to 
the world’s largest collection of continuously updated, 
syndicated market research reports. Plus, you can save 
thousands by purchasing, only the sections, chapters, or 
tables most vital to your needs.   

And if you are an AIIP member, here’s the best part… 

We have reduced our minimum report purchase commitment 
($7,500) for an annual subscription to Profound to just $3,000!

http://www.lindarink.com
mailto:profound4aiip%40marketresearch.com?subject=AIIP%20Newsletter


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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■ Conference Highlights

Mastermind has its origins in 
the work of Napoleon Hill, 

author of the timeless classic, Think 
and Grow Rich. Hill describes the 
Mastermind group principle as “the 
coordination of knowledge and 
effort of two or more people, who 
work toward a definite purpose, in 
the spirit of harmony.”

Andrea broke that down into the key 
elements of a successful Mastermind 
group:

♦ A Mastermind group has 
at least two people but it 
shouldn’t be a large group. 
Everyone needs sufficient 
time to share their goals and 
concerns with the group.

♦ Members are carefully chosen 
for the knowledge and 
experience they can bring to 
the group. Everyone should 
give as much as they gain.

♦ Members must be committed 
to attending meetings 
regularly, fulfilling their 
promises, and providing input 
to other members.

♦ The group needs a definite 
purpose. The focus might be 
on business development, 
financial development, or 
even personal development. 
The purpose must be clear 
and the members must be in 
agreement.

♦ A spirit of harmony requires 
trust amongst the members 
since it is possible they will be 
sharing private, even deeply 
personal, information.  A non-
disclosure agreement may be 
necessary.

Marge felt her Mastermind group 
functioned as her quasi-board of 
directors who helped her see her 

business from a different perspective. 
She used the expertise of the other 
members to shorten her learning 
curve. 

The success of a Mastermind group 
is determined by the choice of 
members. A lack of commitment to 
the purpose of the group, broken 
confidentiality, or  a lack of respect 
for the schedule or structure of 
meeting can threaten the success of 
the group and its members. It may be 
necessary to take the difficult action 
of respectfully removing them.  

Jan shared her personal experience 
in a Mastermind group which 
defined its purpose as encouraging 
financial success and a well-balanced 
life. The four members met regularly 
in a private conference room. Her 
Mastermind colleagues each wrote 
out their individual goals so they 
would be accountable and able to 

Mastermind
Andrea Carrero, Word Technologies Inc., Jan Davis, JT Research and Marge King, InfoRich Group

Reporter:  Phyllis Smith, In the Know Research and Information Consulting

Moving Your Business Forward using 

Andrea Carrero, Jan Davis, and Marge King teamed 
up to share their experiences in Mastermind groups.

Mastermind groups—unlike Business Network 

International or other groups focused on sharing leads 

and referrals—combine peer brainstorming, education, 

accountability, and support (in a group setting) to help 

you to sharpen your business and personal skills.
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■ Conference Highlights

measure their progress. They offered 
advice, suggestions and sometimes 
even challenged one another if 
they were not moving in the right 
direction.

Jan said that this is a very personal 
relationship and it is not always 
easy to hear what other members 
are saying. However a group that 
has built up trust and respect can 
be inspirational and members can 
motivate one another to do more 
and go further.

Marge listed a few resources for more 
information:

1.  Hill, Napoleon. Think and 
Grow Rich. 

 Available from major 
booksellers or http://www.
highroadsmedia.com/ 

 Free PDF ebook edition:  
http://think-and-grow-rich-
ebook.com/

2.	 How to Think & Grow Rich and 
Start Your Own Mastermind 
Group	(video)

	 http://tunyurl.com/34sya99

3. Mastermind readiness test. Is a 
Mastermind membership right 
for you?

	 http://www.thesuccessalliance.
com/mastermind-readiness-
test.html  ■

protecting 
y o u r  b u s i n e s s

Presenter:  Cynthia Hetherington, Hetherington Group
Reporter:  Phyllis Smith, In the Know Research and Information Consulting

“I’m a Geek, a Nerd, and a Dick.” 

With that, Cynthia Hetherington, 
“the dangerous librarian” had 

everyone’s attention. We were there 
to learn about the pitfalls of social 
networking web sites as they pertain to 
individuals and businesses, and to learn 
how to guard against the threats that 
may originate from these sites.

Cynthia, the principal of Hetherington 
Group, has expertise in library science, 
investigations and information systems. 
She assists her clients with Internet 
investigations and conducts online 
and database research to uncover 
connections and assets. She regularly 
speaks to law enforcement and security 
professionals on the use of the Internet, 
including social networking sites, as 
part of an investigation. 

We were introduced to an individual 
with access to sensitive information 
who used social networking sites such 
as LinkedIn, Facebook, and Twitter. 
Cynthia demonstrated what we could 
learn about this person from his 
LinkedIn profile and how to use those 
details in Facebook to learn even more 
about him. Along with describing what 
an investigator might learn about an 
individual, Cynthia offered pointers 
on how to counter such targeting. 
“Friending” someone simply because 
they query you on Facebook can open 
up all of your information to someone 
who may not be a friend!

Cynthia demonstrated how easily key 
information, like a social networking 
“handle” or username, can be obtained. 
We humans, being predictable, are 

likely to use the same handle in all 
our social media activities. Therefore, 
finding that handle in Twitter could 
open up a Flickr profile. 

Cynthia showed us how much 
information an investigator could 
gather on a target simply by looking 
carefully at their contacts/friends, 
photos, comments and conversations. 
She could quickly compile a rather 
complete profile on someone, provided 
by the targeted individual, and all easily 
accessible on the Internet. No secret 
decoder ring necessary.

While her presentation might have 
encouraged some in the audience 
to immediately deactivate their 
Facebook accounts, Cynthia did offer 
some advice on how to use social 
networking to enhance a business and 
yet still remain protected:

✓ Check the privacy settings on 
your social networking profiles. 
The defaults tend to assume 
you will share your information 
generously. The settings may 
also change without much 
publicity so keep an eye on them 
and adjust as necessary. 

✓ “Investigate” yourself. If you can 
find your own information with 
easily accessible search tools, so 
can anyone. Be certain that what 
you are able to find is what you 
want others to find.

✓ View social networking as you 
would view talking in a bar. 
Use the same discretion you 
would use when talking to mere 
acquaintances in a public place.  ■

http://www.highroadsmedia.com/
http://www.highroadsmedia.com/
http://think-and-grow-rich-ebook.com/
http://think-and-grow-rich-ebook.com/
http://tunyurl.com/34sya99
http://www.thesuccessalliance.com/mastermind-readiness-test.html 
http://www.thesuccessalliance.com/mastermind-readiness-test.html 
http://www.thesuccessalliance.com/mastermind-readiness-test.html 
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with Your Client
consulting

Presenter:  Char Kinder, Discovery Works
Reporter:  Nora Stoecker, NKS Info Services 

Char Kinder returned to AIIP 
to lead a general session on 

“Consulting with Your Client.”  Her 
slides, which are posted on the AIIP 
website, are based on Peter Block’s 
Flawless Consulting.  As a consultant, 
said Char, it’s her job to show up 
committed to giving her clients 
her best thinking on that day, and 
to partner with them to help them 
discover their best thinking as well.  
She gently challenged us throughout 
the session – and in follow-up 
roundtable sessions – to think about 
how we “show up” for our clients.

Char began her presentation by telling 
us that she would be sharing what she’s 
learned along the way as an external 
consultant – from “ouch to a-ha!” – 
because we all learn from our mistakes.  
Here are some of those “ouches” and 
“a-has.”  Perhaps some sound familiar?

ISSUE: How are you  
seen by your clients?  
OUCH: Made assumptions about 
the role and either overstepped or 
understepped it.  

A-HA: Clarify, clarify, clarify the 
client’s expectations!

ISSUE: Contracts
OUCH:  Thought of the contract as 
just a piece of paper.

A-HA: Realize a contract is a 
“facilitating process.”  “Asking for 
what you need to make the project 
successful means you must think 
through what it means to be 
successful”.  When discussing the 
project with the client, ask – and 
then “shut up and listen!”

ISSUE: Data and information
OUCH: Considered data only that 
stuff collected through surveys, focus 
groups, etc.

A-HA: Everything is data, including 
lack of data.  A good consultant 
is always gathering data and 
information.  

ISSUE: Feedback
OUCH: Early on did not include client 
in interpreting results.

A-HA: Ensure clients are involved in 
the data – so they feel it is their data 
and not just your report.

ISSUE:  Dialogue and 
diagnosis
OUCH: Confused the symptom with 
the problem.

A-HA:  Entry (symptom) may 
be where the pain is but is not 
necessarily where the problem is.

OUCH: The need to be “right.”

Char Kinder
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In their informative session, Taking 
the Global View, Valerie Materese 

and Heather Carine shared valuable 
insight into the independent 
information profession in Europe 
and Australia”. Many international 
issues are similar to those of IIPs in 
the United States such as the value 
of networking, providing value 
to clients, and the motivations of 
becoming an IIP. Other unique 
challenges and opportunities were 
highlighted:

✓ The varied languages in 
Europe provide opportunities 
for county-specific services 
as a way of finding and 
interpreting local resources.

✓ Valerie acknowledged the 
challenges of working with 
different currencies across 
Europe and the importance of 
understanding differing legal 
and privacy issues.

✓ Both Valerie and Heather 
identified the unique services 
they can offer international 
clients by providing the local 
knowledge, including resource 
gaps that exist, necessary to 
understand their respective 
countries.

✓ Heather discussed the 
challenges of not meeting 

growing
Building and Growing an IIP Business: 

Taking the Global View

international clients in person 
and the importance of a 
strong online presence. She 
outlined her strategies to 
connect with a great website, 
email rapport, and telephone 
conversations.

Valerie shared the details of information 
she collected via questionnaires 
including establishing an information 
business in Europe, specialized 
business and marketing strategies, 
and professional development 
opportunities.  The responses she 
received showed many similarities 
with IIP businesses in the United 
States and stressed the importance of 
networking. One notable difference 
was the prevalence of local, or country 
specific, networks as opposed to 
the broader reach of the AIIP.  While 
distance in client relationships was 
discussed, Valerie noted that Skype was 
commonly used to provide more face-
to-face interaction.

A-HA: Don’t need to be 100% right if 
it becomes a partnership and gets to 
solutions.

ISSUE: Implementation
OUCH: Believed if a credible, sound 
recommendation was presented, 
“something would happen.”  And yet 
nothing happened!

A-HA: Ensure key sponsors are part 
of the process and that they commit 
to action.

ISSUE: “Meet the client  
where they are”
OUCH: Pushed client past the point 
of trust.

A-HA: Without challenge there’s no 
energy, but too much challenge and 
the client will throw in the towel.  
Meet clients where they are; “pace 
and lead” – don’t get so far out that 
they can’t see themselves with you.

ISSUE: Evaluation  
and re-contracting
OUCH:  Didn’t hear any complaints 
so thought everything was fine. 
Shocked when client said he was 
disappointed.

A-HA: Contract for formal feedback 
meetings throughout the project, 
and seek out informal feedback as 
well. “Feedback shouldn’t happen 
only at the end.”

These were but some of the lessons 
Char discussed in her presentation.  
In an additional “Table Talk” session 
held later in the conference week, 
Char challenged us to think about 
how to use these lessons to sharpen 
our consulting skills and drive more 
business.  ■

Presented by Valerie Matarese, UpTo infotechnologies, and 
Heather Carine, Carine Research

Reporter:  Susan Connelly Murphy, Connelly Information 

Valerie  
Materese

Heather 
Carine
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Heather shared three thoughts 
for success in a global research 
business: build a world of contacts, 
flaunt your local knowledge, and 
make strong connections with 
people who will build and support 
your business. Connecting with a 
network of professionals within 

AIIP has provided professional 
development opportunities, referral 
work, and a way to connect with 
people around the world.  Long-
distance connections are a challenge 
to establish and maintain, but 
determined effort to sustain these 
result in good relationships and 

good clients. Heather concluded 
with great advice for IIPs in every 
corner of the world: “Your contacts 
and clients need to connect with you 
– to trust you, to recommend you, 
and to buy your services.”   ■

Thomas Froehlich kicked off 
his AIIP session by using as 

an illustration of Knowledge 
Management’s elusiveness the fact 
that there are but a few academic 
programs covering the discipline.  
Essentially, KM “can mean anything” 
and “encompasses management, 
information technology, information 
services, communications, and 
much more,” so it has no logical 
home at any university faculty.  Job 
titles alone paint a picture of the 
wide footprint of KM:  Knowledge 
Engineer, Knowledge Architect, 
Knowledge Strategist, etc.   In 
addition, the field moves fast, so in 
reality there is no way to produce 
a generic KM graduate.  KM skills 
vary widely depending on the 
organization in question, the role of 
the KM professional in question, and 
so on.  A key aspect of KM is that it 
involves an element of anticipation 
- it is not sufficient to manage the 
evidence of what was, it is also 
necessary to prepare for what might 
be in the future.

knowledge management
and the info pro 

Presenters:  Thomas Froehlich, iaKM Kent state university, dianna wiggins reporter:  ulla de stricker, de stricker associates

Dianna Wiggins stressed how social 
media “got lost” in the confusion over 
who owns KM.  Social media tools 
are very much KM tools now that our 
society and the way organizations 
work have come to rely so heavily on 
our ability to exchange information 
in real time.  She cited the example 
of soldiers using a cheap Yahoo! 
group tool to disseminate life saving 
information to others in a war zone 
to illustrate how we are moving 
from hierarchy and control (a style 
that worked well for a production 
economy) to a leaderless, mobile, 
connected, and a more level way of 
operating.  That said, it is important 
to recognize that KM must be 
built into the reward systems in 
organizations in order for people to 
embrace new ways of doing things.

In her comments about the skills 
that information professionals 
need to succeed with KM, Deb 
Hunt pointed to the fact that “you 
can’t be a wallflower and do KM.  
Deb advocated a “better practices” 
approach, rather than seeking 

the definitive “best practices.”  
Based on project experience, she 
stressed that KM is not about 
technology but rather requires 
trust, time, and commitment on the 
part of stakeholders and process 
participants:  “The pain point has 
to be such that all will be happy to 
change.”

The many questions raised by 
session attendees demonstrated that 
KM is inherent in any organization’s 
overall culture and that success is 
unique to every organization.  ■

Thomas Froehlich
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Simply Life

Peter Shankman is this year’s 
recipient of AIIP’s Roger Summit 

award, presented to an individual 
who challenges and inspires AIIP 
members.  His outrageously funny 
stories helped illustrate some points 
that every AIIPer can use.  

HARO runs on the assumption that 
“everyone’s an expert at something.” 
Three times a day, an email with 
40-50 queries are sent to 135,000 
people. If you can respond to a 
reporter, you click on the query 

KeYnoTe: roger suMMiT award

and email the reporter directly; the 
reporter connects with you and, if 
he/she uses your information, you 
get credit. HARO has made people 
famous, and has gotten people jobs. 
Some people have gotten married 
because of HARO. It is 100% free. 

Peter never planned on making 
money on HARO; he simply did it 
for fun. It has been wildly successful, 
and Peter identified four factors to its 
success:

1. Transparency. Peter talks 
about everything. As he says, 
“hiding stuff is no longer 
allowed. You can’t get away 
with it anymore.” Be open with 
your audience, customers 
and clients, and you will be 
beloved. 

2. Relevance: People can have 
many choices in how to 
get their information. Get 
information to your audience 
in the way they want it, or 
else they will go somewhere 

else for it. Be relevant to your 
audience. How do you do this 
with so many distribution 
choices? Simple: ask your 
customers!

3. Brevity: We get asked for our 
attention 16,000 times a day. 
This is 2.8 seconds to catch 
someone’s attention. How 
do you reach an audience? 
Learn to write briefly and 
compellingly; 90% of first 
contact with customers and 
clients is by written word. 

4. Top of mind: Social media is 
“making it about them.”  Peter 
sends a message to everyone 
he’s connected to on Facebook 
when it’s their birthday. It 
takes him about 20 minutes 
to send a birthday message to 
150 people. From this activity, 
Peter can identify $180,000 
worth of work that came 
from Facebook, from people 
who were in his connections’ 
contacts (not connected to 

It’s not web 2.0. It’s not web 3.0. It’s . . .

Presenter:Peter shankman, founder and Ceo of The 
geek Factory and Haro (Help a reporter out) 

reporter:  scott Brown, social information group

Peter Shankman (left) receives Roger 
Summit Award from Ed Vawter (right)

Ph
ot

o 
cr

ed
it:

  M
ar

k G
ol

ds
te

in



19  AIIP Connections Volume 24 |  No. 2 |  June 2010 

■ Conference Highlights

him directly). Social media is 
about talking about someone 
else, who will then remember 
that you did that. 

And a few final tips:
✓ Have a backup plan for when 

you succeed. We’re trained to 
have a backup plan for when 
we fail. What’s the plan when 
we succeed? 

✓ Your customers ultimately 
choose what you want your 
company to be.  Listen to your 
audience. An online service 
call Airtroductions (http://
www.airtroductions.com) 
allows you to enter your flight, 
itinerary, etc. and you can 
choose a seatmate. Peter cited 
that 10,000 business members 
joined for $19.95 a month and 
were using it to find business 
to do on the plane. When 
someone called to see if the 
site could be used to find a 
date, registration went to 
50,000 people looking to find 
a date on a plane. Overnight, 
the business went from a 
business networking site to an 
in-air dating service, doing five 
times the business. 

You can connect with Peter through 
his website and other networking 
tools at http://shankman.com.   ■

According to Sam Fee, this is the Big 
Question when it comes to website 
development.  The answer?  People 
often don’t remain true to the 
fundamental components: Content, 
Design, Usability, and Technology. 

CONTENT
The most common point of failure in 
a website is the content.  It’s content 
that drives the design.  The mistake 
that many make is to focus on design 
first and then try to shoehorn the 
content into the design.  

Content dictates the information 
architecture, the structure, design 

Common SenSe, 
UnCommon Style:

Presenter:  sam Fee, Professor, washington & Jefferson College 
reporter:  Marjorie desgrosseilliers, smarty Pants research

“If we know so much about web design,  
why is it so hard to build a good website?”  

choices, the navigation, the usability 
AND the technology that goes into a 
website.  If the content is not well-
structured, neither is the design.  

A few basic things to keep in mind 
while writing text: Know your 
audience and write for a browse 
mentality.  People don’t read 
websites, they scan them.  Focus on 
the audience and what they want 
to know, not what you want to tell 
them.

 DESIGN
Design is not just about making 
things pretty.  Nor is it about 
“feelings”.  It’s about visual hierarchy, 
organization, aesthetics and 
navigation (or structure).  In short, it’s 
about online identity.

Current trends in design include: 
Simplicity; lots of white space; 
rounded corners; limited 3D effects, 
more neutral colors/fewer strong 
colors, and real typography. But, 
says Mr. Fee, things tend to change 
every 3 to 5 years. For instance, 
they’re starting to swing back toward 
imagery—using larger graphics--

What You Really Need to Know about Web Development

Sam Fee
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-and flash is going to become less 
prevalent than it’s been. 

USABILITY
The underlying principle to usability 
is “Don’t make me think.” Get content 
to your audience quickly and easily.  
Be sure to stick with conventions, but 
realize that not everyone uses the 
web exactly the same way. 

TECHNOLOGIES
What technologies, if any, are going 
to impact your target audience’s 
ability to make effective use of your 
information?  Technology should 
never define the site.

One other thing to keep in mind 
is your time: Do you really need to 
know about web development, 
or does it make better sense to 
outsource that work?  Often a team 
approach works best anyway.  ■

For more detail on this discussion, see 
presentation slide deck at http://www.
samfee.net/commonsense.pdf
 

Peggy Garvin provided insight 
and strategies for maintaining 

awareness of web-based information 
from governments as social 
media transforms how we access 
information. With many government 
sites in alpha or beta stages, she 
often encounters significant change 
on a daily basis. The trends in local, 
national, and first world democracies 
are increasingly toward open data and 
transparency, as well as toward social 
media and greater engagement. 

According to Peggy, “A sea change 
is happening in these trends” with 
the driving energy to increase access 
to information on the web recently 
coming from outside of government.  
“Silicon Valley has come to 
Washington,” she said. A 2009 
directive, much influenced by online 
leaders, requires the US government 
at the agency and Cabinet levels to 
operate transparently and publish 
information online. Now Federal 
agencies can be found on the major 
social media channels. 

For Canadian, UK, and US 
governments there are websites 
for all levels from national 
to municipalities of all sizes. 
Increasingly they have a presence 
on Facebook, Twitter, and blogs. 
Structured dialogues among 
members of the public who have 
interest or expertise are being heard 
using IdeaScale software. 

Governments have been going mobile 
with an iPhone app for Number 10 in 
the UK and apps like Medlineplus for 

Changing with DotGov
Presenter:  Peggy Garvin, Garvin Information Consulting

Reporter:  Sharon Nottingham, Nottingham Information Services

medical information, EPA, and many 
apps for NASA for the US.

The FBI on Facebook, like other 
agencies, provides information 
that is not unique but which is also 
on the agency’s web pages. The 
proliferation of units of government 
on Twitter led to the creation of a 
web site, Govtwit, which maintains a 
directory of governments on all levels 
participating in the Tweet stream.

The Library of Congress was an 
early government user of social 
media. The Commons area on Flickr 
contains photos which are also on 
the LOC website. They are easier to 
find on Flickr, where they are tagged, 
commented on, and sometimes 
have corrected data more accurately 
identifying photos in a good 
example of crowdsourcing. Video 
provided by the US government can 
be found on YouTube.

The many URLs Peggy covered for 
locating the most recent government 
information and her PowerPoint 
presentation are available on the AIIP 
website in the members area.  ■

Peggy Garvin
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Gadgeteering for the 21st Century 
was a wide-ranging, fun 

geekfest on the latest gadgets and 
technology available now and in the 
near future. 

In addition to looking at laptops, 
mobile phones, electronic music 
sheets, clothes that can detect your 
vital statistics, clothes that you can 
use to update your Facebook status, 
folding electric bikes, and a magic 
wand that you can attach to your 
remote so you can change channels 
like Harry Potter, the panel looked at 
a few things of particular interest to 
this reporter: 

✚	 Like your Kindle? The future of 
readers might look more like 
a roll of paper that you can 
pull out from a pen to read the 
latest Twilight book. 

✚	 Many websites have a 
mobile version that adapts to 
viewing on mobile devices.  
m.(sitename.domain) often 
will bring you to a mobile 
accessible site (example: 
m.nytimes.com). 

✚	 Scanner pens: You can brush 
these over any printed text 

G a d G e t e e r i n G
for the 21 st Centuryspeakers:  Mark Goldstein, 

international research Center,  
Ed Vawter, Qd information services, 
Barbara Fullerton, 
Morningstar document research
reporter:  Scott Brown, social information group

to pick up the text, and then 
download into PDF or Word 
formats. With some products, 
you can also get audio. Some 
also translate into languages. 

✚	 Slingbox HD pro: This software 
allows you to watch Tivo 
anywhere you have Internet 
access. You can also use it to 
watch on your mobile phone. 

✚	 Power squids: These “power 
strips on steroids” allow you to 
power six devices at once. You 
can also buy “mini squids.” 

✚	 Energizer Energi-to-go:  This 
uses AA batteries to charge 
your devices. Ed found these 
on sale at Best Buy for $3 
(clearance). 

✚	 Evernote (http://www.
evernote.com): This software 
allows you to scan and 
organize almost any kind of 
content: notes, business cards, 
labels, images, etc. I have a 
friend who uses this to scan, 
tag, and organize his wine 
label collection. 

✚	 FastPencil (http://www.
fastpencil.com): A great tool 
for self-publishing that guides 

and assists authors from start 
to finish. Offerings include 
free built-in writing and 
collaboration tools, version 
control, formatting, multi-
format output, and a market 
for selling your books. 

✚	 Mobile spy ware: The panelists 
talked about $20 software 
that you can download to 
your mobile phone and aim it 
at someone. It will track their 
cell phone traffic – text, calls, 
and other activity. However, 
as audience member Cynthia 
Hetherington pointed out, this 
one’s illegal. 

✚	 Microsoft SenseCam (from 
Microsoft Research): This is a 
“life recorder” that can strap 
on to your chest, and it will 
passively take photos on a 
regular basis. This is suggested 
for people who may have 
Alzheimers, as it can record 
where they’ve been, and also 
has GPS capability. 

These and many more gadgets 
were covered in this session. 
Personally, I’ll be looking into 
Evernote some more!   ■

http://www.evernote.com
http://www.evernote.com
http://www.fastpencil.com
http://www.fastpencil.com
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For many searchers, Google is the 
go-to search engine.   Not only 

does it frequently provide the most 
satisfying results compared to other 
search engines, but it also has many 
capabilities that may be less well 
known.  For starters, last year, Google 
added Show Options, incorporating 
some filtering capabilities formerly 
found only on the Advanced Search 
page into the search-results page. 
Until recently, Show Option was 
located on the upper left-hand side 
of the interface in the search results.  
When you clicked on Show Option, 
you could further refine or filter 
results. In May, Google removed 
the term Show Option but left its 
capabilities.  These shortcuts are 
described below.

More Google: After typing your 
search terms and getting results, 
click on the More arrow (see the 
left side of the interface) to filter 
by: Images, Videos, Maps, News, 
Shopping, Books, Blogs, Updates, or 
Discussions.  For still more options, 
click on the More tab at the top of 
the interface.  Select an option or 
click Even More, which will take you 
to at least two dozen ways you can 
use Google.  

Twitter Timeline: By clicking on 
Updates from the list above, you can 
see what people are saying about 
your search term right now.  Google 
indexes Twitter and displays an 
activity graph you can zoom into to 
“replay” what people are/were saying 
publicly (called a Twitter tweet), at 
any point in time, about a topic.  As 
of this writing, tweets were available 
from February 11, 2010 to “current.”  
Google plans to add tweets from the 
time Twitter began in March 2006—a 
great addition for researchers.

Show Search Tools: To use Google 
Search Tools, click on More Search 
Tools on the left side of the interface.  
Options include:  

Limiting By Date:  Date searching 
is imperfect—based on underlying 
search engine structure—but you 
can obtain results that are more 
current (“fresher”), by clicking on 
one of the following: Latest, Past 
24 hours, Past week, Past year, or 
Specific date range. 

For additional date searching 
workarounds: (1) Check to see if the 
context includes dates or clues to a 
time frame; (2) Check the URL since 
some include a date; (3) Look for a 

statement about when the site was 
last updated.  A caveat is that many 
sites use a software program that 
indicates daily updates when in fact, 
there have been none.

Related Searches:  Related terms 
are displayed, providing additional 
search ideas.

Wonder Wheel:  Results are 
organized and displayed with links 
in the shape of a wheel with spokes.  
Click on a term to further refine.

Timeline:  Google technology 
extracts key dates, locations, and 
measurements from selected search 
results in the form of a timeline, 
organizing results by periods of time.  
Timeline works best for searches 
related to people, companies, events, 
and places.   ■

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

New Google Capabilities & More
Amelia Kassel, MarketingBase 

Coach’s Corner

©2010 All Rights reserved. No part of this document or information may be reproduced without the expressed written permission of Amelia Kassel.
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■ WordWise

It was right before the Easter 
holiday and one of my twin 

nephews posted an entry on his 
Facebook page, asking for a ride 
home from college. I responded and 
told him I’d be happy to take the 
seven-hour roundtrip drive to pick 
him up and take him home. After all, 
that’s what aunts do, right?

I asked him to give me some basic 
directions to his dorm so when I 
got there, I’d have an idea of where 
to go since his campus is huge. His 
response?

“I’ll Facebook you.”

That got me to thinking...just 
when did nouns become verbs? I 
mean, not only are we Facebooking 
things, but we’re googling, texting 
and friending things and people! 
A couple of other nouns that are 
masquerading as verbs include 
Wikipedia—do you need to find 
some facts? Just Wikipedia them!—
and the newly formed blog, which 
is derived from the noun weblog—
nowadays you can blog your way to 
success by writing on just about any 

Andrea C. Carrero

Word
Wise

topic under the sun! I’m sure there 
are a lot more than I can think of at 
the moment.

The thing is, language is always 
evolving and there’s a whole 
generation of people who have 
grown up with technology. For 
us <ahem> older folks, we lived 
through the debut of things such 
as PCs, telephones with built-in 
answering machines, color TV, 
remote controls and the like. But 
the younger generation today? 
Well, they’ve never heard a phone 
ring—really ring. There’s never been 
such a thing as getting up to turn 
the channel on a TV. And a manual 
typewriter? Heck—that’s a museum 
piece to them! It’s no wonder, 
then, that they’re encouraging our 
language to evolve.

But, back to my original question, 
verbalizing nouns isn’t a new 
thing—according to a Wikipedia 
entry on American English (http://
en.wikipedia.org/wiki/American_
English), it’s fairly common. The 
article cites nouns-used-as-verbs 

such as: interview, advocate, vacuum, 
lobby, room, pressure, rear-end, 
transition, feature, profile, belly-ache, 
spearhead, skyrocket, showcase, 
service, corner, torch, and exit, to 
name a few.

It should be interesting to see over 
the years the many changes that will 
continue to the American English 
language (and likely other languages 
as well).

And when I learn them, I’ll text ya!  ■

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

When Did Nouns Become Verbs?
Andrea C. Carrero, Word Technologies Inc.
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■ Book Reviews

Competitive Intelligence Advantage: 
How to Minimize Risk, Avoid 
Surprises, and Grow Your Business in 
a Changing World

Seena Sharp. 2009. John Wiley & 
Sons, Inc. 290 pages. $39.95

Reviewed by Risa Sacks, Risa Sacks 
Information Services 

If you’ve ever struggled to convey 
or explain the value of what we 
provide, Seena Sharp’s book on the 
Competitive Intelligence Advantage 
might be a great resource. This 
could well be the book you’d wish 
all your clients would read – or more 

Book Reviews
precisely, your prospective clients – 
the ones not yet convinced of what 
research can do for them. 

The book is enjoyable, informative, 
and convincing – much like Seena 
herself. You can almost hear her no-
nonsense voice as she debunks myths 
and lays the value of intelligence on 
the line. I started out putting a few 
sticky tabs on pages and ended up 
with a porcupine of multicolored 
plastic throughout the book.

The chapter titles themselves provide 
good food for thought – with full 
courses of information contained 
in each:  ”The Emergence of the 
Hapless Executive” (we’ve all met him 
or her!); “Competitive Intelligence: 
What You Don’t Know Will Hurt You” 
(an absolute mantra); “Why Fixating 
on Competitors Is Misguided” (oh 
JOY!); “All Information is Not Equal” 
and “Understanding and Evaluating 
Information Sources,” among others.

Sharp covers useful online and 
print sources, but one of the chief 
delights for me (no surprise) is the 
role she gives to the absolute value 
of “human intelligence” or, as the 
book refers to it, “humint.”  This 
critical information that doesn’t 

appears in print, but can be found 
find from talking to the people who 
know – whether they be customers, 
journalists, distributors, analysts, 
competitors – and the key role 
‘humint’ often plays in being able to 
make wise decisions. 

While still including competitor 
information, the book focuses much 
less on competitors and more on the 
broad competitive landscape, including 
suppliers, customers, distributors, 
government and industry regulations, 
demographics, and technology among 
other factors. Exactly the information 
many of us provide. 

With stress on asking the right 
question, reducing the risk inherent 
in decisions, and minimizing 
surprises, Sharp focuses on the 
analysis that puts the numerous 
disparate pieces together. In AIIP, 
these concepts have all come up 
frequently as the issue of added 
value – how can your information 
help guide business decisions. 
So whether you provide the 
information that others use for 
analysis, or provide the analysis 
and recommendations yourself, the 
background and understanding 
of humint can better guide your 
efforts… and help you communicate 
the value of what you do.

 For further information, 
read a chapter of the book 
– for free – at http://www.
competitiveintelligenceadvantage.
com/free_chapter_yeah_free. 

T	T	T

http://www.competitiveintelligenceadvantage.com/free_chapter_yeah_free
http://www.competitiveintelligenceadvantage.com/free_chapter_yeah_free
http://www.competitiveintelligenceadvantage.com/free_chapter_yeah_free
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Ad Rates for AIIP Connections
AIIP Connections is a quarterly online publication.  If you are interested in advertising, contact Eiko Shaul at 1-416-544-0208 or 
email to e.shaul@sympatico.ca.  [NOTE:  Please prepare the ad in electronic image - PDF, JPG, TIF, GIF.]

Size
Frequency  

(/yr)
Members

Non Members

Full page 1X $150.00 $300.00

Full page 4X $450.00 $900.00

½ page 1X $90.00 $180.00

½ page 4X $275.00 $550.00

¼ page 1X $60.00 $120.00

¼ page 4X $175.00 $350.00

¹⁄16 page 1X $20.00 NA

¹⁄16 page 4X $60.00 NA

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.  ■

Professional 
Development 
for IIPs

Free 
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ConferenCe Committee

Conference Planning Chair — Jocelyn Sheppard 

Program Coordinator — Lorene Kennard 

First Timer/New Member Session Co-Coordinators — 
Debbie Hunt, Cindy Shamel, and Kathy Mills

 First Timers’ Reunion Coordinator — Nora Stoecker

Local Arrangements Coordinator —  Loretta Shaw

 Local Arrangements Team — June Boyle, Alice Chamis, 
and Rosa Raskin 

Door Prize Coordinators — Heidi Longaberger, 
Heather Negley, and Joann Wleklinksi

Marketing Coordinator — Susan Wald Berkman 

PR and Materials Coordinator — Missy Corley

Conference Reporter Coordinator — Michele Bate

Website Administration & Content  
Committee Chair — Connie Clem  

Volunteers — Debra Shumate, Lorette Weldon

Photographer — Mark Goldstein
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