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■ President’s Message
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June was a busy month for the 
AIIP board. We met in New 

Orleans the weekend before the SLA 
conference. Several board members 
then remained at the conference and 
staffed AIIP’s booth. While it was a 
very productive meeting and traffic 
at our booth was brisk, with the 
death of Marilyn M. Levine in early 
June, it was also a sad time for AIIP. 

Marilyn was a visionary: Through her 
entrepreneurial spirit and leadership, 
the Association of Independent 
Information Professionals was born 
in 1987. That first year, there were 26 
members. By 1990, membership had 
grown to about 225. I’m sure she was 
proud knowing that, from her initial 
vision, AIIP is today an international 
organization of some 550 members. 

Throughout her career, Marilyn often 
wrote about information brokering 
and information retrieval. She was a 
trailblazer, founding her information 
business in 1963 as the Look It Up 
Lady performing manual searches 
for her clients. After receiving her 
PhD, she changed the name of her 
company to Dr. Levine’s Information 
Machine. As technology changed and 
searches became more automated, 

she changed the name of her 
company to Information Express. 
In 1993, Marilyn sold Information 
Express and turned her attention to 
art. She retired in 2000. 

Marilyn was always ahead of the 
curve. In 1978, she sent a proposal 
to the National Science Foundation 
entitled A Planning Conference on 
The Ethics of Robotics and Artificial 
Intelligence Research. Although 
her proposal was declined by 
the NSF, she had the support of 
many, including Isaac Asimov and 
renowned computer scientist Joseph 
Weizenbaum. She was widely known 
and well-respected.

While I’ve never met Marilyn, her reach 
and her vision have made a significant 
impact on my own life and those of 
all AIIP members. To this end, I am 
pleased to tell you, that, at our June 
meeting, the board unanimously 
moved to rename the AIIP President’s 
award to the Marilyn M. Levine 
President’s Award. Since 1992, we have 
awarded the AIIP President’s Award in 
recognition of a person or institution 
demonstrating extraordinary support 
of the objectives of the Association 
of Independent Information 

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

Professionals. I’m sure that you will  
agree with me and the rest of the 
board that Marilyn’s vision and leader-
ship alone warrants the name change. 

It is also interesting to note that 
Marilyn was the first recipient of the 
AIIP President’s award. By renaming 
this award the Marilyn M. Levine 
President’s Award, we are continuing 
to set high standards for this award 
while also paying tribute to Marilyn’s 
legacy. Her entrepreneurial spirit 
and her leadership will endure well 
beyond her lifetime through AIIP, its 
members, and this award.

Wishing you a happy and prosperous 
Fall season, 

Sincerely,

Marge King
InfoRich Group, Inc. 

mking@inforichgroup.com

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

AIIP is a unique professional 
group of independent operators, 

strengthened by our support, 
collaboration, and association.

In the September issue of AIIP 
Connections, we remember our 
founder of AIIP, Marilyn Levine, who 
passed away in June 2010.  

From the early days of AIIP, 
Marilyn Levine would contact 
new independent information 
professionals and invite them to join 
AIIP.  Marilyn’s approach of extending 
the hand of welcome to new 
members continues to this day.  

In this issue, we profile the work of 
the first-year members’ committee, 
plus the support provided to the 
associations’ mentors and mentees.  
Constance Ard, a recent member of 

AIIP, also shares her story on starting 
out as an IIP.

Our new, and experienced, members 
will benefit from Cynthia Lesky 
and Susan Berkman’s article on the 
building blocks of pricing, and Cindy 
Shamel’s review of the 2nd edition of 
Mary Ellen Bates’s Building & Running 
a Successful Research Business. 

Our regular columnists, Amelia Kassel 
and Andrea Carrero, share their tips 
on copyright considerations and 
writing a one-pager, respectively.

I hope you enjoy the September 
issue of AIIP Connections. 

Heather Carine 
Editor, AIIP Connections
ConnectionsEditor@aiip.org
Adelaide, South Australia
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Designed to support innovation across the enterprise, our next-generation product will 
deliver critical information to help organizations discover new opportunities, validate
the uniqueness of inventions and bring new products to market. Offering ease of use 
and precision searching for information professionals and knowledge workers across
industries, the new Dialog will combine authoritative sources from Dialog® and 
DataStar® databases with powerful new tools for maximizing your research and results. 

In Summer 2010 our first release designed 
for scientific knowledge workers features:

• Left-hand, embedded and right-hand truncation
• De-duplication and post-processing capabilities
• Retrieval of synonyms, plural terms and alternate 

spellings
• On-the-fly document and interface translations 
• Intuitive ways to limit results by facets
• Authoritative scientific content 

 

The new        

For more information, visit

www.dialog.com/newdialog

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

Heather Willis

Member Spotlight:  
Heather Willis

You all know the saying about first 
impressions, right?  You never 

get a second chance to make a first 
impression!  Well, we’d like to think 
of the AIIP First Year Committee as 
a “first impression” for every new 
member of our great organization.  

The First Year Committee’s job is 
to reach out to new members and 
welcome them.  Our goal is to make 
contact with each new member 
every single month.  Committee 
members introduce themselves 
and invite new members to ask 

organization grow---as the Board can 
make educated decisions from the 
feedback we gather from our newest 
members. Through this information, 
we may uncover ways to improve our 
website, save money, make money, 
etc.  We also gain insight into why 
people decide to be members and 
why they decided not to renew.  

The First Year Committee is currently 
made of up seven very dedicated 
volunteers.  If you’re interested 
in becoming a part of this great 
committee please let us know!   ■

questions about AIIP, our website, 
the annual conference, and more. Or, 
depending on the situation, maybe 
the committee member just says 
“thanks for becoming a member.” 
We encourage new members to 
check out our website (including the 
“member’s only” section) and sign 
up to receive postings from AIIP-L.  
Sometimes members need help 
searching through the directory or 
the list serve archives. Sometimes 
new members just say thank you for 
contacting me.  The committee exists 
to help people get started on the 
right foot to obtain the most value 
from their AIIP membership.

But wait, there’s more!  Within a year, 
we contact those members again 
to say “thank you” and follow up on 
their experiences.  We want to make 
sure expectations of membership 
were met and that the new members 
felt welcomed.  We also want to build 
relationships with them that are hard 
to break, therefore, enhancing our 
rate of membership renewals.

While all of this is a benefit to new 
members (committee members 
act as personal AIIP assistants, if 
you will), this activity also helps our 

AIIP First Year Members Committee Chair
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■ Marilyn Levine, AIIP Founder

Many individuals have worked 
to form, stabilize, and expand 

the Association of Independent 
Information Professionals, but one 
person indubitably deserves the title 
of founder: Marilyn Levine.

It was Marilyn who launched the 
association by calling together 
everyone she could identify to 
the “first international meeting of 
information brokers.” That meeting 
was held in June 1987 in Milwaukee, 
Wisconsin, where Marilyn operated 
her business, Information Express, and 
taught Boolean searching to librarians 
through the University of Wisconsin’s 
School of Engineering Extension.

How did she know  
whom to call? 
Information brokering was a 
relatively new, and not universally 
popular, term in the 1980s. Kelly 
Warnken had self-published a 
Directory of Fee-Based Information 
Services in 1977, a slim volume with 
87 entries that included academic- 
and library-based service providers 
as well as freelancers. Helen Burwell 
took over publication beginning in 
1984, eventually changing the name 
to World Directory of Information 
Brokers. Indeed, when I showed up 
at the registration table outside the 
meeting room that first morning in 
Milwaukee, I was greeted jointly by 
Marilyn and by Helen Burwell.

Nominally the meeting was co-
sponsored by Information Express 

Marilyn Levine
AIIP Founder

and the School of Library and 
Information Science of the University 
of Wisconsin-Milwaukee. We were 
welcomed by a representative of 
the School on the first day of the 
meeting, after which he promptly 
left. The School also contributed 
mailing lists and may have paid for 
postage; for some recipients, its 
name probably contributed some 
credibility to the modest printed 
flyer inviting recipients to come to 
Milwaukee to meet and talk with 
information brokers.

Twenty-six people showed up at 
that meeting. Few knew any of the 
other attendees before coming face 
to face in Milwaukee. The isolation of 
individuals working as independents 
to provide services somehow related 
to information was great in the pre-
Internet age. Roberta Brody, now 
a professor at CUNY, remembers 
that Marilyn “greeted me and all the 
rest of us who came as though we 
were long-lost but much beloved 
relatives.” Rose Falanga, a business 
owner since the early 1980s and 
now a manager at the Exploratorium 
in San Francisco, acknowledges 
that her attendance in Milwaukee  
“helped me identify local people in 
the Bay area with whom I could form 
informal partnerships.” 

Information Brokers to AIIP
Marilyn had planned two full days 
of meetings, but the program was 
a little thin. There were sessions 

on government information and 
relations with librarians, but those 
topics were forgettable. We soon 
learned that the participants were 
the show at this gathering; every 
“content” presentation was followed 
by a “discussion session.”  Marilyn’s 
tri-fold brochure had set an agenda. 
She asked:

“What do we want to call ourselves?”

“Are we information retailers or the 
world’s newest profession?”

“Do we want to model ourselves 
after the medical and legal 
professions or are there other 
considerations that make what we 
do unique, such as ethical dilemmas 
we may face?”

We all sat around the outside of a 
large U-shaped table arrangement, 
so we could see everyone else. 
Unknowingly beginning a tradition 
for an organization not yet created, 
each person introduced himself and 
told what he or she did. 

For some of us, it was surprising to 
find so many people from outside 
the library field in the room. For 
others, it was a revelation to find 
themselves in what appeared to be a 
group of librarians. Business activities 
described were varied: library 
research, online research, marketing 
research, indexing, library support 
services, legal filing, business 
consulting, microcomputer training, 
and more. While California and 

In memoriam:
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■ Marilyn Levine, AIIP Founder

metropolitan New York were home to about a third of the 
attendees, the majority came from other U.S. states and 
three other countries (Austria, Brazil, and the Netherlands).

Through intense days, twenty-six strangers talked, at first 
guardedly but then more openly, about why they were 
in business and what they did. They shared their hopes 
and their difficulties. Some wondered whether they 
were competitors or colleagues. I’m sure more than one 
questioned the qualifications of some other attendees. 
Time wore on, and Marilyn pushed us toward the 
unwritten question that we needed to answer first: Should 
we meet again?

We got to that “Yes” fairly easily, but then we had to agree 
on a name. The energy level in the room rose. We talked, 
adjourned, discussed, reassembled, disagreed, argued, 
adjourned, reassembled. After much debate, some of 
it heated, consensus was reached: we would be the 
Association of Independent Information Professionals. 
We defined five objectives for the association that remain 
virtually unchanged to this day. (http://www.aiip.org/
AboutAIIP) 

First Year Plans
The business of organizing ourselves was just beginning, 
but there was little time left before we all dispersed. In 
hurried confusion, we identified tasks to be done before 
we gathered the following year: write bylaws, plan the 
conference, produce a newsletter, create publicity, accept 
new members, establish a treasury. Marilyn drafted Helen 
Burwell to serve as president, and agreed to function as the 
“office” herself. Committees were named and members were 
assigned—Marilyn made sure that no one got out of that 
meeting without “volunteering” for at least one committee! 

Interim communication was a big problem: In 1987 the 
word “internet” was a technical abbreviation known only to 
computer scientists and communication engineers. Some 
members were on many of the disparate email systems 
then in abundance, but others were on none, and AT&T 
dominated long-distance telephone rates. 

Year one didn’t measure up even to our sketchily made 
plans. Our president became ill, but Marilyn managed to 
produce and mail a newsletter. She also telephoned any 
new independent information professionals she found out 

about. Lorna Dean received a phone call in 1987, “probably 
about August or September,” telling her about AIIP and 
asking her to join.  “She was enthusiastic and persuasive, 
so I agreed.  I did not attend a conference until several 
years later, but Marilyn Levine was definitely responsible 
for my joining AIIP.” 

Year Two: Denver
Thirteen of the original 26 participants made it to the 
Denver meeting in 1988, but they were joined by an 
outswelling of new people who had attended the Special 
Libraries Association meeting, stayed to find out what AIIP 
was all about, and heard Roger Summit’s keynote speech. 
The reconstituted group adopted bylaws, installed officers, 
and selected an electronic communications venue: Section 
Zero of the Working from Home forum on CompuServe. 
With an organizational structure and electronic 
communication, it seemed as though the association 
should hold together the second year. 

Denver also saw discussion surrounding an ethical code, 
an issue important to Marilyn since the beginning, but it 
wasn’t until the third meeting, in Lowell, Massachusetts, 
that the code of ethics was adopted. Marilyn continued to 
come to conferences for a few years, but apparently she 
felt that the association had found its legs, and she moved 
on to other interests.

About Marilyn 
Marilyn Levine was a uniquely intelligent and creative 
individual, with many contrasts and facets that are 
surprising even to those who knew her during the short 
time she guided AIIP to life. She earned a bachelor’s 
degree in mathematics from CUNY (1954) and a doctorate 
from the University of Wisconsin-Milwaukee’s School 
of Education (1982), with a thesis comparing Claude 
Shannon’s theories of linguistics in child development to 
the actual progress of a growing child. 

Not thoroughly comfortable as an academic nor as an 
entrepreneur, she nevertheless plowed straight on and 
achieved success on her own terms in both arenas. She 
started her first research business in 1963; it went through 
several iterations before she sold the name Information 
Express in 1993. She held a patent on a phonic keyboard, 
wrote academic articles and letters to the editor of JASIS, 

http://www.aiip.org/AboutAIIP
http://www.aiip.org/AboutAIIP
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and co-authored A Foreign Visitor’s Survival Guide to America  
(John Muir Publications, 1992). Sue Feldman, now a research 
vice president at IDC, remembers Marilyn as “a great starter 
of things.” From 1993 until she retired in 2000, she owned 
and operated the Bay View Gallery in Milwaukee. 

Her AIIP Legacy
For us, Marilyn Levine’s most important legacy is this 
association of very independent information providers. As 
Barbara Rehkop, now a librarian at Washington University, 
says, “She was certainly the organizing force behind 
AIIP and I was grateful that she called us all together.” 
She brought us together at a time when individual 
entrepreneurship in information services was a rarity—
when most people who did it didn’t know anyone else 
who did. She held us together when strong differences 
among group members threatened to dissolve us before 
we were joined. She sensed that the time was right to 
formalize an association of independent information 
professionals, she nurtured the organization through its 
earliest years, and she stepped back and let it fly when it 
was time for it to go out on its own.

Thanks to the following former and current members of 
AIIP who shared their memories of the early years:

Reva Basch, Roberta Brody, Lorna Dean, Susan Detwiler, 
Paula Eiblum, Rose Falanga, Sue Feldman, Ray Jassin, 

Marydee Ojala and Barbara Rehkop  ■

Susanne Bjørner (www.bjorner.info; bjorner@earthlink.net) 
provides editorial services, in print and online, to publishers, 
researchers, librarians, and authors from her base in Spain. 

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.

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! 

NEW: AIIP members are no longer required to pre-pay 
for Profound subscriptions!

Need help using  
QuickBooks?

Go to:

www.AccountingForBusinessesOnline.com
Richard Torian

An AIIP member

http://www.bjorner.info
mailto:bjorner@earthlink.net
http://www.nksinfoservices.com
http://www.profound.com/Default.aspx?AspxAutoDetectCookieSupport=1.
http://www.accountingforbusinessesonline.com
mailto:profound4aiip%40marketresearch.com?subject=AIIP%20September%20Newsletter
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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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■ bulding blocks of pricing

Price is where your investment 
in training, marketing, and risk 

meets its moment of truth.  If you 
are providing a sound service while 
delivering what your clients ask for 
(and a little bit more), then pricing 
is the next most important tool to 
surviving as an entrepreneur.

At this year’s AIIP conference in 
Cleveland, this article’s authors 
moderated a “tips” session on pricing. 
The discussion was framed around a 
handout we called “Building Blocks 
of Pricing” (click here for a copy). 

In order to be fairly rewarded for 
your services, you must convey to 

your clients that you are an expert 
in the service you offer. Self-
confidence, some boldness in 
suggesting solutions for the problem 
presented, and a trust-generating 
persona set the stage for getting 
a fair return for your efforts. These 
and the reputation that you build 
for delivering work that exceeds 
expectations will be your most 
valuable assets in price-setting.

The building blocks also include 
flexibility.  In some situations, all 
the guidelines for pricing go out 
the window. We have bid low to 
get a first project from a client long 
pursued—and we have successfully 
bid high when we knew with 
certainty that the report we could 
deliver would be superior to an 
alternative. 

Two of the “blocks” at the heart of 
the process are Per Hour Pricing and 
Project Pricing. Let’s explore these.

Per Hour Pricing.  It is likely that 
many of us started our business 
based on Per Hour Pricing. Our first 
client might have been a former 
colleague who understood how we 
worked and trusted us to account 
fairly for our time. Perhaps we still 

use Per Hour Pricing with clients 
who pay us on retainer or through 
a deposit account against which we 
give a monthly accounting of usage

With Per Hour Pricing, there is usually 
some expectation of how much 
time is enough or perhaps an upper 
limit for invoicing, but in any case, 
at the end of the month (or when 
the project is completed) the client 
gets an invoice for X hours @ $X per 
hour, plus expenses. This is pure cost 
based pricing, and is relatively simple 
to apply and carries less risk for you. 
However, unless you are working 
within an agreed-upon range or have 
a top limit, the risk for your client is 
greater. You can earn a living working 
under project pricing, but you will 
benefit less from efficiencies of scale 
or accumulated expertise.

As challenging as our client projects might be to execute, 

there’s not much that any of us do that is more difficult or 

more important than getting the price right.   

Cynthia Lesky, Threshold Information Inc.  
and Susan Berkman, Research-Ability 

Building Blocks of Pricing

Susan Berkman

Cynthia Lesky

http://threshinfo.com/documents/PricingSmartChart.pdf
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Project Pricing is always riskier for you because you 
will have to estimate and tell the client in advance what 
the cost will be.  And then, with some rare exceptions, 
you will have to keep your word to bill the agreed-upon 
amount. On the other hand, project pricing affords you 
the opportunity to financially benefit from efficiencies, 
economies, expertise, and dumb luck.

Service pricing of any kind – whether for consulting or 
research or plumbing – defies dependable forecasting.  We 
don’t know how much time something will take, what empty 
mine shafts we will end up exploring before hitting the 
mother lode, or worse, whether we will ever be able to deliver 
what the client requires.  Nevertheless, with firm project 
pricing, an experienced consultant or researcher may be able 
to leverage his or her accumulated wisdom, experience, and 
skill to accomplish more in less time invested.  If one quotes 
$X and the client approves that price, you will be charging $X 
or close to it, whether the project takes Y hours or 3 times Y 
hours. Project pricing will be particularly profitable if you are 
working in a subject domain in which you are expert or if you 
provide similar services repeatedly. 

Variants on Project Pricing. Some independents offer 
a “not to exceed” price.  In practice, we’ve found that is 

usually interpreted as a 
firm price, and rightly so. 
There is always something 
else that can be done 
to improve a search or 
the presentation of a 
deliverable, right up to the 
ceiling price. 

Naming a price range may 
be soothing to some clients. 
“Research on community 
sustainability consultants 
will cost between $1,200 
and $1,600.” Why don’t we 
just say it will cost $1,600? 
Well, for some clients we 
would. But for others we 
may intuit that they will be 
able to say “yes” more easily 
with a price range, as long as 
it’s not too wide a range.

Another method is to offer several options in deliverables—
the Basic Bronze to the Platinum level package—each 
with specific services. These tiers might range from a basic 
literature and Internet search with no analysis to a fully 
analyzed report with accompanying PowerPoint.  

Sometimes the nature of the work is such that there are 
too many uncontrollable factors to name a fixed price. For 
instance, if every additional citation of a journal article is 
going to cost something out of pocket, it may be necessary 
to suggest a surprisingly broad range for a technical 
literature search. “This search for research on nutrients lost 
in vegetable processing will cost at least $1,000 but not 
more than $1,500, depending on the amount of literature 
found.”  (And some info pros would actually conduct the 
search first and then give a firm quote.)

These attempts to soften the price blow may be most 
necessary on the lower end of the cost scale, where the 
clients have smaller budgets. We would not price a market 
study of organic pesticides at $18,000 to $20,000. We’d 
name a firm a number. 

Learn to say “no.  If your client or prospect does not 
understand the value you are bringing to the table and 
tries to negotiate you out of profitability, be prepared to 
walk away or to draw the line on what you will do.

One of us (Berkman) once quoted a price for some 
“industry insights” so that the client could decide where 
he could grow their business. He approved half of the 
budget. There were about 15 different industries. We 
figured the client would get the most value from some 
useful information on all of the industries rather than a lot 
of information on a few. When the client got the results, he 
was very pleased and asked how much “time” he had left 
on the project. The answer, of course, was: “None.  When 
the budget was cut in half, these are the results I was able 
to attain for you.”  He got it. His company was able to make 
some strategic decisions based on the information. Did 
they think they got short-changed? No. In fact they’ve 
come back twice on different projects.

But this is so confusing!  There is no single recipe for 
right pricing and winning agreement from your clients. 
However, some of the common ingredients to successful 
pricing are:



13  AIIP Connections Volume 24 |  No. 3 |  September 2010 

■ bulding blocks of pricing

• Keep good records of project costs (time and 
expenses) and adjust accordingly when quoting 
on similar projects.  (See Jane John’s recent project 
management Webinar, Keeping Projects on Time and 
Under Budget for excellent advice on this.)   

• Incorporate a realistic multiplier to cover your 
overhead – including proposal preparation – and 
for profit.  

• Consider what the client’s expectations are 
likely to be. A sales executive in a medium-
sized manufacturing firm may have different 
expectations for costs than will a director of 
marketing in a large brand-oriented corporation.

• Aggressively manage projects, whether you are 
the principal worker or contractors are involved. 
Aggressive project management means setting daily 
(or even hourly) targets for progress, carefully tracking 
time spent, applying mental discipline to keep 
the focus of effort where it is most productive and 
adjusting strategies when the wheels start spinning.

In theory, with accumulated learning about setting 
and managing client expectations, knowing your 
own stumbling blocks, and experience in producing 
deliverables, you will be able to raise the relative number 
of projects which you can bill profitably.  

Value-pricing?  The above discussion assumes that we are 
doing cost-based pricing. An alternative to cost-based 
pricing is value-based pricing. Value-based pricing starts 
with the assumption that it is possible to determine the 
approximate value of the service – how much financial benefit 
the customer will derive from your work.  If anyone among 
us is starting more from value than from cost in determining 
prices, we would love to read about your experiences. 

There are always variations: retainers, deposit accounts, 
flat fees for certain types of work, subscription pricing, and 
more. What works for you? And just as importantly, what 
works for your clients? 

The end result—and another building block—is 
delightful results—the key to being in business and to 
getting repeat business.  ■

Plunkett Research, Ltd. 
When you need accurate, timely, innovative information

™

™

► Better User Interface
► Better Industry Data
► Better Tools
► Better Prices

Get your 60 day trial to 
Plunkett Research Online  !

Starting September 1st, 2010, AIIP members will 
have access to a 60 day trial of our online 
information database.  Take advantage of this 
powerful information source and get familiar with 
incredible tools like: Build-A-Report and 
MyResearchAccount.

For more information, contact us:
Ph: 713-932-0000
E-mail: customersupport@plunkettresearch.com

-www.plunkettresearch.com-

http://www.aiip.org/Resources/Documents/webinar-2010-05-19-john-projects.pdf
http://www.aiip.org/Resources/Documents/webinar-2010-05-19-john-projects.pdf
mailto:etrevino%40hoovers.com?subject=AIIP%20September%20Newsletter
http://www.plunkettresearch.com


14  AIIP Connections Volume 24 |  No. 3 |  September 2010 

■ Mentoring Tips

Strategies & Tips
for Successful Mentoring

When I was an employee I was 
often working outside of my 

comfort zone, learning new things 
just in time to actually do them. One 
of my early mentors was a former 
go-go dancer turned politician. She 
told me anyone could call a press 
conference and guided me through 
the basic steps. It worked. Another 
mentor was a public relations 
professional who told me anyone 
could handle an interview on 
television. She said know your topic, 
smile, look into the camera and say 
what you want to say no matter what 
you are asked. It worked. 

As a mentee I have seen that the 
teacher or mentor does appear just 
in time. But what has the mentor 
done to be prepared? How do you 
know when you are ready to assume 
the responsibility of mentoring 
another independent information 
pro? Where can you find help in 
making that decision? 

The best preparation for someone 
who would like to be a mentor is to 

have had a rewarding experience 
being mentored. Modeling your 
behavior on your mentor’s could 
help you in your first attempt at 
mentoring. What if you would like to 
volunteer to be a mentor in the AIIP 
program and yet have never had a 
mentor yourself? You may not have 
had a former go-go dancer help with 
your career, but you had people who 
helped you along the way. Thinking 
about the ways they encouraged 
you, educated you, provided 
guidance and coaching will help you 
develop your own mentoring skills.

Within the framework of the AIIP 
mentoring program, there are few 
formal requirements.  A prospective 
mentor must be a full, retired, or 
emeritus member, have been in 
business for at least three years, and 
be willing to make a commitment to 
a mentee to have regular contact for 
12 months. It is helpful to know that 
being a mentor is not really difficult 
or time consuming. If you meet the 
requirement for the longevity of your 

business and are willing to make a 
commitment, you will most likely be 
an excellent mentor.

Requests for assistance through 
the AIIP mentoring program 
typically include one or two of the 
following topics: getting clients, 
setting fees and writing proposals, 
marketing, creating a business 
plan, using technology for business 
and for research, and coaching or 
encouragement. With experience 
operating a successful business, you 
will be able to provide support in 
these areas or know how to direct 
your mentee to the information 
needed. You may still have questions 

Sharon Nottingham

“When the student is ready, the teacher 
appears.”  This Buddhist proverb has proven 
true in my own life repeatedly. 

By Sharon Nottingham, Principal, Nottingham Information Services
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about the process of mentoring and what a mentor 
actually does.

Mentoring Committee Chair Michele Bate and I have 
developed resources to help answer such questions. On the 
AIIP website there are links to the Mentoring FAQ and the 
Mentoring Toolkit. The FAQ provides brief answers to the 
most common questions that both mentors and mentees 
have. Among the questions answered are what process is 
followed by the committee, where to find help, and how to 
approach the most common mentoring problems.

The AIIP website link for Find a Mentor/Be a Mentor  
(www.aiip.org/MentorProgram ) serves as a gateway 
to additional resources. The Toolkit provides more in-
depth information about how the AIIP program works, 
the mentoring process, and a methodology which offers 
structured guidance throughout the process. The Toolkit 
also contains tools for mentors and mentees to use. Some 
of the specific tools are:

• Mentoring partnership accountability checklist

• Strategies and considerations for initial    
conversations

• Streamlined mentoring partnership agreement 
templates

• Resources for additional assistance.

The Mentoring Committee has worked to improve an 
already excellent benefit of membership by responding 
to suggestions from current and former mentors and 
mentees. We have improved the application form to 
elicit additional information from prospective mentors 
to better match them with an experienced mentor. We 
have established a feedback process to keep in touch 
during the 12-month period of mentoring and to provide 
assurance that there is help available during the year. We 
have provided additional support to mentors and mentees 
through the AIIP website and email communication.

What qualities do good mentors possess? AIIP members 
shared their thoughts during a webinar earlier this year. 
Eiko Shaul, principal of Shaul InfoResearch, said having 
a sense of humor, being creative, and able to think on 
your feet. Mary Ellen Bates, principal and founder of 
Bates Information Services, added not being attached 
to the results as a mentor. Marcy Phelps, president of 
Phelps Research, said being a good listener and having 

communication skills to enable getting your message 
across.  It is no surprise that these are many of the same 
skills that lead to success as an independent information 
professional. 

What is surprising is how many mentors tell us that they 
benefit from the mentoring experience at least as much 
as a mentee does. Mentors also report that the experience 
became a learning opportunity for them as they had to keep 
on their toes, re-examine their own business operations 
and brush up on aspects of business to have effective 
discussions with mentees. In addition, mentors have a sense 
of accomplishment in helping AIIP meet organizational goals 
and in helping another independent information professional 
start a business or expand their reach into new areas.

Now that you are thinking about participating in an AIIP 
mentoring partnership, you might find helpful the “10 
Strategies for Mentoring Success,” adapted from the work 
of Dr. Lois Zachary, President, Leadership Development 
Services, LLC,  ( www.centerformentoringexcellence.
com ), and one of my own mentors. It is available as the 
first tool in the Toolkit for Mentors. 

Here are Dr. Zachary’s suggestions for an effective 
mentoring relationship adapted for the AIIP mentoring 
program:













• 
• 
• 
• 
• 












http://www.aiip.org/MentorProgram
http://www.centerformentoringexcellence.com
http://www.centerformentoringexcellence.com
http://www.lindarink.com
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1. Review information available to you to get to know 
your mentee.

2. Set ground rules such as beginning and ending 
on time, mutual confidentiality, and degree of 
participation by both partners.

3. Keep focused on achieving goals and not just day-
to-day challenges.

4. Follow through on commitments.

5. Be open to learning and new approaches.

6. Periodically reflect on what you and your mentee 
are learning.

7. Hold your mentee accountable for his/her growth 
and development.

8. Provide regular feedback; seek and welcome 
feedback from your mentee.

9. Expect to make mid-course correction.

10. Bring closure and acknowledge the relationship.

From application to closure and feedback in between, 
there is support on the AIIP website to assist both mentors 
and mentees in having a successful mentoring experience.

Mentoring is such a popular benefit of membership 
that there is almost always a list of prospective mentees 
waiting to be matched with a mentor. Prospective 
mentees must be prepared to wait for up to three months 
even though they are energized and ready to begin a new 
business or expand an existing information pro business 
into a new area.  

After you have been guided in building a successful 
business by a mentor or others, you could acknowledge 
your gratitude by becoming a mentor yourself. From 
application to closure and feedback in between, there is 
support available to assist both mentors and mentees in 
having a successful and mutually rewarding mentoring 
experience.

“When the student is ready, the teacher appears.”  Is 
someone ready for you?  ■

Sharon Nottingham serves on the AIIP Mentoring Committee and 
is the founder and principal of Nottingham Information Services, a 
firm based in Delray Beach FL, specializing in research, writing, and 
editing to make words work for your business. You can reach her at 
Sharon@nottinghaminformationservices.com.

http://www.alacrastore.com
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April, 2008 probably wasn’t the 
best time to begin thinking 

about launching an independent 
information endeavor, but it certainly 
wasn’t the best time to job hunt in 
my geographic market either.  In 
June 2008, right before heading out 
to Seattle for the Special Libraries 
Association annual conference, I 
launched my blog at http://www.
answermaven.com.

Launching my blog wasn’t the first 
step in starting my own business, but 
it was an important marketing step 
for me.  There were a lot of things 
that happened very quickly prior to 
the launch and it’s been a fun climb 
as I strive forward in this business.

It was interesting to have my friends 
and family rally around me as I began 
toying with the idea of trying to 
earn a living as an independent.  To 
my advantage, I already had a great 
mentor and an ideal client before I 
officially launched.  This network is 
invaluable as I continue the climb.

Since June of 2008 I’ve done a few one-
time jobs, made several mistakes and 
added a handful of repeat clients to my 
roster.  I’ve also tweaked my marketing 
plan, met goals and missed milestones.  
I always have a list of things to do and 
I’m always thrilled to have to postpone 
those things for client work.

I know most of you probably know 
this from your own experience and 
it’s probably cliché to say, but I have 
never worked harder nor enjoyed 
anything more.  So, as I am in the 
final stages of my second year of 
work as the Answer Maven, I have 
hit some goals, tweaked my plans 
and found my desired niche.  I’m no 
where near where I need to be – or 
planned to be in terms of client 
base – but I’m getting there one 
proposal, one handshake, and one 
presentation at a time.  

Even better than having met some 
planned milestones, is to come upon 
a milestone that wasn’t planned 
for…it’s like suddenly, cresting a hill 
and having a nice plateau to walk 
before beginning the next part of the 
climb.  I’m thrilled to have recently 
completed my first published book: 
Next-Generation Corporate Libraries 
and Information Services published 
by the Ark Group.  It seemed to be a 
significant step forward this early in 
my IIP career, and I have truly enjoyed 
the demands and challenges thrust 
upon me with the opportunity.

Late in 2009, I, along with Stephen E. 
Arnold and several others, launched 
a networking group for women- 
and minority-owned businesses in 
the Louisville, Kentucky area.  The 

It’s a Long Way to the Top
and the climb is the best par t 

By Constance Ard, Answer Maven

■ Long Way to the Top

http://www.answermaven.com
http://www.answermaven.com
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group has held two events already and a third is planned 
for February, 2010.  It is such an encouraging thing to 
plan and prepare for our Seed 2020 events and watch 
our concept of providing an encouraging and sharing 
environment to solve business problems for this important 
sector come to fruition.

Thus, after 18 months of operating as the Answer Maven, 
it is encouraging to take a long hard evaluative look at my 
business.  I’ve accomplished some good things:

✓ Trademarked Answer Maven

✓ Landed first BIG solo project after a year of working 
on it and waiting for funding

✓ Ran focus groups and served as project manager 
for two big projects

✓ Wrote a book.

I continue to develop my technical knowledge and 
management skills as I advise clients on how to improve 
their own products and processes.  My marketing 
opportunities arrive in unexpected ways, and I continue to 
slowly add clients who want research projects conducted.  
In short, I have no regrets about choosing this new career 
path as an independent information consultant.  

In April, 2009, I presented at the Kentucky Library Association 
and KY Chapter of SLA Joint Spring Conference on the topic 
of career change.  Preparing for the presentation illustrated 
many of the things I have learned along the way:

✓ Change is difficult and a network of supporters, 
mentors, and business advisors is critical.

✓ Client satisfaction is more important than writing 
your business plan out.

✓ Business and marketing goals are good to have 
because evaluation is crucial to measuring success 
and moving toward that success.

✓ Networking is CRITICAL.

✓ Work hard and manage your time efficiently.

✓ Mistakes will be made but they only cause long-
lasting problems if you don’t learn from them.

So now that I have nearly two years under my belt, my 
supporters are unsurprised to hear me say that I won’t go 

back.  I loved being a law librarian but I always strived for 
more challenges; law firm structure limits the number and 
timing of new challenges.  As an Independent Information 
Professional, every project – and sometimes every day of a 
project – is a new challenge.

The satisfaction is often immediate.  How many times do you 
get to brainstorm with a brilliant set of colleagues for five 
minutes on ideas to save a company and then pack up and go 
for a ride in a really big, really sharp, gas guzzling convertible in 
perfect summer weather when you work 9 to 5?  

I look forward to every new challenge, every new client, and 
my future as a successful IIP.  I’ve made the commitment to 
this career path, because in August, 2009, I unsubscribed 
from all of my job announcement/match feeds.  It’s a 
long way to the top but I must say, I’m enjoying the climb 
tremendously and already the view is incredible.  ■

Constance Ard serves on the AIIP Membership Committee and 
is founder and principal of Answer Maven, a consulting services 
company based in Louisville KY.  Answer Maven specializes in social 
media, content and project management.  You can reach her at 
answermaven@gmail.com.

http://www.theseed2020.com/
mailto:answermaven%40gmail.com?subject=AIIP%20September%20Newsletter
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When using Dialog, Factiva, and 
LexisNexis (historically known 

as the Big Three in the traditional 
online industry), the cost of fulltext 
articles is commonly less than when 
purchasing through a document 
delivery company.  However, not 
all journals are available in fulltext.  
In fact, most sci-tech-med (STM) 
databases---available especially from 
Dialog but also from LexisNexis---
consist of abstracts or bibliographic 
citations only. Some business 
databases are a hybrid with a mix 
of formats.  As an aside, what’s 
available or not in fulltext depends 
on whether publishers/copyright 
owners license their publications 
to aggregators; thousands of 

journals are not available online 
in fulltext.  Fulltext Sources Online 
(FSO) from Information Today, Inc. is 
an excellent means for identifying 
which of 30 aggregators and content 
providers offer some 46,000 fulltext 
newspapers, journals, magazines, 
newsletters, and transcripts.  (www.
fso-online.com) 

Of the Big Three, Dialog is the only 
aggregator that offers a program 
for ordering multiple copies; it’s 
called Dialog ERA (Electronic 
Redistribution and Archiving) 
Service.  For a complete description 
of this service and how to use it, 
see http://support.dialog.com/
searchaids/era/.  That said, providing 

fulltext articles from your AIIP Factiva 
account may be the least expensive 
source since search fees are waived 
and Full AIIP members receive a 
20% discount (bringing the cost per 
article to $2.45).  

The One Use Rule 
Fulltext articles from the Big Three 
using your AIIP accounts follow the 
“one use” rule of thumb.  That is, you 
can retrieve the article for one use but 
if your client requires more than one 
copy, you would need to retrieve extra 
copies at added costs.  Alternatively, 
you could inform clients about directly 
contacting the copyright holder for 
permission to distribute additional 
copies.  Some may give permission 

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

The Big Three, Document  
Retrieval, and Copyright Questions

Amelia Kassel, MarketingBase 

Coach’s Corner

http://www.fso-online.com
http://www.fso-online.com
http://support.dialog.com/searchaids/era/
http://support.dialog.com/searchaids/era/
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whereas others may have policies that 
require fees to cover royalties.  

Ordering from Publishers 
or Document Retrieval 
Companies 
When articles are not available from 
an aggregator, per article charges 
can range from $30 to $40 from key 
STM publishers such as Elsevier’s 
ScienceDirect  (www.sciencedirect.
com ) if on a pay-as-you basis. 
Volume accounts pay less per article.  
Document delivery companies may 
charge $15 to $20 (their fee) plus the 
royalty required by copyright owners, 
which varies from copyright holder 
to copyright holder.  Some fees are 
as low as 50 cents per article, others 
more than $50.  Small-circulation 
journals, those with esoteric subject 
matter, and science publishers are 
often at the high end.  There may 
be shipping, administrative charges, 
or rush fees although many items 
are readily available in PDF format 

for one flat fee.  It’s worth noting 
that a new AIIP vendor, Reprints 
Desk, was recently added to the list 
of AIIP Industry Affiliates.  AIIP Full 
Members receive discount pricing 
on document delivery although the 
sometimes-hefty royalty fees can 
drive costs up.

At times, I advise clients about how to 
obtain articles on their own because of 
the sometimes-strict terms related to 
commercial use.  I prefer to take myself 
out of the loop.  Alternatively, I may opt 
to use a document delivery company 
because the copyright fees are covered 
and the individual terms required by 
publishers that prohibit commercial 
use can be avoided.  In those situations, 
I charge my clients a handling fee.

CCC (Copyright Clearance 
Center)
You can also use the CCC (Copyright 
Clearance Center http://www.
copyright.com) to pay copyright 
fees on a transaction (one-off) basis 

as needed.  If you make a copy at a 
library or find an article on the Web 
that requires a royalty, you can pay 
via the CCC if the item is in their 
system.  If you plan on heavier usage, 
the CCC offers a discount to AIIP 
members.  

When not certain about whether 
a royalty is required, conventional 
wisdom dictates asking the 
copyright holder.

For questions and comments, 
contact Amelia Kassel 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.  Contact:   
amelia@marketingbase.com, 
www.marketingbase.com

http://www.sciencedirect.com
http://www.sciencedirect.com
http://www.copyright.com/
http://www.copyright.com/
mailto:amelia@marketingbase.com
mailto:amelia@marketingbase.com
mailto:amelia@marketingbase.com
http://www.marketingbase.com
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A recent discussion on AIIP-L 
about “one-pagers” sparked 

some interesting thoughts about 
how to create this particular 
marketing piece. The question 
was asked by Tatiana Voloshina of 
Checkmark Information Services, 
LLC (www.checkmarkinfo.
com) and elicited a number of 
recommendations, which Tatiana 
subsequently summarized on-
list. Visit the AIIP-L archives in the 
Members’ area of the AIIP website for 
all of the related messages.

It got me thinking, though, about 
specific aspects of a one-pager that 
weren’t necessarily brought out or 
could be expanded.

Focus on Pain Points
You’re selling a product (which is 
likely a service). So, make sure you 
know what your prospect needs. 
Knowing the pain points that he or 
she had and how you can solve those 
problems will enable you to create 
a targeted list of what you can offer 

Andrea C. Carrero

Word
Wise

that person. Bulleted lists are one of 
the best ways to convey information 
without using a lot of text to 
accomplish the mission.

Less Can Be More
This may be somewhat controversial, 
but in a one-pager, less is likely to be 
more. Create bullet lists and short 
paragraphs that speak directly to 
the benefits you offer. You should 
make the one-pager a “scan-able” 
document—meaning it can be 
read in only seconds. If you write 
too much text, you will lose your 
audience quickly—a cardinal sin in 
marketing!

More Than One Flavor
Keep various versions of your one-
pager, if applicable. If you serve similar 
clients but in different industries, the 
pain points may not be exactly the 
same or there may be pain points 
that are industry specific. Create a 
general-purpose one-pager, take that 
and then target the language to a 

specific industry. For example, when 
I work for clients in high technology, I 
use language that is familiar to them 
and hits the pain points of the target 
prospects who will buy my services. 
I may have the same pain points (or 
similar ones) when I sell marketing 
services to small business owners, 
but the language will be different—
certainly less technical and more 
business oriented.

Call to Action
At the end of your one-pager, don’t 
forget to include a well-rounded 
call to action and detailed contact 
information. Here’s where you invite 
your reader to do things such as:

✓  Visit your website for more 
detail.

✓ Email or call you for more 
information.

✓ Sign up for your newsletter.

✓ Highlight your blog or 
availability of free articles.

✓ Read testimonials of happy 
clients.

How to Create an Effective One-Pager
Andrea C. Carrero, Word Technologies Inc.

file:///Volumes/CJ/Clients%20CJ/AIIP/2010%20Newsletters/September%202010%20Newsletter/Text/www.checkmarkinfo.com 
file:///Volumes/CJ/Clients%20CJ/AIIP/2010%20Newsletters/September%202010%20Newsletter/Text/www.checkmarkinfo.com 
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Make sure you include:

✓ Your name.

✓ Your business name (yes, 
again).

✓ Your website address.

✓ Your email address.

✓ Your phone number(s): 
land line, cell phone, Skype 
number, fax number, etc.

✓ Your blog name.

✓ Your address.

✓ Your LinkedIn page, your 
AIIP member directory 
profile, any other profiles that 
provide professional and/or 
educational expertise.

Packaging
The last thing you will want to think 
about are the packaging and delivery 
methods of your one-pager. There 
are numerous programs (such as 
Microsoft Word and Publisher) that 
offer templates you can use to create 
your one-pager. Taking advantage 
of those tools will help you get off 
the ground quickly. You should also 
consider at some point in time hiring 
a professional to create a design that 
works in concert with your website 
design so the look and feel of this 
document echoes the brand image 
of your business. 

As for delivery, make sure you have 
your one-pager available on your 
website (even if it is a hidden link) in 
PDF form so that anyone can read it 
without needing specialized software 

(such as Microsoft Publisher). You 
can always send your PDF one-pager 
by email, when requested, but you 
also have the ability to combine two 
marketing efforts when you post your 
one-pager on your website and then 
simply send a link to it to your prospect. 
Point out that once they download 
the one-pager they can check out the 
rest of your site (such as testimonials, 
etc.). This will help you to expand your 
marketing reach to the prospect.  ■

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.

http://www.wordtex.com/
http://www.blackinkmarketing.net/
http://www.blackinkmarketing.net/
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Building & Running a Successful 
Research Business, 2nd edition

By Mary Ellen Bates. 2010. 
Information Today, Inc.

Reviewed by Cindy Shamel, Shamel 
Information Services

Let’s begin with a bit of basic logic. A 
reader of Connections strives to run 
a successful information business. 
Successful information business 
owners read informative, helpful 
books such as Building & Running 
a Successful Research Business. 
Therefore, a Connections reader 
will also read Building & Running a 
Successful Research Business.

Whether your business is well 
established or still on the drawing 
boards; whether you deliver research 

Book Reviews
or another information product or 
service, this book delivers value. 
Author Mary Ellen Bates has drawn 
on nearly 20 years of experience 
as an independent information 
professional (IIP) along with insights 
from friends and colleagues together 
having 130+ years as IIPs. With good 
humor and real life examples, Mary 
Ellen addresses common questions, 
situations, and concerns that arise for 
the IIP. Should you already own the 
first edition of this title, rest assured 
that the second edition offers plenty 
of new information.  As Amelia Kassel 
points out in the Foreword, since the 
first edition was published in 2003 
“a staggering explosion of content, 
sources, and tools have become 
available” and “today there are even 
more business choices than ever.” 
No matter what background an 
individual brings to the business, this 
book illuminates the business and 
information skills required to succeed.

The book has four main sections: 
Getting Started, Running 
the Business, Marketing, and 
Researching. While every small 
business has challenges, many 
issues are unique to the IIP. Any AIIP 
member who has ever volunteered in 
the AIIP exhibit booth, participated 
in a First Year Panel webinar, or seen 
the “new business owner questions” 

on AIIP-L will recognize the standard 
concerns.  “How do I get clients?” “Isn’t 
it lonely working at home alone?” 
“Do I need business insurance?” “How 
do you get access to the specialized 
databases?” “What should I charge for 
my services?”  No doubt you’ve had 
these questions yourself or you’ve 
heard them from others. Thus, while 
the bookshelves contain plenty of 
useful resources for consultants and 
small business owners, Building & 
Running a Successful Research Business 
most specifically meets the needs 
of information business owners. 
Since publisher Information Today, 
Inc. offers the Table of Contents 
online, we need not reproduce it 
here. Following you will find some 
highlights and a sampling of the 
value delivered in this book.

Section One: Getting Started 
Chapter 4 – Are You a Potential 
Independent Info Pro? is a very 
interesting chapter.  Here Mary 
Ellen enumerates the people, 
entrepreneurial, business, and 
information skills required to 
succeed. Chapter 4 includes a 
“Checklist of Key Independent 
Info Pro Skills.” Some IIP skills listed 
include the ability to deal with a wide 
range of personalities, basic money-
management skills, and a drive to 
succeed and to make the business 
grow. The drive mentioned here 
also represents a useful mindset or 
attitude toward business. As recently 
discussed on AIIP-L, not having a 
“Plan B” may be one key to success. 
Mary Ellen has been heard to say, 
“failure is not an option.” Going into 
business with the notion that if this 
doesn’t work I can always get a “real 
job,” may be a prelude to failure.
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Section Two: Running the Business 
/ Chapter 15 – Setting Rates and 
Fees provides essential insights into 
the all-important question of pricing. 
While acknowledging the art and 
science of price-setting, Mary Ellen 
provides an extremely useful formula 
for determining an hourly rate. This 
alone may be worth the price of 
the book, and it can serve new and 
established IIPs as a reality check for 
marketable rates. 

Section Two also includes advice 
on managing clients. I have seen 
independent consultants take 
telephone calls and answer e-mails 
from clients on evenings and 
weekends, giving the impression that 
they are available any time of the day 
or night. This hardly seems sustainable.  

Managing expectations is an 
important part of business success 
and Chapter 13 – Managing Your 
Clients gives 20 pages of solid, 
practical advice. While only 10 pages, 
Chapter 17 – Ethics and Legalities 
may be one of the book’s most 
important chapters. As individuals 
and small business owners, we trade 
on our good name and reputation. 
Mary Ellen points out that “risk-
taking in legal or ethical matters is 
just foolish,” and “it is far easier to 
maintain a good reputation than 
it is to repair a bad one.”  Be sure to 
examine page 243 with “Top Tips for 
Remaining Lawsuit-Free.”

When I discuss the info-entrepreneur 
option with prospective business 
owners, concern over sales and 
marketing seems to come up most 
often. “I’m too shy.”  “I’m an introvert.”  
“I could never make the sales pitch.” 
Indeed such issues may paralyze 

some people; however, Mary Ellen 
provides a number of workable 
marketing options that play to each 
individual’s strengths.  In some 
respects this gets back to the key 
skills discussed in Chapter 4. With 
a drive to succeed and to make the 
business grow, it seems possible to 
develop a marketing plan that works 
for your personality type and skill set. 

Section Three: Marketing has 
advice for all info-entrepreneurs, 
regardless of experience or tenure 
in business.  Mary Ellen manages to 
make this sometimes scary part of 
running a business sound almost 
fun. Chapter 22 – Your Marketing 
Plan gets to the heart of the matter 
with 22 Ways to Kick-Start Your 
Marketing.  If you can’t find at least 
three things on this list to tackle right 
away, then you’re just not trying. An 
important addition to this second 
edition includes application of social 
media marketing options.  If you fear 
that Twitter, Facebook, or LinkedIn 
do not offer the gravitas that you 
seek in your business persona, you 
may reconsider after learning how to 
convey your image using these tools.

Section Four: Researching addresses 
the details of specialized databases, 
internet searching, telephone research, 
public records research, and value-
added deliverables. Personally, I 
have a passion for the value of the 
deliverable, since that can clearly 
differentiate the info pro from the 
competition. Including visuals, analysis, 
and summaries in the final report adds 
value that can lead to repeat business 
and increased profits. No matter what 
kind of service you offer, Chapter 37 
– Deliverables, provides practical tips 
for demonstrating your value to your 
clients. Look to Chapter 38 – Other 
Services You Can Offer to help broaden 
your business options. While this book 
focuses on research, this chapter covers 
other products or services, including 
training, webinars, outsourced library 
services, and consulting.

Having read this far I’m sure you 
understand the value of Building 
& Running a Successful Research 
Business to the IIP, and most likely 
you have reached the logical 
conclusion that as a Connections 
reader you also want to read  
this book. ■

Sharon Nottingham and Mary Ellen Bates
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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 

mailto:e.shaul@sympatico.ca

