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The June issue of 
AIIP Connections is 

devoted to the recent AIIP 
Conference in Vancouver, 
Washington.

With thanks to our roving 
reporters, we have reports 
from every session 
presented at the Conference, 

bringing together the ideas and tips shared by the Conference 
presenters, and the “A ha!” moments gleaned by their audience.

In this issue, we profile Bob Harris, the 2011 Myra T. Grenier 
award winner.  Our spotlight on committee volunteers is on 
the work of Susan Wald Berkman, in her role as the Marketing 
Conference Co-ordinator for the AIIP Conference.

We have some recent changes to the AIIP Connections team.  
After ten years, Eiko Shaul, our long serving Advertising 
Director, recently handed over the role to Karen Klein, Fulcrum 
Information Resources.   Eiko has been a wonderful support to 
the vendors, members, and editors.  

This is my last issue as Editor of AIIP Connections. I am delighted 
that Joann Wleklinski is taking on the role of Editor.  Joann is a 
former Editor of AIIP Connections, and I know she is very excited 
to be returning to a role that she loves.

It has been a pleasure to serve as the Editor.  A role made a lot 
easier due to the wonderful AIIP Connections team of Eiko Shaul, 
Karen Kein, Joann Wleklinski, Robbie Marks, Andrew Youngkin, 
Barbara Pilvin, Vikki Bell, Melanie Noviss, Amelia Kassel, Andrea 
Carrero, Darlene Swanson, Ellen Naylor, and former AIIP 
Presidents Marcy Phelps and Marge King. 

Each issue, I have looked forward to reading the articles, 
columns, and reviews that have come in from our members, and 
I thank all of our writers, readers, and advertisers.

Finally, hearty congratulations to Jan Davis for winning the AIIP 
Connections Writer’s Award for her article “Elance, friend or foe?” 
which was judged the best article for 2010, and published in the 
Jan-March 2010 issue.

I hope you enjoy reading the June issue of AIIP Connections.

Heather Carine,  Editor, AIIP Connections
ConnectionsEditor@aiip.org
Adelaide, South Australia
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■ President’s Message
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Welcome . . .
to the June 2010 issue of AIIP Connections.

This is my first contribution to AIIP 
Connections in the role of AIIP 

President. I’m excited to be taking on the 
task of working with our association’s 
Board and Committees in the coming 
year. To that end, I’d like to begin by 
highlighting some recent important 
events. In the last quarter, the Board 
achieved a great deal in such a short 
period of time, which will have a positive 
affect on the association for the next 
quarter century.

In our meetings, the Board spent 
a record number of hours mincing 
through the budget to find reasonable 
equations to keep it in the black, while 
growing AIIP in a stiff economy. I’m 
happy to say this task was achieved 
without sacrifice to the Association. 
In fact, the Board has opted to utilize 
technology in place of face-to-face 
meetings for at least one session during 
the coming year, which will save a 
considerable amount of expense. 

Also, after months of hard work on the 
part of Marge King, Betty Story, Connie 
Clem, and the Membership committee, 
we now have an automatic membership 
renewal process for those who wish 
to break their membership cost into 
monthly payments. The new process will 

hopefully reduce the burden of a single 
expense into a more budget-friendly 
item for many.

We also engaged the services of a 
professional association strategist, 
and invited Bud Crouch of Tecker 
Consultants to work with the Board in 
creating a strategy for our next five to 
30 years. Different than an operational 
plan, Crouch’s recommendation is 
to focus more on our expectations, 
growth predictions, and oversight for 
maintenance and growth. In a very 
focused meeting, we worked through 
several specific issues and came away 
with a strong sense of what we want to 
accomplish as the current AIIP Board and 
what we want to pass onto future AIIP 
Boards. The process is ongoing and I’ll 
be reporting more on it in the future, but 
I, as President, now have a true sense of 
purpose and goal-oriented strategy for 
our membership.

While the Board was tangling with the 
future, our Committee Chairs were 
wrangling the present. What better 
time than our Annual Conference to say 
thank you. Congrats to Linda Rink of 
Rink Consulting on receiving the Marilyn 
Levine President’s Award, to Marcy 
Phelps of Phelps Research who received 

the Sue Rugge Memorial Award, and to 
Jan Davis of JT Research for receiving 
the AIIP Connections Writer’s Award. 
There were other awards, which are 
covered elsewhere in this issue. Congrats 
to you all. These three particular 
recipients embody the principles of AIIP 
membership in their selfless giving-back 
to an association that benefits from their 
tireless work. Thank you.

Also a big thank you to the entire 
Conference committee for a fabulous 
event in a beautiful location packed with 
amazing material and great networking 
opportunities. My own business, 
and that of the Board’s, is adapting 
principles and tactics we learned from an 
excellent array of teachers we’ve had the 
opportunity to learn from.

Finally, much thanks to Marge King for 
her leadership this past year. She inspires 
each of us to pick up the mantle. And 
a double thanks to outgoing board 
members Loretta Shaw and Marcy 
Phelps. You have each contributed 
greatly and left us in good shape to 
continue on.

Cynthia Hetherington
The Hetherington Group



http://www.dialog.com/proquestdialog


Marge King, President (right) with  President’s Award winner, Linda Rink

Vada Repta (left) presents Marcy Phelps with the 

Sue Rugge Memorial Award

to the following AIIP 2011 Award Winners!

Marilyn Levine President’s Award  — Linda Rink 
The AIIP President’s Award is given in recognition of any  
person or institution which has demonstrated  
extraordinary support of the Objectives of  
the Association.

    

Sue Rugge Memorial Award —Marcy Phelps
The award consists of a $500 cash stipend awarded to a Full  
member of AIIP who has significantly helped another  
member through formal or informal mentoring.

    

Roger Summit Conference  
Sponsorship — Judy Koren 
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 —Robert Harris
This award offers a $600 stipend to enable a new or aspiring  
independent information professional to attend the AIIP Annual Conference.

    

AIIP Connections Writer’s Award — Jan Davis
A $350 travel award for the Annual Conference is given to the writer of the best 
original article published in AIIP Connections each year. Awarded to Jan Davis for her 
article “Elance, friend or foe?”
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■ Spotlight on Members

Veda Repta & Bob Harris

Member Spotlight:  
Bob Harris

Thank you!
Not spoken in that ritual, good-manners 
way. Rather, I mean thank you, magnified. 
To single out any one workshop at the 
2011 AIIP annual conference would be an 
injustice to all the presenters and crew 
who crafted this smooth-running and 
high-quality conference.

After just four days I felt integrated 
and accepted into the community, 
strengthened that I can do this. Almost 
immediately I recognized that AIIP is a 
collection of colleagues, not competitors. 
Most everyone has found ways to make 
their own pieces out of the information pie. 
Clearly, our field isn’t saturated. With more 
and more information coming from the 
abundance of tools and resources brought 
about by the muscle of the information 
technology industry, the Internet, and all 
things digital, we’re needed to collaborate 
about what information means and how it 
can be applied.

a speed-dating kind of way. Nevertheless, 
plenty of background was pollinated. 
Would any first-timers disagree that it felt 
like we hit the Lotto prize? AIIP across-
the-board went extra miles to integrate 
first-timers and new members. Thank you, 
too, to Bland O’Connor and Melanie Talley 
for logistics unlimited.

The Vancouver Hilton supplied first-
rate accommodations and good eats. 
Vendors, thank you for bringing us 
up-to-date and supporting AIIP with 
your presence. Solidifying existing 
relationships and forging new ones help 
us all. We thank the AIIP member who 
subsidized headshot photos; this writer, 
who is not especially photogenic, was 
pleasantly atisfied with the outcome. 
And all conference long, every event was 
photo journalistically captured by AIIP 
member Mark Goldstein.

One-fifth of our membership attended 
AIIP 2011. YIIP! Let’s improve on that. Come 
to 2012 and see what’s in store for you.  ■

My big takeaways were discourse on 
optimizing the value of our time and 
talents, and monetizing intangibles. 
CPA/banker John McQuaig spoke 
illuminatingly on value pricing. It appears 
that we IIPs have room to run. Let’s hope 
that topic stays front and center.

Book publisher Information Today 
whetted our appetites for acquiring and 
absorbing knowledge with established 
titles and fresh offerings. For me, the 
fun of research lies in the discovery and 
the expanding of horizons for others 
and myself, and I take a lot of direction 
from reading. So it was welcoming to 
hear the speakers mention their own 
writings, and the writing of others, that 
hadn’t yet reached my radar. Some titles 
and authors that came to light include 
Ron Baker (The Professional’s Guide To 
Value Pricing, and Pricing On Purpose: 
Creating and Capturing Value); Alan Weiss 
(Value-Based Fees); John Jantsch (Duct 
Tape Marketing and The Referral Engine); 
and The Communications Catalyst 
recommended by Cindy Romaine. David 
Meerman Scott, self-admitted recovering 
VP Marketing, stimulated attendees 
with his talk on how businesses are 
implementing new strategies to reach 
buyers. Several books on that topic bear 
his author imprimatur.

AIIP 2011 came with role models-a-plenty. 
The Tips On The Terrace, Poster Session, 
and Roundtable Discussions events 
fostered connection and camaraderie in 

Information Construction Group 

AIIP’s Myra T. Grenier Award Winner for 2011
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■ Spotlight on Committee Volunteers

If you attended the annual AIIP 
conference this year--or in previous 

years—you would have noticed 
some or all of the following: vendor 
training before the conference kicks 
off, advertising in your conference bag, 
an exhibit hall with businesses sharing 
their products and services, and various 
sponsored events and door prizes 
sprinkled throughout the conference. 
It is the responsibility of the Marketing 
Coordinator for the conference to make 
sure all of that happens.

My journey for this position started on 
a bus ride to the Indian Pueblo Cultural 
Center for the Gala Dinner (now the 
Awards Dinner) at the 2009 annual 
AIIP conference in Albuquerque, New 
Mexico—where I was a first-timer. 
Jocelyn Sheppard, the conference 
coordinator, sat next to me on the 
ride over and we started talking about 
business and my background (I was 
the Research Director for a marketing 
company before becoming an IIP). And 
then she popped the question, “Do you 
want to be the Marketing Coordinator 
for the conference next year?” After a 
brief description of what was entailed, I 
thought it would be a great opportunity 

Conference Marketing Coordinator—What’s That?

to volunteer. I asked, “Why me?” Jocelyn 
responded, “Because I think you have the 
cahoonies to make this work!” Who could 
say “no” to that?

Linda Rink and her Vendor Relations 
committee’s list of AIIP partners and 
affiliates was a great starting place 
to seek out vendors to participate at 
our conference. These companies are 
already familiar with the association and 
who we are. The conference provides 
them with a chance to meet members 
face-to-face and to teach us about 
new products and services. Additional 
marketing opportunities are part of 
the benefits for Platinum, Gold, Silver 
and Bronze sponsors. One of the best 
places to prospect for new vendors is at 
the Exhibit Hall of the Special Libraries 
Association annual conference. Several 
hundred vendors attend and I walk the 
aisles introducing myself to the vendors 
and sharing our “Benefits at a Glance” 
handout for corporate sponsors. And, 
of course, there are the members of 
AIIP themselves who support many of 
the specialty sponsorships we develop 
every year—such as general sessions, 
coffee and dessert at the Awards Dinner, 
and others—and advertising support 
through badges, lanyards and brochures. 
This year, our own Mary Ellen Bates 
promoted her coaching business as a 
Bronze sponsor. 

One of the fun parts of the conference 
is hearing your name called as 
the winner of a door prize. Heidi 
Longaberger headed that up for this 
year’s conference (with Mark Goldstein 
as announcer) and will be taking over 
the Marketing Coordinator title for next 

year’s conference. Others helped with 
local marketing (Anna Shallenberger) 
and local information for the next 
conference (Marydee Ojala). Marge King, 
along with the AIIP Board, conference 
co-coordinators Ulla de Stricker and 
Connie Crosby, plus Bland O’Conner 
and Melanie Talley from the AIIP office 
were invaluable with many behind-the-
scenes tasks such as approvals, room 
assignments, AV and much more.

This year we raised almost $18,000 in 
sponsorships, advertising and exhibitors. 
These monies help defray the costs of 
the conference for those who attend. The 
generosity and value that these sponsors 
add to our education, skill sets, and 
bottom lines are greatly appreciated. 
Please support these vendors and 
sponsors throughout the year as they 
have kindly supported us.  ■

Susan Wald Berkman, Research-Ability

Susan Wald Berkman, Conference Marketing Coordinator

Susan Wald Berkman
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■ Conference Highlights

Sari de La Motte is an expert in the art 
of non-verbal communication. In her 

workshops and coaching sessions, one 
of Sari’s key tenets is that “breathing is 
the key to success.”

Sari’s keynote address centered round 
the importance of exhaling both 
literally and figuratively, as a way to 
control stress. People tend to hold their 
breath under stress, which activates 
the sympathetic nervous system and 
results in a “fight or flight” reaction. Deep 
breathing (inhaling/exhaling) on the 
other hand, leads to relaxation.

In what became the theme-tune of the 
talk, Sari contrasted the “dog” personality 
(compliant) with the “cat” personality 
(dominant, control-freak). This shows 
itself in voice-patterns which we all use 
but don’t usually notice: 

• “Dog”: the voice used for building 
relationships: its pitch varies up and 
down throughout the sentence and 
rises at its end.

• “Cat”: the voice used for dictating 
outcomes: its pitch is flat and 

it goes down at the end of the 
sentence.

From here she moved to the causes of 
stress, which she defined as surprise, 
attempts to control, and attachment.

Surprise is caused by pre-expectations 
of how things will or should go, or how 
people will behave, which we adopt in 
order to feel in control.

Control: We create stress for ourselves by 
trying to control the situation. You can’t 
control others.

Attachment: we become very attached 
to certain outcomes, and since we can’t 
control the world, this just leads to stress.

This led to a set of suggestions for 
coping with business life, scattered 
throughout the talk:

• You have to expel the bad stuff 
(exhale) in order to get the good 
(inhale). So decide what’s important 
to you and what you want to do. 
Don’t accept work that isn’t good 
for you. And give the “busywork” to 
assistants, virtual or other.

• How you say something (“cat” or 
“dog” tone) affects the outcome 
more than the words you use. To 
get interaction and co-operation, 
use the relational (“dog”) voice 
pattern.

• Don’t pigeon-hole people. Observe, 
and adapt to, how the person 
you’re interacting with is behaving 
right now. 

• Ask “what are the options available” 
rather than being attached to a 

preconceived outcome that might 
not be realistic.

• When someone is annoying you, 
you’re probably breathing wrong! 
Think “how am I breathing?” – 
exhale and calm down! This will 
have the added effect of calming 
down the other person too.

Let go of Surprise, Control and 
Attachment, was Sari’s message – in 
order to stay calm and clear. Only when 
you can do that, can you access your 
knowledge and training and be the best 
you can be. ■ 

Learn more about NonVerbal solutions at 
http://nonverbalsolutions.com .

The Power of The exhale
Speaker:  Sari de la Motte, CEO of Non-Verbal Solutions

Reporter:  Judy Koren, ResearchWise Associates

Sari de la Motte

http://nonverbalsolutions.com
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■ Conference Highlights

John McQuaig, the CEO of Washington 
based McQuaig & Welk, PLLC, plus 

a CMC, a CPA, and a mountain climber 
(Kilimanjaro and Rainier, to name two), 
got the attention of 2011 AIIP conference 
attendees with his informative 
presentation on service pricing. A topic 
that information professionals re-visit 
often, John provided some valuable 
service-pricing insight from his 30 years 
of entrepreneurial experience.

John began by outlining the various 
methods of charging fees, including 
hourly, fixed fee, value billing and 
contingency billing. John is a proponent 
of the value billing method, which circles 
back to the idea that “You are What you 
Charge For,” borrowing a quote by futurist 
George Gilder. Think of service pricing 
as charging for one’s intellectual capital, 
or one’s body of knowledge, rather than 
for a tangible thing. John included some 
illustrative examples around this concept: 
Nike does not sell or manufacture shoes; 
Nike sells and markets their design ideas. 
Microsoft does not simply produce 
software; they are valued for their 
technological intelligence. 

John’s presentation went on to highlight 
the progression of economic value, 
and how that applies to the consultant. 
John emphasized what people really 

want to buy, which is not necessarily a 
commoditized product, but rather good 
feelings, convenience, and solutions to 
problems. Therefore, if one charges for 
stuff, then one is selling a commodity. 
If one thinks of his or her service as a 
tangible good, then one is in the goods 
business. If one charges for activities that 
are executed, then one is in the service 
business. Stuff has no intellectual value, 
and goods are limited in that capacity. 
But a service is intangible and can rise to 
the level of a memorable experience or 
an effectual transformation. 

In discussing the hourly rate method 
of charging fees, John emphasized that 
the customer does not buy hours, so 
consultants should not sell time. He went 
on to explain that defining one’s work 
by an hourly rate encourages limited 
expectations from the client as well as 
the market’s acceptance of the work. 

However, John indicated that there 
certainly are types of projects or clients 
that demand hourly rates. In those 
situations, John suggested getting 
a bead on the project budget ahead 
of time and then designing one’s 
services around that information. Try 
to communicate one’s unique core 
differentiators and then target real 
concerns, frustrations, and desires. 

From a practical standpoint, John 
highlighted some questions that a 
consultant can ask when presented with an 
opportunity – questions aimed at isolating 
the true problem that will need the 
consultant’s intellectual capital to resolve.

John wrapped up his presentation with 
some examples of fixed price terms and 
negotiation tactics. He included in his 
handout packet a useful set of pricing 
strategies for information professionals, 
as well as a detailed example of a fixed 
pricing agreement. ■ 

Learn more about McQuaig & Welk, 
PLLC at http://www.mcqw.com/. John 
has also authored a book on business 
insights entitled ”Parallel Peaks,” www.
parallelpeaks.com/author.html. 

Price Your Services for 
Consulting Success 

Speaker: John McQuaig, McQuaig & Welk, PLLC

Reporter:   Heidi Longaberger, Longaberger Information Works

John McQuaig

http://www.mcqw.com/
http://www.parallelpeaks.com/author.html
http://www.parallelpeaks.com/author.html
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■ Conference Highlights

Mary Ellen also emphasized that 
marketing should be based on 

fulfilling clients’ value requirements. 
Therefore, it is imperative that 
information professionals understand 
clients’ needs. Achieve this by engaging 
with your clients and prospective clients. 
Engaging will involve listening as well 
as conversing with your clients and 
prospects. Therefore, it is important that 
you reach out and contact your clients 
regularly. 

The purpose of the conversations, Mary 
Ellen said, is not to make the “hard 
sell” but to understand any current 
or ongoing interests and concerns of 

Marketing 
for lazy people
Speaker: Mary Ellen Bates, Bates Information Services
Reporter:  Michael Haynes, 2Excell Consulting

your clients as well as further develop 
a relationship with them. This may 
also involve sending them information 
on their current areas of interest. By 
engaging with your clients in this 
manner, Mary Ellen believes you can 
identify what they value and therefore 
build your business based on product 
and service offerings that meet your 
customers’ requirements. This will also 
ensure that you are able to set prices 
based on the full value of the services 
you provide.

Mary Ellen made some suggestions 
regarding key components and 
considerations for an info pro’s successful 
marketing plan:

1. Goal Oriented
The marketing plan should identify 
three primary goals. Each of these goals 
should be specific and quantifiable, 
and be applicable for a specified time 
period. (Each goal identified should 
further have its own specific steps as 
well.) Some suggested goals included 
a number of new clients, an amount 
of revenue earned, and a number of 
activities executed, such as speaking 
engagements or articles written.

2. Multiple Marketing Tactics
A variety of marketing tactics should 
be employed as part of an info pro’s 
marketing program. Suggested tactics 
included articles, newsletters, blogs, 
networking (including use of social 
media), and referrals.

Mary Ellen stressed that you should use 
tactics that will “stretch” you slightly and 
yet not cause you a great deal of anxiety 
or stress. Also, it is important that you give 
100 percent effort when implementing 
the tactics. Hence, it may prove to be 
useful to focus on a fewer number of 
marketing tactics. Once your tactics 
have been implemented, you must also 
allow sufficient time for them to take 
effect – which in many cases can be six 
months to nine months or more. After 
that specified period, you must evaluate 
the results of your tactics against your 
measurable goals, then determine which 
ones are working and which tactics need 
to be modified or eliminated from your 
marketing program.

Above all, Mary Ellen emphasized, you 
should be sure to celebrate the wins and 
most of all, have fun!  ■ 

Mary Ellen Bates

In her session at the 2011 AIIP conference, information professional 
guru and coach Mary Ellen Bates advised that information professionals 
should use marketing techniques that are easy, cost effective, and will 
have maximum impact in building their business.



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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The three panelists for this session 
demonstrated how to use LinkedIn, 

blogging, and Twitter to position 
ourselves as thought leaders, expand 
our networks, and improve the way 
infopreneurs advance not only their 
businesses, but those of their clients. 

Scott Brown suggested that many small 
businesses avoid social media because 
it’s “vaguely frightening,” not productive 
enough to be successful, and too labor 
intensive to properly utilize. Sounds like 
a business opportunity! 

Recognizing that many AIIPers have 
already connected on LinkedIn, Scott 
Brown focused on how to improve our 
LinkedIn presence.

• Status updates.  Use these to share 
and demonstrate expertise through 
your awareness.

• Publications.  Insert links to your 
articles.

• Applications.  Use SlideShare, 
Word Press, groups, certifications, 
languages, reading lists, languages, 
and events.

• Specialty groups.  Share your 
expertise, find clients’ pain points, 
connect and discuss with others in 
your industry.

• Company pages.  Detail the 
products and services offered for 
each domain name. Find experts, 
use for primary research, and 
interview material.

Using Social Media to Move
    Your Business Forward

Reporter:  Debbie Wynot,  
Library Consultants

Presenters:  Scott Brown, Social Information Group, Ellen Naylor, The Business 
Intelligence Source and Lark Birdsong, Birdsong Information Services

Ellen Naylor, competition detective 
and chief blogger, handed out tips to 
improve our blogs and sites to peruse for 
form and writing material.

• Duct Tape Marketing. Free weekly 
newsletter, podcasts, news.  http://
ducttapemarketing.com/

• Social Media Examiner.  Weekly 
news about what’s hot in 
social media.  http://www.
socialmediaexaminer.com/

• Blog tips.

• Offer updates on industries, 
read and comment on other 
blogs, build off news, decide on 
an angle.

• Use a good design, images, 
infographics, and videos.

• Offer RSS, create evergreen 
content, experiment and re-
evaluate frequently. 

• Put up an “about” page to help 
readers know what’s behind the 
blog.  

• Use good tags to place your 
blog on the first page of Google 
search results.

• View metrics on when and how 
often to blog at http://www.
hubspot.com/webinars/science-
of-timing-thanks.

Lark Birdsong “got naked” with a case 
study of how to use Twitter with a client.  
She had the future vision to snag Twitter 
handles for Naked Pizza’s venture into 

Denver before the company did.  Lark 
became their social media consultant 
for that expansion, but as she quickly 
learned, “naked” is not the easiest single 
word to tweet about!  Lark suggested:

• Search, monitor, analyze and 
communicate with potential clients.

• Use HootSuite to analyze and 
communicate.

• Use Tweepi to reciprocate.

• Use hashtags to organize.

• Drive your tweets back to your 
primary digital property.

• Use content and marketing as the 
purpose of your tweets.

• Quality information with quality 
insights equals a quality brand.  ■ 

Lark Birdsong

http://www.socialmediaexaminer.com/
http://www.socialmediaexaminer.com/
http://www.hubspot.com/webinars/science-of-timing-thanks
http://www.hubspot.com/webinars/science-of-timing-thanks
http://www.hubspot.com/webinars/science-of-timing-thanks
http://www.hubspot.com/webinars/science-of-timing-thanks
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At the 2011 AIIP conference, Cindy 
Romaine, owner of Romainiacs 

Intelligent Research and current Special 
Libraries Association (SLA) president, 
presented on the topic of being Future 
Ready. Cindy discussed the development 
of Future Ready, its recommended areas 
of focus, and how it will help information 
professionals.

The Future Ready initiative was developed 
in response to five trends affecting the 
information industry: globalization, 
distressed economies, disintermediation, 
disruptive technologies, and competition. 

The disruptive technology trend has 
been particularly challenging to our 
industry, since its effects have been 
multiplied by shifts in the economy. 
Cindy noted that in today’s world, 
ebooks now compete with print books. 
Wikipedia competes with traditional print 
encyclopedias. Tablet computers and 
smart phones change how users access 
books and other information. Managing 
information becomes more challenging 
as users become creators of information. 

Cindy added that a sixth trend—an 
increasing pace of change—also affects 
information professionals. She expects 
that we will see more change in the next 

Future Ready
Speaker: Cindy Romaine, Romainiacs Intelligent Research

Reporter:   Alison Brown

five years than has been seen in the 
last fifty. Cindy stressed that there is a 
positive side to all this change, for with 
change comes opportunity.

Cindy provided examples of the 
challenges people face today that 
could provide us with new business 
opportunities. She shared that Newsweek 
recently reported on how a deluge of 
information paralyzes our ability to 
make decisions. According to Cindy, this 
should inspire info pros to find ways to 
provide information that we could not do 
before. Are there new opportunities to 
organize information? She emphasized 
that we info pros must adapt our services 
to be future ready. We must be “flexible, 
adaptable, and resilient” and keep the 
dialog focused on future opportunities, 
not where we have been.

The Future Ready initiative recommends 
four areas we can focus on to be 
prepared for new opportunities: 
collaboration, alignment, adaptable 
skills, and community.

Cindy feels that collaboration is not just 
about teamwork. It is a way of people 
intersecting to do something  
new and increasing access  
to information.  

Alignment with our customers is needed. 
Cindy said that we can use the language 
and values of the community we serve 
to help create alignment. Adaptable 
skills are necessary to respond to 
opportunities that may exist in the future. 
Adaptable skills can help information 
professionals be resilient. Community 
builds strength in a group and helps us 
figure out how to survive and adapt.

By focusing on these four areas, Cindy 
believes that information professionals 
will be able to manage the pace of change 
and the new opportunities that will arise 
from the trends reshaping the industry.

Note: AIIP members were invited to join in 
the Future Ready conversation and write a 
blog post at FutureReady365.sla.org/.

 Cindy Romaine

http://futureready365.sla.org/
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It’s a mark of the importance and 
prestige of the Roger Summit Award 

that this year’s honoree traveled 33 
hours (without much sleep) to receive 
it at the 2011 AIIP conference. David 
Meerman Scott flew from Australia, 
arriving in time to get in one good 
night’s sleep before wowing the AIIP 
audience with his talk on real-time 
marketing and PR. Oh, and before 
heading off to bed, he took time to 
sign his book, Real-Time Marketing and 
PR: How Instantly Engage Your Market, 
Connect with Customer, and Create 
Products that Grow Your Business Now.

David began his talk by telling us he’s a 
“recovering” vice president of marketing, 
having worked for several information 
companies including Knight Ridder, 
NewsEdge, and Thomson. Now he’s a 
full-time speaker and consultant. He told 
several stories to demonstrate the power 

Real-Time Marketing & PR
Roger Summit Award Lecture

of real-time marketing and gave us his 
considered thoughts on where we could 
grow our own businesses.

David understands the essence of 
small businesses. One of his talk’s most 
interesting examples was the Boston 
dentist whose annual revenues shot to 
$1 million from $150,000 through her 
astute use of a blog and promotion of 
an ebook she wrote. To achieve similar 
success, David advised us to unlearn 
what we’ve learned. “Scale and media 
buying power are no longer a decisive 
advantage. Speed and agility bring 
competitive advantage, not size.”

He recently contacted Fortune 100 
companies to ask about their use 
of social media. Only 28 percent 
responded—and an astounding 11 
percent couldn’t be reached through 
the web at all. The full account is on 

David’s blog (www.webinknow.com). 
Companies are just beginning to realize 
the power of real-time information. He 
cited The Gap’s adoption of a new logo: 
when panned on social media sites, The 
Gap reverted to its original logo. When 
big companies don’t understand how 
to use real-time, social information, it’s a 
huge opportunity for smaller companies. 
We just have to stop being fearful.

“Nobody cares about your products but 
you,” he claimed. Using the Grateful Dead 
as an example, David told us how to 
build a cult-like following. You can even 
sell things you get for free. He offered us 
four guidelines to grow our businesses: 

1. Appoint a chief real-time officer:  
It’s you. 

2. Develop real-time guidelines. 

3. Implement real-time systems, such 
as news and commentary, the 
social web, and analytics. 

4. Develop a real-time mindset. Be 
the change agent for clients. “Act 
now,” he said, “before the window 
of opportunity vanishes.”

Thinking about AIIP, David suggested we 
add corporate marketing departments 
to our client lists. “They need what you 
do,” he exhorted us. It’s not just the 
research; it’s our writing skills as well. 
He thinks marketing departments can’t 
communicate well and rely too much on 
gobbledygook corporate-speak. 

His bottom line: Don’t just talk about social 
media; use the real-time environment to 
your advantage. Lose the fear, stop making 
excuses, and be successful.  ■ 

Speaker: David Meerman Scott
Reporter:  Marydee Ojala, Online Magazine

David Meerman Scott
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In her presentation at the 2011 AIIP 
conference, Cynthia Hetherington 

combined practical advice with some 
well-chosen anecdotes about mistakes 
she’s made over the past 20 years. It was 
clear that she has learned from these 
mistakes and that she has moved on 
from them – in a big way.

With tongue only partly in cheek, 
Cynthia told her audience that “greed 
and narcissism are good” – at least when 
thinking about how to price and market 
our products and services.

Master the Three Key Strategies for Growing Your Business

“Narcissism” is shorthand for the self-
regard and the self-confidence that we all 
need in order to succeed. Cynthia pointed 
out that there’s a reason we thought 
we had the skills, experience, and 
temperament to make it as independent 
information professionals, right? In that 
case, we need to remember to project 
confidence and determination in all of 
our business dealings. At the same time, 
Cynthia cautioned against marketing 
ourselves as experts in too many areas—a 
sure way, she said, to cause prospective 
clients to doubt our abilities. Instead, we 
need to focus on what makes each of us 
unique as info pros.

“Greed” is the reaction we may 
have when we fully calculate 
the value of what we do. 

Like John McQuaig (see 
“Price Your Services for 

Consulting Success” 
in this issue), Cynthia 
encouraged her 

audience to move 
from a cost-based 

pricing model to a value-
based model. She further 
noted that professional 

activities such as writing 
or speaking ought to be 
bringing in revenue—and not 
just good will and publicity. 
If it is indeed the case that 
workshop presenters typically 
charge $3,000–$5,000 per 

day, then now is a good time to figure 
out how to begin to charge accordingly 
for your own workshops. Cynthia now 
charges $95 per year for her data2know.
com newsletter—and her circulation  
has grown.

Mistakes? Cynthia cheerfully admits 
she’s made them. She’s had to overcome 
poor logo design, bad hair (it was the 
1980s, after all), and a failure to fully 
exploit marketing and advertising 
opportunities. She has not always hired 
well, or dealt with problem employees 
quickly enough. These days she travels a 
great deal and is responsible for making 
a payroll for three full-time employees. 
It’s hard work, but she clearly loves it.

To sum up Cynthia’s message: be 
confident, be loyal to yourself and to 
your clients, serve your clients well, 
always push to earn what you’re worth, 
and don’t beat yourself up when the 
inevitable mistakes happen.  ■ 

Self-Promotion Is Not a Dirty Word: 

Cynthia Hetherington

Speaker:  Cynthia Hetherington, Hetherington Group • Reporter:  Jocelyn Sheppard, Red House Consulting
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■ Conference Update

Linda Rink has been an active AIIP 
member for eight years. She has 

been on both sides of the desk – writing 
proposals as an IIP, and writing requests for 
proposals from the contracting side. She 
has experience interviewing consultants, 
negotiating and awarding contracts, and 
evaluating the deliverable and rehiring 
decisions. As a result, she knows a winning 
proposal when she sees it.

At her 2011 AIIP conference session, 
Linda gave attendees ten tips for writing 
winning proposals: 

1. Keep the client’s perspective in 
mind. Clients want someone to 
solve their problems and to make 
them look good. 

2. Restate the project’s objectives. 
Doing so brings clarity to you, and 
also reassures the client that you 
understand what the project is about. 

3. Be concise. Put the rationale up 
front; most clients don’t have the 

How To Write  
A Winning Proposal

Speaker: Linda Rink, Rink Consulting
Reporter: by Scott Brown, Social Information Group

time or the patience to read a 
multi-page proposal. 

4. Use simple, clear language. 
Get to the point, without using 
industry/technical jargon or being 
pompous. If you can’t write a clear 
proposal, what will you do with the 
deliverables? 

5. Don’t give away too much. Give 
potential clients as much as they  
need to know, and no more. When 
you give away too much in the 
proposal, you are doing pro bono 
work, for if you don’t win the contract, 
with the information you’ve given 
away in your proposal your client can 
either do the project in-house and/or 
give it to your competition. 

6. Deliverables are important. Ask 
in what format your client would 
like the deliverables, and with how 
much detail. 

7. Clearly state assumptions. Take 
the lead in spelling out the details 
of the work and the assumptions of 
it on your end. 

8. Spell out what is in the budget, 
and what is not. If you state a total 

price, spell out what is included in 
that price, and what is not. 

9. Tell the client what YOU need: 
information, resources, critical 
dates. This helps protect you. If you 
are going to be dependent on the 
client for certain things to complete 
the project, you need to be explicit 
about this. 

10. Tell the client in the proposal  
why you are the best choice. Do 
not assume the client knows why. 
Keep in mind that people other 
than the client may be reviewing 
your proposal – and those people 
may not know you. Your proposal 
should reflect the rationale of why 
you are uniquely qualified to win 
that contract. 

On the logistical side, Linda suggested 
developing your own template/format 
for proposals, and having at the ready an 
Excel spread sheet that you can quickly 
populate for estimating costs, and an up-
to-date bio and project list. These kinds 
of templates will save you some time, 
but also be prepared to tweak each per 
proposal as necessary.  ■ 

Linda Rink
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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.













• 
• 
• 
• 
• 












A Practical Approach to Finding
Local Business and Market

Information on the Web!
Even in a global economy, busi-
nesses need targeted, localized
information about customers,
companies, and industries. But as
skilled searchers know, adding
the element of geography to any
research project creates new
challenges.

With Research on Main Street,
you'll learn expert techniques 
and strategies for approaching 
location-specific research, includ-
ing advice on how to tap local
sources for in-depth information
about business and economic
conditions, issues, and outlooks.
In addition to sharing her own

well-honed expertise, author Marcy Phelps incorporates a wealth of
advice throughout from her fellow business researchers.

280 pages/softbound/ISBN 978-0-91965-88-0              $29.95

For more information or to order, visit www.infotoday.com

Main Street Ad_c.1  3/31/11  4:56 PM  Page 1

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.nksinfoservices.com
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http://www.infotoday.com
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18  AIIP Connections Volume 25 |  No. 2 |  June 2011 

■ Conference Highlights

During the Cha Cha Cha sessions, 
we learned how our speakers 

have been flexible in positioning 
their businesses during this recession. 
Following their presentations, we 
separated into smaller groups and 
brainstormed in more detail with each of 
our presenters:  Jan Davis of JT Research, 
Constance Ard of Answer Maven, Connie 
Crosby of Crosby Group Consulting and 
Kathy Mills of Factix Research.

Before the recession, Jan had built up a 
good business. Her primary customers 
were CPAs and her focus was litigation 
support---especially for divorce, gift and 
estate valuation. As competition crept 
into Jan’s sweet spot and the recession 
hit, she worked her way into a part-time 
job with Business Valuation Resources 
(BVR), a Portland-based publisher of a 
weekly newsletter with a distribution 
of 40,000. They valued her writing 
and interviewing skills as well as her 

numerous 
industry 
connections. 
Jan invited 
clients to 
write articles 
for BVR’s 
publications 

Is It Time to Renovate Your Business?

Presenters:  Connie Crosby, Crosby Group Consulting, Constance Ard, Answer Maven Solutions, Kathy Mills, Factix Research and  
Jan Davis, JT Research • Reporter:  Ellen Naylor, Business Intelligence Source

which brought them new life. She sold 
50 copies of her Best Business Websites 
for Business Appraisers through the 
newsletter. BVR pays her well, including 
benefits, and she enjoys going to many 
industry conferences that she would 
otherwise not attend. 

Constance built her business using her 
law library experience and connections 
to develop an electronic discovery model 
where strategic partners do the information 
management piece. She is excited to 
work with corporate clients (rather than 
lawyers) and reached them through joining 
Rainmakers, a B-to-B networking group for 
small businesses. She is the expert social 
media networker in the group, giving and 
getting business through this arrangement. 
Last, she is building “Erika’s Bitches” to 
bring smart women together with diverse 
backgrounds from around the globe. This 
allows her to connect with people outside 
of her industry.

Connie built awareness of her business 
through organizing conferences and meet-
up groups (despite being very shy at the 
outset). She co-organized our 2011 AIIP 
Conference with Ulla de Stricker.  Connie 
started this strategy as a law librarian 
manager in 2003 when she organized a 
law library conference. Her most famous is 

Unconference Podcamp Toronto that she 
helped organize with Chris Brogan and 
Christopher Penn. This has been incredibly 
successful, growing from 250 in 2006 to 
1,000 in 2011. She appeared on national TV 
around this program which really helped 
elevate her profile. Connie hooked up with 
Martin Cleaver and Stephanie Barnes and 
started the Toronto-based Knowledge 
Workers meet-up group, which has grown 
to 450 members in just 2 years!

Kathy’s first business was mailing list 
acquisition research for advertising and 
marketing firms. Over time she grew 
tired of the mailing list business and 
abandoned it in favor of secondary 
research. When the recession hit, her 
largest client was shut down by their 
parent company. The research business 
floundered, and when a mailing list 
research project came along, she 
happily took the work and realized 
she needed to add this back to her 
mix. She marketed to these customers 
through mailers, trade shows and her 
blog. Her most effective marketing was 
personalized emails.  She connected 
with layoff victims who she found 
through LinkedIn. She helped some of 
them find jobs which has resulted in 
loyal customers in new industries.   ■ 

Jan Davis
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■ Value of Intuition

Reporter:  Linda Stacy

After Sunday morning’s Ch Ch Ch 
Changes panel, the remaining 

attendees participated in Round Table 
discussions.  Topics were consistent 
with panel themes, and in fact, were 
facilitated by corresponding panellists, 
as described under the headings below.

Many ‘Aha’s and key learnings were 
gleaned from these lively chats.

Running a Professional MeetUp – 
Connie Clem
Topic Description: “Learn how to build 
your profile and your network using this 
social networking application…”

Aha’s and Key Learnings:
• Use MeetUp for research -> for local 

Intelligence gathering or to find 
individuals with certain interests/
knowledge/skill sets/experiences 
within a specific geographic area.

• Administrative considerations: 

• If money involved, consider 
incorporating as non-profit

• Promote MeetUp by posting to 
appropriate websites, LinkedIn 
Groups

Partnering with Professional 
of Complementary Skill Set – 
Contance Ard
Topic Description: “With your colleagues, 
brainstorm ways to engage with 
professionals of differing expertise in 
order to broaden your portfolio and 
increase your bottom line.”

Aha’s and Key Learnings:
• Find local and extended network to 

increase visibility, client base, suite 
of offerings, and confidence 

• Build network via local AIIP/SLA 
groups; local alumni groups;  
local LinkenIn groups; social 
engagements

• Use network to identify strategic 
partners to  fill in expertise gaps 

• By design, partnerships provide 
winning opportunities for all 
parties 

Recognizing Pain Points –  
Kathy Mills
Topic Description: “Kathy was able to 
evaluate how her full suite of expertise 
could be maximized to serve areas of 
need for her clients… In this session, 
explore how you and your colleagues 
might make the same adjustments 

to maximize offerings and client 
satisfaction.”

Aha’s and Key Learnings:
• Use pain points of best clients to 

identify new projects/clients with 
the same challenges

• Beyond the reference interview, use 
survey or other creative collection 
techniques to identify pain points 

An aside from this discussion – Members 
find using InMail (via the mid-tier 
membership level of LinkenIn) an 
effective way to find industry experts…

Part-Time Employment – Jan Davis
Topic Description: “Explore the 
advantages of committing to an 
employer – through good times and bad.”

Aha’s and Key Learnings:
Part-time work:
• Can result in additional skills to add 

to your resume/CV

• Might be better seen as an 
additional stream of revenue

• Can serve as a vehicle for 
marketing; finding clients; finding/
building upon new niche.    ■ 

Round table
WRap Up
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■ Coach’s Corner

I have a few favorite sources and 
techniques for staying up-to-date 

on information industry trends.  Two 
sources I find extremely useful and 
read regularly are VIP LiveWire http://
web.vivavip.com/forum/LiveWire/ and 
ITI NewsLink http://www.infotoday.
com/NewsLink/. Both are free and 
chalk full of key news about vendors 
and new technology.  

VIP LiveWire is a product of FreePint, 
the wonderful UK-based organization 
founded by Will (William) Hann in 1997.  
FreePint offers a suite of products useful 
to information professionals including 
discussion groups, articles with insights, 
and more.  For the complete FreePint 
family see http://web.freepint.com/go/
family/#quick.  VIP LiveWire is daily and 
covers “commentary on emerging news 
stories of interest to premium content 
users, vendors and industry insiders.”  

More than just press releases and 
advertisements, a lively group of 
industry journalists (themselves 
information professionals), evaluate 
and provide opinions about important 
products and services info pros use. 
You’ll even find several of our esteemed 
AIIP colleagues writing for VIP LiveWire.  

Examples of recent stories by AIIP 
members are Twitter that TweetDeck by 
Joanna Ptolemy http://www.vivavip.
com/go/e32231, ZoomInfo Community 
Content: Brilliant or Creepy? by Scott 
Brown, http://www.vivavip.com/go/
e32222, and STM Search, Business 
Contacts, a VIP Editorial by yours truly  
http://www.vivavip.com/go/e32220.  
AIIP members Jan Knight and Penny 
Crossland also contribute timely insights 
about new industry products and 
services. You can subscribe to an RSS 
feed (see RSS tips below) at http://web.
vivavip.com/forum/LiveWire/ or use 

tracker software (I use Copernic Tracker) 
or Web page change detection software 
such as those described by AIIP member 
Karen Blakeman http://www.rba.co.uk/
sources/monitor.htm

ITI NewsLink is semi-weekly and emailed 
on Mondays and Thursday.  It’s geared 
to “both users and producers of 
information products and services who 
need to do their jobs as effectively as 
possible.”  Each section provides current 
coverage of news, articles, events, and 
book reviews pertinent to the library and 
information industries.  Paula J. Hane, 
veteran information industry journalist, 
pens original feature stories. The 
NewsBreaks section keeps you current on 
the latest industry happenings, provides 
additional features, and links to ITI’s 
collection of journal articles.

While on the topic of valuable industry 
sources, two more favorite and free  ITI 

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

Free Sources for Staying Up-to-Date 
on Information Industry Trends

Amelia Kassel, MarketingBase 
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■ Coach’s Corner

sources come to mind:  BestBizWeb Enewsletter http://www.
bestbizweb.com/ and KMWorld Newslinks http://www.kmworld.
com/Newsletters/.  BestBizWeb is a monthly review of the “best 
business research sites”.  

KMWorld Newslinks delivers updates on Tuesday and Thursday 
morning about the field of KM along with articles, opinion 
columns, and pointers to the best KM sites. For a complete list of 
ITI e-newsletters see http://www.infotoday.com/enews/default.

shtml.  Also have a look at other ITI publications such as ONLINE 
Magazine and Searcher http://www.infotoday.com/periodicals.
shtml, just two that are important for research pros. Selected 
articles are free at the website or you can purchase single items 
on a pay-as-you-go basis.  Both ITI and FreePint offer discounts 
to AIIP members.  See  http://www.aiip.org/IndustryPartners and 
http://www.aiip.org/IndustryAffiliates#freepint.

Tips for Using RSS Feeds 
For Internet Explorer users, there’s an option for sending RSS 
feeds straight to Outlook, a method I prefer for reading my 
feeds. Other feed readers include Google Reader or  FeedDemon 
http://www.feeddemon.com/.  Experiment to see which 
interface you like best.  All are easy to use and free.  ■

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

Need help using  
QuickBooks?

Go to:

www.AccountingForBusinessesOnline.com
Richard Torian

An AIIP member
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■ Book Reviews

Research on Main Street: Using the 
Web to find local business and market 
information.  

Marcy Phelps.  
© 2011  Information Today, Inc

Reviewer:  Sonia Isotov, Isotov 
Information Services. 

Research on Main Street, by AIIP 
colleague Marcy Phelps, is a resourceful 
book and an entertaining read. Marcy 
uses the road-trip metaphor to turn what 
could be a terrifying trip down the local-
market research lane into a fun-filled, 
technologically savvy experience, with 

Book Reviews
stops along the way to visit some of the 
information industry’s leading experts.

The book is more than a listing of 
information resources. Each chapter 
offers sections that take the reader 
through the details of research strategies 
and the location of source material. 
Especially engaging are the Putting It 
Into Action sections where real-life case 
studies are presented.

The book’s first chapter teaches the 
reader how to think geographically 
about locations. Learn how to take 
alternative routes with strategies and 
sources put forth in the Get Off the 
Beaten Path section.

The rubber meets the road, so to speak, 
in Chapters 2 through 8 of the book, 
where key resources and strategies are 
examined. Contents include:

• an overview of experts, 
government, organizations, news, 
and social media resources

• an information evaluation, along 
with a checklist

• demographics information

• economic information, such as 
industry trends and outlooks, 
workforce numbers, and housing

• researching privately-held 
companies

• looking for people

• information on local issues that 
affect local economies. 

A chapter is devoted to examining the 
decision of free versus fee-based sources 
for finding local information, including 
types and pricing strategies, and tips on 
using mailing lists.

Tips From The Pros are interspersed 
throughout the book. Learn how AIIP 
colleagues manage client expectations, 
use SEC filings to find the best corporate 
data, make free or fee-based information 
decisions, and use Adobe Acrobat Pro for 
private-company research.

The book’s appendices list all the 
source material in the book and cover 
a wide range of research scenarios. The 
research scenarios in Appendix B might 
be especially useful for context-based 
advice on how to handle a variety of 
research projects. 

Research on Main Street holds something 
for everyone. Read each chapter as 
a stand-alone, or start at the book’s 
beginning and follow the road signs 
through to reach local-research heaven. 

Marcy will be providing updates to the 
book’s scenarios and source web links. 
Keep up with them at http://www.
ResearchOnMainStreet.com. 

T T T
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■ About AIIP

AIIP Board of Directors

President
Cynthia Hetherington
The Hetherington Group

President Elect
Scott Brown
Social Information Group

Immediate Past President
Marcy Phelps
Phelps Research  

Secretary
Vada Repta
Precision Research Link

Treasurer
Lark Birdsong 
Birdsong Information Services

Director, Membership Development
Betty Story 
Story Information Services

Director, Member Benefits
Ellen Naylor 
The Business Intelligence Source

Director, Marketing & Web
Debbie Wynot
Library Consultants

AIIP is the premier industry association 
for the Independent Information 
Professional

Our membership consists of more than 
500 business owners from more than 20 
countries around the world. AIIP member 
firms provide research and consulting 
services across a wide variety of industries.

Devoted to the needs of the 
independent information professional, 
the Association of Independent 
Information Professionals (AIIP) is 
the only organization that provides 
information, training, and insight on the 
rapidly changing information industry 
along with support for business owners. 

AIIP members are business owners who 
are experts in their field and thought 
leaders in the information industry. 

Membership in AIIP provides

• opportunities for professional 
growth

• discounts to information products 
and services

• peer networking

• resources to help you grow your 
business.  

Membership in AIIP is a pathway to 
success. Join today!
http://www.aiip.org/JoinAIIP

http://www.aiip.org/JoinAIIP
mailto:mbates%40batesinfo.com?subject=AIIP%20Newsletter
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ConferenCe Committee

Conference Planning Co-Chairs Ulla de Stricker and Connie Crosby

Program Coordinator Jan Davis

Coordinator, Roundtables, Tips and Poster Sessions Linda Stacy

Coordinators, Pre-Conference Workshops, etc. Ulla de Stricker, Connie Crosby, and Susan Wald Berkman

First Timer/New Member 
Session Co-Coordinators Deb Hunt and Scott Brown 

Local Tours Coordinator Donna Cohen

Local PR Team  Jan Davis and Anna Shallenberger

Door Prize Coordinator Heidi Longaberger

Marketing Coordinator / Vendor Relations Susan Wald Berkman

Conference Reporter Coordinator Heather Carine

Conference Website Administration Connie Clem

Photographer Mark Goldstein

25 Year Memorabilia Show Missy Corley

would like to thank

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


