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Hello. I am the new editor of 
AIIP Connections, and this is 

my first issue as such. Heartfelt 
thanks to former editor Heather 
Carine for all the good guidance 
she has given me in the transition 
process. Heather has set the AIIP 
Connections bar high, and AIIP is 
the better for it.

In this issue, Michael Haynes 
shares his structured approach to 

obtaining B2B customer’s requirements.

Richard Torian describes several ways an accounting system—in 
this case, QuickBooks—can be used to help us better manage 
our information businesses.

Lorene Kennard shares her strategies for using LinkedIn, 
Facebook, and Twitter efficiently.

Danielle Conklin offers up some good habits to develop as 
environmentally green information professionals.

We cover two conferences in this issue:  Connie Clem reports on 
her Virtual SLA experience, while Barbara Wagner reports on her 
Virtual ALA experience.

In her Coach’s Corner spot, Amelia Kassel reports on start-up 
Privco.com.

In this issue, Lark Birdsong gives a short profile of her fiduciary 
role as AIIP’s Treasurer.

We also profile Peggy Garvin, recent recipient of the Dow 
Jones Leadership award.  Peggy’s business, Garvin Information 
Consulting, specializes in Congressional information research.

I hope you enjoy the September issue of AIIP Connections.

Joann M. Wleklinski,  Editor, AIIP Connections
ConnectionsEditor@aiip.org
Munster, Indiana, USA
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■ President’s Message
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Welcome . . .
to the September 2011 issue of AIIP Connections.

I’m happy to report that, despite a world 
of significant tumult happening around 

us, AIIP is stable and strong. Our member 
numbers are slowly increasing, finances 
are healthy, and the Board continues to 
impress with its forward thinking and 
actionable guidance on all matters.

At our Board meeting in Philadelphia, 
the Board combed through its strategic 
plan—essentially a listing of goals for 
the immediate future, plus long-range 
ambitions. Immediate-future goals aim 
to generate an increased and diverse 
membership, while improving benefits 
for existing members. 

One idea is to create an Innovation Lab, 
where our brilliant members can explore 
technology, communications, and 
business development ideas. Another 
idea is to introduce AIIP’s IPPY.  The IPPY 
is a traveling mascot that you get to film 
a segment with, explaining your role as 
an information professional.  This mascot 
and a Flip camera, sent out from the 
AIIP office, will make their way around 
the globe, capturing your three-minute 
recordings and having them posted 
on AIIP’s YouTube.com channel.  The 
videos—focused on YOU as information 
professional—will generate interest in 
our association, and at the same time 
market your services.  The viral project 

should be fun and educational.  Details 
of the how-and-why of the program will 
soon be sent out to the membership.

That said, our strategy also needs 
future planning and goal-setting. One 
long-term future goal is to insure that 
the title Information Professional is as 
recognizable as the titles Attorney and 
Accountant.  By achieving this, we set 
and become the industry standard.

Having prioritized our list of goals 
according to implementation, the Board 
then worked out an operational plan. 
Each goal was assigned to a responsible 
board member and attendant 
committees. 

I have to say, it was the most productive 
Board meeting I’ve attended, and our 
subsequent caucus calls have been just 
as focused and goal-oriented. 

While at SLA in Philadelphia, using the 
advice of David Meerman Scott, recent 
Roger Summit Award recipient—the 
Board went gorilla! Many of you may 
have spotted Marge, Ellen, Scott, and 
others wandering the conference floors 
at SLA tweeting about #AIIPPhilly. We 
were at SLA to highlight our vendors’ 
booths, bringing attention to those 
resources that serve our association. 
We found Meerman Scott’s new (to us!) 
approach to be quite successful. Our 
strolling Board members simultaneously 
conducted a drawing.  Congrats to 

Dolores Whitehurst, Information 
Research Services Manager of PQ 
Corporation, and winner of a one-year 
AIIP membership!

Also in Philadelphia, AIIP hosted a meet-
and-greet at a local pub; we met with 
dozens of current AIIP members, and 
many prospective ones. The fun social 
was a great way to reach out to those 
who are interested in owning their own 
businesses in the information industry. 
And, one lucky door-prize winner—
Brandy King of Knowledge LinKing—left 
with a brand new 3G Kindle!

So impressed with this new style 
of marketing AIIP, and making real 
connections with other information 
professionals, the Board will be 
repeating gorilla marketing at Online 
London. If you will be at the London 
conference this year, contact me or Scott 
Brown and we’ll get you involved in 
gorilla marketing London-style.

Lastly, a warm welcome goes to Joann 
Wleklinski, our new Editor-in-Chief of 
Connections. I’m sure she will maintain 
Connections in its usual high standard. 
And a heartfelt thank you goes to 
retiring Editor-in-Chief, Heather Carine. 
Your editing pen has always been 
intelligent and thoughtful.

Cynthia Hetherington
The Hetherington Group



Discover. Validate. Market. Innovate. Learn more  |  www.dialog.com/proquestdialog  

DialogLLC

Here, the innovators
are inspired.
The innovators start with ProQuest Dialog™.  Designed to support innovation across the enterprise, 
ProQuest Dialog delivers critical information to help your organization discover new opportunities, 
validate the uniqueness of inventions, and bring new products to market. It’s a fresh approach to 
precision searching based on relevancy, transparency, control, and completeness. Because, when you 
have the right information, there are no limits on what you can do.

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

Peggy Garvin

Member Spotlight:  
Peggy Garvin

Years ago, I was in the habit of 
stopping by the AIIP stand at library 

and information conferences. At that 
time, AIIP would display individual 
members’ business cards. I would 
examine a random selection of these 
cards and wonder about the businesses 
behind the cards and the people behind 
the businesses. Once I was in business 
for myself, I took the bold step of moving 
beyond card staring and on to engaging 
in conversation with the AIIP members 
staffing the stand. 

Cindy Shamel gets the credit for moving 
me past the window-shopping stage. 
My business is not a research business, 
although I do plenty of research in the 
course of my work. My business is not 
focused on business information and 
business people are not my primary 
audience. I had always thought of AIIP 
as an association for people who do 

groups large and small; with evaluating 
electronic information products for 
different groups; and with managing 
changing technologies from the CD-
ROM network (character building) to 
the World Wide Web (the answer to 
my prayers). I have never lost interest 
in government information. Today, 
the government information scene is 
incredibly dynamic and attracts young, 
technical talent and international, 
collaborative efforts like I could never 
have imagined in the past.

I went into graduate school at the 
Syracuse University School of Information 
Studies convinced I would begin my own 
Washington information broker business 
after graduation. I came out realizing I 
had a lot more to learn. I always have 
more to learn, and now I have my own 
business cards to admire.  ■

business research. Cindy assured me  
that there were others like me in AIIP,  
so I joined.

In my business, Garvin Information 
Consulting, I have focused on helping 
others develop competitive “Washington 
research skills.” Not everyone outside 
of the Washington bubble understands 
what that means, but I probably do not 
need to explain to you—particularly 
after that debt ceiling drama—that 
Washington, DC is, well, different. People 
who come to Washington to work for, 
or influence, the federal government 
quickly learn that Washington is, indeed, 
different. Attorneys recruited straight 
out of law school and into a Washington 
law firm quickly learn that, as do 
embassy personnel representing their 
governments in Washington.

How did I get into this line of work? 
The bulk of my pre-independent career 
was spent at the Library of Congress 
Congressional Research Service (CRS). I 
began as a reference librarian answering 
questions about Congress for Congress. 
That’s not everyone’s idea of heaven, 
but it was mine. For the final ten years 
of my CRS employment, I advanced in 
what was then called an Automation 
Librarian job. It was project-oriented 
(perfect for my entrepreneurial nature) 
and gave me experience with identifying 
the wide range of information needed 
by the research and policy staff at CRS; 
with developing specialized training for 

Garvin Information Consulting
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■ Spotlight on Committee Volunteers

Numbers are a reflection of the dreams, hopes, goals, and 
mission of an organization. The Treasurer understands 

these reflections and keeps the organization accountable for its 
goals. It is not a role that acts singularly; it has the strengths of 
its members, board, and the management team to keep all the 
stakeholders accountable. 

The position is fascinating and involves accounting for history 
and projecting the membership’s mission into the future.  The 
Treasurer does some accounting, some financial thinking, 
and has a fiduciary responsibility to the membership and in 
accordance with the association’s bylaws. 

 The accolades for any 
financial success go, 
largely, to the AIIP 
membership, the AIIP 
management team, 
and the AIIP board 
members who all make 
these dreams come 
true. 

Circling back to our 
original premise, 
numbers are a 
reflection and 

accounting of all our dreams, and a projection of our hopes for 
the future. Thanks go to the AIIP membership, board members, 
and management team who all make this possible.  ■

Numbers . . .
Lark Birdsong, AIIP Treasurer

Lark Birdsong

STORE

Credit Research

SWOT Analyses

Company Profiles

Market Research

Country & Economic Data

Earnings Call Transcripts

You’ll
find it all @

alacrastore.com

http://www.alacrastore.com
http://www.plunkettresearch.com
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■ Virtually ALA

In contrast to the SLA 2011 Virtual 
Conference, the ALA version was a 

separate production held two weeks 
after the actual conference in New 
Orleans. Both conferences archived 
the presentations for use by attendees. 
Another difference with ALA: the time 
between sessions was minimal (5-10 
minutes) rather than the half-hour 
intervals I enjoyed at Virtual SLA. The 
side conversations via chat added a lot of 
value and pertinent information related 
to the session topics.

This is another challenge of 
v-conferences: watching slides, listening 
to the speakers, taking notes and some 
screen shots, and keeping track of the 
chat – all at a fast pace. A bonus: an 
interview with David McCullough. But 
two LibChat Twitter sessions were duds 
as the technology did not cooperate.

Privacy in an Era of Social Media 
Keynote by Danah Boyd, a Senior 
Researcher at Microsoft Research, 
a Research Associate at Harvard 
University’s Berkman Center for Internet 
and Society, and an Adjunct Associate 
Professor at the University of New South 
Wales. Danah focused on teens’ ideas of 
privacy and sharing: public by default, 

private by effort. In a very fast-paced, 
fascinating presentation, she showed 
they do care about privacy and have 
figured out how to achieve this on social 
media. One hint: deactivating Facebook 
accounts temporarily.

Download This! How One  
Library Embraced Its 
Downloadable Future 
The Public Library of Cincinnati and 
Hamilton County dramatically increased 
the Library’s downloadable budget, 
improved its catalog and website, 
and marketed that collection: www.
cincinnatilibrary.org/downloadables/ .

Competing [With Search Engines] 
in the Information Marketplace 
Libraries, journalists, and educators 
worked together to raise awareness 
of libraries as sources of reliable 
information to make fact-finding an 
engaging, transformative, learning 
adventure. Key: no one controls 
information now. See ideas at: www.
blackhillsknowledgenetwork.com/; 
Re-Imagining Journalism report: 
www.knightcomm.org/re-imagining-
journalism-local-news-for-a-networked-
world/; and documentary: “Page One: 
Inside the New York Times.”

Seriously Social:  
Leveraging Social Media
The Grand Rapids and the Topeka 
& Shawnee County public libraries 
described how they are using Twitter and 
Facebook to improve customer services 

and promote their library. Factoids: 60% of 
tweets are coming from third-party apps 
(e.g. mobile phones); 51% of Americans 
over 12 years old are on Facebook and 
50% of them log in every day.

Pecha Kucha Teens & Technology
The Teens and Technology Interest 
Group of the Young Adult Library 
Services Association used this 
presentation method to explain what 
pecha kucha is and to describe the 
latest technology trends for serving 
young adults. “Pecha kucha 20×20” 
shows 20 images, each for 20 seconds, 
with the images moving forward 
automatically and presenters talking 
along with the images. Factoid: teens 
expect full text and access the Web 
through their telephones.

From Gutenberg to Google and 
Glogs, From Books to Vooks
School librarians are choosing 
e-reference over print and hybrid books 

Virtually ALA:  
An Innovation by the American Library Association

Barbara L. Wagner

By Barbara L. Wagner, The Access Point

http://www.cincinnatilibrary.org/downloadables/
http://www.cincinnatilibrary.org/downloadables/
http://www.blackhillsknowledgenetwork.com/
http://www.blackhillsknowledgenetwork.com/
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■ Virtually ALA

that incorporate much more than text. 
They look for platform-independent 
options. Factoid: Flash is a dying 
platform, HTML5 will largely replace it 
and runs on all platforms. [Note: glog = 
graphic blog; vook = virtual book; see 
www.vook.com.] 

Perceptions of New Professionals: 
Finding Jobs & Working with Their 
Library Associations
Basic advice: the latter can help with 
the former. This session included a live 
connection with the Executive Director 
of the Australian library and Information 
Association (ALIA) speaking from 
Melbourne: she said “come on down” for 
library jobs there.

Reinventing Librarianship
The Day Two keynote featured David 
Lankes, a professor at Syracuse 
University’s School of Information 
Studies, director of the library science 
program for the school, and director of 
the Information Institute of Syracuse. 
He said the new librarianship recasts 
library practice using the fundamental 
concept that knowledge is created 
through conversation. He reminded 
us: we are not our tools; we are people 
helping people, facilitating knowledge 
creation. Mentioned Overload! How Too 
Much Information is Hazardous to Your 
Organization, by Jonathan B. Spira.

Currents of Change and 
Innovation: Libraries Learn to 
Reduce, Reuse, and Renew
Three community college library 
directors highlighted innovations 
and best practices they used because 
students learn very differently now, 
by reducing print collection size, re-
purposing spaces for learner-centered 
collaborative areas, and collaborating 
with campus technology. Delgado 

Community College recovered from 
Katrina devastation; Bucks County 
Community College won an ACRL 
Excellence Award; and the Pima 
Community College dealt with a massive 
exodus of students. Factoid from chat: 
Schools are required as part of ADA law 
to purchase print copies for students with 
disabilities who require print sources. If 
a print source isn’t available, the school 
will be required to print out a hardcopy 
for them.

Advocacy Awakening: The 
Revolution in Recognition
Somewhere between passive and 
aggressive methods are ways for 
librarians to awaken their communities 
to the value they and their libraries 
provide. Andy Woodworth and Nancy 
Dowd discussed esoteric ideas and 
practical ways for librarians to become 
“rock stars and deal-makers of advocacy.”

Innovative New Roles: Academic 
Lightening Round
Using the fast-paced pecha kucha 
approach, innovative college and 
university librarians described how 
they are assuming new academic, 
professional, and service roles and 
responsibilities. Books cited: Orbiting the 
Giant Hairball, by Gordon MacKenzie; 
Death by Meeting, by Patrick Lencioni; The 
Tipping Point, by Malcolm Gladwell; and 
The Art of Choosing, by Sheena Iyengar. ■ 

Barbara Wagner is the president and chief 
researcher of The Access Point (TAP) which 
celebrated its 30th Anniversary in 2010. TAP 
specializes in environmental information 
research. Barbara was a member of AIIP from 
1996-2002 and re-joined in 2011 after taking a 
break to work as a research librarian at the U. 
S. Environmental Protection Agency’s National 
Enforcement Investigations Center. Contact 
her at Barbara@TheAccessPoint.INFO and 
at www.linkedin.com/pub/barbara-l-
wagner/8/b50/25b.

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

http://www.vook.com
mailto:Barbara@TheAccessPoint.INFO
http://www.linkedin.com/pub/barbara-l-wagner/8/b50/25b
http://www.linkedin.com/pub/barbara-l-wagner/8/b50/25b
http://www.infotoday.com
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■ B2B Customers

To better compete in today’s highly 
competitive markets, companies 

worldwide are focusing more on 
providing their customers with relevant, 
tailored products and services. In 
order to do so, companies are seeking 
feedback from customers about their 
requirements. There is no doubt that 
understanding customer needs is 
critical to a company’s ability to create 
products and services that customers 
will value and therefore purchase. This is 
particularly important within Business-
to-Business (B2B) markets where a 
company’s sales revenues can often 
be heavily dependent on a very small 
percentage of its customer base.

However, in order to understand 
customer needs, supplier firms cannot 
simply ask customers directly, “What 
do you want?” Doing so is highly 
problematic for two reasons. First, 
customers will say they want everything 
and give their full “wish list” of products, 
services, and support offerings they 
desire at the lowest possible price. For 
most companies, it is simply neither 
feasible nor profitable to do so.  

The second problem with directly 
asking, “What do you want?” is that such 
a question often results in customers 
expressing their needs in an ambiguous 
manner.  They will often say they require 
things such as “flexible products” or 
suppliers who are “easy to do business 
with.” Such statements do not provide 
the level of detail needed to enable 
companies to fully understand what 
would be required to meet these needs.

Therefore in order to obtain customer 
requirements that are clear, concise, and 
actionable, a structured approach must 
be taken with regards to:

✓ HOW TO ASK,

✓ WHOM TO ASK,

✓ WHAT TO ASK,

✓ WHAT TO DO (with the 
gathered information).

Information Professionals, with their 
expertise in questionnaire design, 
research, and analysis, can play a pivotal 
role in making sure their clients obtain 
the necessary information to understand 
and respond to customer needs.

Each of the elements is discussed below.

HOW TO ASK
An effective means of obtaining a deep 
understanding of B2B customer needs 
is through structured dialogue with 
your customer. I refer to it as strategic 
customer discussions. These can 
be conducted through a variety of 
methods including (but not limited to) 
in-depth interviews, customer visits, or 
workshops.  The approach is particularly 
useful for organizations dealing with 
complex products and services. In a B2B 
context, such discussions can sometimes 
be easy to execute given the close 
relationships that may exist between 
suppliers and their customers. The 
technique used is not as important as 
the information gathered.

If executed correctly, these discussions 
enable supplier firms to understand 

the value customers receive from the 
products and services provided. In this 
situation, value refers to the monetary 
worth of the technical, economic, service 
and social benefits a company receives 
in exchange for the price it pays for a 
product or service offering. 

WHOM TO ASK
To help ensure your company attains 
a deep understanding of customer 
needs, strategic discussions should be 
conducted with both the customers who 
are the largest revenue generators as 
well as other strategic customers who 
are integral to a supplier firm meeting its 
critical business objectives.

There should also be cross-functional 
participation from the customer’s 
organization. Participants should be 
selected from a variety of functional 
departments such as sales, marketing, 
products, operations, and service. It is 
important to have multiple participants; 

Ask the Right Questions 
If You Want to Know What B2B Customers Want,

By Michael Hayes, 2Excell Consulting
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■ B2B Customers

no single department will have a 
complete view as to how value is created 
for the organization. 

Participants in these strategic 
discussions, from both the supplier and 
the customer, should be a mix of senior 
level officials who have decision-making 
power, as well as mid-level personnel 
who will be involved in implementing 
solutions and are aware of user-related 
impacts. This is very important in a B2B 
context where there are often several, if 
not hundreds, of users and a very small 
number of decision makers.

For the supplier conducting the 
discussion, it is critical that Sales be 
involved in the process for several 
reasons. They often have the relationship 
with the customer, and therefore they 
are best suited to get the customer 
engaged in a discussion.  Furthermore, 
their intimate knowledge of the 
customer will assist in framing the 
questions as well as anticipating 
responses. They should be involved 
in both capturing what the customer 
says as well as following up with the 
customer to verify what has been 

captured—and to advise the customer 
as to what will and will not be done.   

WHAT TO ASK
To maximize the usefulness of these 
strategic discussions, a great deal 
of preparation needs to be done in 
advance regarding the focus, which will 
determine the questions to be asked. 
Therefore, the first step in preparing 
for the discussions is to define the 
objectives.  They should be based 
around specific issues and address the 
customer’s strategic priorities such as:

✓ Attracting customers

✓ Selling more to existing customers

✓ Maintaining customers

Once the discussion objectives have 
been established, a discussion guide 
containing the questions to be asked 
should be prepared. The questions 
to be asked should be developed 
with cross-functional input from 
departments such as sales, marketing, 
product development, and operations. 
This will help ensure feedback solicited 
can be understood and used by 

relevant functional areas to address 
customer requirements.

In addition, the questions asked should 
engage customers, prompting them to 
provide a more in-depth explanation 
of their requirements.  These questions 
should serve solely as a starting point in 
the discussion with the customer.  As the 
discussion develops, new ideas, concerns, 
and issues must be explored as they arise.  
These discussions will need to be led by 
trained, seasoned personnel within the 
supplier company who have a strong 
understanding of the customer’s business 
so they can probe issues accordingly.

Information Professionals can provide 
a great deal of value to their clients by 
assisting them in the development of 
the discussion guide.  Furthermore, if the 
client does not have the skills in-house, 
the information professional could 
potentially facilitate the discussion.

TYPES OF INFORMATION  
TO GATHER
To generate the most useful and 
meaningful insights possible, companies 
should gather information pertaining to 
the following:
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■ B2B Customers

Jobs: tasks or activities customers are 
seeking to get done

Outcomes: end results that are being 
sought 

Constraints: factors and/or 
circumstances that prevent jobs being 
completed or outcomes achieved

Value: the monetary worth derived or 
sought from elements of a supplier’s 
offerings such as product, service, account 
management, training, and support.

Gathering customer requirements in such 
a manner has a number of benefits.  It 
ensures that latent or unarticulated needs 
are captured as customers are generally 
better at stating what it is they are trying 
to achieve.  It also ensures that insights 
gathered are relevant among all customers 
(for example, car manufacturers will 
have a common language with respect 
to jobs, outcomes etc.).  It helps supplier 
organizations move from transaction-

based relationships to deeper relationships 
due to an increased understanding of a 
customer’s needs and perceptions of value

WHAT’S NEXT:  
Using the information 
After the customer requirements have 
been captured, the information must 
be used within the organization to 
determine which areas of value the 
organization will address. 

The findings acquired through these 
discussions can be used to:

✓ Tailor current product and service 
offerings

✓ Develop new or improved offerings

✓ Acquire new customers

✓ Develop compelling messages 
that articulate how the 
company’s offerings deliver 
value to its customers

Information Professionals can help ensure 

their clients obtain maximum value 
from these discussions by analyzing the 
insights gained from the discussions 
along with data from other insight 
sources such as surveys, segmentation, 
and other research studies.

THE CURRENT USE OF STRATEGIC 
CUSTOMER DISCUSSIONS
Companies in numerous industries 
such as information technology, 
manufacturing, telecommunications, 
and professional services use strategic 
customer discussions as a primary 
component of their customer 
engagement strategies. Companies 
that conduct regular strategic customer 
discussions include Apple, Hewlett 
Packard, Sun Microsystems, DuPont and 
Milliken.  Owens Corning, a US Fortune 
500 company that manufactures building 
and composite materials reported a 
600% ROI within the first year following 
conducting over 120 strategic customer 
discussions. (Source: Winning with 
Customers: A Playbook for B2B, by D.Keith 
Pigues and Jerry Alderman, 2010.)

With the assistance of an Information 
Professional, supplier firms will have 
a detailed understanding of what 
customers value.  They can also 
effectively leverage the insights 
internally to respond to customer 
requirements thereby delivering a win-
win situation for both the organization 
and its customers. ■ 

Michael Haynes is the Director of 2Excell 
Consulting.  He has over 14 years of experience 
in the areas of customer insights, research, 
and strategy.  He holds an MBA in Marketing 
and International Business. He is a member of 
the Executive Scholar Program at the Kellogg 
School of Management, completing courses in 
Customer Insights and B2B Marketing Strategy. 
He is a member of the Business Marketing 
Association, and the Canadian Australian 
Chamber of Commerce. Contact him at 
michael@2excell.com and at www.2excell.com.

mailto:mbates%40batesinfo.com?subject=AIIP%20Newsletter
http://www.2excell.com
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But do we apply those same earth-
loving principles to our work lives? 

How many times have we printed off 
more pages than we really needed? 
How often have we discarded spent ink 
cartridges without a second thought?

Fortunately, there are several simple 
measures that we info pros can take 
to make our offices greener and to 
lessen our negative impact on the 
environment.

We can start by conserving energy at our 
work stations. For those of us who were 
taught at an early age to turn out the 
lights when leaving a room, we likely do 
so without even thinking about it. Still, 
there are other significant energy drains 
in the office that we may overlook. 

Even after a cell phone or other 
electronic device is fully charged, it can 
still draw electricity as long as its plug 
stays in the outlet. The solution is to 
simply unplug power cords, disconnect 
chargers, and switch off power strips 
when they’re not in use. 

Another easy, energy-saving practice is 
to turn off our computers and printers 
at the end of the work day. For most of 
us, there really is no compelling reason 
to leave our computers on 24/7. In fact, 
the U.S. Department of Energy (www.

The Green  
Info Pro 
By Danielle Conklin, D. Conklin Consulting

energysavers.gov) recommends that—
wherever feasible—we turn off our 
monitors if we expect to be away from 
our computers for over 20 minutes, and 
turn off our CPUs if we expect to be away 
for more than 2 hours. 

We can also make a positive change by 
saving, reusing, and recycling paper. 
According to a 2009 report by the U.S. 
Environmental Protection Agency 
(www.epa.gov/epawaste/nonhaz/
municipal/pubs/msw2009-fs.pdf ), 28.2% 
of municipal solid waste is made up of 
paper products. 

When it’s time to discard unwanted office 
papers, drop them in the recycling bin, 
rather than the waste basket. Recycling 
paper not only spares trees and reduces 
landfill waste, it also saves energy that 
would have been required to 
produce new paper. That 
same EPA study contends 
that “every ton of mixed 
paper recycled can 
save the energy 
equivalent of 165 
gallons of gasoline.” 
We should 
consider both 
purchasing 
recycled paper, as well as 
recycling the paper we use.

Another way to conserve paper is to 
take notes and save website information 
electronically when conducting online 
research. There are many services 
that make this simple, including Diigo 
(www.diigo.com) and Evernote (www.
evernote.com). As an added bonus, 
those notes and pages can then be 
accessed anywhere we have an Internet 
connection. 

Many of us pat ourselves on the back for living in 
environmentally green vigilance. We diligently sort and recycle 
our glass and plastic. We take re-usable grocery sacks to the 
market. We even buy eco-friendly cleaning products.

Environmental Protection Agency 
(www.epa.gov/epawaste/nonhaz/
municipal/pubs/msw2009-fs.pdf ), 28.2% 
of municipal solid waste is made up of 

When it’s time to discard unwanted office 
papers, drop them in the recycling bin, 
rather than the waste basket. Recycling 
paper not only spares trees and reduces 
landfill waste, it also saves energy that 
would have been required to 
produce new paper. That 
same EPA study contends 
that “every ton of mixed 
paper recycled can 

equivalent of 165 
gallons of gasoline.” 

recycled paper, as well as 
recycling the paper we use.
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If a hard copy of the research is 
imperative, print on both sides of 
the page or use the reverse sides of 
previously-used paper whenever 

Danielle Conklin

possible. (Unless I am submitting a piece, 
or printing an especially important item, 
I always print on scrap pages). 

We can help eliminate electronic waste, 
or e-waste, by recycling our electronics 
and related materials. According to 
Earth911 (www.earth911.com), over 1 
billion pounds of e-waste was produced 
by the United States in 2006.

Many office items can be recycled, which 
is, of course, preferable to shipping them 
to packed landfills. Recyclable electronic 
materials include computer monitors, 
printers, ink cartridges, laptops, 
telephones, and shredders, among other 
things. A number of these items can 
be conveniently dropped off at office 

and electronics stores, such as Best Buy 
(www.bestbuy.com/recycle) or Staples 
(www.staples.com/sbd/cre/marketing/
ecoeasy/recycling.html). Another option 
is to search Earth911.com to find local 
recycling centers. 

The above changes are relatively easy to 
make and can significantly benefit the 
environment. By making the effort to put 
these tips into everyday practice, we can 
proudly call ourselves environmentally 
green info pros. ■

Danielle Conklin operates D. Conklin 
Consulting, a research and information 
services business. Contact her at info@
dconklinconsulting.com or at www.
dconklinconsulting.com.

Nominations for the AIIP Technology Award
Nominate a new product or a new technology

that you find helpful in your business.
For details, go to: http://www.aiip.org/TechAwardNominations

http://www.lindarink.com
mailto:info@dconklinconsulting.com
mailto:info@dconklinconsulting.com
http://www.dconklinconsulting.com
http://www.dconklinconsulting.com
http://www.nksinfoservices.com
http://www.aiip.org/TechAwardNominations
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Well, I do provide QuickBooks 
services (as well as business 

research services) and this article does 
attempt to promote what I believe to 
be a really useful system, one that I am 
passionate about.

But, the real motive for writing this 
article is to help fellow AIIP info 
professionals better manage their 
business with what may be available 
to them, if they have QuickBooks or 
another accounting system with similar 
attributes. Info pros may not be aware of 
the capabilities of accounting systems 
like QuickBooks to do what will be 
described in this article. Hopefully, this 
article will help inform and lead info pros 
in the direction of using an accounting 
system resource to better manage her or 
his business and be more successful.

As information business professionals, 
we usually easily recognize and 
concentrate on very important needs 
for our businesses such as marketing 
and finding clients, keeping up-to-date 
on available information sources and 
techniques needed in our research 
and analysis, and keeping in touch 
with other info professionals. These 
are extremely important factors in our 
business. However, once clients start to 
sign on and the business begins to be 

How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You How Using QuickBooks Can Help You 
in More than Just Accountingin More than Just Accountingin More than Just Accountingin More than Just Accountingin More than Just Accountingin More than Just Accounting

By Richard Torian, Informationforaccountants.com, Inc.

busy and grow, a new set of business 
process requirements develop. These 
requirements should be satisfied in order 
to keep the business optimally successful.

This article will describe seven business 
process requirements that an accounting 
system like QuickBooks can help satisfy. 
QuickBooks is used for the demonstration 
because QuickBooks is the accounting 
system I know. But, other accounting 
systems may equally be capable of 
providing the support needed for these 
business process requirements.

This article discusses business process 
requirements likely to be present in most 
info pro businesses that have reached 
a certain level of business activity. The 
article does not discuss an essential 
attribute of an accounting system, which 
is the tracking of the company’s financial 
results – its account balances, its profits, 
and the value of its assets and liabilities. 
QuickBooks, like many good accounting 
systems, handles these financial tracking 
requirements very well, in addition to 
performing the seven business processing 
requirements identified in this article.

Active and Completed Jobs. 
QuickBooks has a feature (available 
in Premier Editions only), called sales 
orders, which works well in tracking 

each outstanding job being worked 
on. Perhaps as your business grows, 
you will have multiple jobs that you are 
working on at the same time. Keeping 
track of when these jobs are due and 
other details about the job is easily 
done in QuickBooks using the sales 
orders feature and sales orders reports. 
As each job comes in and is accepted, 
create a sales order for the job. The sales 
order form and report can be called 
something like Client Jobs. Reports can 
list what jobs you are working on or 
have completed by start and complete 
date, subject, and/or other criteria. When 
you have completed your work and 
submitted the results to the client, you 
can easily send an invoice to the client 
directly from the sales order.

Active and Inactive Proposals 
Submitted to Potential Clients. 
QuickBooks has a feature that can be 
used to create a work proposal to submit 
to a potential client. Info pros often 
submit proposals to potential clients. 
These proposals can take a lot of effort 
and skill to prepare and can be several 
pages in length. In QuickBooks, a listing, 
with each phase of the proposal on 
the listing, can be prepared. This listing 
can provide each phase’s estimated 
hours and the proposed price for the 

Okay, so I can imagine how you might be saying to yourself right now,  
“Oh no, here is a self-serving article by a guy promoting one of his  

services, helping folks with QuickBooks.” 



16  AIIP Connections Volume 25 |  No. 3 |  September 2011 

■ Managing Your Business

phase. This phase list can be printed 
and included with the multiple-page 
proposal package. The QuickBooks 
proposal feature allows tracking each 
proposal that is active, as well as those 
that are no longer active. This tracking 
allows the identity of past proposals 
by potential client, by acceptance or 
rejection, by subject, and other criteria. 
From these proposals, the client can 
be invoiced in stages or all at once. 
QuickBooks will keep track of what has 
been invoiced by stage.

Subcontractors. QuickBooks has a 
feature (the purchase order feature) 
which allows you to identify services 
that you want a vendor to provide to 
you. Your subcontractor is a vendor 
to you. The vendor (subcontractor) is 
providing a service for you. You can send 
a form to the vendor with details of the 
requested services. The form acts as a 
written contract with your subcontractor. 
With this feature, all outstanding 
subcontractor requests (purchase orders) 
can be tracked on a report, with details 
on each order identified in the report. 
Once the subcontractor completes 
and submits her work, payment to the 
subcontractor is easily made from the 
purchase order. 

Costs by Jobs. QuickBooks allows easy 
association of specific costs, such as 
database charges by a database vendor, 
with specific jobs. With this feature, all 
direct costs associated with the revenues 

from one job can be accumulated and used 
to see the gross profit for that job. With 
this feature, the info pro can compare how 
the business is doing on a job-by-job basis 
and how the business is doing compared 
to gross profit margin percentages being 
reported by similar businesses.

Client Information. QuickBooks has 
several features which allow for tracking 
information about clients. Clients and 
their information can be tracked by 
revenue type (for example, writing; 
speaking; research; consulting, etc.). 
Clients can also be tracked by location, 
date of service provided to the client; 
and how the client was obtained. 
Details about clients can be kept in a 
variety of ways. Such tracking is easy in 
QuickBooks. The client database can be 
very important for planning, evaluating, 
and marketing purposes.

Time Tracking. QuickBooks has a time 
tracking feature that allows easy tracking 
of time spent on a client’s job. The time 
is entered on a session by session basis 
(for example, X hours on one date and 
Y hours on another date). Once session 
times are entered, a report will show 
the total time spent on a client. The 
time tracking feature also allows for the 
automatic carryover of the hours spent 
on the client to the client’s invoice. This 
is a very convenient feature that makes 
creating one invoice for all sessions 
worked easy. Time reports will show 
whether clients have been billed or not 
billed. Reports can be used to show total 
amounts of time spent on various types 
of clients and jobs. This can be useful in 
preparing proposals for potential clients 
that will have similar requirements. 

Invoicing Reimbursable Expenses. 
Info pros will pay for expenses such as 
database vendor charges, telephone 
fees, and other services provided to 
clients; the info pro may then bill the 
client. QuickBooks allows for easy 

tracking of these charges which can be 
easily carried over to the client’s invoice.

Running a business requires many 
internal processes. These processes are 
important for staying on top of your 
business and knowing where you stand 
regarding the many tasks needed to 
run a successful information business. 
In this article, I have identified seven 
such processes and described how an 
accounting system like QuickBooks can 
be used to help you carry out these 
processes more easily and effectively.  ■ 

Richard Torian provides QuickBooks consulting 
and business research services. He is a certified 
accountant and a QuickBooks Advanced Pro-
Advisor, with a Master’s Degree in Business. 
His website is at www.linkedin.com/in/
RichardTorian. He can be contacted at 
rltorian@msn.com and at 301-696-8871

Richard Torian

http://www.linkedin.com/in/RichardTorian
http://www.linkedin.com/in/RichardTorian
mailto:rltorian@msn.com
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For years, the debate was, “will my 
business truly benefit from using 

these new-fangled social networking 
tools? Won’t it be yet one more thing 
I have to check?” Fortunately, that 
debate is over. The discussion has 
moved on to how to get the most out 
of social networking tools and how to 
use them efficiently. 

I have accounts with the big three social 
networking tools: LinkedIn, Facebook, 
and Twitter. My LinkedIn account is 
under my name, and my Facebook page 
and Twitter handle both are under my 
business name. I started Tweeting this 
year and realized that I should think 
more strategically about how I use 
each of these tools. Do I post the same 
content to all three? How do I decide 
what content should go on which tool? 
Can I, or should I, link them all together 
for ease of posting? Currently, I have 
the most connections on LinkedIn, and 
there is a little overlap with Facebook. 
However, I am being followed on Twitter 
by a lot of people with whom I do not 
have an obvious connection. 

Initially, when I signed up for LinkedIn, 
I used it as a promotional tool since the 
account was under my name, not my 

  
vs. acebook  
vs. 

business. I would post articles about 
myself or my business, with a few articles 
of professional interest that I thought 
were important. When I created a 
Facebook page for my business, I would 
post updates about where I was speaking 
or an article I had written, and a lot of 
articles of professional interest, but not 
much commentary. I was operating in 
the ‘I should have these accounts even if I 
do not do much with them’ mode. When 
I started Tweeting, I took a step back to 
rethink how I was using these tools and 
how I could get more out of them. 

I am now using LinkedIn in many more 
ways than before. I use the space to 
include more information about what 
my business can do. I have added the 
Publications section to my profile. 
This allows me to post my In a Nutshell 
e-newsletter and other articles that I 
have written instead of posting them in 
my status. They will still show up in the 
updates that my connections get. In my 
status, I post articles of interest and include 
my thoughts on the article. I have received 
really positive feedback on my posts. 

On my Facebook page, I like to post an 
interesting article and ask a question. I 
do not get a ton of comments, but there 

are some good ones once in awhile. I still 
post updates about where I am speaking 
or an article I have written because I get 
great feedback when I do. 

I have had a Twitter account for only a few 
months; I am still experimenting with it. 
My profile says I own a research business 
and I am a multi-sport girl, so followers 
know to expect library-, business-, and 
sports-related tweets. I’m being followed 
by a lot of librarian-types—and a ticket 
scalper. I am not sure why someone 
selling gas generators finds my posts 
valuable, but I do not spend a lot of time 
wondering why people follow me. As 
long as the number of followers keeps 
increasing, I am okay with it. I follow 
people with some really good tweets, 
so I retweet a lot. It takes a couple extra 
steps, but sometimes I’ll tinyurl the URL 
of a professionally-interesting article 
and post it with some commentary. 
Recently, I asked the question, “What 
was your first email address? Mine was 
isufan@concentric.net.” I received some 
interesting responses. 

I tried using TweetDeck and Hootsuite, 
but my Facebook business page was 
created off of my personal page, so 
both of those tools could only login to 

By Lorene Kennard,  Walnut Avenue Research

Lorene Kennard

mailto:isufan@concentric.net
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my personal page. I cannot automatically send tweets to my 
business page. I am seriously considering deleting my business 
Facebook page and starting a new one with a different email 
address, so it will be easier to streamline my posts. I currently 
have my tweets going to my LinkedIn page, but I plan to 
unattach them. When I tweet from an event, I do not want a 
steady stream of tweets/hashtags going to my LinkedIn account. 

I look at other user profiles to see how other people are using 
these social media tools and, in doing so, I often discover 
something new that I could use. It is not just essential to be 
using social networking tools, we need to use them to their 
fullest capacities and stay current with their updates.  ■

Lorene Kennard is the founder of Walnut Avenue Research, providing 
consulting and research services to a wider market than the ones she 
served in her careers at MetLife and Morningstar. She has been profiled 
in information and research trade publications and has served on the 
boards of several non-profit organizations. Lorene is the 2011 President of 
the Illinois chapter of SLA, having served on its chapter committees and 
Board of Directors for ten years. She is the past AIIP conference program 
committee chair. She also chairs the Librarian Caucus of the Society for 
American Baseball Research.
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By Connie Clem, Clem Information Strategies

What a great SLA conference! On the 
virtual side, the conference attracted 

65 registrants. Within that pool, about 25 
to 30 attendees typically showed up in the 
virtual space for each session. Most were 
from the U.S., Canada, and Europe. Virtual 
conference sessions included the opening 
and closing Keynotes with Pulitzer Prize-
winning author Thomas L. Friedman and 
loyalty expert James Kane—and Spotlight 
offerings across each conference day. 
The programs included in the virtual 
conference component are identified 
at sla2011.tornado1.com/general-
information/virtual-component/. 
Sessions with AIIP members Constance 
Ard and Mary Ellen Bates were included in 
the virtual program. 

A group of us not only benefited from 
the program sessions but also got 
to know each other via the chat tool 
provided within the VirtualU experience. 
Our consensus was that the virtual 
experience was very worthwhile. During 
sessions, we used the chat corner of 
our screens to discuss our experiences 
related to the speakers’ comments and 
to share leads to resources and websites. 
Two examples of this value-add were 
a discussion of books we’ve written or 
would like to write, favorite publishers, 
and pointers to the books of visual 
communication expert Edward Tufte. 

We also encouraged each other to 
submit questions to the speakers, many 
of which emerged from and were honed 
in our chat discussions; we cheered 
when one of our group members’ 

questions was answered by Thomas 
Friedman, Cindy Romaine, Stephen 
Abram, and others. In between sessions, 
many of us went over to LinkedIn and 
Twitter to build lasting e-connections.

Our group agreed that we preferred the 
VirtualU experience over SecondLife—it 
was much easier to get comfortable 
in the VirtualU space. Plus, both a 2D 
and a 3D experience were available. 
We could experience events in webinar 
style (with the speaker on camera, slides 
on the side, and the Tweet stream or a 
notes panel [with notes sent to the user 
automatically at close of session]) or with 
avatars in a virtual auditorium and lobby 
with the speakers and slides on-screen. I 
tended to go back and forth to check the 
Tweet stream with some frequency. 

Any tech glitches encountered by 
participants were immediately handled 
by personable SLA staff. A virtual exhibits 
hall was available but not populated 
with 2011 displays; there’s significant 
potential there for future conferences. 

At the close of the conference our 
core group got up and danced avatar-
style, moving in a loose attempt at 
synchronicity, through the 10+ dance-
move choices available in VirtualU. Some 
of you may have seen us on the big 
screen busting our best virtual moves in 
our virtual business casual attire.

Jane Macoustra reported extensively 
for SLA on the virtual experience and 
the content of the virtually accessible 
sessions. Links to her blog entries are:

Day 1
slablogger.typepad.com/sla_
blog/2011/06/sla-2011-conference-in-
philadelphia-the-virtual-conference.html

Day 2
slablogger.typepad.com/sla_blog/2011/ 
06/the-sla-2011-conference-in-philadel 
phia-the-virtual-conference-day-2.html

Day 3
slablogger.typepad.com/sla_
blog/2011/06/the-sla-2011-conference-
in-philadelphia-the-virtual-conference-
day-3.html

Virtual participants can access these 
recorded sessions, and people who 
attended in person can buy access for 
$125. SLA is also allowing the purchase 
of individual sessions for $20 per session. 
Conference highlights were Tweeted at 
#sla2011, and a subset specific to the 
virtual experience was posted at @slavw, 
the SLA virtual worlds account.

Overall recommendation: if you cannot 
make it to the physical SLA conference 
next year (to be held in Chicago, July 15-
18, 2012), consider attending virtually. It 
may feel more like being there than you 
expect, and you may also find a group of 
engaged participants who are eager for 
discussion and captive networking.   ■ 

Connie Clem is the principal of Clem 
Information Strategies. She can be reached at 
connie@cleminfostrategies.com or at www.
cleminfostrategies.com.
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from around the world to discuss the latest opportunities and 
challenges that face information professionals today.

KEYNOTE SPEAKERS:

Craig Newmark, Founder, Craigslist, USA

Rachel Botsman, Author, What’s Mine is Yours: The Rise 
of Collaborative Consumption, Australia
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■ Coach’s Corner

Start-up Privco.com began operations 
in 2009 and has an ever-growing 

database of major private company 
reports, which they sell one-off for $49 
each or for a moderately-priced, all-you-
can-eat subscription rate for premium 
service that’s, as of this writing, offered at 
a discount:

 Regular Limited-Time 
 Price Discount Offer

3 months:   $447 $348  

6 months:   $594 $444  

1 year: $1200 $696  

These rates are for a single-user only. A 
multi-user or multi-seat license is available 
by contacting sales@privco.com.

At this time, you’ll find more than 17,000 
companies available but an internal, in-
process database includes information 
for approximately 35,000 companies 
with plans to grow the external database 
to close to that number in the near 

future. An extensive sample report for 
Facebook is available at: www.privco.
com/media/assets/site/PrivCo-Private-
Company-Report-Facebook.pdf

While some of the information in their 
reports is collected from a range of 
sources familiar to many info pros, 
other sources require more advanced 
knowledge of private company data 
collection and analysis. For suggestions, 
see my article, U.S. Private Companies: 
Research and Analysis, at web.fumsi.
com/go/article/find/62295. For 
additional sources and techniques used 
to uncover critical private company 
information, consider taking the online 
workshop I will be giving in October 
through Simmons GSLIS CE: U.S. Private 
Company Research: More Sources Than 
You Think, at alanis.simmons.edu/
ceweb/workshop.php?id=6.

With a focus on the financial aspects of a 
company, PrivCo.com profiles include a 

company overview with ownership and 
industry information, plus competition, 
public company comparables, public 
and private history when available, 
and financials including funding, M&A 
activity, and growth. Significantly, 
reports analyze the information 
gathered and draw conclusions. A 
company spokesperson explained that 
PrivCo.com takes pride in comparing 
results from multiple sources that do 
not necessarily provide the same data. 
When looking at inconsistencies, Privco.
com evaluates and makes sense of what 
they’re reading. Seasoned analysts make 
executive decisions about which data to 
include based on source reliability. The 
Privco.com company goal is quality, and 
an overview of their Data Sourcing and 
Quality Assurance Process is shown in 
the following diagram.

Source: PPT Presentation www.
privco.com/about-us

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

Like all commercial vendors, the Privco.
com Technology-Assisted Data Gathering 
component shown above is proprietary 
but a company spokesperson said they 
currently use 13,000 to 15,000 local 
business, trade, and major news sources 
along with smaller local publications 

since companies will often release 
information to local business media. 

In addition to organizing the content 
and adding human analysis, the Privco.
com team contacts companies and their 
investors in an effort to learn more or 
verify data. While not all data can be 
confirmed through telephone contacts, 
when successful, this information is 
integrated into their reports. Privco.com 
also uses a “quality assurance algorithm” 
to analyze deal information, financials, 
and growth data.  

Company profiles are constantly 
updated with some companies having 
higher priority for updating than others. 
Updating priority is based on an internal 
point system that loosely depends on 
media attractiveness, company size, 
M&A activity, and funding. Alternatively, 
subscribers may wish an update and 
the company prides itself on meeting 

customer needs. As part of customer 
service, the Privco.com team will make 
an effort to answer additional questions 
from subscribers (within reason) about a 
company and claims to go that extra mile 
for regular customers. I was impressed 
with the low-cost subscription rate, 
one-off option, and content covered. 
While those small private companies you 
research will continue to need dedicated 
searching through multiple sources, 
major private companies are covered in a 
way that other competitors haven’t  
yet tackled.  ■

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
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