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Welcome to the June 2014 
issue of AIIP Connections. 

In this issue, we report exclusively 
on AIIP’s annual conference held 
April 2 through April 6 in Baltimore, 
Maryland, USA.

A bit of member news first: The 
Member Spotlight is on Iris Stein, 
of Informative Insights and winner 

of the 2014 Myra T. Grenier award. The Committee Spotlight is 
on AIIP’s Conference Committee, chaired by Linda Stacy. Iris and 
Linda will each tell you, respectively, what it was like to be at and 
to pull off the AIIP Annual Conference.

After that, the issue is filled with conference reporting.

Lee Rainie, of Pew Research, gave the Roger Summit Award 
Lecture on Networking Information. Karyn Greenstreet, of 
Passion for Business, spoke about what works in B2B marketing. 
Paul Zurkowski spoke about Information Literacy and the IIP. 
Peter Corbett, of iStrategy Labs, told us how to hack marketing.

Three separate panels of AIIPers discussed a variety of topics: 
how to navigate international research; how to create value for 
the upper echelon of the business C-suite; and lessons learned 
in the early years as independent information professionals.

AIIP member Mary Ellen Bates described the radically nimble 
information entrepreneur.

AIIP member Marcy Phelps, and Ben Licciardi, of PPC, presented 
using visuals to add value to your deliverables.

The issue wraps up with reports on a variety of topics gleaned 
from three Tips sessions, with three presenters at each session.

At the AIIP annual conference, we also did some good when we 
raised a bit of funds for a local charity; read about it in the article, 
Baltimore Reads.

Enjoy the June 2014 issue of AIIP Connections. All conference 
photos in it are taken by AIIPer Mark Goldstein, and a very 
earnest thank you goes out to him for providing them.

Joann M. Wleklinski 
Editor, AIIP Connections
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President’s Message ■

Welcome . . .
President’s Message for AIIP Connections.

Welcome to the 2014 conference 
wrap-up issue of AIIP Connections. 
The AIIP Annual Conference is unique 
in its focus on what self-employed 
knowledge workers need for running 
a business, piloting their direction, 
and keeping current in an ever-
changing industry. Whether a member’s 
expertise is online research, one-to-one 
elicitation, communication, information 
architecture, or another type of info-
centric consulting, the AIIP conference 
offers a fresh take on the “business” side 
of your business.

For those who could not attend the 2014 
conference in Baltimore, this issue of AIIP 
Connections is a bookmark, a summary, 
and a reminder to plan now for the 2015 
event, April 16–19 in Irvine, California, USA. 

Traditionally, this issue presents the first 
column from the newly-seated President 
after board changes are formalized at 
the conference. I am honored to serve 
AIIP in this capacity. I look forward to 
assisting my fellow board members in 
delivering value to AIIP’s members and 
ensuring AIIP’s members are satisfied 
and supported. I expect a productive 
and rewarding year for AIIP and all of its 
members, friends, and supporters. 

My role as President also includes 
promoting awareness of AIIP’s 
membership value. AIIP continues to 
offer strong professional development 
opportunities year-round. Our webinar 
series is one example. Most of these 
programs are available to members 
only, but some are open to the public 
or to members of partner associations. 
Our May 2014 program covered patent 
research and AIIP’s partner, the Patent 
Information User Group (www.piug.
org). Webinars also feature the products 
and services offered by AIIP’s Industry 
Partners and Industry Affiliates, whose 
AIIP discounts are another valued benefit 
of AIIP membership. Additional topic 
suggestions are always welcome—could 
it be time to share your own expertise? 
For future programs, please keep an eye 
on AIIP-L and the AIIP calendar at aiip.
org/discover/events. 

Members highly value their connection 
with AIIP’s online community, and they 
appreciate opportunities to meet in 
person. AIIP is working to establish more 
regional networking events this year; 
watch for an event near you, or let us 
know if you’d like to host one. We’ll be on 
the scene at industry events such as the 
PIUG conference in April, the Society for 
Technical Communication Summit in May 
(another AIIP partner), the SLA conference 

and Info-Expo in June, and the Internet 
Librarian conferences in Monterey, 
California and London, England this fall. 
In each of these venues, AIIP provides a 
connection point for members. AIIP also 
uses these opportunities to advocate for 
the information profession as a whole 
and for the independent, self-employed, 
entrepreneurial info pro in particular. 
Every profession and every industry 
depends on reliable, accurate information, 
and AIIP members have the expertise 
and the agility to deliver it. Making that 
expertise visible and understood is a top 
aim of AIIP’s leadership.

AIIP’s Annual Conference is one of 
its strongest member values. AIIP’s 
2013 member survey showed that 
the conference is “highly valued” (the 
survey’s top rating) by 75 percent of those 
who attend. The conference delivers 
professional development benefits and 
helps us get to know each other better in 
a face-to-face environment. AIIP welcomes 
first-time attendees in an orientation 
session, and all attendees deliver a 
30-second pitch of their business in the 
introductions that open the program. AIIP 
also awards two travel stipends annually 
to first-time conference attendees. 
Winners in 2014 are 17-year member Mary 
Elizabeth Greene-Cohen and new info pro 
and AIIP member and volunteer, Iris Stein. 

http://www.piug.org
http://www.piug.org
http://aiip.org/discover/events
http://aiip.org/discover/events
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The success of the 2014 conference depends on the creativity 
and commitment of the conference planning committee. 
Thanks to Conference Chair Linda Stacy and all the committee 
members, as well as to AIIP’s ever-resourceful Senior Association 
Coordinator, Melanie Talley of P&N Association Management, for 
her expert help behind the scenes.

AIIP’s many conference sponsors, exhibitors, and trainers also 
are appreciated. Your generous support of, and connection with, 
the AIIP community are essential. Thanks to ProQuest Dialog, 
The Hetherington Group, Mary Ellen Bates/Bates Information 
Services, Market Analytics International, Inc., Information 
Today, the American Psychological Association, Wisconsin 
TechSearch, the Society for Technical Communication, C3 
Business Information/Skyminder, Info+Daten GmbH & Co., Ulla 
de Stricker and Associates, CeRCo Research & Consulting, Red 
House Consulting, MHConsulting, Inc., and the InfoRich Group. 
(And thanks to all who turned out for morning yoga, which my 
own company was pleased to sponsor.)

Expect some coastal flavor next year at AIIP’s 2015 conference 
in Irvine, California, USA, led by Conference Chair Ed Vawter. 
It’s shaping up to offer even more ways for participants to 
interact and engage. Add up the learning opportunities, plus 
some welcome spring sunshine, and the obvious answer is: get 
#AIIP15 on your calendar now! 

I want to see YOU in Irvine.

Connie
Connie Clem 
Clem Information Strategies
connie@cleminfostrategies.com

AIIP Board of Directors

President
Connie Clem • Clem Information Strategies

President Elect
June Boyle • CeRCo Research & Consulting, LLC

Immediate Past President
Jocelyn Sheppard • Red House Consulting  

Secretary
Joann M. Wleklinski • Wleklinski Information Services

Treasurer
Marilyn Harmacek • MHC Info Solutions

Director, Membership Development
Michelle Rawl • Rawl Research, Inc.

Director, Marketing (Content & Strategy)
Jennifer Burke • IntelliCraft Research, LLC

Director, Marketing (Operations & Strategy)
Charlene Burke • Search By Burke, LLC

Brittany Baker, Brittany Baker Information Services

Greg Betancourt, CT Document Services

Meryl Brodsky, Market Intelligence Analyst

Mardene Carr, ResearchHelperJM

Virengia Houston, SKM Information, LLC

LaVaughn Jones

Alexandra Kanik

Robert Kelley, Asymptote Research

Rhonda Kleiman, Rhonda Kleiman Group, LLC

Delia Manginelli

Sabina Marsh, ISET

Raymond Maxwell, Catholic University

Aubrey Maynard

Kasie Patrick

Cynthia Schwartz

Ann Sevigny

Kirsten Smith, digitalsmith

Bruno Therrien

John Thompson

Diane Valdivia, Pinpoint Prospect Research

Troy Wason, WMS Communications, Inc.

Melinda Whetstone

Welcome AIIP’s Newest Members:
■ President’s Message

IN MEMORIAM
Mary Colette Wallace

Long-time AIIP member, Mary Colette Wallace, The 
Wallace Research Group, has passed away.  Mary Colette 
was an active volunteer, chairing the AIIP-L committee 
and helping make the most of that valuable member 
benefit.  Mary Colette will be remembered for her 
outstanding research capabilities, for her contributions 
to AIIP, and for her bright energy and wonderful smile.  
The full obituary from the Seattle Times can be found at 
https://tinyurl.com/pgre8ld.

mailto:connie@cleminfostrategies.com
https://tinyurl.com/pgre8ld.
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to AIIP’s 2014 Award Winners!

Marilyn Levine President’s Award  —  
Mary Ellen Bates 
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 — Jane John
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.

    

Myra T. Grenier Award —Iris Stein
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 —  
Phyllis Smith
A $350 travel award for the Annual Conference is given each 
year to the writer of the best original article published in AIIP 
Connections. “MOOC-ying Around with Continuing Education and 
Professional Development,” Sept 2013 issue of AIIP Connections.

    

Roger Summit Conference Sponsorship —  
Mary Elizabeth Greene-Cohen 
This award provides $1,000 and free conference registration to 
an AIIP member attending his or her first AIIP annual conference.

  

Mary Ellen Bates received  

the President’s Award.

Jane John receives the Sue Rugge Memorial Award  

from Richard Torian, Awards Committee.

More information, including lists of past award winners, can be found at http://aiip.org/about/awards.

Iris Stein receives the Myra T. Grenier Award  from Richard Torian, Awards Committee.

Mary Elizabeth Greene-Cohen receives the Roger 
Summit Conference Sponsorship Award from 

Michele Bate, Awards Committee.
Phyllis Smith receives the AIIP Connections Writer’s Award 

from John Bryans, InfoToday, which sponsors the award.

http://aiip.org/about/awards
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■ Spotlight on Members

Iris Stein

Member Spotlight:  

The 2014 AIIP conference was my first—
and I’d like to walk you through my 
experience at the conference through a 
newbie’s eyes:

My journey began on April 1. It took 
approximately 24 hours to get from 
door to door, so after checking into the 
Hyatt at the Inner Harbor, I enjoyed a 
nice walk to Starbucks for a latte. (We 
don’t have Starbucks in Israel, so that was 
a great treat.) Later that evening, I met 
my roommate, Ulla, who was wonderful 
company and brought great wine. I’m not 
sure I stayed awake long enough to have 
a decent conversation, but we shared 
many wonderful moments throughout 
the days ahead. Prior to my arrival, I 
was worried that jet lag would prevent 

hired. The session was packed with 
information and I walked out with years 
of experience and loads of practical tips. 
The workshop is highly recommended 
and the discussion enriching. The 
friendly, open atmosphere amongst the 
participants allowed us to get to know 
each other both during the session and 
over the breaks.

By Thursday morning, I felt up and 
raring to go. My morning started by 
reading some mixed comments about 
changes to the AIIP-L which left me 
wondering how this might affect the 
conference atmosphere. I ran in (a few 
minutes late) to my first vendor session 
and learned about the databases I had 

me from attending two pre-conference 
sessions, so I deliberately registered for 
only one pre-conference session.

Wednesday, April 2, began with 
registration which only took a few 
seconds as Melanie had everything 
organized and under control. I’ve 
attended conferences in Israel but this 
was my first U.S. conference so a few 
things were a bit new to me—like the 
ribbons added to each name tag which 
were great for spotting first timers 
or speakers. I especially loved those 
comic ribbons which provided great 
conversation starters. 

I attended Ulla and Cindy’s great 
pre-conference workshop “Landing a 
project … then nailing it: how to win 
assignments and deliver quality results 
every time.” We were given a framework 
for handling various issues that often 
arise with clients. As a newbie, I was 
able to learn how to refrain from 
making major mistakes, peek into the 
psychological process that organizations 
go through when giving their final OK 
to a research project, and receive tips 
on coming across in a professional 
manner, providing assurance and 
positioning myself even after being 

Myra T. Grenier award winner 2014

Reflections on the  
2014 AIIP Annual Conference
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Spotlight on Members ■

less experience with. Later on, I snuck out for a quick lunch with 
a few friends. I attended the website presentation session and 
was a bit apprehensive when we sidetracked to discussing the 
AIIP-L issues. To my amazement, it was refreshing to witness 
how such a great group of people took responsibility and held a 
great discussion aimed at finding a solution that would suit the 
group’s needs. I was impressed.

Cindy and Mary Ellen were fantastic at prepping all the first-
timers for our 30-second pitches. The first-timer’s reception was 
really fun and created a very accepting atmosphere, helping 
us walk out of the session fully prepared for the next day. The 
board stopped by to introduce themselves and we all enjoyed 
the great refreshments that Jocelyn, then-current AIIP President, 
sponsored. At the opening reception later that evening, the 
entire AIIP clan gathered together for the first time and the 
room was filled with lots of mixing and mingling amongst the 
new and friendly faces. AIIP member Marcy Phelps organized a 
meeting later on and I am still upset that I was too jet-lagged to 
attend. I hope Marcy will give me a rain check…

After a delicious breakfast with lots of gluten-free options, Friday 
began with a variety of information-filled sessions, starting 
with hearing the wide range of areas AIIP members focus on 
and the recurring theme of changes so many members were 
espousing in their businesses. And not to forget the generous 
door prizes that so many members had contributed…what a 
great atmosphere. Lee Rainie and Paul Zurkowski both gave 
informative talks and then we had a concurrent session. I joined 
“The Info Pro’s Early Years: Lessons Learned” and got lots of tips 
from Shelly Azar, Anne Hengehold, Jennifer Burke, and Ken 
Watson. I heard what has worked for them in developing their 
businesses and am looking forward to reading the transcript of 
the “Taking it to the Top” session that I missed. The day ended 
with Mary Ellen Bates’s session. Mary Ellen even provided access 
to a preliminary copy of her new book about to be released. 

Later that evening, I enjoyed an amazing Armenian dinner in 
the heart of downtown Baltimore where I had the pleasure of 
dining and networking with Debbie Bardon, Michele McKenna, 
Edlyn Simmons, Matt Von Hendy, Shelley Azar, Judy Koren and 
LaVaughn Jones. 

I didn’t believe that Saturday could outdo Friday’s sessions—
but I was in for a surprise. The day began with a session on 
visual presentation—my favorite topic—followed by Karyn 
Greenstreet’s energetic session containing loads of advice on 
B2B marketing. The international session had all of us sitting 
on the edge of our seats listening to Michele’s tips as well as 
learning how Michelle, Arthur, and Judy unraveled a complicated 
international research project with exceptional expertise. The AIIP 

business luncheon allowed us to thank Jocelyn and the outgoing 
board members for all their hard work, meet the new board 
members, and introduce AIIP’s new President, Connie Clem. 
Peter Corbett led the last speaker session, and afterwards Ulla’s 
sponsored refreshments came just in time.

It was difficult selecting only three tips for the Tips under the 
Trellis session. My sessions included Ellen Naylor’s discussion of 
her professional changes, Arthur Weiss’s demonstration of NLP, 
and Greg Behm’s tips on visual presentation. I’ve already got 
hold of the reading materials that Greg recommended and I am 
thoroughly enjoying them. I’ll have to find out more about the 
tips sessions that I missed…

The Awards Dinner began as soon as the final pre-dinner, 
conference-sponsored headshots were taken. After a delicious 
meal, the AIIP award winners were announced and some 
fabulous prizes were handed out. Besides winning the Myra T. 
Grenier award, which helped make the trip more affordable, I 
also won a great door prize—a full year’s subscription to the 
data2know.com publication, thanks to Cynthia Hetherington 
at the Hetherington Group. Then, dessert came and the crème 
brulee was out of this world, but luckily Connie invited us up 
for the evening’s after-party before I could have seconds. I truly 
enjoyed everyone’s company and, sadly, it was soon time to say 
my goodbyes as the conference was coming to an end.

On Sunday morning, I needed several extra cups of coffee to get 
me started. The committee meetings were great and we all left 
looking forward to contributing to AIIP’s future success in our 
selected committees. 

I entered the hotel doors on Tuesday evening not knowing 
what to expect—an introvert who doesn’t always find it easy to 
connect—and departed only four days later feeling proud to be 
part of a great group, having met many new friends and contacts. 
What more can I say about AIIP’s 2014 conference? Participating 
in the conference was a great decision. I’ve picked up lots of tips, 
learned about new trends, and—best of all—have developed 
great working relationships with members I had never met 
before. Thank you AIIP for this wonderful experience.  ■

Iris Stein’s information business is Informative Insights, the information you 
need to put you in the lead. Visit her website at www.informativesights.com.

http://www.informativesights.com


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
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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
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 •  Onsite training at conferences
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 •  Private instruction at a retreat in beautiful Sonoma County, California
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800 544-5924 • 707 829-9421 
amelia@marketingbase.com
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An Information Professional since 1971

 • Unique Selling Proposition
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Contact Amelia Today to
Grow Your New or Existing 

Research Business

Amelia Kassel
Recognized Teacher, Trainer, 

Consultant, and Leader
An Information Professional 

since 1971

mailto:amelia%40marketingbase.com?subject=AIIP%20Connections
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Committee Spotlight ■

The first AIIP conference I attended—
Cleveland, 2010—left me so charged 
by the incredibly enriching experience 
that I was ready to sign on as an AIIP 
volunteer. On the AIIP volunteer from, I 
penciled my name next to Conference 
Committee, doubtful I would rate among 
such dynamic committee members.

After getting my feet wet with smallish 
conference committee tasks for the 2011 
and 2012 conferences, I was asked to co-
chair the 2013 Denver conference and 
then officially invited to coordinate the 
2014 Baltimore Conference.

What all goes on with conference 
planning? The secret to a great 
conference is a great committee and I 
was honored to work with the dynamic 
2014 conference team. Following 
is a summary of various committee 
responsibilities and how they fit with the 
conference planning cycle.

Programming: As I began the 2014 
conference planning year, I reached out 
to Jan Sykes and Michelle Rawl to fill the 
Programming role. Once they agreed, 
in very short time we began to filter 
through the input and feedback that had 
come in throughout the year with regard 
to the type of content and speakers 
the membership prefers. We read 
through evaluations from past years, 
we sought the advice of 2013 Program 
Coordinator, Jan Davis, and we solicited 

ideas from members in the geographic 
locale of the conference. (Choosing 
local speakers helps us stay within 
budget by eliminating airfare and/or 
hotel accommodations.) We also looked 
to our membership, seeking speakers 
and panelists with specific knowledge, 
to help complete programming. For 
2014, we had 16 member moderators, 
speakers, and panelists, not including 
our 12 Tips sessions. Special thanks to all 
member contributors for your time and 
willingness to participate. Jan Sykes and 
Michelle Rawl were dynamos, having the 
majority of the program nailed by June.

From Down Under, Heather 
Carine solicited and managed 
the communication for Tips and Pre-
Conference Workshops. As usual, the 
Tips were a highlight of the conference 
and we scheduled Workshops on such 
topics as Marketing, Landing Projects, 
and Elicitation.

Local Arrangements: Optional off-
site activities are a key highlight of AIIP 
conferences. In addition to providing an 
opportunity to experience new venues 
and events, the outings can facilitate 
managed networking. Peggy Garvin, 
who hails from the District of Columbia, 
chaired the Baltimore sub-committee 
for Local Arrangements. Peggy and her 
team did an outstanding job connecting 
with the Orioles baseball box office, 
coordinating a trip to the National 

Aquarium, hosting several Friday night 
Dine Arounds, a Baltimore Heritage 
Walk, and a trip to Annapolis, Maryland. 
The Local Arrangements Committee is 
also tasked with organizing a Give-Back 
campaign for the local community. With 
Jocelyn Sheppard’s matching challenge 
of $500, AIIP raised $1,000 for Baltimore 
Reads and the Baltimore Book Bank 
and contributed five full bankers’ boxes 
of books, as well. Overall, the Local 
Arrangements team coordinated a 
perfect number and variety of options. 
The Give Back campaign was a successful 
match for the AIIP membership.

Marketing: Ed Vawter was our social 
media king who prepared a message 
calendar based on program elements. 
Working with Peggy’s group, we sought 
to identify Baltimore business groups 
that might benefit from AIIP conference 

Committee Spotlight:

By Linda Stacy, L.E.K. Consulting

Conference Committee

Linda Stacy
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■ Committee Spotlight

content. We also prepared content for conference press releases. 
Marketing within AIIP included postcard mailings, webinar 
hosting, and regular communication through AIIP-L, Facebook, 
and LinkedIn.

Sponsorship: Sponsorship dollars provide revenue to offset 
conference costs, plus cover a few extra events, such as break 
snacks, headshot photography, etc. Since I led the sponsorship 
effort for Denver 2013, I chose to coordinate sponsorship 
for 2014. The cycle began with the development of the AIIP 
Marketing Guide, facilitated by the director-at-large for 
Marketing. The finished guide is sent to members, affiliates, 
and vendors. After time and personal outreach, sponsorship 
commitments begin to arrive. I am personally, and on behalf 
of AIIP, thoroughly amazed by the generosity of our members; 
member sponsorship represented 76 percent of the total for the 
2014 conference sponsorship.

Materials: The conference packet of registration materials 
must be put together. The conference guide requires extreme 
attention to detail as many elements of conference planning 
(programming, scheduling, local arrangements, Wi-Fi details, 
hotel specifics, sponsorship recognition, etc.) all come together 
in one space. For four years, Ulla de Stricker has efficiently pulled 
all this together, editing conference-related web content, and 
creating enticing session titles and program descriptions. 

Everything Else: Hotel and Logistics are largely handled by the 
AIIP office staff, primarily Melanie Talley, under the guidance of 
Bland O’Connor. The AIIP office staff assists each committee 
member and keeps us all on task. Melanie also manages 
the speaker arrangements, sponsorship agreements, local 
arrangement contracts—and so much more.

These are the things that go into making the AIIP Conference 
happen. In seeking out AIIP volunteer opportunities, consider 
any one of these roles—or the big kahuna itself, conference 
coordinator. You won’t be sorry you did; it’s an experience you’ll 
never forget.  ■

Linda Stacy is a Senior Information and Research Specialist, and 
Research Training Manager, at L.E.K. Consulting in Boston, MA. She can 
be reached at l.stacy@lek.com.

As a contribution to the 2014 conference host city, AIIP 
members embraced the mission of the Maryland Book 
Bank (www.marylandbookbank.org) to promote literacy by 
getting books into the hands of Baltimore kids. 

Book Bank executive director Mark Feiring was on hand at 
the opening reception to thank members and describe the 
organization’s role in the community. 

Conference attendees filled five large boxes with the likes 
of The Blue Watermelon and The Very Hungry Caterpillar. 
AIIP also raised $1,000 for the Book Bank, spurred on by 
AIIP Past President Jocelyn Sheppard’s challenge of $500 in 
matching funds.   ■

AIIP 2014 Give-Back Initiative

Maryland Book Bank
By Peggy Garvin, Garvin Consulting  

(peggy@garvinconsulting.com)

Jocelyn Sheppard and Mark Feiring with Peggy Garvin,  
Local Arrangements chair.

mailto:l.stacy@lek.com
http://www.marylandbookbank.org
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For those of us who conduct research 
about the Internet and related 
technology topics, Pew Research 
Center has become synonymous 
with authoritative and timely primary 
research. It is not surprising, then, that 
the talk by Lee Rainie, Director of Pew’s 
Internet & American Life Project, was 
lively, enlightening, and of course  
well researched. 

The Four Internet-based 
Revolutions
Rainie focused his discussion initially 
around Internet-related “revolutions” 
they have been researching at Pew. 
Within the past decade, they are already 
now researching the fourth revolution.

Revolution #1: The Internet 
Broadband Revolution
Rainie says 70 percent of U.S. adults 
are now online. With the rise of 
social media, we are no longer just 
consumers of information but now 
also purveyors of information. The 

speed of information getting to people 
has changed rapidly. The variety of 
information has also changed over the 
past decade; the information ecosystem 
has become much more diverse. While 
the flow of relevant information into 
our lives has improved, we now face an 
information overload. 

Revolution #2: The Mobile 
Revolution
For many people the mobile device 
(smart phone, tablet, or ebook reader) 
is their preferred or only device. We 
are now seeing the rise of augmented 
reality—the merging of physical and 
data environments—into what is being 
called the “metaverse.”

Revolution #3: The Social 
Networking Revolution
More people are sharing more with each 
other through social networking sites 
than ever before. This is challenging 
“Dunbar’s number” and the theory 
that our human brains are naturally 

hardwired for relating to a maximum 
of 150 people at a time. Now people 
have on average 600-700 people in their 
networks. Attendees at this conference 
no doubt have more (thousands?) in our 
networks due to the nature of our work. 
We are able to manage the people in 
our networks more efficiently, and we 
can get or offer social support with more 
people at once.

Lee Rainie

with Lee Rainie, Pew Research
Roger Summit Award Lecture

Reviewed by Connie Crosby, Crosby Group Consulting

Networking Information 
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■ Networking Information

Revolution #4: The Internet of Things 
Pew Research has not yet been able to survey in this area, but 
they will be doing so by the end of 2015. By 2008 there were 
more things (objects or devices) connected to the Internet than 
humans. There are now about 18 billion connected devices. 

Rainie included “wearables,” devices, and objects as being part 
of the Internet of Things. Objects can now tell everyone what is 
happening and the status of where things are in a process, such 
as supplies in a supply chain process. 

Places will soon become part of the Internet of Things; the 
environment or room will read us and may adjust to our 
individual needs. We will stop being “swipers and typers” and 
instead our devices will just know what to do behind the scenes. 
They will become like electricity, working in the background. For 
example, an alarm clock could tell us what our day will be like, 
what the traffic is and our upcoming appointments. 

This does, however, raise significant privacy issues: Will our 
things be gathering data on us? How will our profiles be 
compiled? We are in a position to influence this now. 

12 Pockets of Networked Information
The ecology of networked information is evolving rapidly. Rainie 
continued his talk by outlining the twelve “pockets” of network 
information relevant to our work:

1. We are our own information nodes; data now permeates 
almost everything we do, almost like a third skin.

2. Data is now being organized through personal technol-
ogy and social filters. In the industrial era 
model, our filters were from external me-
dia monitors and we were told what 
they found; now we can organize 
customized information 
flows into our own lives. We 
can create our own “play 
lists” in many areas.

3. Information is being edited 
all the time. In the past there 
was a defined workflow and then 
editing was completed. Now journalists have a 
stronger connection with their audience; the audi-
ence is giving continual feedback questioning 
what is reported. Journalists are 
now continually editing, 
and the con-

cept of settled facts is therefore disappearing. 

4. The nature of information queries has become increas-
ingly complicated. Pervasive search has helped people 
think about what they need and what they can’t find. 
They are connecting the dots between information more 
than ever before. For example, while Medline was origi-
nally built for doctors, more of their traffic is now coming 
from patients and caregivers than healthcare workers. 
Medline Plus was created in response to these new audi-
ences. 

5. The increasing permanence of information; everything 
seems to go into our “permanent records.” Anything done 
in the moment and was once ephemeral now persists in 
a way we did not see before.

6. Information is replicable. Digital information is easy to cut 
and paste and transmit through the networks. 

7. It is more difficult to keep control and ownership over 
information. Control and ownership rules previously built 
around systems are now becoming permeable. 

8. Network information is now permeable and spread-
able. We pass information along while at the same time 
commenting on it or criticizing it. The assumption of 
transparency that this creates changes our organizations. 
We have to make it easy for people to share if we want to 
get word of our services out. Media want to spread things 
on without necessarily referring everyone back to the 
original source now. 

9. Information is now linked and it now multi-tasks. Infor-
mation is no longer linear as it was in pre-Internet 
days; we need to prove where it came from, pro-

vide the context, and allow people to 
fact check for themselves.

10. Information is now wanted in 
both real-time and just-in-time. 

Consumers want their informa-
tion when they need it, not 
when the data provider wants 

to give it.

11. Location-based information now 
adds a new layer of information. GPS is on 

the devices we carry around and adds our loca-
tion data “to everything.”

12. Network information social cues are pro-
vided through human networks. 
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Networking Information  ■
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Rainie then put out a few calls to action about what will be 
needed in this changing information ecology:

• We need an information evaluation method. This infor-
mation evaluation method would be as important and 
useful as the scientific method was in the age of the 
printing press when suddenly anyone could spread his or 
her beliefs and the public had to find a way to separate 
truth from fiction.  

• There is a need to catalog search and information-related 
algorithms to help us determine whether they work the 
way the providers say they should.

• We need a new cadre of literacy advocates who teach us 
the literacies tied to technologies such as searching and 
sorting information. The word “research” is now synony-
mous with “Google.” We are truth tellers who are needed 
to point out the limitations and deficiencies of this trend.

• There is a need for new storytelling, for good research 
assembled in a smart way with a story structure. Visual-
ization of data is now a narrative form; we need to come 
up with new ways to organize data that does not rely on 
text, using data itself to tell the story. 

He concluded by explaining that everyone is feeling the same 
kind of disruptions. All are struggling with the same questions. 
Nobody has a secret playbook. We therefore also have the 
opportunity to shape the conversations around all of these 
changes.  ■

Connie Crosby is consultant, teacher, writer, and speaker at Crosby Group 
Consulting based in Toronto, Canada. She can be contacted at connie@

crosbygroup.ca; visit her website crosbygroup.ca and her blog 

conniecrosby.blogspot.com.

http://www.batesinfo.com/coaching.html
http://www.LindaRink.com
mailto:connie@crosbygroup.ca
mailto:connie@crosbygroup.ca
http://crosbygroup.ca
http://conniecrosby.blogspot.com
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Karyn Greenstreet is an internationally known self-employment 
expert and small business consultant. She is the president of 
Passion for Business (www.passionforbusiness.com) and is a 
popular speaker at national conferences on business strategy 
and marketing topics.

Karyn shared with our audience her view of the most effective 
business-to-business (B2B) marketing techniques and hottest 

Presented by Karyn Greenstreet, Passion for Business
Reported by Phyllis Smith, ITK Vector Inc.

trends used to position a brand and engage the audience. She 
spoke about integrating a variety of these techniques into a solid 
marketing plan that gets results. 

“How may I ignore you today?”
People are busier, more distracted, and have more demands on 
their time than ever before. They deal with greater complexity 
and take longer to make buying decisions in order to lower their 
risk of making a wrong decision. With shorter attention spans, 
potential clients respond best to shorter bursts of content. 
Marketing touch points should be kept light even though it can 
now take 10-12 “touches,” using various marketing techniques, 
to get a potential client to finally make that decision to buy. A 
20-page white paper may be replaced by a series of short, two-
page documents and distributed using different techniques.

The buying cycle
Karyn detailed a typical buying cycle and the kinds of questions 
clients need to answer in each phase. 

The first phase is that of Awareness where potential clients are 
asking questions to determine their specific needs and their 
priorities. In the second phase of Research, potential clients are 
asking questions as they compare a variety of solutions to their 
problems. Finally, in the Decision Making phase, potential clients 
are determining the criteria they will use to decide from among 
the identified options.

Tailoring marketing content to address potential clients’ questions 
in each phase helps to move them through the buying cycle.

What Works in  
Business-to-Business  

Marketing?

Karyn Greenstreet

http://www.passionforbusiness.com
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B2B Marketing ■

Which marketing techniques work in 2014?
Karyn cited research by MarketingProfs (www.iab.net/media/
file/B2BResearch2014.pdf) that found that the marketing 
techniques that are popular in B2B businesses differ from 
the most effective techniques. The top three frequently used 
techniques include:

1.  Social media

2.  Articles on the website

3.  Email newsletters.

The top three most effective techniques include:

1.  In-person events (networking, speaking)

2.  Case studies (discussions of how your product helped a 
client)

3.  Videos.

Social media is not even on the list of effective marketing 
techniques. Karyn reasoned that social media techniques may 
seem easier to implement and are appealing to introverts, 
whereas going to live events can be stressful.

The “silver bullet” of marketing
Truly, there is no single, simple marketing technique. Karyn 
advocates using an integrated marketing approach in order to 
get past the busyness of potential clients and to address the 
reality that buyers need to do their research before they will buy. 
An integrated collection of marketing techniques can reduce 
costs and time spent on marketing, and can lead to increased 
awareness and sales.

Action mapping
Karyn described action mapping as a means of creating an 
integrated marketing plan. Multiple marketing techniques are 
evaluated in terms of how they apply to the three phases of 
the buying cycle. Then they are mapped to show how each 
marketing technique sends the potential client to at least one 
other technique. For example, a business card has a website 
address; the website includes links to social media; social media 
is used to promote webinars.

The main takeaway from this session is that it is vital to understand 
how each of your marketing techniques will touch potential 
clients where they are in the buying cycle, and to create a map of 
integrated marketing techniques that support one another.  ■

Phyllis Smith is the Managing Director of ITK Vector Inc., based in Halton 

Hills, Ontario, Canada, and can be contacted at psmith@itkvector.com.

Information Today, Inc.  •  143 Old Marlton Pike  •  Medford, NJ 08055-8750
Phone: 609-654-6266  •  Fax: 609-654-4309  •  jbryans@infotoday.com

For more than 20 years, Information Today, Inc. (ITI) and AIIP members have 
collaborated on the world’s most celebrated guides and handbooks for info 
pros and business information users. The successful ITI–AIIP partnership 
has always provided ITI with an unrivalled author pool while affirming AIIP 
member authors as the go-to experts in their respective research specialties.

This unique program is set to grow in 2014, and  
we want you to help us make it better than ever!

Every book starts with an idea. We can help you develop your idea and put 
you on the fast-track to becoming a published author. For more information, 
visit books.infotoday.com and click “Book Proposal Guidelines” or call or 
write publisher John B. Bryans today.

IF YOU’RE AN 
AIIP MEMBER 
WHO LOVES  
TO WRITE …
become a part of ITI’s leading 
line of digital and print books 
for information professionals 
and power users!

i n fo today.com

Business Information 
worth paying for

Visit alacrastore.com for the best 
business information reports from

http://www.iab.net/media/file/B2BResearch2014.pdf
http://www.iab.net/media/file/B2BResearch2014.pdf
mailto:psmith@itkvector.com
http://www.infotoday.com
http://www.alacrastore.com
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Information Literacy and the  
Independent Information Professional

Presented by Paul G. Zurkowski, Esq.
Reported by Linda Rink, RINK Consulting

More specifically, Zurkowski’s proposed solution is to 
establish the Information Action Coalition (IAC), a public-
private coalition of libraries, associations, foundations 
and businesses interested in combating this “silent crisis.” 
IAC would work with public libraries to train people in 
information literacy. Zurkowski’s ultimate goal is the 
creation of a global network of local organizations focusing 
on information literacy. He plans to implement a beta 
test in the US, by holding seminars on various issues of 
information literacy, utilizing libraries as the venue.

Zurkowski hopes that the AIIP community will embrace 
his vision because of its members’ significant library and 
information research experience and entrepreneurial spirit. 
He called on AIIP members, whom he called the “rock stars 
of the information service environment,” to assist him in 
exploring ways to extend information literacy to everyone. 
For example, AIIP members should consider actively working 
with libraries as paid advisors to provide training courses to 
both library employees and the public. Doing so, he believes, 
will strengthen and help grow our own businesses. He urged 
the audience to give some thought to which specific seminar 
topics could be incorporated into the beta test, and invited 
interested individuals to contact him directly.

Zurkowski asked the AIIP Board to work with him in creating 
the Information Action Coalition.  ■

Linda Rink is President of RINK Consulting, a full-service marketing research 
agency based in Philadelphia, Pennsylvania (www. LindaRink.com). She 
can be contacted at lrink@LindaRink.com.

Paul G. Zurkowski, keynote speaker at the 2014 AIIP Annual 
Conference and self-titled “Information Literacy Pioneer,” 
founded the Information Industry Association and was its 
president for twenty years, from 1969 to1989. His work 
today continues to focus on the impact of information 
and digital content. He is credited with coining the phrase 
“information literacy,” which is defined as the ability to 
handle information in order to solve problems effectively.

In his presentation, Zurkowski spoke about the current 
disturbing “silent crisis” of mass information overload and 
the control of information by a small but powerful minority 
who use it for their own gain. “He who controls the switches 
of information rules,” he stated, and those who don’t are 
“open to the control of information by others who have the 
resources and purpose to confuse, distract, and overwhelm 
our best efforts.” He cited Oxford University professor Stein 
Ringen, who in a recent Washington Post op-ed piece draws 
disturbing parallels between the U.K. and the U.S. with 
ancient Greece (“Are we heading for the fall of democracy?” 
March 30, 2014). “In Athens,” writes Ringen, “democracy 
disintegrated when the rich grew super-rich, refused to 
play by the rules and undermined the established system 
of government. That is the point that the United States 
and Britain have reached.” Zurkowski agrees. Deliberate 
disinformation, spread and funded by wealthy special 
interest groups, is corrupting our democratic process, 
he stated in his presentation. The way to counter this, he 
said, is “to empower average citizens to navigate through 
information overload problems and get the answers.”

Ahead of the Curve:  

mailto:lrink@LindaRink.com
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Presented by Peter Corbett, iStrategy Labs
Reported by Connie Crosby, Crosby Group Consulting 

At first, the talk with Peter Corbett, 
founder and CEO of Washington, D.C.-
based digital creative agency iStrategy 
Labs (istrategylabs.com), seemed to 
have little relevance to the work of 
information professionals. We weren’t 
even sure if he knew what audience 
he was addressing. The presentation 
started with a video to demonstrate 
the type of work his agency does: an 
April Fools’ initiative called BeardSwipe 
(beardswipe.me). It was highly amusing 
but we were not sure of the point. 

We heard about other “wild digital 
and physical stunts.” There was one 
that enabled viewers connected to an 

“apple launcher” through the internet 
to destroy an old warehouse built for 
Redd’s Apple Ale. For another, iStrategy 
Labs created a SpongeBob SquarePants 
Skill Crane with a 3D printer and enabled 
it to be controlled from a client’s 
Facebook page. Then there was the GE 
Social Fridge full of free beer that would 
open only after ten friends checked 
in together with their smart phones, 
and the Twitter Prize Locker, a vending 
machine that dispensed prizes to those 
who tweeted with specific hashtags, 
created for client QlikTech. It was all hip 
and pushed the boundaries between 
the “real world” and online using a mix 
of web design and development, social 

media, the Internet of Things and a 
healthy dose of outrageous creativity.

Corbett talked about some of their other 
digital initiatives, and shared the formula:

How to Hack Marketing  
(Hacking Business) 

The iStrategyLab team

Peter Corbett

http://istrategylabs.com
http://beardswipe.me
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■  How to Hack Marketing

• They determine what “the Internet” wants.

• They ask themselves how they can create something 
compelling.

• They try to determine how to start “a little viral snowball.”

This last element is the most difficult. They reach out to sites 
such as Huffington Post or Reddit (depending on the audience) 
to kick off a campaign and spread the word to drive up 
engagement with their project. 

Just as we were trying to make the big mental leap to draw 
parallels between marketing consumer goods with fun digital 
initiatives and raising the profile of our own information 
businesses (I’m sure there are some useful lessons in there 
somewhere), one conference attendee asked the pivotal 
question that then changed the nature of the presentation: How 
did Corbett get started with this business? 

And there was the real parallel we were missing. He, in fact, is an 
information entrepreneur with his own business. Moreover, he is 
a highly successful information entrepreneur who has taken big 
risks and come up winning. 

He was fired from his job on a Friday and started up his company 
on the following Monday. In his second month in business, at a 
conference, he happened to meet insurance company Geico’s 
internal creative director who asked him about building a 
website “for women to meet their cavemen matches.” He called 
around to his friends who thought they could build the website 
for $40,000-$50,000. So he quoted $150,000 for the new site. 

Corbett’s background was originally in concert promotion and 
not technology, so he hires the expertise that he needs and 
does not have. In the early years, he put together teams of top 
web strategists and developers who already had permanent 
positions elsewhere and were doing the iStrategy Labs work on 
a freelance basis. He listed them on the website and was honest 
about where else they worked. Internal teams of employees now 
handle most projects but he still makes a personal guarantee 
to clients that “no matter what, we will not let you down.” He 
replaces people as needed when something is not working. 

He found going from being a sole proprietor to having one 
employee to be the biggest leap in terms of adjusting the 
organization so far. At twelve employees, the company put an 
executive team in place. In 2012, it had twenty-five employees 
at which point he says it “felt like a real company.” The company 
continues to grow at a rapid rate. It started 2014 with thirty-
four people and by the end of April will have fifty. Recruitment 
comes relatively easy as they have a high profile and have built 
a strong network of designers, developers and writers, twelve 

thousand of whom attend a festival iStrategy Labs runs each 
year. They maintain a database of these attendees and also have 
five thousand Facebook followers, so reaching out to find new 
employees is straightforward. 

As an owner, he has had to learn to let go. He had to decide 
whether to “be a practitioner or an orchestrator.” While he likes 
doing the strategy work with clients, he has to let others do it. 
His ultimate goal is to have the company operating so that he is 
not needed at all; however, currently he still finds the company 
“gets squeaky” (like a bike chain) if he is not there enough. 

iStrategy Labs typically works on forty projects at a time. Each 
strategist/project manager works on three or four projects at 
a time, handling one big project and contributing to others. 
Corbett said the projects are gradually getting larger: where they 
used to take ten to twelve weeks for a typical project, they now 
take up to eight months each.

Projects are priced “as high as possible” using a value-based 
pricing model. Tracking hours is counter to their Web design/
development culture. They see their work as art and try instead 
to determine how valuable the work is to the client. 

Their projects often involve corporate data that is typically 
supplied by their clients; however if they don’t have it they 
research it themselves. Corbett was asked about working with 
independent information professionals. They have hired data 
scientists for very big data in the past, and he invited interested 
AIIP members to send him an email message letting him know 
what types of work we do and whether we have experience with 
big corporate data. 

While others in the audience may have been thinking about 
how they might pitch this or a similar digital agency on research 
work, I came away with other valuable lessons. I have to think 
big, take risks, and not shy away from growing my own business 
with the help of others. To me this was the most inspiring of all 
the presentations at the conference; it challenged me to find the 
lessons and expanded my view of how I see my own company.  ■

Connie Crosby is consultant, teacher, writer, and speaker at Crosby Group 

Consulting based in Toronto, Canada. She can be contacted at connie@
crosbygroup.ca; visit her website crosbygroup.ca and her blog 
conniecrosby.blogspot.com.

http://connie@crosbygroup.ca
http://connie@crosbygroup.ca
http://crosbygroup.ca
conniecrosby.blogspot.com
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Presented by Marcy Phelps, Phelps Research,  
and Ben Licciardi, PPC 

Reported by Stephanie R. Altbier, Pinpoint Search Strategies, LLC

Clients find value in information when it 
is easily comprehensible through visual 
illustrations. So states Marcy Phelps 
of Phelps Research. Visuals make data 
more readable and useful. Visuals of 
information usually come in the form 
of charts, data maps, or diagrams. 
Charts are best for illustrating numbers. 
Numbers and places are best shown 
using data maps. Diagrams are most 
useful for illustrating concepts.

Choose the Right Graphic
The type of chart selected depends 
upon the message. A pie chart should 
be used when the concepts of share, 
percentage of total, or “accounted for 
X percent” are shown. Bar charts are 
recommended when the relationships 
of larger than, smaller than, equal 
to, exceeded, and rank need to be 
illustrated. Column charts and line charts 
are best used when illustrating data that 
is increasing, decreasing, fluctuating, 
or remaining constant over time. Step 
columns and line charts best show the 
range of concentration, X to Y range. 
For numerical information, shaded area 
maps are recommended when there is 
one field of numbers; when there are 

two fields of numbers, pie chart maps 
and column chart maps should be used.

Check out the following tools for creating 
charts, graphs, data maps, and diagrams:

Adding Value by Adding 
Visuals: Building Insight  
into your Deliverables

Marcy Phelps

Ben Licciardi
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■  Adding Value by Adding Visuals

Tools for Charts and Graphs
• Microsoft Excel Chart Wizard

• ChartGizmo.com (www.chartgizmo.com) 

• Google Developers Charts Playground (developers.
google.com/chart/) 

• DIYChart.com (www.diychart.com)

• Say It With Charts: The Executive’s Guide to Visual Communi-
cation, by Gene Zelazny. 4th ed. McGraw Hill, 2001.

Tools for Data Maps
• Microsoft MapPoint (snipurl.com/27mniz8)

• Google Fusion Tables (snipurl.com/28na6k1)

• Click2Map.com (www.click2map.com/)

• Mapland (www.softill.com)

• SmartDraw.com (www.smartdraw.com/).

Tools for Diagrams
• SmartArt when using Excel, Word or PowerPoint

• Gliffy (www.gliffy.com/) 

• Microsoft Visio (snipurl.com/27mnn39)

• SmartDraw (www.smartdraw.com/)

• OmniGraffle for Mac (snipurl.com/27mnmt8).

In addition to the above tools for specific types of visuals, the 
following organizations are recommended as good sources of 
ready-to-use information graphics on a multitude of topics:

• Eurostat epp.eurostat.ec.europa.eu/ 

• The World Bank: Data (data.worldbank.org/)

• American FactFinder (factfinder2.census.gov).

Marcy’s article, “Visualization Tools for Turning Information into 
Insights,” ONLINE, Sept/Oct 2012 (snipurl.com/289v0eg) is freely 
available for viewing on the Information Today website (www.
infotoday.com). A slide, “Choosing the Right Graphic” (snipurl.
com/289v0je) charts the decision points in selecting and 
creating data visualizations.

Ben Licciardi, Senior Analyst at PPC (Project Performance 
Company; www.ppc.com), advised listeners on the processes 
of information visualization. First, he said, gather the data; then 
organize the data on a spreadsheet; then interpret the underlying 
data in order to create compelling and useful visualization. In 
gathering and organizing data, practice these tips:

• Know your audience

• Know what they find valuable

• Know the perspective they are coming from

• Ask what is going to help them

• Know your data.

Data Behind the Visuals
• Source of data

• Quality of data 

• Assumptions behind the data

• Know your own limits.

Ben offers the following useful visualization resources:

Good Visualization Sources
• FlowingData (flowingdata.com/)

• AggData (aggdata.com/) 

• Information is Beautiful (informationisbeautiful.com/) 

• OECD Better Life Index (oecdbetterlifeindex.org/) 

• Google Music Timeline (research.google.com/bigpicture/
music/#) 

• Google Play–Taxonomy of Genre (play.google.com/store/
music).

Remember: It is the data behind visualization that clients 
find useful. Good visualization makes it easy to digest and 
understand complex data. It casts the familiar in a new light, and 
it can be fun and entertaining at the same time.  ■

Stephanie R. Altbier is CEO of Pinpoint Search Strategies, LLC, a medical 
literature research services company based in Silver Spring, Maryland. 
Contact Stephanie at stephanie@pinpointsearching.info.

http://www.chartgizmo.com
developers.google.com/chart/
developers.google.com/chart/
http://www.diychart.com
http://snipurl.com/27mniz8
http://snipurl.com/28na6k1
http://www.click2map.com/
http://www.softill.com
http://www.smartdraw.com/
http://www.gliffy.com/
http://snipurl.com/27mnn39
http://www.smartdraw.com/
http://snipurl.com/27mnmt8
http://epp.eurostat.ec.europa.eu/
http://data.worldbank.org/
http://factfinder2.census.gov
http://snipurl.com/289v0eg
http://www.infotoday.com
http://www.infotoday.com
http://snipurl.com/289v0je
http://snipurl.com/289v0je
http://www.ppc.com
http://flowingdata.com/
http://aggdata.com/
http://informationisbeautiful.com/
http://oecdbetterlifeindex.org/
http://research.google.com/bigpicture/music/#
http://research.google.com/bigpicture/music/#
http://play.google.com/store/music
http://play.google.com/store/music
mailto:stephanie@pinpointsearching.info
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In this session, Michele McKenna and 
Michele Bate offered tips for providing 
services and conducting research 
internationally, and Judy Koren and 
Arthur Weiss then gave a whirlwind 
practical tour detailing a case in point. 

Ulla de Sticker guided the first part of the 
presentation with questions.

What are some of the key things to keep 
in mind when working abroad?

• Give careful consideration before 
taking on international projects. 
Without proper training and 
knowledge of local standards, such 
projects can be quite formidable.

• Practical challenges include 
communicating across distant 
time zones with distinct holiday 
calendars, using different variet-
ies of language(s), and employing 
different preferred methodologies. 

Moderator:  Ulla de Stricker, de Stricker Associates

Panelists: Michele Bate, Archer Van Den Broeck Ltd.

  Judy Koren, ResearchWise Associates

  Michele McKenna, Market Analytics International

  Arthur Weiss, AWARE

These factors contribute to work-
ing odd hours, misunderstandings 
even among those speaking the 
same language (e.g., the meaning 
of “turnover” in the U.S. and the 
U.K.), mismatched standards for 
contracts and reporting (e.g., time 
stamps) as well as timely payment, 
successes/failures of methodology 
(e.g., online doesn’t work well for 
all), and increased expense associ-
ated with translations.

• Also remember that availability of 
information varies from country to 
country and even by jurisdiction. 
Records that are public in the U.S. 
may not be public elsewhere (e.g., 
criminal records), data collection 
activities that are legal in one 
place may not be legal in another 
(e.g., recording phone calls), filing 
requirements may differ, and at-
titudes regarding confidentiality 

may vary.

Would these factors affect your choice to 
work with another AIIP member?

• Consider carefully if you have the 
skills and information access to 
perform the research and, if not, 
whether hiring a subcontractor 
adds excess cost, time, or other 
complications.

• Remember you want to stay as 
close to the research as pos-
sible, so avoid working with large 
research companies that may 
incur multiple layers; try to stay no 
more than one layer removed by 
maintaining direct contact with 
subcontractors.

Regarding cautionary tales, can you 
direct us to some go-to resources?

• Michele M. emphasized the need 
to do sufficient legwork before 
writing any proposal, especially 
the need to talk to experts actu-
ally working within the relevant 
countries.

• Michele B. recommended two web 
resources: Karen Blakeman’s site 
(www.rba.co.uk) and the World 
Legal Information Institute (http://

How to Navigate International Waters and  
Bring Back Treasure from Foreign Lands

Here Be Dragons:

Reported by Deirdre Black, American Blackshoe Heritage Research & Interpretation, LLC

http://www.rba.co.uk
http://worldlii.org
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worldlii.org).

• Specific cautions to prevent misunderstandings: add 
explanatory content; carefully choose date stamps; don’t 
use acronyms; use place names with adequate descrip-
tive detail to ensure proper identification; be flexible with 
reporting and tailor it to client specifications; manage 
your risk by not relying heavily on any one subcontractor 
or tech resource; always review reports to make sure you 
know the content you are delivering; and educate your 
staff on standards for research and reporting.

A Case Study
Following the tips segment of the session, panelists Judy and 
Arthur provided the nuts and bolts behind researching a high 
profile art scam centered in Israel but reaching well beyond 
Israeli borders. Judy was the primary on the project, but 
subcontracted with Arthur for specific research expertise. The 
case involved business professionals responsible for an art scam 
that involved tax fraud and bribery.

Judy and Arthur used the paraphrased questions below to guide 
their strategy and develop tactics in their research in the case.

• Q1: Does the art dealer Globe Services even exist? Investi-
gating the art dealer using online databases and on-the-
ground colleagues revealed the company likely did not exist.

• Q2: Is there more evidence to support the conclusion that 
Globe Services was a fiction? Other evidence supporting 
the conclusion that the company did not exist was ob-

tained through archival research, the yellow pages, and 
other sources/resources.

• Q3: Were the records of provenance genuine? Judy enlist-
ed the skills of Arthur to perform primary research. Arthur 
recorded all telephone calls and collected email evidence 
while Judy did background research on the existence and 
sales history of the artwork in question. The result was 
that not one of the sales proved legitimate; either they 
did not exist, or the art piece was never sold, or invoices 
were doctored. This research was complicated by the fact 
that the policy of a very famous auction house based in 
London was not to share information about possible sales 
even when it might be in their best interest to do so. 

• Q4: Is there more information about Globe Services that 
might be available through a registry? This research 
entailed a global search using Google Maps, conducting 
phone research, ordering documents, and conducting 
still more phone research. Networking via telephone and 
social media proved essential at this stage.

• Q5: What was the nature of Globe Services relation-
ship with the auction house, if any? Globe Services was 
purportedly founded by three employees of the auction 
house; in order to confirm/refute this claim additional 
standard online research was performed as well as 
primary research via telephone and email. Challenges to 
the research included misspellings of a witness’s name 
(eventually resolved via a sound-alike search) and hand-
written documents (analysis of which required an expert 
graphologist who concluded that multiple signatures 
were written by the same person).

Research for this case required the use of company registries in 
the U.K., Gibraltar, Anguilla, and Panama, various art databases, 
“definitive catalogs” of artwork, general web research (including 
STREETWISE Maps (www.streetwisemaps.com) images), library 
and archival research, and telephone/email research.

Skills needed and lessons learned are numerous but can be 
summed up in this recommendation: Use a local info pro to get 
documents from libraries and archives, to gain subscription 
access to local databases, and to have an expert in the field with 
knowledge of the culture when sensitive primary research is 
conducted.

Both Michele M. and Michele B. offered copies of their handouts; 
contact them directly.  ■

Deirdre Black is the founder of AMERICAN BLACKSHOE Heritage Research 
& Interpretation, LLC, located in Missoula, Montana and online at www.
americanblackshoe.com.

http://worldlii.org
http://www.streetwisemaps.com
http://www.americanblackshoe.com
http://www.americanblackshoe.com
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The Radically Nimble Info-Entrepreneur

The 2014 AIIP Annual Conference 
audience was treated to the premiere 
presentation of Mary Ellen’s The 
Radically Nimble Info-Entrepreneur. 
She warmed us up by outlining and 
debunking a list of myths, stretched our 
thoughts with questions, and then left 
us with exercises to challenge our skills 
and provide accountability. At the end 
of the session, it felt most excellent to 
be an info-entrepreneur.

Six Myths of 
Entrepreneurship

Myth #1: I know what my clients 
want and the value I provide.
Mary Ellen pointed out that corporate 
loyalty has ebbed, and client needs have 
changed. Do clients equate research 
with Google? Do we know what is 
valuable to them today? 

Myth #2: I can cut back on 
marketing now.
Mary Ellen stressed that to compete 

Presented by Mary Ellen Bates,  
Bates Information Services

Reported by Debbie Wynot,  
Insight Matters and Library Consultants, LLC

in the information industry, we need 
to be as aware of our competition as 
our clients are. Unless we spread the 
message of our own value, clients won’t 
know or care that we can crush Google. 

Myth #3: I’m a bonsai business; I 
don’t need to grow.
Are we keeping a business small, or are we 
allowing for growth as a natural course? 

Myth #4: I don’t have to stay 
leading-edge.
She debunked this notion. The “someone 
else” who’s doing it better is easy for 
clients to find today. No need to leave 
the office for a learning experience, 
though. Find a YouTube tutorial to 
expand a skill set and exit that comfort 
zone. 

Myth #5: I’m just not good at ....
Not being good at something is the fifth 
myth. Mary Ellen suggested that we be 
open not only to learning, but to failing. 
“Stomach churn” is part of the growth 

process. Smile until you’re comfortable 
with your new skill! 

Myth #6: It’s OK to reduce rates if 
there’s a learning curve in progress. 
No, no, no. If we want to play with the 
big guys, we should simply state our 
price, stay silent, and listen.

Mary Ellen Bates
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Ask Yourself 
As growing info-entrepreneurs, we need to continually reflect 
on our business and ask questions. Questions we need to ask 
ourselves include: How much has our business changed in the 
last three years? Are we moving the business forward? What’s 
keeping us from meeting our goals? Are we focusing too much 
on one client? How can we have more fun? 

Big issues to think about: 

• letting go of unprofitable revenue streams

• the most productive use of our time

• metrics for tangible goals

• seeking client opinions

• overcoming the “Imposter Syndrome” 

• diversifying the client base 

• choosing what we love, and …

• having fun doing it.

The Closing Stretch
Mary Ellen’s closing exercises reinforced the highlights of her 
presentation. Once more, stretch that comfort zone with a 
visible responsibility such as volunteering to speak or leading 
a group. To measure what success looks like, develop your own 
metrics for improvement. Is it extra free time, money, room for 
commitments like making a presentation or hiring a business 
coach? Preserve your energy by saying “No”; use “Yes” as a 
commitment to excel. Learn something new each month. Take 
a skill clients expect us to know and turn it into professional 
development. Finally, identify three new ways to attract clients. 
Placing slides or webinar on your website is a way to establish 
credibility. And as Mary Ellen says, when clients seek you out, the 
checkbook is already open.

Mary Ellen’s slides for this presentation are on her website at 
www.batesinfo.com/extras/files/radically-nimble.pdf.  ■

Debbie Wynot is the owner of Insight Matters and Library Consultants, 
LLC. Debbie provides information strategy, business intelligence, litigation 
support, and software training to the legal community. She can be reached 

at debbie@insight-matters or debbie@libraryconsultants.com.

Ad Rates for AIIP Connections
AIIP Connections is a quarterly online publication.  If you are interested in advertising, contact Karen Klein at 1-610-927-1701 or 
email to kklein@fulcrum-info.com.  [NOTE:  Please prepare the ad in electronic image - PDF, JPG, PNG, TIF.]

Size
Frequency  

(/yr)
Members Non-Members

Full page 1X $150.00 $300.00

Full page 4X $450.00 $900.00

½ page 1X $90.00 $180.00

½ page 4X $275.00 $550.00

¼ page 1X $60.00 $120.00

¼ page 4X $175.00 $350.00

¹⁄16 page 1X $20.00 NA

¹⁄16 page 4X $60.00 NA

http://www.batesinfo.com/extras/files/radically-nimble.pdf
mailto:debbie@libraryconsultants.com
mailto:kklein%40fulcrum-info.com?subject=AIIP%20Newsletter
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Moderator: Marge King, InfoRich Group

Panelists: June Boyle, CeRCo Research & Consulting, LLC, 

  Lan Eng, with Threshold Information,

  Cindy Shamel, Shamel Information Services

During this informative session, three panelists shared their 
strategies for communicating effectively with busy people, 
decision-makers, and senior executives.

The panel consisted of three AIIP members who regularly 
work with top-level executives. June Boyle, CeRCo Research 
& Consulting, LLC, focuses on helping senior executives 

understand external perspectives and practices in 
order to address particular challenges in their own 
organizations. Lan Eng is a business researcher 
who works with Threshold Information providing 
business and technical intelligence to Fortune 500 
companies and consulting firms. Cindy Shamel, 

Shamel Information Services, has provided proposals, 
research findings, and project recommendations to 
corporate executive boards, CEOs, CFOs, executive vice 
presidents, and more.

Marge King, InfoRich Group, moderated this session in 
a true panel format, leading the conversation with a 
series of questions:

How is approaching the C-suite different 
from [approaching] mid- or lower-level 
management?

A senior executive’s pressures are different from 
those of a lower-level manager. Middle managers 
want answers while senior executives are more 
interested in the bigger picture. However, even 
CEOs are human and have fears, hot buttons, and 
backgrounds that can be used to advantage.

How are communications with the C-suite different?
A project may involve other people in the organization who 

Creating Value and Delivering Impact to Directors,  
Senior Executives, and the C-Suite

Reported by Phyllis Smith, ITK Vector Inc.

Taking It to the Top: 
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have their own agendas and a consultant must communicate 
clearly with the senior executive and follow up periodically. The 
panel advised keeping deliverables short and focused on the 
bottom line. Data visualization techniques can be used to distill 
information into powerful results that resonate with C-suite 
executives. 

How can we develop proposals that will lead to 
contracts?
All three panelists do their homework with the goal to 
understand the organizational environment and the objectives 
of the project before they create proposals. Knowing the typical 
budget for a consultant can be useful as a benchmark in the 
proposal. Good proposals are short and focused, mapping out 
the project and clarifying communications.

How do you draw the true need out of a senior executive 
who may say one thing but mean another?
Every project requires some research in advance to develop a high-
level understanding of the need. This research includes listening 
carefully and speaking to other people involved in the project. 
The proposal should reflect information received from senior 
executives to demonstrate understanding of their true needs.

It’s costly to acquire new clients. How can we develop 
lasting relationships?
The panel members all make it easy for senior executives to work 
with them. They recommend tailoring deliverables so that every 
slide has something impactful to offer and is worth lifting to use 
for another purpose. 

What is the difference between working with senior 
executives in large companies versus small companies?
Smaller companies may be more difficult to research in advance 
and small business owners take their companies much more 
personally than senior executives in large companies. Those 
executives in large companies tend to deal with higher-level 
strategic issues, whereas small business owners can be more 
focused on operations. 

How do you get your foot in the door?
All of the panelists agreed that networking at any level of 
management can lead to referrals and both are vital to accessing 
the C-suite. Senior executives talk to each other and share 
referrals. A consultant may also get a foot in the door if backed 
by a mid-level manager.  ■

Phyllis Smith is the Managing Director of ITK Vector Inc., based in Halton 
Hills, Ontario, Canada, and can be contacted at psmith@itkvector.com.

mailto:psmith@itkvector.com
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Jan Knight guided the discussion, asking the panelists about key 
issues every information specialist planning to go independent 
needs to consider. Composite answers follow the questions below.

Why become independent?
The reason to become an independent was not that the speakers 
didn’t like what they were doing as employees. They did, but all 
experienced one event pushing them into entrepreneurship, or 
encouraging them to decide to go independent; the bankruptcy 
of an employer; having done freelance work while having a full-
time job; recognizing that there was work out there.

How to choose one’s niche? What was your original niche 
and is it the same now? If not, why did you change? Was 
it your choice? 
The speakers all had special long-term expertise from their 
former jobs that they brought into their own business. But they 
specified and customized their services to meet the needs of 
their prospects. The niche might naturally come about when 

The Good, the Bad, and the Ugly
—The Info Pro’s Early Years:  

Lessons Learned

Reported by Mirjam Wolfrum, info-to-go.eu

Moderator:  Jan Knight, Bancroft Information Services

Panelists: Shelly Azar, Insight Researchers, LLC 

  Jennifer Burke, IntelliCraft Research, LLC

 Anne Hengehold, Clarify Information Services

 Ken Watson, Watson Knowledge Services, LLC

former co-workers, whose needs are known, become clients. Or 
one big client asking for something specific will help define the 
niche. The answer to this question is another question: What 
specialty do I have that people will pay for?

What to say on the website?
The one question coming up immediately while setting up the 
website: “I” or “We”? How to refer to the one-man or one-woman 
business? All speakers agreed that “We” would probably have a 
better standing in the perception of prospects or clients. It is at 
the same time absolutely appropriate for most of independent 
workers, as we all use our wide network of colleagues, partner 
with others for projects, and hire subcontractors. While talking to 
clients they would say “I—and my network of colleagues….”

How did you get the first client?
This might be the most asked, and certainly the most crucial 
question when starting a business. And then, were there successes 
and/or failures to learn from? 

The main answer to this is networking: attending events like 
conferences or trade shows, professional lunches, meetings Jan Knight, Bancroft Information Services, introduces the panel.
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with colleagues, etc. The advice all panelists would give: “Get 
out of the house and talk to people.” It’s about whom you know 
and whom you don’t even know that you know. Be a panelist 
or speaker, do webinars and workshops, etc. Volunteer in order 
to learn from and connect with people. Especially in times with 
fewer jobs (and that might happen from time to time), it will 
help to keep you busy in a good way. Write articles, a blog, or the 
like to raise your visibility.

Referrals by colleagues and friends are one of the most 
important tools to get clients.

Groups to attend might be classified like this: 

• People who are attending are my target audience;

• There are speakers whom I can learn from;

• General networking (Mastermind groups, etc.): It will help 
me to get new ideas.

How to handle marketing? 
When you are really busy, do you still do marketing? “Yes,” says 
marketing expert Jennifer, “Marketing is a bit like a shark. When 
it stops swimming, it dies.” Market yourself a bit every day. The 
recommended percentage of marketing activities is 25 percent 
of your time.

Money, contracts, systems, processes
PayPal is highly recommended as an alternative to credit card 
payments, as high costs can occur through banks. There are 
sample contracts available from AIIP; you should modify them to 

your needs and perhaps have them checked by a lawyer. If you 
do so, establish a fixed or not-to-exceed price arrangement, as 
lawyer costs can quickly get very high. Once again, ask colleagues 
for help. Examples for good expenses were those incurred for a 
business logo, website, or software license for webinars.

As for CRM tools and processes, Nimble and LinkedIn follow-up 
tool were mentioned, but CRM can also be done with an Office 
Suite using Excel and Word to organize and follow up contacts. 

The Future
There will probably be lots of changes due to social media 
development. Panel members considered their biggest 
challenges to be prioritizing their activities (marketing, 
current jobs, etc.) and getting more new clients to balance 
fluctuation. Joining AIIP groups or Mastermind groups is highly 
recommended.

Here’s what some of the speakers would do if they were to have 
an extra $1,000 to spend now for business:

• Get some business coaching, because there is always 
something to improve.

• Go to conferences to “sharpen one’s saw.”

• Buy new furniture, because it is quite important to have a 
nice and comfortable work place.  ■

Mirjam Wolfrum, from info-to-go.eu based in Germany, has 10 years of 
research experience and specializes in Clean Technologies. She provides 
international Strategic Business Information and Data Driven Journalism, 
working in German, English, French, Spanish, and Portuguese. Contact her 
at mw@info-to-go.eu.

mailto:mw@info-to-go.eu
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At the 2014 AIIP Annual Conference, 
I had the privilege of choosing to 
attend—from among eight—three Tips 
sessions. For readers not familiar with 
the concept, let me explain: The Tips 
sessions are 20-minute table discussions 
led by volunteers who each cover the 
highlights of a topic. They were originally 
conceived as Tips on the Terrace at a 
long-ago AIIP conference in a warm 
climate; this time around, we were 
content to congregate in an airy atrium 
space at the conference venue—and 
some discussion tables actually were 
under an indoor trellis.

I chose my three sessions according to 
the theme of our collective professional 

Tips Sessions 
under the Trellis 

—Part One

Reported by Ulla de Stricker, de Stricker Associates

roads: We encounter challenges along 
the way; we transition into new roles; 
and we must consider our digital legacy 
when our road comes to an end.

Dealing with Challenge
Presented by Matthew von Hendy, Green 
Heron Information Services

Matthew von Hendy bravely took on 
the topic of what to do with deadbeat 
clients. Based on a personal experience 
(fortunately not serious), he researched 
the matter and incorporated suggestions 
from fellow AIIP members. Key pieces 
of advice ranged from due diligence 
(know about the client before you do 
a lot of work) to defensive methods 

such as upfront payments where 
possible. A major consideration is to 
stay in close contact so as to ensure the 
client remains happy. There are special 
considerations afoot if the client relies on 
grant money and there are techniques to 
limit exposure. Matthew fully illustrated 
the adage of not investing too much 
time in a project from whose owners you 
are uncertain about getting paid. I came 
away thinking that Matthew’s advice 
needs to be featured somewhere on the 
AIIP website!

Transitioning into a New Role
Presented by Ellen Naylor, Business 
Intelligence Source
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Ellen Naylor shared the story of her move from competitive 
intelligence to holistic health in a personal account of the value 
of her info pro skills in building a new business. She related 
how “been there, done that” got to her sense of exploration 
and led her to pursue a personal interest in health. Now, 
she has combined her information skills with new expertise 
and certification in health coaching so as to provide clients 
a full-service offering. Around the table, we discussed how 
information skills are applicable to any new business venture—
and we discovered, not surprisingly, that we all possess the 
knowledge to move forward in business. All it takes is the 
determination to do so. I came away with a sense that we can, 
indeed, turn our passion into business.

Leaving a Digital Legacy—Our Way
Presented by Crystal Sharp, CD Sharp Information Systems, Ltd.

Crystal Sharp provided a sobering overview of the tasks we must 
undertake in order to control the social media postings we have 
made in our lives once those lives come to an end. In the past, 

Crystal Sharp, CD Sharp Information Systems, Ltd., leads the discussion.

it was simple to leave behind instructions for relatives to deal 
with bank accounts; now, we face the risk of staying creepily 
alive, after death, in social media. Therefore, we must take 
specific action to ensure our internet presence is wound down 
appropriately when we pass. Crystal provided a list of resources 
featured in her Online Searcher article Nov/Dec 2013 and led a 
pragmatic discussion about the concrete steps we must take 
to enable our relatives to deal with our online footprint. For 
example, she advised adding to the customary “here are my 
bank account numbers” listing an inventory of means by which 
profiles on Facebook, Twitter, and similar sites can be removed. I 
came away with an update to my “post mortem” file.  ■

Ulla de Stricker’s Toronto-based consulting practice assists clients in a wide 
range of projects related to knowledge management and information 
services. With six co-authors—four of them AIIP members—she recently 
produced KM Practice in Organizations (IGI Global): www.destricker.com.
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Neuro-Linguistic 
Programming: What Is It and 
What It Can Do for an IIP?
Presented by Arthur Weiss, CEO, AWARE

Arthur Weiss provided a handout 
with explanations and examples 
and shared his views on the value of 
giving careful consideration to Neuro-
Linguistic Programming to enhance 
communication with clients. He began 
the session by playing a video entitled 
“It’s not about the nail” (accessed at 
vimeo.com/66776386) to illustrate 
potential mismatches of preferences and 
assumptions that can occur. He

Tips Sessions 
under the Trellis 

—Part Two

Reported by Deirdre Black, American Blackshoe Heritage Research & Interpretation, LLC

argued that perception is filtered by 
memories, experiences, and meta-
programs that impact how people feel 
about and react to reality. He then asked 
participants to perform an exercise in 
which each participant first organized 
images that appeared on a page into 
categories and then tried to identify 
another participant’s organizational 
strategy. The exercise revealed the 
variety of perceptual categories people 
can employ when attending to the 
same stimulus. Following this, Arthur 
discussed the subjectivity of human 
experience as perceived through the 

five senses, the fact that perception is 
often revealed through word choice, 
and that word choice often reflects 
communication preferences (“I see” vs. 
“I hear you” may suggest a preference 
for information encoded visually 
vs. audibly). Similar to word choice, 
the speed, volume, and intonation 
of a person’s speech can also reveal 
preferences as can body posture and 
eye pattern movement. Arthur states 
that these observable behaviors provide 
valuable clues regarding how to build 
rapport and foster better relationships 
with clients.

http://vimeo.com/66776386
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TAKE-HOME TIP: Mirror the communication preferences, 
however subtle, displayed by clients.

Have We Got a Deal for You! Learn How Savvy 
Members Take Advantage of AIIP Vendor 
Benefits
Presented by Jan Knight, Bancroft Information Services, and the 
AIIP Industry Relations Committee

Jan Knight provided a handout of a partial list of vendors. She 
commented on recent losses and gains in vendor offerings 
but also emphasized that the number of vendor contracts 
benefitting AIIP members remains robust. She also cautioned 
AIIP-ers about the incompleteness of the list of offerings and 
their details as it currently appears at the AIIP website. Updates 
to the “deals” page should be completed within the next 
few weeks of the conference and will include in excess of 26 
vendors providing research and non-research tools. Throughout 
the session, a few products and services were highlighted to 
illustrate the value of vendor offerings, including those from 
EBSCO Host, LexisNexis, MarketingProfs, Plunkett Research, and 
PrivCo. Jan encouraged members to submit suggestions to her 
for additional products and services they’d like to see on the list. 
She recommended that AIIP-ers: 

• Contact specific AIIP vendor liaisons for expert informa-
tion on vendor offerings.

• Remember when paying a flat subscription fee to be sure 
to use the tool for your own marketing needs in addition 
to client needs.

• Understand whether the discount applies per search or 
per subscription term.

• Understand that the size of the search area (broad vs. nar-
row) may or may not affect cost (and so the user may get 
a bigger bang for the buck by running a broad search and 
then filtering the results to narrow)

• Know whether an offering includes the cost-free option 
of a preliminary search by the vendor’s customer service 
department.  

TAKE-HOME TIP: Before you buy a product/service, know its 
content, available delivery formats, and how to use it.

Virtual Virtuosity
Presented by Anne Hengehold, Clarify Information Services

Anne Hengehold provided a handout of “tips and checklists 
to help you be the best virtual presenter you can be.” She 

Anne Hengehold, Clarify Information Services, leads the discussion.
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emphasized four areas that require careful attention including 
audience, self, space, and technical choices.

• Know and prepare for your audience by: identifying who 
they are; incorporating what you know about them into 
the presentation; carefully considering F2F vs. online; and 
identifying activities to engage them during the presen-
tation (e.g., polling).

• Know and prepare yourself by: being honest, showing a 
willingness to be personal, and thoroughly preparing for 
the topic; presenting what you know and acknowledging 
what you don’t know; and thinking of your audience as 
individuals and not the disembodied aggregate “you all 
out there.”

• Prepare your space by: managing your physical environ-
ment (temperature and lighting, noise, interruptions by 
people or animals) and having on hand ample drinking wa-
ter as well as pencils, pens, highlighters, and writing pads.

• Make wise technical choices by: using land lines and 
wired headsets as well as working off a local drive (in-
stead of in the cloud) to ensure against signal loss; using 
a headset only over one ear to hear yourself as you sound 
naturally (she recommends Plantronics CT14); using a 
headset to lessen phone noises (that are all too common 
when using speakerphones); monitoring social media 
with a tablet or smartphone; and stopping background 
computer programs so they don’t inhibit computer per-
formance during the virtual presentation. 

TAKE-HOME TIP: Limit the distance between you and your 
audience by eliminating potential distancing factors and 
distractions for yourself and for them.

Deirdre Black is the founder of AMERICAN BLACKSHOE Heritage Research 
& Interpretation, LLC, located in Missoula, Montana and online at www.
americanblackshoe.com.

A FRIEND IN 
NEED IS A FRIEND 
INDEED.

Email us if you’d like a
little (FREE) brainstorming help 
from �our marketing team:
marketing@reprintsdesk.com

http://www.americanblackshoe.com/
http://www.americanblackshoe.com/
mailto:mailto:marketing%40reprintsdesk.com?subject=6-14%20AIIP%20Newsletter
mailto:Mailto:marketing%40reprintsdesk.com?subject=June%202014%20AIIP%20Newsletter
http://www.intellicraftresearch.com/aiipconsult
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Taking Care of Business 
by Taking Care of You: The 
Care and Training of the 
Knowledge Athlete
Presented by Cathy Chiba, Dauratus 
Research, Inc.

I wasn’t exactly sure how Cathy 
Chiba would be approaching this 
tips session. My group started as a 
bit of a round table, with everyone 
taking a few moments to discuss our 
concerns around health and work. Then 
Cathy shared what she has learned in 
becoming more mindful with her own 
health—researching solutions and 
putting her love of tech gadgets to 
work by jumping into the world of self-
monitoring. She covered four principles:

Principle 1: Eat, Move, Sleep, Recover – 
We are like performance sports athletes 
with our mental health key to our 
performance. Are we doing enough to 

support our health (mental and physical) 
and allow us to recover?

Principle 2: Reduce Cognition Load – To 
make conscious decisions and have the 
reaction and response time we need, 
it is important to pay attention to our 
cognition processing resources, i.e., 
neurotransmitters and energy. We need 
to reduce our cognition load to free us to 
be creative and deliver.

Principle 3: Reduce Fight-Flight-Freeze 
and Cultivate Flow – If all we are doing 
is responding through fear, Cathy points 
out it turns us into “survival machines” at 
the cost of complex cognitive processing. 
If we can get into the “flow” or “state 
of relaxed attention and focus” we can 
perform complex tasks with little effort. 

Principle 4: Practice, Practice, Practice 
– “Focus is a skill. Happiness is a skill. 
Confidence is a skill. And yes, you can 
practice all of them.”

We are all aware of the importance of our 
health, but I found this session pushed 
my understanding a step further and 
gave me some concrete ways to make 
different choices and improve my own 
performance. I can’t wait to work through 
these ideas and put some into action.

Handout: “The Care and Training of the 
Knowledge Athlete” – covers her four 
principles and acts as a checklist as well 
as providing a list of resources and ideas.

20 Tips in 20 Minutes: 
iOS Tips and Tricks for 
Productivity
Presented by Ed Vawter, QD Information

This session was great for iPhone and iPad 
users both new and seasoned. Ed Vawter 
takes the idea of tips literally, listing them 
in his handout and working through 
them with us one by one. The ultimate 
goal of each was to get us to understand 

Reported by Connie Crosby, Crosby Group Consulting

Tips Sessions  
under the Trellis

—Part Three
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our mobile devices better and use them more efficiently. The 
information was quite current, taking into account the latest 
updates and features. 

I loved the hands-on nature of this session, where we could all pull 
out our devices and work through the tips along with Ed. There 
were just a few of us in the group so this gave us the opportunity 
to ask questions and get individual help. I am already using a lot of 
what I learned and intend to review the list periodically.

Handout: “20 iOS Tips in 20 Min” – 20 tips plus five bonus tips. 

Showing the Numbers: Communicating 
Visually with Tables and Graphs
Presented by Greg Behm, Four Steps Research

There was a lot of discussion at this year’s conference about the 
importance of presenting data and information visually. I was 
therefore delighted to have a chance to look, with Greg Behm, 
at some detailed specifics of what works and what doesn’t work. 
He took us through examples of tables and graphs with different 
layouts—explaining best practices. 

I was surprised to learn my favorite charts (pie charts) are not 
very useful for explaining data and that 3-D graphs do not 
present information clearly compared to 2-D. We should take 
care to start graph scales at zero (Microsoft Excel’s charting tool 
sometimes does not start a graph at zero), and remember color 
blindness when selecting colors (red and green in particular may 
be difficult for some to interpret). 

As someone who often uses charts and tables in reports 
and presentations, I now have some ideas on making my 
presentations more effective. 

Handout: “Showing the Numbers: Communicating Visually with 
Tables and Graphs” – provides clear color examples plus a list of 
additional sources for further reading.  ■

Connie Crosby is consultant, teacher, writer, and speaker at Crosby Group 
Consulting based in Toronto, Canada. She can be contacted at connie@

crosbygroup.ca; visit her website crosbygroup.ca and her blog 
conniecrosby.blogspot.com.

Ed Vawter, QD Information, leads the discussion.

mailto:connie@crosbygroup.ca
mailto:connie@crosbygroup.ca
http://crosbygroup.ca
http://conniecrosby.blogspot.com
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29th Annual AIIP Conference 
April 16-19, 2015 

Irvine, California, USA 

Hey there,  
Pardner.  

Saddle up for  
Irvine!  

See you at 
#AIIP15 

Don’t forget the ease of flying into John Wayne Airport in  
Orange County, California—less than 10 minutes from the hotel! 


