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Librarians Share Promotion Ideas, Part 2

In the last issue of Marketing Tregiures, we described
promedion ideas presented by librarians af the Medical
Library Associalion's annual conference in Washingion
D.C, In the second hall of that articke, we take a lurher
ook st ideas displayed at the conference and then tum our
attention to the Special Library Association's conference in
San Francisco,

The Craig Memarial Library of Miami Valley Hospital had
an interesting icea for their newsleier: the frond page fea-
tured questions asked by library cusiomers abong with a
librarian's answer, Questions coubd be send anonymiously
(in the issue displaved, questions were asked by “Con-
Tused?!™ and “A student.”). This is a workable Dear Abby
method of getting the clientele to communicaie with the
library—and sharing information 1o,

Rochelle Perrine Schmalz of St Mary's Hospitad and
Medical Center Library & Audiovisual Services broke
away from traditional book and computer images by featur-
ing an shatract logo design on her brochure, The graphic on
the fromt panel, designed in & light turquodse green on
while, is made up of three-dimensional triangles and circles
in varying sises true (o perspective: bigger wp close and
smaller farther back. The brochure is also an unusual size,
short and wide instead of wall and long. It opens up o a
three-pane] spread with information on bith sides (using up
all iz available panels), and the graphic from the front
panel appears twice more 1o illustrate the inside copy. The
paper is & sturdy semi-gloss, Rochelle said that she wanied
her kogo 1o be "dynamic and high-tech™ o sel her library's
image apart, (If you'd like a copy, send a node and a sell-
addressed, envelope o Rochelle sl Library and
AY Services, 43 Stanyan S, San Francisco, CA %4117.)

The Medical Library af the Roval Viciona Hospital i
Monireal introduced a novel holder for frec-standing li-
brary infomuation sheets and brochures: an envelope in e
shape of a computer disketie sleeve, The library's name
wnd logo are featured prominently on the front, and the
envelope easily holds up 10 seven inserts of varkous siacs
and types. While the idea of keeping loose information

shects and Myers in a folder 15 nothing new, the diskete
sleeve enwvelope is not bulky, like some large folders, and
therelore it is more likely 10 be picked up by customers.
Also, the envelope is ingxpensive 1o produce, and could be
done inhouse. The Marketing Treasures” sudl thought the
idhen of conventing n diskeue sleeve into n folder was a chever
one for its obvious link 10 computer technology.

The Family Libsrary ut the Children's Mational Medical Cen-
ler submitied an atrmctuve libeary guide. The color, a deep
but ot intense blue, conveys stability and comion. At the
bottom the logo, n panda bear ready with his stethoscope,
gaens oul sieadily and reassuringly. This sends the perfisct
message of understunding and security for the library, whose
purpose is i be s resource o voung patients and their fami-
lies. Doted white horizontal lines, beginning in abowl the
middle of the brochure, carry the eye from the nome of the
medical center (again in white) at the top 1o the logo at the
botiom. (If you'd like a copy, send & note and sell-addressed,
stamiped envelope o Lyn Ingersall at 111 Michigan Ave.,
NW, Washingion, DC XXM}

Linda Wilcox at The Shared Library Services of South Hu-
rot Hospital in Ontano produced a poster thit equates -
brary services with holiday packages full of goodies. Al the
top of the bright red poster, the headline reads: “Unwrap
What Your Library Has to Offer! 1" Below, pictures af
boxes with ribbons list vanous library services, from per-
forming computer-hased and manual research 10 providing
updaied information on medical and management Lopics.
The idea of packaging library services like gifls has many
possibilities. You could create & large display using real,
wrapped packages (like the depaniment siores pul in their
holiday displays) with cards on each gifi box Listing the
library services offered, The colors and designs of the gillt
wrap alone would atiract attention, but what if vou did the
display at a special time of year like the holiday season?
The display could double as decoration.

The ValleyCare Health Library and Cancer Resource Cenier

al YalleyCare Medical Center developed an eye-catching

brochurelibrary cardiookmark sed. All the materials were
Coanbnued on page 3
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Pearls of Wisdom

Have you ever noticed how many two-color promaoticn |
pieces almost always are prinied in black and another color.
If you are in the process of creating a two-color prece,
please consider other coloes 1 replace what may have been
black, For instance, most text is printed in black. 1f being
printed on white paper, there's no reason why lext can't be
printed in anpther dark color—ieal, gray, duk taupe, ma-
roor, purple—these and other dark colors will be just as
readable as black. Besides contributing 1o readability, using
o color other than black will add an element of color interest
1 the piece. 5o don'’t be limited 1o “black and Blue" ink
colors in your next brochure, Get out the Pantone Color
Specilier and add some color wo your next promedion piece!

Is always a good idea o be on the mailing list of several
dafTerent specinlity advertising firma that specialize in im-
printed promotion ilems. The luest cualog from Best Im-
pressions offers a plethora of ldeas for advertising the infor-
mation cender— pens, letler openess. paperclips, or colffee
maugs, restickable memo pads, high-lighlers, ice scrupers,
canvis caryalls, golf balls, calendars magnets, bullons,
even & pre-packaged reasure huni kit with chest, keys, and
locks. For a copy of the latest catilog contact Best Impres-
sions & 38 North 30th Rd., P.O, Box 800, LaSalle, IL
61301 or call BOOYE3S-237E8 or 815/233-6263,

Many of you have expressed an inlerest in uging canoons in
much the same way you use clip art. The difficuly is tha
clip an is normally not copyrighted, whereas canoons defi-
mitely all under copyright law. However, all is not kost. Just
as articles and the like may be reprinted wilh permission of
the copyright owner, many canoons can be reproduced in
the same way, There are, & number of organizalions you can
coniact 1o oblain permission 1o reproduce Canpons on your

own library publications, For example, for Calvin and
Hobbes, Cathy, and The Far Side, vou can contact the Uni-

| versal Press Syndicaic, Look al the May 1992 issue of In

Howse Graphdes, published by United Communications

| Group, It lists eight sources fior reproduction permission foe

appeoximaiely 435 specific canoons, Write In Howse Graph-
ics wl 11300 Rockyille Pike, Suile 1100, Rockville, MD
20652-3030 or call 301/816-8950 ext. 223,

Your editor received an unusual paper sample from Necnah
Paper Company the olher day; consisting of a deck of cards,
which the company had created o advenise its various pa-
pers. The sample brought several promotional ideas 1o mind.
You could inexpensively produce a similar deck of cards
describing 52 ways 1o use your library” services, or 37 most
commonly asked questions (with the answers, of coarse), or
52 reasons why customers should use your information cen-
ter, It would be easy o ake the masiers and photocopy the
card discks onto index card stock.

Are youl interested in producing cenlificales in recognition of
u job well-done? You can arder pre-printed certificates with
traditiona) borders from Queblo Imuges, The cenificales are
available in several pre-packaged quantities, on white paper,
in diferent ink colors and designs, They are easy 10 person-
alize and reproduce on an office copier or laser printer, All
certificates are 8 1/2" x 117, Frames and kits for mounting
are also available. To order call B00/523-9080 or 51 5/254-
XK or write Queblo Images, 131 Heartland Blvd., P.O.
Box 1322, Brentwood, NY 1171706598,

Your editor obeerved an interesting promotsonal icchnique
used by Harcourt Brace Jovanovich 1o promoie its latest
book tiles, They creale o minkiture book (aboul 5.5" x 47)
which uses the front cover of the book being advertised. The
miniature looks just like the real book, but the inside pages
were blank—[or notes, It would be easy to recreate a similar
item 1o promote your library's book-ordering and -bormowing
services, Put your libeary nome and logo on the front, and
mitke sure your phone number and address are on the back,
outside cover, Talk with your pring shop, Many times they
harvie paper scraps that can be recycled inip notepads.

The Markeiing Trearares Swap & Shop Notebook b ready for loan. Tt
coniains all the promobion sdeas and samples (fom te Swap & Shop
of Medical Litwary Association snd the Special Libraries Associa-
Lin—an] il woighs awnl You ghould plan on the postage being
about 512-515 (U5, Pricority Maill, Any Markering Treaures reader
iy borros the potebook for 8 two week pericd. Requests are
Fgnedled an 8 frst-come, firsd-served basis, Su'ld.].!m-mq'l.hul.hﬁ the
Mar keting Treamres oflice, cfo Kathy O'Malley. We wiall ball for
posiage unider separale cover.
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printed on high-quality semi-gloss, heavy paper, The col-
ons—pasicl blucs and pinks, groens and purples, along with
the image of a water lily, convey a sense of calm and [resh-
ness. The over-size brochure opens 10 photographs of the
library with descriptions of its information services and poli-
cics. The end panel is o tear-off coupon for a free library
card, The accompanying library cand and bookmarks carry
the same color scheme and water Lily image. The back of
each bookmark lists either the circulation policy or serves as
a helpful form on which a healthcare professional can request
information for himsell or for a patient. This is a well-done
package! (Write o Cheryl Warren at 5575 W, Las Posilas,
Suite 120, Pleananton, CA 94588 for a sample bookmark. )

As you can see, the Medical Library Association Swap and
Shop had lots of promodion materials and geas 1o odler. We
only had moom 1o describe a few, These and other Nibrary
promodion maierials on display have been included in this
years' Marketing Treamires Swap and Shop Notebook.

We go now o the Special Library Association's Swap and
Shop session, where we found the Cedar Rapids Information
Center al Rockwell Intemational combined (wo good wcas
and came up with & winner: & bookmark and a sticker sel.
The sticker lists the main phone number and (he exienssons
for various library service depanments, The piecs wWas appar-
ently disigned for in-house distribution, since the address
wik omitied. The bookmark 18 made of bright yellow paper
und sports & headling that announces Mational Library Woek.
The telephone sticker, in blue type on a white background,
wis attached 10 the bookmark by Scotch tpe

umns) 15 repeated on each panel with o new caption, such as
"HelpTs Always Available™ and “Quick And Easy Access
To The Employee Benefits Infosource™ database.” The
repetition of the pattern graphic gives the brochure visual
consistency and emphasizes the Informuion Center mes-
sage, "Give Us A Call.” The brochure also includes black-
and-white photographs, including one of the Infomiution
Services stafl,

The kogo for the Information Center al Armstrong is imagi-
native and bold. It stans ofT with a good wdea bul gets
bogged down with details, The design is centered around
e imitials “TC" set in u fat, [riendly typeface, While boxed-
in Jogos are nod especially creative, this one works and seis
up & frame for the dotd over the ™ i ™ 10
cacupe the box. Turming the dot indo a
muagnifying glass, while it may have a
very good inended meaning (ves, we
caught the “lor nyermation implica-
tion!) detracts fnom the overall image and
15 100 cule Tor your Marketing Trearures”
stall. The outside border of “Information
Center” loses impact with ils repetiion. = * 0141 YRV 400
by clultening the parameter. The primary

probiem with this logo is that the graphic details will get lost
when the logo is wsed below one inch in stee. These com-

meenls aren’t meandt 1o be cruel, Every once and & while your
editor sees something that is o step-away from being really
good. Alitle more work (lose those details]) and this logo

will be & memorable graphic image thal can be used on all

Iypes of promaodion materials—hand-
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on the back, A nole urges cusiomers 1o place
the sticker on their telephones “as a handy
reference,” Bookmarks can be convenient
promaotion fools bocause they we casy for
people io peck up and take along with them.
By including the sucker on the bookmiark
vour chances increase of having the library
name and number in an accessible place,
And the project can be carried out relatively
imexpensively,

The Information Cender of the Intemational
Foundation of Employee Benefit Plans
showeased a handsome brochure. The front
panel of the brochure depicts 3 iekephone
number pad on which the center s number is
featured. The hesdline reads: “You Can Call
On Us.” Inside the brochure, the pattem of
ithiz numiber pad {four squares in three col-

Don’t Let Fear
Of The Unknown
Keep You QOut. ..

DS [0 signs o name badges 1o over-
bead slides—visually represenling &
hard-working and knowledgeahble
information service e, Go o it

From Asihur Anderson & Co. comes a
brochure that uses a canoon(shown
on the left) 10 set-up is theme. Tum
over the ghossy, while front pancl of
the picce, and the reader linds ™, (0
The Libeary"™, The inside layout is
well organized, Mecessary infoomsa-
Lion is presented in a clear, concise
manner, For example, the onganies-
won of the library 15 carefully outlined
und services and collections are all
presented moa clear wd casy-to-scan
style, The back oulside panel pro-
vides a very good map of the librury.
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The EXXOM Chemicals BRBC Information Clenter has
adapied the company 's tiger mascot 1o illustrate ils promo-
tion materials, A helmeted tiger appears lounging on his
elbows atop a stack of books on the front cover of the
Center's brochure, Inside, nine layered pages describe the
vanous services and resources offered by BRBC. Simple
line-drawings appear on almost every page. Several blank
pages are provided for note-taking, The basic colors used
are white, black, red, and biue, and muliiple colors are used
in the tger graphics, making it stand
oud boud and clear, The graphic
shown here, featuring a coy whoosh
af the 1ail, appeared on a Nyer adver-
using BRBC's open house,

From the ien displays af the SLA Poster Ses-
sion, your Marketing Treamures stall selecied
threg 1o highlight., First, Debornh Hunt of the
Cireiner, Ing, Corporate Library ai Bissell &
Eam presenied a display entifled "Marketing
the Bissell & Kam/Greiner, Inc, Libraries,”
Debbic’s display was comprehengive with
three poster panels: (1) one discussing

the library make-up, such as staff, infor-
mation services, and collection etc.; (2)

one displaying the library's publica-
tons—newsleter, search request fomm, brochure, and New
Book list; (3) one describing the Intemational Special Li-
brarians’ Day and Authors' Day Celebrations hosted by (he
library, including an invilation, a copy of the company
newaletler that devoled s cover siory o the celebration, and
enlarged photographs of the event inaction.

“Making the Most of Tntemational Special Librurian's Day;
Promoting InfoSource at Kodak™ was displayved by Katie
Starr af the Business Information Center at Eastman Kodak.
The poster session display presented informption shoul how
the mine libraries in InfoSource, a library network al Kodak,
held open houses during National Library Week m order 1o
promose the information resources of the network. Each
InfoSource location in Rochester gave away leller opencrs
with the InfoSource logo on them, and, in the raditon of
open houses, refreshments were served. The brochure pack-
age distnbuted by the Rochester libranics wtilized a large
folder containing inscns describing InfoSource and its ser-
wices, The folder included a sleck brochure, condaining a
bookmark with the InfoSource logo on it A nice idea; he
boteoim right hund cormer of the inside pocket had a die-cut
hiode cut ko it 50 that the logo, prined on the same place on
every inser, always showesd through.

What's Behind It AIl?

Come see at our

Open House

The maost memorable display, "Sail Into the World of Infor-
miation . . . With CRC" was presented by Nina Fried from
the Cleveland Public Library Research Center. On top of the
dasplay table, Nina not only showcased the center's bro-
chure, rate, and Cax cards, bul also & mechanical hand with a
i that caused the Mngers o move, inviting browsen o
come over 10 the table. I vou missed the hand, then (he
swaving mylar balloon, auached o one of the fingers, defi-
nitely caught the eyve. Nina's display also included a poster
depicting a cruise ship, The ship
served (o the visunlly emphasize the
sailing theme of her display.

There were seven other fine displays at
the SLA Poster Session. The materials from
the scssion and the entire SLA Swap and
Shop are included in this vears Marketing
Treasires Swap dnd Shop Notebook, ) See
page 2 for details on how 1o borrow the
Notchaok. ) Special thanks w Kathy
Hubbard and Barbara Fleicher of Brown &
Rool who organized this year's successful
SLA Swap and Shop and made sure your
editor got samples of everything.

A nate from your editor: | obeerved thal the swap and shops
are working—promotion ideas arg shared by libranans, and
e *roots™ of many of wday's designs and graphic ap-
proaches can be traced 1o brochures produced by other
libraries. However, in most instances the new brochures
interpredation is original and cannol be considered an in-
fringement of copyright. No hurm done. But your editor did
niolice a brochure that “bomows™ heavily from a brochure
produced by another library, It uses identical ink colors,
paper cobor, fold and layout, graphic elements and reat-
miefils, and presents the wrilten body copy in g similar man-
ner. It has the “look and feel” of an award-winning library
brochire produced 5 vears ago. While your editor is not
wware of any litgation betwesn the iwo libraries, & copy-
right infringement case would nof be difficult 1o prove,
Morale of the story: please be careful when yvou "bomow™
ideas from other promotion miterials. Don’t take them
outright. Adapt ideas 10 your writing and design needs. Lise
ideas as & jumping off point 1o create something uniquely
vouirs, IF vou absolutely have (o copy an existing design or
lexl, be sure (0 gel writlen permission before you go o
press, odherwise you may gel vourselfl into 1egal hot water.
Remember, artwork s covered by copyright protection
Laws.
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Worth Its Weight in Gold

Thas issue of Marketing Treaswres includes vour new Cul &
Pasie Clip Sheet. The sheet presents origimal arwork in
cameri-ready fom 1T you would like previously pubdished
clip-an sheets, ask for he Cut & Paste Clp Art Order Form.
It shows all the clip an sheets that have appeared in Markei-
ing Treasures,

Routing Slip. This graphic would make an excellent poster,
Shiow it aitached 10 a commonly read periodical or newspa-
per. In a black and white treatment, with a caption like “Why
Wail for Your Information? Come 1o the Library!™, a poster
would be easy and inexpensive 1o produce. Try the graphsc
ionl a bookmiark, wo. IF you're introducing an electronic alort-
ing service, this could be the graphic 1o use on all the promo-
LOn materials.

When Not Even Perry Muson Can Save You . .. Anup-
dated version of the ol® Sherlock Holmes and magnifving
Blass theme, thds image can promoie your computer dalabacse
searching or your mosl in-depth research service.

Sailing Boats. Any number of headlines can accompany this
Eraphic including, “Oelting Information 15 & Brecee Al the
Library.” Try enlarging the image, add color with magic
miarkers of cravons, add your headline, have a few coplcs
run ofl on a color copier and  post them on bulletin boards
outside ol the information cenler,

Fiying Carpet. We all know that librurans can locate inlor-
mation like “magic.” so we thought a magic carpet would be
an appropriate image. Actually you could build an entine
promodion campaign around the “magic” theme with images
of crysial balls, magic wands eic,

Without Us You May Nol Have A Leg to Stund On. This
would make a grept opening slide o o library oriemlation
presentation. Cir use it on the front panel of your brochure,

The Maze. The obvious headline, “Let Us Help You
Through the Information Maze™ comes o0 mind, but there's
na reason why you can't think of something else—like “The
Information You Can Get ot the Library Is Amueing!”,

Worth Every Penny. Fee-based services wall find this
graphic handy. You could also insen different coins in place
of the penay. (We just 1ook & coin and scanned L) Consider
placing & real coin in place of the graphic.

Dpen Book. Another book graphic to add w the collection.

Editors Mote; Marketiog Treasures arginally carme with s heets

of library chp art and this column provided ideas on how to e

Promotion Gems

The recent Special Libranes Association conlerenas in San
Francisco offered a number of excellent programs aimed at
marketing wopics. Your editor bought audio cassetie tapes of
these sessions and is prepared 1w loan them to Markeling
Treanures readers as she finishes lisiening (o the tapes her-
selll. I you would like o borrow any of the following tapes,
send w the Marketing Treasures oflice a self-ackiressed
label, along with $2.00 for postage, and the names of the
upes thal you wani 1o listen w, WeTl mail them out Tirst-
class for pwo-week loans, on & first come, first served basis,
Tuapes available for loan are descnibed below, These tapes
can also be purchased from MNational Audio Video Tran-
scripds, Inc., 4465 Washingion Street, Denver, OO BO216;
telephone 303/292.2952,

Time Savers for Solos . . . & Others (Tupe #11-82), Belty
Edison, Chuck Peck, Mike Yuen, and Wiess-John Murdough
are the speakers, with Judith Siess as the moderator. Mike
discusses the advantages of Dialog und of networking
through Dialmail. Chuck explores the various brokerage
services offered by Prentice Hall. Wess-John gives a per-
el case study of networking, and Betty talks ahoul the
varicss available resources, such ns videos, software, and
plunners like Day Timers, for learning sbout time manage-
miend and putting it into effect. Some very solid, helpiul
infoemation is available in these ks,

The Consultant and the Special Library Community:
An Evolving Relationship (Tape #36-82), Alice Sizer
Warner, Sue Savage, wnd Sylvia James are the speakers,
with Roberta Brody as modermor. Alice reilerales a speech
she gave 10 years earlier, elaborating on whit it means o be
an information consultant and what consuliants should do o
sell themselves and therr services effectively, She also lisis
five things that have changed in her consulling experience
since 1982, Sue discusses three themes: the evolution of
consulling; the relationship of consuliants with special li-
braries, among other clienis; and what the fuiure holds,
Sylvia provides an international perspective on consulling .
This sesgion presenis 3 well-pounded view of te nformi-
Lion consulting busingss,

Information Audil; Getting to the Botlom Line on Cus-
tommer Needs (Tape 838-32). Sharon LaRosa and Christo-
pher Meep, speakers, with Beth Dominianni as moderator,
Christopher discusses what information centers can do (o
make their organizations successhul and 1o thereby become
successful themselves. Shamon provides an outline for con-
ducting an information audil. Recommended liswening,

thegraphics—Fheciprart-imeges-from-harketing Freaseesare
row avallable from wawaw LibraryC lipArt.com
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Sparkling Reviews

Caprring Cusiomers; How to Target the Hoitest Markes
af the 90, Peier Francese and Rebecca Purto, American
Demographics Press, New Yok, 1990, ISBN: 0-936889-
05-3.

Capruring Cusfomers has one basic theme: the more you
know about your customers, the better you will be at offer-
ing and promoting your services 1o them, This book also
has a very definite intended use. In the author's words, il i8
1o be p resource for “navigating the high seas of consumer
information.”

In 186 pages, Peter Francese, founder of American Demo-
graphics, Inc., concisely presents the factors myvolved m
murked analysis, The book is Tall of Tects, dingrams, and
helplul delinitions that reduce this complex subject o
understundable and mansgeable icrms.

Pan Omne, Marketing and Consumer Trends, discusses the
trends of the 19%90s that any business should tske inlo con-
sideration when planning a marketing strategy. Although
these irends apply tothe general population, they can be
helplul for information specialists as well. Keep in mund

thai you are not only dealing with members of your organi-

ention in their professional roles, you are also dealing with
incividuals o whom these broad trends will delmiely
apply. This section of the book can help you promole 1o
your cusiomers as professionals and as individuals, The
trends are, sccording 10 Francese: (1) thai the population in
the United States is growing more slowly every vear while
ui the same ime becoming more multiculural; (2) that the
populution is aging; and (3) that consumer markets are
fragmenting. In other words, a *genenc” population no
longer exists. For example, there are single women work-
ing alongside married women, individuals with children

working with those wio have no children, and people with

diverse cultural and educational backgrounds working
(ogether in the same organizaion.

Part Two, Consumes Information, presents the fundamen-
tals of consumer information, explaining, for example,
demographics and psychographics, (Demographics are
data about who cusiomers are—where they live, how old
they are, how much money they make, and what sector of
the labor force they represent. Psychographics reveal what
customers think and whal they wanl. In other words, wh
they buy and why they buy iL.) This section of the book is
extremely detailed, and goes beyond wihn would be
needed o market on information center in an organization,
However, public librarians will find it imporiant reading,

Part Three , Consumer Marketing, describes ways io use
conswmer datn and datsbases toimprove markeling perfon-
munce, The final chaprers provide detailed how-tolists cov-
ering market analysis, service anal ysis, advertising and pro-
mtion analysis, strategic planning, and the power of data-
bases, Anappendix provides a partial listof the firms that

can help companies analy:e corrent and polentinl cusiomes

murkeds.

Well-written, informutive, and Tull of general markeing
hints, such & “Successlul management is e ability o
solve problems before they become problems and 1o iden-
tify opportunities,” this book is also casy o read. Libear-
tans. booking o support their organization's marketing
research department will benefit from the book. Especially
recommended for any one who wants o work 1oward
making the library o necessary and vilal pan of the larger
O g il 2aLion.
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Sephomber 23 “Ediorial Skils lor Non-Ed-
lors.” A one-day seminar ofernd by EETin Al
enandria, WA, Conlad: TOUGE3-T453,

Seplember 24-26 “Frontiers in Sapdces " A
Pwa-day conlieroncd in Mashyilla, T Spon
soned by the American Markaling Association,
Conact: BOOI-4436, fa 312550 1542,

Seplember 30 “Projeding & Posilive image” A
prisonlalion by Mary Sheameyer ol the SLA
Baltimons Chapser mesting in Batimon, MO,
Coniac: Sandy Tebalbaimm (301 or 410) 7249
4345

S

Cictober 1516 “Struduning Inlamation to Go

Cinling and Cn Pagar.” A two-day saminar allemd
by Commurilec, nc in Houston, TX | Contadt: BOOY Board in Maw York City, Contact: 3127050200, lax
S4-ETH s 311529

The CrystalBall

Saplesrited 78 "Producing Deaigna, Editing & Wit Octiabae 16 "Maximizing Customes Satilacfion ® A
ing Mewsations.” A ore-day seminar ofered by minkoouss |aughl by Arkene Fater-Siikin oflened
T Mol lor Factony In Allants .
Conlad £)4/855- 2002

Putgers Univarsity in Edison, M. Contad: Jana
fs S0BA32-T169,

Cciober 1 *Design for Dasidop Publishing: An Ad-  Ocicber 19-20 "Marketing nio 1he Mea Cartury *

vanced Perspective.” A one-day seminar oflesed by A conlerance sponsoned by the American Markaling
Lou Wikams Seminars in Washinglon, OC . Cone  Association in Chicago, Contad: BODTM3-4479 kax
tack: BOQVEYT- T8, B 31 25E5-1TT0,

2RAFTHE,

Ctober 26-28 1592 Marksting Conferance.” A
rio-day conlerence sponsated by the Conlkeence

212BE3-TO14,

:‘\'\'I
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