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Games People Play at the Library

Dhuring most of the year, the Health Sciences Libeary at
Latrobe Area Hospital in Latrobe, PA serves maindy phiysi-
cians, nurses, and allied healih professionals, Like most
hospital libraries, the center maintaing the sober, dignificd air
appropriate 1o a serious medical information center, Bul
onee cach year, during National Library Week, the library
explodes with games, contesis, and o spirit of frivolous fun
that invites the entire community into the library,

Latrobe librurian Marilyn Daniels orchestrates this fun, and
aler six yewrs of inventing and refining, she has established
i pattem for the events, Bui even as many of the activities
hove siood out a8 favoriies that the hospatal stadT clumors Toe
vear after vear, she still enjoyvs tinkering with them— both as
an outhet for her creativity and o maximize the enjoyment
il participation of the hospital commundty,

Each vear, Murilyn pdapis ithe ALA theme 1o suil the games
and contests that bring Natonal Library Week 1o i hospi-
eil, Ower the vears, she hos developed o fabrly intricate poin
system, (Although Marlyn and her stall enjoy tabulating the
points and swarding prizes, she stresses that adopling her
ideas does not demand adopting their complexity. )} Yel she
likes the bulldup and repeal visits thal her scoring sysiem
promotes. And her clients enjoy the prizes that go 1o the big
WIS,

Marilyn and her staff pat in a fair amount of tme and post-
age throughout the vear collecting these prizes, which they
solicit mainly from local businesses. "Prives are o5 vaned o5
the staff can manage (o sccumulate,” she savs, adding that
shs prefers nod 1 rely on the same sources yeur after year,
Although she gets most prizes through a mail campaign
directed af local business, she points oot that some donations
are nod planned, She cites a phone conversation with a local
company in which she asked a question ansing from routineg
library work, Somchow the subject of her Mational Library
Wk festivities came up, and unexpected]y o new prize
soarree was found, Marilyn looks al these imprompiu solici-
tations with what she describes as a “nothing ventured, noth-
ing gained” pititude, 5o even if you're shon on fime and
tighe on budges, an open mind and (he willingness (o ask will

bring rewards to your library game players, And an open
i and the willingness 10 be Nexibde will help you adapt
sorme of these winning ideas o your own libeary promotion
sctivines,

A Monopoly on Fun
Although Marilyn organizes her Mational Libeary Week
celebraizon with new events every day, the gamies focus on
“*The Dhaily Round Contest.” This is always a take-afl on o
popadar game show o board game, Early versions included
i Wheel of Fortune and o 'Win, Lose, or Draw game, But for
the past (wo years a Monopaly-Jeopardy hybrid has proved
exceedingly popular, Using familiar games encourages par-
ticipation and saves stafT time explaining and repeating the
rules,

The Health Sciences Librory at Latrobe is lined with win-
dows that face onto & cormidor, Every day of Masonal Li-
brary Wieck, the library staff places five Jeopardy-style ques-
tions and a bonus question in the window. Each day the
questions (all under a category suggested by the ALA theme.
For the *Your Right To Know" theme, categorics might
include "Writers To Know™ or “Songs Titles With The
Word *Right'" or “The Bill of Rights."

Each day, players bring their responses 1o the questions inig
e library Monopoly Room, Here, several tables are pushed
ogether and & monopoly board printed onto sheets of 8 172 x
I | cardstock (2 squares per shest) is icked, piece by plece,
around the tables' perimeter. For each correct Jeopardy an-
swer, players roll the dice. When they land on property, they
get the deed, plus podns 10 equal the propeny cost. Acquir-
ing & manopoly meris bonus points,

To add mmediate gratification, landing on certain spots,
such as the utilitics, brings automatic rewards. For the Elec-
tric Company, Marilyn might hand out batteries or light
bulbs, For Water Works, she might offer an onion or a pack
of Kleenex, For Commumnity Chest and Chance cards, play-
crs mught win o gilt certilficate for a Wendy's single or
passes 1o the local movee theater, Cards such as “Bank error
in your favor, collect 545™ are translated 1o "Bank crmor in

vour favor, collect 45 points.”
Eontined on page 3
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Pearls of Wisdom

An unysual pree for Motional Libeary Week contesis; A
Deed of Land to the United States of America, For only 1en
dollars, you can awnrd conicsl winners with o piece of
Americs. The deed, in o Murry of legalese, "conveys unto
Orwner and Owner's heirs and assigns Torever approximalely
ong square inch of each sinie in The United States of
Americe." Although this is a gimmick, il is nol a sham,
American Acres, Ing, has bought an acre of land in gach of
the 50 siates and divided ihem inio these minuie parcels,
Write: American Acres Marketing Cormparation, 205 Third
AvenugMNew Yook, NY 10003 or call: 2135980062,

i v have i special ocCasion 1o commemoralte? How
aboul o culendar, mvilation, of announcement that can nlso
b used a8 & coaster] Coasters are available in brass, gold
dluminum, o silver aluminum metals, with an all-fell back-
ing (0 they won't scraich lumimre). They can be 3 12
sojuare or rownd, and e senl out with colored holders and
while mailing envelopes. Write The Hirschhom Co,, [ng.,
PO, Box BE4E, New Haven, CT 06532, or call 300/573-
T584 or 203/562-5830, Also available: bruss membesship
cards, nume badges, business cirds, bookmarks, and rulers,

Sillcocks Plostics Intemationl, Inc. makes similyr products
ol of plastic ruther than brioss and aluminum. They produce
10, pecumotion, and membership cands, rotury index cards,
message holders, eic, The ilems come in bight colors and
are laminated, Contact Silleocks Plostics Intermntional, Ine.
310 Snyder Avenue, P.O, Box 605, Berkeley Heighis, NY
(1922 telephone BOO/S26-4919 or DOB665-(03).

All information centers and libearies depend on somebody:
corpormie manngement, public allicials—he people who
make the decigions aboul wio will get whon grams and

| Tunding, Howard J, Rubenstein, a guest speaker al a Libsary

Public Relations Council meeting, had iese suggestions Toc
creating the positive perceptions You necd in order (o get the
attention, and he money, you deserve;

1) Firad and foremost, become fnendly with management,
media, local politicians, and community leaders, This en-
sures that they "Il be there Tor you when you need them,

21 Contact upper management, public officials, or whoever
o st directly, and do so before budget problems arise.
Encourage a visit to vour facility. Show aff your expertise,
activities, and resources, Offer them pertment mformation.
Don't go on the oflfense undess absolutely necessary, Finally,
never forgel 1o remingd them that the services you provide wre
important to their employees and constituents.

33 Motivite civie and business afliliates o help you by at-
tending their events, Give them awards of apprecintion ot
special events,

4) Give the media a good story {especially something with
P interest appeal and get editorials written aboul you.
These approaches are moce effective than issuing standard
press releases, Contact the people who wrile news stories
and ask them foe thelr suppor.

I vou provide clients with both disk and paper copies of
your wirk, Paper Direct has the perfect file folders for you,
The sturdy vinyl folder that stores your paperwork has an
attached pocket to hold your disk. The combination looks
ncat, stylish, and professionol. Folders come in vert-
cil and horizontal styles and are available for 3 12" and

5 144" disks. Call PaperDirect at 1-800-272-7377,

Did you know that Americans discard 250 million tres and
use 5 billion pens annually? Pimbyco, o company that makes
alfice produds from recycled materials, would like you 1o
consider those numbers next tme you arder office supplics.
The company mukes 4 varicty of desk accessorics from old
tirgs, including some slick-looking bulletin boards, push
pins, scissoes, and mulers, They also make their own fair
share of those 5 billion pens, which ey call “Wheely's," in
Feonoe of their previous incamation, Pimbyco (it stands for
“Products in My Back Yard Company™) also does is pan o
relieve the workd of its extra soda bottles and colles cups by

| wming them into attractive peoducts for your library, Write

P.0O. Box 240, Purdys, NY 10578, or call 914/277-8872, or
[ax S142T7-3277.

Chlson” s Book of Libeary Clip A, Valume 1, 13 now on disk!
We put all 204 images on 3,57 PC and Mo disks. Call the
office of Chris Cson & Associates for detnils,
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Play continues daily, and a the end of the week, the players
with the most points win prizes, The first year, Manilyn used
i silent auction system 0 award prizes, bul has since chosen
the simpler altemngive of having the top point holder choose
i prize first, then the second, and so an anul all the prizes
have been awarded,

Last year's favorite prize? A “mystery basket” put wgether by
i donor who works at a bookstore, [0 was a black basket was
stufled with mystery novels, crackers, English weas, and plastic
chumpagne glasses, covered by o back & while Lea towel,

Anybody's Guess
Another mainstay of the week s a quick guessing contest that
runs on Monday and Tuesday. always variatons of the stun-
dard *'How many jellybeans in the jar?™ contest. The library
runs this game alongside the more complicated Moanopaly
g 50 that anybody in a by who wants the chance 1o play
] win can dash into the librory and enter a guess.

Each year, Marilyn uses the ALA theme s a jumpaing-off
point for designing the game. When the theme was ' Your
Right To Know. Librariang Make It Happen,”, she lurned the
wird "right” into "wrile™ and the condesianis counded the
miore than 500 pens crummed inbo & giant jar, The comest
was dubbed the *Writer's Cramp Count.™ Using the 1991
iherme "Read. Succeed.”, the libeary wanted o emphasize that
rending isn’l just novels and newspapers, Much of the read-
st wie take for granted leads 1o success, such as the reading
al a recipe. To illustroie that premise, they filled a jar with
chocolate chips—about 1,500 of them—(or thal year's guess-
ing game, the *Chocolate Chip Challenge.”

With the theme “Reach for o Star; Ask vour libraran®,
Marilyn 100k interlibrury loan requests from other libraries
and christened them "fan lettess.” These were placed in o jas,
their number to be guessed. “We really stretch,” she explains,
almaost apologetically, at the jump from star, (o fan, (o
interlibeary loan request slips. Bul Markering Treasures
readers will surely note that this streich performs double duty
foar thee library. Not only does it tic into the theme, i1 also,
subtly but publicly, reminds patrons that the library s re-
BOUrCes aFe in demind,

Playing With Matches
The guessing game ends on Tuesday, and Patron Maich-Up
sars on Wednesday, Players recelve an answer shoet with o
list of “libeary clients' (doctors, nurses, and other well-
kaywns in the hospil), Throughout the library, posted on
the ends of the bookshelves, are clues, each one numbered, 1o
b maiched-up with the library client on the answer shoet,

Cne year library clicnis wene matched with their pets, The
Tirst day, only photos of the pets were shown, On the second
day, i an cffom 10 add Both clees and fun, and o encournge
players i return 1o the librry, each client chose a ward io
deseribe both clicnn and peL Another year the clue answened
the question: “If you had not become a physician, what
would you have become?"’ The second day, baby piciures of
each person appeared under the allernutive occupation

For the “Reach For A Stur® theme, Marilyn ook posterboard
finished 1o look like cement and placed stars on it in imita-
ticn of the Hollywood Walk of Fame. She chose physicians
with the most illegible handwriting and had them wrile
“Natwonal Library Week 19907 and their signature on a star.
Another successful M.D, Muatch-up relied on humor 1o
counteract its rather macabre subject madter. The physscians
wene psked wo wrile their own epitaph, Marilyn's favorine:

Mo thot T'm gone,
You know what I'm wishin®
Though 1 no longer can spawn
I hawpe 111 be fishin’,

When she staried running this event, Marilyn worried that
doctors would nod be interested in panicipating. She soon
found she hod nothing 10 worry ebout, “Though physicions
see themselves as oo busy for such frivolity, when a conlest
s geared 1o them. they can’t resist in,” she explains. “And if
they know that a colleague is involved, they definitely want
ey b ineluded.”

Cafeteria Contest
The fourth component of NLW celebrations is a contest
oulsice of the library, 10 include hospital employees who
never vienilne through its doors. Where can you reach the
micst people? The cafeteria, of course, The contest in the
cafeterin runs unchanged all week.

For the *Stars” theme, Marilyn posted scrambled movie
sturs” noumes, with one leiier tn each name circled, These
circled letiers provided a further scramble, which spelled out
the words " information sman,” part of the secondary theme
of thut year— “In a world that i information rich, librarians
wre mformation smul”

For the "Read. Succeed.” theme, te pamé was "The Healih
Sciences Library Words o the Wise."” Players made as
many words as they could out of “Health Sciences Library,”
Last year participants were presemted wath a series of mul-
tiple-chaice questions about the library— some humoroas,
some incorporating general faces about the library, A fow
continued on page 4
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words in each question were highlighted. These farmed the
lat of words players need o find in a word search puiele,

Prose, Pop and Posters
In acllition io these stamdand games, Manlvn often iniro-
duces ane-of-a-kind activities, Coe year, afler reading an
ariicle in £'5A Today about the “Greal American Novel™, a
progressive story that was circulaled around the ULS., so
people all over the country could ndd a sentence at a ume,
she decided 0 create the “Litle Litrobe Legend.” She
boughit o blank book, placed it on a mhle with sagns promat-
ing and explaining it, wnd encouraged the library users 1o
wrile their town collective swory.

Giiveawnys are also popular, Finding hersell wilh & surplus
of soda donuted by a locu supplier for another activity, she
photocopicd labels saying *Pop Into Your Libeary™ wnd
siuck them onio the Cans, CNCOUFAZINE CVeryans Lo Sp in
and pick one up. Connecting the sofl drink o the theme
“Your Right 10 Know,” Marilyn announced, “Sometimes we
krow n subject; sometimes we need a refresher.™

The library also bolds & poster raflle, giving oway posiers
from ALA and cther sources, To sumsilate interest in the
rallle, she describes the pasters in the schedule of events she
circulotes &t the beginning of Library Week cach yveas,
Marilyn notes that she writes this schedube when she’s in a
“punchy" mood. Nowhere is this mone apparent than in the
poster descriptions, Writing about n S1ar Trek poster, which
wis offered during the “Reach For A Star” theme year,
Marilyn counsels the haspital community to “reach for the
s1ars a8 you trek an down g0 the libeary,™ When rallling off a
Cat In Tl Hut poster, she describes the rules of the game
this way: “Thing One—The drawing is scheduled for
Thursday. Thing Two—AIl that you nocd (o do 15 enter]”

Ome year, o complement the raffe, the library displayed a
poster that read *10 you love o read, sign here.” The poster
featured the cartoon likenesses and signatures of such rcad-
ery as Thimmias Edison, Paul Revere, and Peter Rabbit, Li-
brary clienls were encourage (o sign their names and add the
name of therr favorite book o the poster,

And The Winner s, .,
The bencfits she reaps? Marilyn docsn'trun this extriva-
ganza with the single goal of promoting her own library. She
sees (his as promotion for all libearies, and fecls that perhaps
the grestest benchiciary of her efforts is the public library.
She hopes that the energy she expends to bnng library
awareness 1o people, from the hospital's business office staff

i ils custodial workers, will make ther hometown library
e appeeciaied,

In addition, Marilyn aims (o encournge betier relations
within the hospital. *You tend o know people by their jobs,”
she snys, “This gives you anolher way (o see them—in a
different light.” She describes members of dafferent deparn-
menis imeracting, @iking. even cheating on the answers
wgether, By incleding everyone in her gumes—iol just
library clients—the Health Services Library becomes the
focus af gond will throughowl the entire hospitd community.

It Doesn't Take an Arm and A Leg
Although Manlvn's week 15 a nis-holds-barred affuir, she
siresses that it wouldn't be haed 1o use any elemend in s
smialler celebration, of 1o streamiling any or all of these ac-
Lvities o accommadale Lme concems of an overinxed siaff,
“¥ou don't noed 1o spend much money,” she says. “Even if
you Slage just ane aetivity, i's still wonhwhile., You've
brought libraries o peophe’s attention.”

Marilyn offers the following tips 1o make Mational Library
Week celetwations simiple and inexpensive,

1) Woed Processing—Mukes everything easier, Changes
can be made up until the last minute, and last year's activi-
ties can modified o G this year's theme. -

2) Ample Signage—Takes a litte Gme beforchand, but
saves hours of stall tme dunng the week, Good signs ex-
plain, direct, and clanfly,

1) Use Resources on Hand—The chocolale chips, pens and
interlibeary boan reguests were all free and avazlable when
necded,

4) Familiar Gumes— Require less explanation, move things
along much quicker,

Libraries Change Lives
Thas year"s National Libeary Week theme, “"Libmaries Change
Lives" has Marilyn planning a paperback book exchange, 1o
promole reading, encournge book recycling, and give her on
gxcuse to pun on the words “Change™ and “Exchange.” We,
8l Marketing Treasures, enviszon o week's worth of librory
stalff end-of -the-doy spore change claliering inio a gar for e
gucssing conlest As fora 1993 Jeopardy calegory, how
about *“Celebrity Noame ChangesT”

And what about you? How will you celelrue Naional
Library Week? 11 it's normally a kacklusier affair, we hope
ihat, afler readimg Manlyn®s story, you'll be inspined o
minke a change lor e bener,
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Worth Its Weight in Gold

By February, the dramatic resolutions you made For Mow
Yoear's have probably fallen by the wayside, Now's the time
0 [ocus on realiste marketing and promotion resolulions i
help make 1993 a good vear for your libeary,

1) Resolve (o develop a marketing program., Every busi-
mess needs marketing power © thrive ioday, Pul on paper o
progrom that will give you the edge, Nothing happens with-
ol & road map,

2) Resolve to be more visible in your market, Don't as-
sume everyone knows you, Work on ways 1o be seen in your
mirketplace, Use public relations o altract atendion.

31 Resolve 1o polish your image, 15 your libeary projecling
the nght message with s logo and printed materinls? Give
your library o new ook and see how My mone Cusiomens
ALECE YO

4} Resolve b moke sure vour clivnts see you o8 their [irst
chiice. Don't issume that clients ane satished just because
thiey use your services. Look [or oppamunities [ commuii=
cite why it's prudent 1o use your library,

5) Resolve to creabe o new niche market, Find o niche that
woi can serve and where you can be the expert, Then work 10
chevelop new business, Become the keader in ths niche,

0 Resolvie to organise and track your leads, Make cerlaimn
all beads e datnbase, rated, sdequately culuvaed, and fol-
lowed up, This should increase business by 15%.,

T) Rsnlve to think lomger term. Y ou mesd o worry ool
whio wall be your clients two, three and live years (oom mow.
Beogin communicating with these prospects, Develop re-
sources [ meet their needs.

Bl Resolve to improve customer communications. Beview
the ketiers you send and think pbout those you could be send-
ing. Create new, conversational leiiers that communicale
uging the word *vou™ more alten than “we,™

9) Resolve (o lel your customers know that you appreci-
ate their business. IUs dangerous (o assume thal your cus-
pormers know ithat vou cane. Find ways 10 dramatize your
CORIITITENE 00 CUSIOETETS.

10} Resolve b view marketing and sales as an investment
in the future of your library, A constant ow of customens
whio wilnl use vour services g e dinect result of investing in
an adequake marketing and sales elfor.

11} Resolve b be consistent in your marketing, Out of
sight oud of mind. 1t takes a lot of hand work over a long
period of time to remain in the mind of te customer and
prospect,

12) Resolve to create some excitement! IE's fime o beat the
drums, tum up the music, and let it moll!

Adapied fram an erticle by Jobm B Graham, "King [n Profits in 1993;
12 Markenng & Sales Resolutsne.” Grahasm Compunications, 1992,

Promotion Gems

Flyers and newsbetter ads serve as small, quick announce
ments of products, events, and services, Follow these
guidelings to get your announcements the atention they
deserve,

13 Research shows that five times more people read  head-
lines thun read body copy. Pull readers in with o headling
thad is clean and interesting,

21 Think in terms af what interests the reader. Addressing
them singulorly as “you™ or “your™ is guaranieed 10 caplure
thelr intenest, Jorgon and acronyms cun be a tum-off; don'l
assume oo much knowledge on the readers” part

1) Sress benefis, Your biggest one—the message of the
ad— should be stated in the headline and reinforced in your
body copy,

4) Do your research, Tuke time o undersiond yvour product,
your reader, and their relationship before you stan writing.
Be carelul w sell only one thought ai 3 time,

5) Keep vour copy short! Use short words, shon senlences,
shon paragraphs. Use clear lnnguage, avold unusunl woeds,
Sl 0T your prosduct, not your vocabulary.

6} Resist writing in the Tutere iense, Whenever possible,
sirike the weord “will™ Trom vour copy, Present ense is mone
convincing and leaves no room for doubt

7h Minimize references (o “we,” “1" *“us,” and “our.” Read-
ers chon'l cane what vour librury has, they cares what your
lilbrary has for thew

) Always close your sd with a “hook,”™ or call to action

Following these gubdelines can make the difference between
a Myer that soars and o Nyer that bores, an ad that geis
clipped and an 6d Uuit geis skipped. 5o go ahead, produce
promolion maleritls that scream foe aiention]

15 yonir law library looking lor public relations ideas? Call
the Public Relations Commitiee of the Scuthern Califomia
Association of Law Libranes for their tip-sheet “Marketing
Your Law Library: Public Relations Tips.” Contact Edna
Thicl at 6196914929,

Remember . . . vour Marketing Treaseres wibseripiion entitles you
bomrow sy mnlerisls neviewed i The Sparkling Reviews column,
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The Information Parinership: Communicating with Upper
Maragement. Mesd Dutn Central, Ine. with The Special Librar-
ies Association, 1992 51500

The main question addressed in this video s, Does manage-
ment grasp the real significance of information m today"s com-
petitive, mpadly changing market? And thus the goal of The
Informaation Partnership is w elaborate on ways information
professionals can represent themseives 10 upper munagement
successfully 10 demonstrate the imponance of the products and
services they offer. The rewards for effectively communicating
with management in this way are, of course, the many avenuis
through which management can support its information censer
ard sialf—not the least of which is monetary,

The means (o achieving this paal, the video sugiiess, e the
“Three P's," namely, Positioning, Packaging, and Presenting.
During the course of this 19-minute video, these murketing
siralegics are examined theough inderviews with infommation
spocialiats from three differemt crganizations: Nancy James of
Digiend Equipment Corporation; Muary Ann Skinner ard Karen
Von Rossem of Newsday and New York Mowsday; and Cyrihiia
Hill of Failire Analysis Associsics, Inc,

The video shows that the success these individuals had in com-
municating with upper munggement depended on their relince
upon the “Three P's™

1) They positioned the information center effectively by mak-
ing it clear that the center shared the smme objectives os the
corporaiion, This meand, among other things, undersianding the
corporuion s needs from the corporstion”s poant of view, al-
iendling meclings with management and ensurng thad the cen-
ier b @ strong presence in the compomdion’s affoirs whenever
pemsthle,

2) They packaged their products and services 5o (hal customers
had guick sccess (o them, for example through online daisbases
that delivered information directly o the deskiop— thereby not
only increasing the value of the produect (the customes pays les
for it by expending less encrgy 1o get it), bul as Nancy James
puil it, creating a satuation in which the information received ol
the desktop nets as an appetizer. The customer will come back
T miore,

3) They presented their information centers as credible, proles-
gionnl, and integral pans of the corporation through, for ex-
ansple, consistently stressing one “look™ on all prodoces, socepl-
ing projeces, and making a point of presenting themselves as
professional cquals.

The video mixes the interviews with strightforwand, unobtr-
sive narraghon, 1t also provedes plenty of visual simulation
through grigphics and by Glming those being imerviewed in in-
peructive siuslons in ther information ceniers and corpon:
tivns. This formm makes The Informaion Partner chp casy and
interesting o walch, as well as informaive. Above all; the vid-
e does an excellent job of describing the “Three P's" in worms
information professionals will relate 1o and find wseful,

The workbook that sccompanies the video is suthored by te
film"s executive producer, Sharon LaRosa, lis guidcbook is a
uselul addition, providing a springboasd from which purchasers
of the video can get staried on their own “Three P's™ maketing
TGRS,

The Information Partaerehip was [ineneed by Mead Dats Central as
part af its bnformation Center Suppon Program, providing educabional
mnd proumation toals o kelp information professionals, A portion of
ihe cost of the video goes to the SLA fund for the sdvancement of
informabion professionals in basiness, To ehixin acogy of the wideo,
call HOMW2X7-537 and ask for Debble Moris or Audrey Young.

Fabiuary 20-23 “Classicl snd Consenpamry Per-
spscived on Marketing Thought® & fow-day con
fsrience by B American Markedng Azscciafon i

Nawpon Baoch, CA, Conict 312848053 SORAEELETY,

The Crystal Ball

Macch 16-11 Wasmisag Customer Saistacton.” 4
samira |nd by Arone Farbor Sriinal b Susnsis - e
lovrmadon Conbeien iy Biwoeora. Spaln, Contmet

=54

March 22 2 "Masmizing Cusiomer Satsiaction

Marksting Furdamantals” Twa sominats |od by
Arenn Fafbe Saién. Cffered by SOLINET in Ra
lnich, NC. Also March 25 & 28 in Orlando, FL.
Cormao 40489200,

Maren B "Tasign for Mewsletiar ° A one-doy
o ofaned by EEN In Aseandkia, WA, Conact
THIEE A,

|| Marcn @ Elecive Newsiotnr Ediing.” A one-cay
oouren oPered by EEl in Alexanda, WA, Conselt
TCAGES-T453,

Maren 11:12 “Doskiop Dusign on a Shoesting.” A -
iy wiikshop sporsoted by in Houss Gmphics in Al
s, &, Cormct BOACSR0-4824 gl B34 o 301816
G950 exl. 684,

et 12 "The Lissr-Friscity Secios Desk! Improvieg
S5 Crossodteal Communication Skilis™ A ore-day
warkshep atenad by Rulgees School of Communica-
%o, Infemation and Librry Swdies in b Brondvck,
M Contaer BOBZ- 160

biereh 23 “How To Be A Better Techriol Wiiter* A
onb-cday samicar offened by Keye Produetdty Cerar
i YWashngion, DS, Consct BOOCEE 13610

Wsch 25 "Tha Informadion Brokers Saminar How
in Maks Mooy as an Inlormaton Brokes.™ A one-
day seminas by Sua Rugge In San Diego, CA
Contact S10E45-0743,

Y




