
Information Advisor 2008 Index by Marilyn Rowland 
 
 
 
A 
AAIM, KM2:2 
Abbott Laboratories, 7:6 
ABC, 2:6 
AboutUs, 11:5 
Abram, Stephen, 7:8 
abstracts 

scholarly searches, 10:7 
academic collections. See scholarly collections 
Accelovation, 3:3 
Acharya, Anurag, 9:2 
aggregators 

locating broadcast scripts with, 2:7–8 
market research reports, 12:1–3 
news, 7:8, 8:6–8, 8:8 
social networking sites, 12:4 

Agmon, Liad, 10:1, 10:2 
AlacraStone, 2:8 
alerts 

Thomson Innovation, 6:8 
Twitter, cell phone, 4:3 

Alfresco, KM1:3, KM2:2 
AllConferences.com, 7:4–5 
AltaVista, 2.5 
Amazon.com, 7:4 
American City Business Journals: Book of Lists, 7:3 
American Library Association, 3:6 
American Public Media, 2:6 
American Radio Works, 2:6 
Analyst Views, Northern Light Search, 6:4 
analytics, KM4:2 
Anderson Analytics, 3:3 
AnyWho, 7:3 
aphonenia (blog), 3:7 
Archive-It, 12:5 
Arrington, Michael, 11:1 
Art of Strategic Listening, The: Finding Market 

Intelligence in Blogs and Social Media 
(Berkman), 3:4 

Ask, 7:2 
Association of College & Research Libraries, 3:6 
@ sign 

in Twitter postings, 5:1, 9:6 
Australian Broadcasting Corp., 2:6 
authority 

consumer-generated content and, 11:7–8 
Awareness, Inc., KM2:1–4 
 

 
 
 
B 
BBC, 4:2, 4:3 
BeDell, Suzanne, 8:1, 11:7 
Berkman, Robert, 3:4, 7:6, 7:8 
Best Market Reports, Market Research Library, 12:3 
"Best Practices: Reinventing the Corporate Library" 

(Forrester Research), 7:6 
BeTwittered, 5:8 
Birkets, Sven, 2:5 
Biznar, 12:5, 12:6–7 
blogs and blogging, 2:5 

Factiva and, 9:4, 9:5 
on social networks, 3:7 

Bloomberg Professional (Bloomberg Financial L. P.), 
1:4, 1:5 

Bloomberg terminal, KM1:2 
Blossom, John, 8:8 
Boeing Library & Learning Center Services, 7:6 
Bortner, Brad, 2:2–3 
Boyd, Danah, 3:7 
BrainJuicer, 3:3 
Brazil, 4:2 
breaking news 

Newser for, 8:6–8 
Twitter for, 4:2, 4:3, 4:5 

British Library, Inside Serials, 9:8 
broadcast transcripts, 2:6–8 
Buckley, William F., 4:3 
Bureau van Dijk Electronic Publishing, 1:4, 1:5, 1:6 
BurrellesLuce, 2:7, 2:8 
business conferences, 7:4–5 
business information professionals 

concerns of, 3:8 
scholarly collections searching, 9:1 
Twitter use by, 4:2–3, 5:1–3, 5:8 
user-generated content and, 9:4 
Web 2.0 market research and, 3:4 

business librarians 
Twitter and, 4:7–8 

business research engines, 1:7, 6:4–6 
Business Research search engine, 1:7 
business wikis, 5:7 
BUSLIB-L discussion list, 4:7 
BuzzBack, 3:3 
 
 
 
 
 



C 
C2, KM4:2 
Calacanis, Jason, 5:4 
Camby, Susan Fifer, 7:8 
Canada, 4:2 
Carbonview, 3:3 
Carpano, Benjamin, 12:2 
Carscaddon, Laura, 4:7–8 
Carter, Patricia, 3:8 
Catalog of Holdings, Roper Opinion Polls, 3:5 
cell phones 

streaming live video on, 2:5 
Twitter alerts, 4:3 
Twitter updates, 4:7–8 

Center for Research Libraries (CRL), 10:8 
charts 

Thomson Innovation, 6:8 
Chirp Interactive, Inc., 4:6 
chirpscreen, 4:6, 5:8 
Chofter, 12:5, 12:6 
Chowdbury, Abdur, 9:6 
citations 

mapping, 6:8 
rankings, 9:3, 10:7 

CiteSeer, 10:8 
city directories, 7:1–4 
Citysearch.com, 7:2, 11:5 
click-to-call ads, 7:4 
Cluuz, 12:5–6 
CME Federal Credit Union, KM3:3–4 
CNET, 4:2 
CNN, 2:6 
Coffee and Tea Manufacturers, 1:8 
Cognizant, KM4:2, KM4:4 
collaboration 

Thomson Innovation, 6:8 
collaborative filters, KM1:2, KM1:4 
College & Research Libraries News, 3:6 
Colorado, University of, 3:6 
Colton, Pinney, 2:2 
Communispace, 2:3 
community sites, 11:7 
company directories 

user-generated, 11:1–6, 12:7–8 
as wikis, 11:1–6 

company profiles 
in Jigsaw, 11:5 
user-generated, 11:6 
on Wikipedia, 11:6 

company wikis, 11:5 
Competing on Analytics (Davenport), KM4:2 
COM Score, 3:2 
Confabb, 7:5 
Conference Alerts, 7:5 
Confused of Calcutta blog, KM1:1 
consumer-generated content. See also user-generated 

content 
authority and, 11:7–8 
Factiva and, 9:4, 9:5 
local search and, 7:2 

consumer review sites 
Facebook and, KM1:3 
local search on, 7:2 

consumers 
Web 2:0 and, 2:1 

content 

finding hot topics, 10:3, 10:4–5 
corporate culture, 9:1 
corporate librarians 

Enterprise 2.0 and, KM4:2, KM4:4 
roles of, 7:8 

corporate libraries, 7:6–8 
CorpTech, 6:2–3 
Country Commercial Guides, Market Research Library, 

12:3 
Cruise, Tom, 2:5 
CrunchBase, 11:1–3 
C-Span, 2:6 
Cymfony, 2:4 
 
D 
Daily Deal, The, 1:6 
databases, 11:1 
Davenport, Thomas, KM4:1–2, KM4:4 
D&B 

First Research, 1:1 
Harris InfoSource, 6:1 

decipher, 3:3 
Deep Web Technologies, 12:6 
del.icio.us, 2:5, 10:5 
Delver, 5:6, 10:1–6 

effectiveness, 10:3 
features, 10:4–5 
searches on, 10:2 
search results ranking, 10:2 

Democracy Now!, 2:6 
DemoGirl, 9:7 
Desk Set (film), 7:8 
Dex, 7:3 
Dialog 

CSA files, 8:1 
File 648: TV & Radio Transcripts Daily, 2:8 
files, 8:1 
future of, 8:1–3 
images, 8:2 
mediated searching, 8:3 
Newsroom Files 990-996, 2:7–8 
OneSearch, 2:5 
pricing structure, 8:3 
technology and, 8:2 
user tagging, 8:3 

DialUnits, 8:3 
"did you mean" corrections 

Northern Light Search, 6:6 
Digg, 2:5, 11:7 
Directory of Open Access Journals, 10:8 
dispute resolution 

for user-generated contents, 11:6 
Divine, 6:4 
Documentum, KM1:3 
DoubleClick, 2:5 
Dow Jones & Co. 

acquisition of Generate by, 8:4–5, 8:8 
capabilities, 8:4–5, 8:8 
g2, 8:4–5, 8:8 

downloads 
search rankings, 9:8 
 
 
 
 



E 
Economist, The, 3:7 
eDigitalResearch, 3:3 
eHow, 12:6 
E-LIS E-Prints in Libraries and Information Science, 

10:8 
Enterprise 2.0. See also Web 2.0 

corporate librarians and, KM4:2, KM4:4 
defined, KM2:1–2, KM4:1–2 
information sources, KM4:3 
knowledge management and, KM2:1–4, KM4:1–4, KM4:2, 

KM4:4 
origin of term, KM4:1 

Enterprise 2.0 blog, KM3:1 
Enterprise 2.0 conference, KM3:1 
Enterprise 2.0: Managing Knowledge in Your 

Organization, KM4:1 
enterprise content management (ECM) vendors, KM1:3 
enterprises 

Facebook use by, KM1:2, KM1:3 
knowledge management, KM2:1–4 

ESOMAR, 2:4 
Espiritu, Anne, 9:3 
Eurometer, 2:2 
EveryZing, 9:4 
external sources 

corporate libraries and, 7:8 
 

F 
Facebook, 2:5, 12:4 

applications, 2:2, 2:4, 3:2, 10:6, KM1:2, KM1:4 
business communication over, KM1:2 
business sites on, 7:3 
chirpscreen for, 4:6 
company pages, 2:3 
consumer review sites on, KM1:3 
enterprise content management (ECM) vendors and, 

KM1:3 
enterprise use of, KM1:2, KM1:3 
features, KM1:1 
Flickr and, KM1:2 
focus group communities on, 2:1 
friends on, 3:2 
knowledge management uses of, KM1:1–4 
LexisNexis and, 11:8 
local search on, 7:2, 7:3 
market research and, 2:1, 3:1 
NewsGator Social Sites and, KM3:1–2 
nonbusiness communication on, KM1:4 
older members, 3:2 
online survey panels, 2:2 
polls, 2:2 
private groups on, KM1:2 
Research 2.0 group, 2:2 
social graph searching and, 5:6 
status update feature, 4:1 
surveys, 2:2 
Twitter vs:, 4:7 
YouTube and, KM1:2 

Factiva, 1:3 
broadcast transcripts, 2:7, 2:8 
consumer-generated content and, 9:4, 9:5 
future of, 9:4–5 
mediated search and, 9:5 
youth market and, 9:4 

Factiva Search 2.0, 9:4 

FactSet Mergerstat, LLC, 1:4, 1:5, 1:6 
FAST-Forward (blog), KM2:1 
Federal Document Clearinghouse (FDCH), 2:8 
fee-based information sources, 8:3 
Filut, John, 8:8 
Firefox, 8:5 
"first degree" relationships, 8:5 
First Research, 1:1–3, 1:8 

Call Prep Questions, 1:8 
evaluation, 1:8 
Executive Insight, 1:8 
industry developments, 1:3 
industry profiles, 1:3 
pricing, 1:8 
search protocols, 1:3 

Flickr, 4:6, 10:5, 12:4, KM1:2 
focus groups 

in Web 2.0 environment, 2:1, 2:2–3 
Forrester Research, 2:2, 7:6–8 
411.com, 7:3 
Fowler, Jim, 11:4 
Free-Research.com, 12:1, 12:2 
FreshMinds, 3:3 
FriendFeed, 10:1, 10:3–6, 10:4–6, 12:4 

access, 10:6 
features, 10:4–5 
privacy features, 10:6 
research on, 10:6 

friends 
on Facebook, 3:2 
imaginary, 10:6 
social search and, 10:1–6 

FuturePlace, 2:2 
Future Place Blog, The, 2:2 
 
G 
g2, 8:4–5, 8:8, 9:4–5 
Gauthier, Michael, 7:8 
gClick, 8:4–5 
Generate, 8:4–5, 8:8, 9:4–5 
Gerstein Science Information Centre, 9:3 
Gmail, 8:5 
Google, 2:5 

"allintitle" feature, 4:4 
alternatives to, 5:4–7 
click-to-call ads, 7:4 
dominance of, 9:5 
local search on, 7:2 
popularity of, 5:4 
rankings, 9:8 
searching Twitter messages with, 4:4, 4:5 
search results, 1:7 
"site:" feature, 4:4 
"wisdom of the crowds" approach, 1:7, 5:4 

Google Ads, 8:7 
Google Custom Search, 1:7 
Google Maps, 7:2 
Google News, 8:7, 8:8 
Google Scholar, 9:1, 9:2–3, 10:7 

citation count ranking, 9:3 
criticism of, 9:3 
features, 9:2 
rankings, 9:8 

Gordon, Gregg, 9:3 
Granader, Rob, 12:3 
graveyard companies, 11:5 



"Guide to public opinion poll Web sites" (American 
Library Association), 3:6 

 
H 
hakia, 12:5, 12:6 
Hamilton, Angela, 9:3 
Hapi, Mary, 1:4 
"hard news," 8:7 
Harris InfoSource, 6:1 

Directory, 6:2–3 
Selectory, 6:2–3 

Harris Interactive, 3:3 
Hart, Clare, 8:8 
hash tags, 5:2, 9:6 
Haugan, Janet, KM2:3–4 
HelloTxt, 5:6, 5:8 
Hepburn, Katherine, 7:8 
Hero, Sami, 11:7 
HighBeam Research, 8:6, 8:7 
Hoover's, 2:5, 6:2–3, 11:1, 12:7–8 

features, 11:1–2 
First Research, 1:1 

hot topics, 10:3, 10:4–5 
"How to Twitter from Scype," 5:8 
Hussain, Murtaza, 2:2, 3:1 
Hyde, Dorsey W., Jr., 7:6 
 
I 
iBegin, 7:2 
IBISWorld, 1:3 
imaginary friends, 10:6 
incentives 

for market research participation, 2:2, 3:1–3 
Independent Television Network, 2:3 
industry associations, 7:4 
Industry Authority Blog Search, Northern Light Search, 

6:4 
industry information 

market research services, 1:2 
online search services, 1:2 
print sources, 1:2 
sources, 1:1, 1:2 
U.S. government data, 1:2–3 

Ingenta, 9:8 
IngentaConnect, 9:1, 9:2, 9:8 
Insider Pages, 7:3 
Insight/Media Monitoring product, 9:4 
Intelligent Agent (blog), 3:7, 8:1 
International Trade Administration, 1:3 
iPOLL, Roper Opinion Polls, 3:5–6 
ISI Web of Knowledge, 1:6–7 
Ives, Bill, KM2:1–2 
 
J 
Jaiku, 4:1 
Janowitz, Paul, 2:4 
Japan, 4:2 
Japan Market Intelligence, 2:3, 3:3 
Jensen, Eric, 9:6 
Jensen, Michael, 9:3 
Jigsaw, 11:1 

features, 11:1–2, 11:4–5 
policies, 11:6 

Jott, 5:3 
journal articles 

searching, 10:7 
Journal of the Medical Library Association, 9:3 
Judy's Book, 7:3 
 
K 
Kassel, Amelia, 11:6 
Keen, Andrew, 2:5 
Kellner, Brian, KM3:1 
Kim, Peter, 4:2 
Knowledge Ecosystem, KM4:4 
knowledge management 

Enterprise 2.0 and, KM2:1–4, KM4:1–4, KM4:2, KM4:4 
Facebook and, KM1:1–4 
router model of, KM4:4 

Krasowska, Francine, 1:3 
 
L 
Laux, Christopher, 4:6 
Law, John, 8:3 
league tables, Bloomberg Professional, 1:4 
Lederman, Abe, 12:7 
LexisNexis, 11:7–8 

finding broadcast transcripts on, 2:7, 2:8 
Litigation Services, 11:7 
Roper Opinion Polls, 3:4 

LexisNexis.com, 11:8 
LexisWeb, 11:7 
Librarian's Internet Index, 5:4 
Linden Dollars, 3:1 
LinkedIn, 8:5, 9:5, 11:1 

features, 11:1–2, 11:4 
LexisNexis and, 11:8 
market research in, 2:4 

LinkSV, 11:3 
Litigation Services, LexisNexis, 11:7 
LittleEngine, 7:3 
LiveJournal, 3:1 
Live Search, 1:7 
Local, 11:5 
Local.com, 7:2, 11:5 
Localeze, 7:1, 11:5 
local marketing 

Twitter and, 9:6 
local search, 6:1–3, 7:1–4 

consumer-generate content and, 7:2 
future of, 7:4 
growth of, 7:1–2 
on major search engines, 7:2 
small businesses and 7:1-4, 7:2 
 

M 
M&A databases, 1:4–6 
MagicYellow.com, 7:3 
Mahalo, 5:4–6, 5:7 

Greenhouse, 5:4 
guides, 5:4 
pages, 5:4–5 
searching, 5:5–6 

Mahalo Mentors, 5:4 
M&A Insight (NVST, Inc.), 1:4, 1:5 
Mair, Julia, 9:4–5, 11:7 
"M&A journalists," 1:4 
MarketingBase, 11:6 
market reports 

free, 12:1–3 



pricing, 12:3 
syndicated/off-the-shelf, 3:4 

market research 
focus groups, 2:2 
leading Web 2.0 firms, 3:3–4 
older populations, 3:2 
professional survey takers and, 2:2, 3:2 
real-time, 2:3 
sample representativeness, 3:2 
services for industry information, 1:2 
social networking sites and, 2:1, 3:1–3 
sources of information on, 3:2 
strategic listening, 2:3, 3:4 
surveys and polls, 2:2 
virtual worlds, 2:3–4 
Web 2.0 and, 2:1–4, 3:1–4 

MarketResearch.com, 12:3 
Market Research Library, 12:2, 12:3 
market research report aggregators, 12:1–3 

MarketResearch.com, 12:3 
pricing, 12:3 

Market Research Society (U.K.), 3:3 
MarketTools, 3:3 
Martindale-Hubbell Connected, 11:8 
Matarazzo, James, 7:8 
Mather, David, 11:6, 12:7–8 
McAfee, Andrew, KM4:1, KM4:2 
McGivern, Barb, 1:6–1:7 
McGraw-Hill, 1:3 
mediated search, 8:3, 9:5 
Me.dium, 12:4 
mentors 

corporate librarians and, 7:8 
Merger Arb Alert, 1:6 
mergermarket (The Mergermarket Group), 1:4, 1:5 
Mergerstat (FactSet Mergerstat, LLC), 1:4 
MESH Planning, 2:3, 3:3–4 
Messina, Chris, 5:2 
MI Analyst, Northern Light Search, 6:4, 6:5–6 
microblogging, 4:1 
"Mining Virtual Worlds for Market Research" (Waters), 

2:3–4 
Minnesota, University of, Libraries, 3:6 
Minority Report (film), 2:5 
mobile devices 

real-time research on, 2:3 
MojoPages.com, 7:3 
Morningstar Partners, 2:8 
MRS, 2:4 
MSNBC, 2:6 
MSN: Live Search Local, 7:2 
multimedia business content, 9:4 
MVL Group, 2:2 
My Communities, Social Sites, KM3:2 
MySpace, 3:1, 12:4 
 
N 
National Association of Manufacturers, 6:1 
National Change of Address (NCOA), 11:5 
Newhart, Bob, 7:8 
news 

Newser for, 8:6–8 
Twitter for, 4:2, 4:3, 4:5 

news aggregators, 8:6–8 
corporate libraries and, 7:8 
free, 8:8 

Newser, 8:6–8 
features, 8:8 
news delivery, 8:6–7 
news summaries, 8:7 
searching, 8:7 
sources, 8:6 
Top 100 news outlets, 8:6 

news feeds 
corporate libraries and, 7:8 

NewsGator Social Sites, KM3:1–4 
communities, KM3:2 
demo, KM3:2 
evaluation, KM3:4 
features, KM3:2 
home page, KM3:2 
networking graph, KM3:2 
pricing, KM3:3–4 
public view page, KM3:2 
searching, KM3:3 
site reader, KM3:2 
users, KM3:3–4 

Newton, John, KM1:3 
New York Times, 4:2, 4:3 
"next practices," 7:6 
niche local search engines, 7:2 
Nielsen BuzzMetrics, 2:4 
Ning, KM1:1 
North Carolina, University of, 3:6 
Northern Light 

business research engine, 6:4–6 
expert searches, 6:5 

Northern Light Search, 6:4–6 
blog content, 6:4 
content, 6:4 
evaluation of, 6:6 
features, 6:4 
fees, 6:4 
searching, 6:4–5 

NPR Transcripts, 2:6 
Nutch, 5:7 
NVST, Inc., 1:4 
 
O 
Obama, Barack, 4:2 
Occupied, 3:1 
Odum Institute, Public Opinion Poll, 3:5–6 
older market, 3:2 
OneRiot, 12:4–5 
OneSearch, Dialog, 2:5 
online services 

future of, 8:1–3, 9:4–5, 11:7–8 
search services, 1:2 

online survey panels, 2:2 
online technology changes, 2:4–5 
Open Access Archives, 10:8 
open access journals, 10:8 
Open Society Institute, 10:8 
Open Text, KM2:2 
open web, 11:7 
opinion polls, 3:4–6 
Outlook, 8:4, 8:5 
Outsell, 7:7 
Overheard, 5:8 
Owens, Leslie, 7:6–8 
Owyang, Jeremiah, 10:4, 10:5 
 



P 
patent research, 6:6–8 
PBS, 2:6 
Peanut Labs, 2:2, 3:1–3 
peer-to-peer content sharing system, 9:4 
Pennsylvania, University of, 3:6 
Phillips, Eve, 4:6 
PocketTweets, 5:8 
Pollection, 2:2, 3:4 
polls 

online collections, 3:6 
public opinion, 3:4–6 
Web 2.0, 2:2 

Portals and KM (blog), KM2:1 
postal address verification systems, 11:5 
Postman, Neil, 2:5 
Poulos, Cindy, 6:7, 6:8 
Pownce, 4:1 
Poynter, Ray, 2:2, 2:4 
preprints 

scholarly collections, 10:8 
PressDisplay, 8:8 
professional consumers, 11:8 
professional survey takers, 2:2, 3:2 
ProQuest, 2:5, 6:6 

Dialog and, 8:1–3 
Serials Solution, 8:2 

Prozes, Andy, 11:7 
Prusak, Laurence, 7:8 
publishers, 7:4 
Publishing Technology PLC, 9:8 
PubMed, 9:1, 9:3 
 
Q 
QAS, 11:5 
qualitative research techniques 

Web 2.0, 2:2–3 
 

R 
radio broadcast transcripts, 2:6–8 
Rajagopal, Sukumar, KM4:4 
Rangaswami, JP, KM1:1 
rankings 

citation count, 9:3, 10:7 
Delver, 10:2 
downloads, 9:8 
Google, 9:8 
Google Scholar, 9:3, 9:8 
SSRN, 5:1 

ReadWriteWeb.com, 12:6 
real-time research, 2:3 
ReferenceUSA, 6:2–3 
Report Buyer, 12:2, 12:3 
ReportLinker, 12:1–2 
Research 2.0 group, Facebook, 2:2 
research wikis, 5:7 
Rethinking the Corporate Information Center 

(Berkman), 7:6, 7:8 
Ricou-Bellan, Brigitte, 9:4–5, 11:7 
Roper Center for Public Opinion Research, 3:4–6 
Roper Opinion Polls, 3:4–6 
router model of knowledge management, KM4:4 
Royalty points, Jigsaw, 11:5 
RSS feeds, KM3:3, KM3:4 
 

S 
Salesforce.com, 11:5 
Sales Genie, Reference USA, 6:2 
SalesWorks, 9:5 
scholarly collections 

free searching of, 9:1–3, 9:8, 10:7–8 
open access journals, 10:8 

Schonfeld, Erick, 11:1 
Schurr, Eric, KM2:2–3 
Schwartz, Aaron, KM2:3 
Scirus, 9:1 
Scopus, 9:1 
SDC Platinum (Thomson Financial), 1:4, 1:5, 1:6 
Search Buddies, Delver, 10:3 
search engines 

business research, 1:7, 6:4–6 
local search, 7:2–3 
new, 12:4–7 
semantic, 12:6 

searching 
human-powered, 5:4, 5:7 
mediated, 8:3 
NewsGator Social Sites, KM3:3 
Northern Light Search, 6:4 
organizing principles, 5:7 
scholarly sources, 9:1–3, 9:8, 10:7–8 
social, 10:1–6 
"wisdom of the crowds" approach, 1:7, 5:4 

Second Life, 2:3–4, 2:5, 3:1 
LexisNexis and, 11:8 
market research and, 2:1 

semantic search engines, 12:6 
Sentient Services, 2:4, 3:4 
sentiment technology, 6:6 
Serials Solution, 8:2 
Seuss, David, 6:4, 6:5, 6:6 
Sg2, KM2:3 
SharePoint, KM3:2, KM3:3 
small business 

local search, 6:1–2, 7:1–4 
Social Graph API, 5:6 
social graph searching, 5:4–7, 5:8 

developments in, 5:6–7 
Facebook and, KM1:2 
Factiva and, 9:5 
Summize and, 9:5–7 
Twitter and, 4:3 

social media 
information sources, 3:7 
LexisNexis, 11:7–8 
trends in, 9:4–5 

social networking sites, KM1:1–4. See also Facebook; 
Twitter 

aggregation sites, 12:4 
chirpscreen for, 4:6 
corporate libraries and, 7:7 
focus group communities on, 2:1 
information sources, 3:7 
LexisNexis and, 11:8 
market research and, 2:1, 3:1–3 
NewsGator Social Sites, KM3:1–4 
online survey panels, 2:2 
professional survey takers on, 2:3, 3:2 
research projects on, 2:2 
sample representativeness, 3:2 
self-reporting accuracy, 3:2–3 



user incentives for market research participation, 2:2, 3:1–
3 

virtual currency on, 2:2, 3:1–3 
youth market and, 3:2 

Social Science Electronic Publishing (SSEP), 9:3 
Social Science Research Network (SSRN), 9:1, 9:3, 9:8, 

10:7 
features, 9:2 
search results rankings, 5:1 

social sciences 
scholarly collections, 9:1–3, 9:8 

social search, 10:1–6 
defined, 10:1 
Delver for, 10:1–6 
FriendFeed for, 10:1, 10:3–6 
LexisNexis and, 11:8 
relevance (wisdom) in, 10:1 

Social Sites, NewsGator, KM3:1–4 
"soft news," 8:7 
South by Southwest (SXSW), 4:2 
Spain, 4:2 
Spark, David, KM3:1 
Special Libraries Directory, 7:6 
Spielberg, Steven, 2:5 
Spitzer, Eliot, 4:5 
Spokeo, 12:4, 12:5 
Sprylogics, 12:6 
STAT-USA, 12:3 
Sterry, David, 4:5, 4:6 
strategic listening, 2:3, 3:4 
Student as Scholar (blog), 10:8 
Summize, 9:5–7, 10:1 
Superpages, 7:3 
surveys 

online collections, 3:6 
professional survey takers, 2:2, 3:2 
public opinion, 3:4–6 
Web 2.0, 2:1, 2:2 

Switchboard, 7:3 
 
T 
taxonomies, 7:7 
TechCrunch, 11:1 
Technorati, 2:5 
television broadcast transcripts, 2:6–8 
Terraminds, 4:4, 4:5, 4:6–7 
TheDeal.com, 1:6 
The Librarian: Quest for the Spear (film), 7:8 
ThomasNet, 6:1–2 
Thomas Publishing, 6:1–2 
Thomas Register, 6:2–3 
Thomson Corp., 8:1 
Thomson Financial 

SDC Platinum, 1:4, 1:5, 1:6 
Thomson Innovation, 6:6–8 

alerts, 6:8 
analytical tools, 6:8 
charts, 6:8 
citation mapping, 6:8 
collaboration, 6:8 
development of, 6:7 
evaluation, 6:8 
fees, 6:8 
searching, 6:7–8 

Thomson ONE for Investment Banking, 1:6 
Thomson Reuters, 6:6–8 

Thomson Scientific 
ISI Web of Knowledge, 1:6–7 

Topix.net, 7:3, 8:8 
Toth, Joe, KM3:3–4 
Trade Show News Network, 7:5 
Tradeshow Week: Directory, 7:5 
TradeVibes, 11:1, 11:3–4 

features, 11:1–2 
tragedy of the commons, 11:6 
transcripts 

radio and television, 2:6–8 
TrueLocal, 7:3 
trusted sources 

consumer-generated content and, 11:7–8 
TSNN.com, 7:5 
Tupalo.com, 7:3 
tweets, 4:1, 4:2, 4:7–8 

database, 4:4 
defined, 5:1 
hash-tagged, 5:2 

Tweet Scan, 4:4, 4:5, 4:6, 9:7 
Tweet Scan Core, 4:6 
TweetStats, 5:3, 5:8 
TweetVolume, 5:8 
twemes, 5:2 
Twemes.com, 5:2 
Twhirl, 5:3 
Twine, 1:7, 2:5 
TwitBin, 4:8, 5:3 
TwitDir, 4:1, 4:4, 9:6 
TwitPic, 5:3 
Twitter, 10:5 

add-ons and extensions, 4:3, 4:8, 5:2–3, 5:8 
alert feature, 4:3 
archive searches, 4:7 
@ sign, 5:1, 9:6 
for breaking news, 4:2, 4:3, 4:6 
business librarians and, 4:7–8 
business researchers and, 4:2–3, 5:1–3 
business uses of, KM1:4 
cell phone alerts, 4:3 
cell phone updates, 4:7–8 
chirpscreen for, 4:6 
Facebook vs., 4:7 
features, 4:1, 4:2, 4:3 
getting started, 4:2 
hash tags, 5:2, 9:6 
information sources, 5:3 
language translation options, 9:7 
microblogging, 4:1 
overview, 4:1 
popularity of, 4:1–2 
protecting messages, 5:1 
as researcher's tool, 4:1–4, 4:8, 9:5–6 
searching, 4:4–7, 9:5–7, 9:6–7 
searching on Google, 4:4 
search protocols, 5:2 
social graph searching and, 5:6 
Summize and, 9:5–7 
tracing, 5:1–2 
users, 4:1–2 
uses of, 4:2, 4:3, 4:7–8 
using, 5:1–2 

Twitter Blocks, 5:2 
Twitterbook, 5:8 
twitterfeed, 5:8 



Twitter Groups, 5:3 
Twitterment, 4:4–5, 9:7 
Twitter Pack Project, 5:3 
Twitter Search, 9:5, 10:1 
TwitterShare, 5:3 
Twitter Tools, 5:8 
Twittervision, 5:2–3 
Twitter Widget on NetVibes, 5:8 
Twubble, 5:6 
 
U 
Ubiquick, 12:1–2 
Underwood, Lindsey, 1:1 
United Kingdom, 4:2 
user-generated content. See also consumer-generated 

content 
business research and, 9:4 
cautions about, 12:7–8 
company directories, 11:1–6, 12:7–8 
dispute resolution, 11:6 
evaluation of, 11:6 
hakia and, 12:6 
potential of, 11:7 
tragedy of the commons and, 11:6 
verification of, 12:8 
wisdom of the crowds and, 11:6 

user tagging, 8:3, 12:8 
U.S. government data, 1:2–3 
U.S. Industrial Outlook, 1:3 
 
V 
Valuing Corporate Libraries: A Survey of Senior 

Managers (Prusak, Gauthier, and Matarazzo), 
7:8 

vectorial model, ReportLinker, 12:2 
verification 

of user-generated content, 12:8 
videocasts, 9:4 
Vine, Rita, 9:3 
Virdy, Jay, 9:6 
virtual currency 

as incentives for social network users, 3:1 
on social networking sites, 2:2, 3:1–3 

Virtual Surveys, 2:3, 3:4 
virtual worlds 

market research, 2:1, 2:3–4 
parallel shopping experiences, 2:4 

Vista International, 9:8 
Vivísimo, 1:7 
Vivona, Michele, 11:7 
Voxant, Morningside Partners 

broadcast scripts, 2:8 
 

W 
Wall Street Journal, 8:4 
Waters, Robyn, 2:3–4 
Web 2.0. See also Enterprise 2.0 

business information professionals and, 3:4 
consumer conversations in, 2:1 
databases, 11:1 
defined, 2:1 
Enterprise 2.0, KM2:1–4, KM4:4 
focus groups, 2:1, 2:2–3 
leading market research firms, 3:3–4 
market research and, 2:1, 3:1–4 

mindset, 2:4 
open web, 11:7 
qualitative research techniques, 2:2–3 
surveys, 2:1, 2:2 

web harvesting, 8:4, 9:4 
Weblogs, Inc., 5:4 
WebPlus, 1:6–7 
WebSearch University, 12:4 
websites, 9:4 
White, Rob, 8:4 
white pages, 6:2 
who-knows-who analysis, 8:4, 9:4 
Wikia, 5:6–7 
Wikia Search, 5:6, 5:7 

organizing principles, 5:7 
page ratings, 5:7 

Wikipedia, 11:5, 12:6, 12:8 
company profiles on, 11:6 
verification of information on, 11:6 

wikis 
company directories as, 11:1–6 
searching, 5:6–7 

Windows Live Search Maps, 7:3 
wisdom of the crowds, 1:7, 5:4 

user-generated content and, 11:6 
Wolff, Michael, 8:6 
working drafts 

scholarly collections, 10:8 
 

Y 
Yahoo!, 11:5 

click-to-call ads, 7:4 
Yahoo! Local, 7:2 
Yahoo! Yellow Pages, 7:3 
Yale University Library, 3:6 
YellowBot, 7:3 
Yellow Pages, 6:1, 6:2 

local search on, 7:2, 7:3 
Yelp, 7:2–3, 11:5 
Yokl'd, 7:3 
youth market 

LexisNexis and, 11:7 
reaching, 8:3 
search habits, 9:4 
social networking sites and, 3:1 

YouTube, 2:5, 10:5, 12:4, KM1:2 
YP.com, 7:3 
 
Z 
ZEPHYR (Bureau van Dijk Electronic Publishing), 1:4, 

1:5, 1:6 
 


