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Online Digital Special Collections in English 
Universities: Promoting Awareness 

Written by Erica Wine MSc

Cultural institutions in the UK are repositories of a wealth 
of historical material. The scholarly importance of such 
resources is at the basis of the numerous digitisation 
projects aimed at widening their access worldwide. The 
lack of national policies has left those institutions alone 
in engaging in dissemination activities and in raising 
awareness of their own online material.

About the Author
Erica Wine works at Digital 
Capture Solutions, the 
digitisation service of the 
Library and Learning Resources 
at the Birmingham City 
University in Birmingham, UK. 

She conducted the research promotion of 
online digital special collections in the 
Higher Education Institutions in England 
as a partial fulfillment of the requirement 
for the Degree of Master of Science.

Of particular interest to the author are the digital special collections hosted in the 
English Universities. The main activities of these institutions differ from others, such 
as museums, archives and public libraries, as they do not have the main institutional 
duties of preserving and the exploiting of their holdings. This article highlights 
related issues and suggests some of the possible measures to effectively promote 
and disseminate universities’ online digital special collections.

Picture the scenario
You work for a University in England and you are a curator of a special collection 
that has been digitised. You would be in a very rare and lucky situation if the whole 
world knew about it, and if your institution was not just proud of its treasures, but 
fully supportive of any initiative to promote and exploit them. This article is for 
those who are not in such a position. Let's take a step back. 

What are special collections?
Special collections are those groups of archives or library materials (usually sharing 
a subject area) distinguished from the general stock for their physical form, content 
or depth of subject coverage. 

What has a university got to do with it?
At times, a special collection may be strongly linked to a particular University, which 
may become the natural home of the collection. Special collections therefore are 
donated or purchased by a home institution, which endeavours to preserve them. 
Once the institution has a special collection, its value in part depends on its 
accessibility: it is of little use unless the public knows about it. Digitisation is 
important as the conversion of the collections into digital format aids both 
preservation and access. Furthermore, digital special collections may constitute an 
important point of contact with wider cultural initiatives if appropriately exploited 
and promoted and may raise the profile of the home institution through the 
achievement of recognition in a regional, national or international context. 
Digitisation takes a great role in promoting cultural awareness and in creating new 
educational opportunities. 

Furthermore, digital special collections may constitute an important point of 
contact with wider cultural initiatives if appropriately exploited and promoted and 
may raise the profile of the home institution through the achievement of 
recognition in a regional, national or international context.

http://www.fumsi.com/
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What's the problem?
Broadly, the home institutions do not realize all the positive aspects of having 
collections online, even when copyright is not a concern. This is because there are 
several issues involved:

 Collection issues - there is a lack of a common definition of what really 
constitutes a special collection (not topic-grouped up-to-date stock such as 
market reports, European documentation etc.). Several institutions extend 
the definition of digital collection to electronic journals, digital libraries and 
really anything that is in digital form and available online (photographs of 
recent events etc.). 

 Promotional issues - generally promotional activities fall within the 
responsibilities of the curators, who are not expert in communication and 
marketing strategies. 

 Institutional issues - indisputably, dissemination and promotion relies on 
the institution's organisational culture and on the attitudes of the curator. It 
would be a logical approach for an institution's marketing department to 
exploit online special collections for targeting national and international 
audiences. It is a fact that the majority of online digital special collections 
share the domain of their home institution; however the majority of 
universities lack a genuine interest in their own collections and fail to 
include them constantly in a wider agenda. Such a failure constitutes a great 
loss of opportunities to the institution's prestige. It also highlights both the 
disjointed reality of the English universities and their inability to fully exploit 
the funds made available for the digitisation of special collections. 

 Staffing issues – although the curatorial duty of the majority of the 
collections is the task of information professionals, there is an overwhelming 
lack of staff dedicated solely to the online special collections. The need for 
successfully targeted promotional campaigns to ensure their most effective 
dissemination is even more apparent.

So what to do next?
Let's see what curators could do to enhance promotion and awareness of their 
online digital collections. It is important to point out that home institutions present 
different scenarios, realities and financial backing.

Making promotion important 

Ensure maximum exploitation of 
material (involvement of the project 
teams, university departments, 
especially marketing and funding 
bodies) 

• Create an exhibition in 
institutions' reception rooms

• Create lists and 
recommendations

• Work closely with press and 
publication offices (they have 
constant need of images, stories 
and information on the 
institutions)

• Send notices and full articles to a 
range of publications, especially 
subject specific

feature article 2
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Gaining more 'power' within own institution 
Join forces to create an institutional 
policy for promotion of collections 

Bring together all the institution's online 
collections 

Involve as many departments as possible 
Strive to improve the 'image' of the 
collections 

Opportunities 

Widen awareness and use of the 
collection at historical anniversaries 
and events 

• Timely launch of promotional 
activities 

• Work closely with press and 
publication offices (they have 
constant need of images, stories 
and information on the 
institutions)

• Make use of other campaigns 
and programmes

• Attend relevant conferences
• Exhibit in a location where there 

are external visitors, especially 
fund-raising events

• Organise open evening
Maximise collaboration and retrieval 
(online tool) 

Maximise interoperability by using 
protocols and standards 

Raising awareness 

Broaden external 
awareness 

... with other bodies 

• Create ties with other educational 
organisations, so  that their sites 
could have links  to collection 
(BBC, museums, city councils 
education authorities, etc.)

• Attend related conferences 
• Deposit details and links with 

external online sites 
• Research subject area of the 

collection (e.g. subject gateways, 
bibliographies, pathfinders)

... with information 
professionals 

• Participate in discussion lists 
and blogs

• Provide leaflets, bookmarks and 
hand-outs to have ready for 
visitors and to send out to 
related organisations

• Attend related conferences

Continued >>

feature article 2

http://www.fumsi.com/


© Free Pint Limited 2008 www.fumsi.com- 18 -

Contextual and promotional information 

Create features and services 
to increase appeal 

• Re-mount exhibition virtually 
on web pages

• Provide leaflets, bookmarks and 
hand-outs to have ready for 
visitors and to send out to 
related organisations

• Make the following available 
online: statements, contact, table 
content, catalogue, help, future 
developments, further reading, 
background to collection, 
frequently asked questions

• Make use of other campaigns 
and programmes

• Include 'What's new' and 'image 
of the week/month'

• Provide links to other resources 
and websites

• Provide information on 
promotional events -e.g. 
conferences, show case services 
such as copying, shopping, 
research opportunities;

• Include publications for free 
download or purchase 
-newsletters, RSS feeds, blogs, 
special support material 
(teacher/school/etc.)

• Advertise the institution's 
activities: invite people to see 
originals

Continued >>

feature article 2

http://www.fumsi.com/


© Free Pint Limited 2008 www.fumsi.com- 19 -

Targeting audiences 
Reach targeted 
audiences 

International 
audiences* 

• Utilise Web 2.0 applications 
(e.g. RSS feed and blogs)

• Send notices and full articles to 
a range of international 
publications 

• Send electronic newsletters
• Set up email distribution and 

discussion lists
• Adhere to national international 

and initiative (e.g. UNESCO)**
• Provide foreign language 

support
• Attend relevant international 

conferences

National audiences 
• As above 
• Utilise national broadcasts
• Contact national press

Regional and local 
audiences 

• As above 
• Organise related lectures, forum, 

etc.
• Utilise local broadcast 
• Contact local press
• Provide leaflets, posters and 

general publications
• Organise a programme of talks 

to interested targeted groups

New Audiences 

• Create ad hoc online resources 
(e.g. exhibitions, children/ 
teacher activities, etc.)***

• Work closely with press and 
publication offices (they have 
constant need of images, stories 
and information on the 
institutions)

* Although most collections were deemed to be appealing to international 
audiences, not many appear on worldwide online search tools (databases, search 
engines, subject gateways, etc). 

** The overwhelming lack of adherence to the widest spectrum of initiatives at 
national and intentional level (e.g. databases and portals) is a missed opportunity. 
See appendix for a list of national and international initiatives.

*** For example, the failure to target children constitutes a loss of opportunities for 
the dissemination of the collections through reaching schools or parents. 
Understandably, such an aspect has financial and planning implications and could 
suffer a lack of interest or expertise. However, explorative and entertaining features 
for children or just cooperation with the other educational websites (e.g. BBC and 
Grid of Learning) could become part of an outreach programme for the universities. 

Continued >>
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Access and use 

At planning stages the project team 
should maximise the collections' use 

• Clearly display links to access the 
collection and the online status

• Organise open evening
• Provide disability support

Implement features to increase appeal 
and intuitiveness 

• Explanation of search feature
• Basic/quick search facilities
• Advanced search features
• Extra search options
• Intra-collection search
• Available search history 
• Keyword list
• Browsing facilities

Increase user's interest by incorporating 
dialogue opportunities 

• Online piloting 
• Surveying 
• Feedback requests
• Keeping contacts updated
• Web 2.0 applications (e.g. RSS 

feed and blogs)
• Feedback from users
• Attend relevant conferences

Increase the collection's visual appeal 
and aesthetics 

• Utilise appealing colour scheme 
and layout

• Unify styles and links
• Undertake pilot program before 

launch
• Improve intuitiveness of 

navigation (icons, zooming and 
turning pages)

Ongoing website improvements 
Observe and compare other 
websites of both similar or 
different type of coverage 

For more information about digital collections, see any of the following 
recommended resources and collections:

• A2A   [Access to Archive]

• AAD   [Access to archival databases]

• AHDS   [Art and Humanities Data Services]

• AHRC   [Art and Humanities Research Council] 

• Aim25   

• AMARC   

• ArchiveGrid  

• Archives Hub  

• Britain in print  

• British Pathe Film Archive  

• Cecilia   

• Community archives  

• C  ornucopia   
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• DIAMM   [Digital Image Archive of Medieval Music]

• EEBO   [Early English Books Online]

• European Archive  

• Google Library Project  

• ICA   [International Council on Archives]

• Intute  

• MALVINE   [Manuscripts and Letters via Integrated Network in Europe]

• MICHAEL   

• National Archives  

• UNESCO   [United Nations Educational, Scientific and Cultural Organization] 
archives portal

The strategies suggested are just some of the ways that cultural institutions can 
intelligently 'spread the message' and increase visitor access to their collections. 
Without implementing these processes or procedures, it will be very difficult for 
institutions to promote or broaden the appeal of their special collections. It will also 
limit the accessibility of their collections to new audiences and the creation of 
further educational opportunities. Ultimately, this will impact the 'survivability' of 
their collections in the long term.
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Laughing at the CIO   

Reviewed by Emma Wood
Written by Bob Boiko

Any book the uses the phrase "smack-down" in complete 
seriousness is okay by me. Bob Boiko's book Laughing at 
the CIO: A Parable and Prescription for IT Leadership 
succeeds in great part due to its frank and humourous 
approach. Touted as "the ultimate cure for executive 
infophobia" by fellow info guru Peter Morville, Laughing 
at the CIO offers pragmatic, attainable solutions for how 
to put the "I" back in "IT".

About the Author
Emma Wood is a library 
technician at Alexander 
Holburn Beaudin & Lang LLP, a 
Vancouver-based law firm in 
British Columbia, Canada. She is 
an active member of the Library 

Technicians and Assistants Interest Group 
and Vancouver Association of Law 
Libraries, and edits/co-edits newsletters 
for both.

Boiko is a well-known author, consultant and information school professor. Having 
worked with Web and other information tools for over 20 years and with some of 
the world's largest technology companies, he is particularly qualified to offer advice 
on information management. The author of two editions of Content Management 
Bible, Boiko knows what he's talking about.

This slim volume opens with a fable: Les Knowles is the newly-appointed CIO of a 
large financial services firm. In his first year, he's not only got to organize units to 
manage infrastructure, critical information systems and corporate intranets and 
websites, he has to deal with the human side of each of those aspects, not to 
mention the politics and culture of the firm. Needless to say, it's a tough year for Mr. 
Knowles. But, by the end of the fable, he's finally figured out that information and 
technology are two separate, yet equally important things and, unless treated as 
such, collectively fail.

That fable sets the stage for the balance of the book. Boiko introduces the concept 
of Strategy Statements, which he asserts must be the basis for every decision made 
about information. A Strategy Statement summarizes the three most important 
elements of information management—information, audience and goals—in the 
following form:

By delivering to we will be better able to because .

Of course, creating accurate and effective Strategy Statements takes time and 
practice. Fortunately, Boiko offers some tips on how to work through this process: 
play first (write on napkins - don't take it too seriously), make a high-level pass (start 
with some simple, obvious goals) and revise iteratively (go over each statement 
several times, deepening a bit at a time). (By the way, "smack-down" appears in a 
step-by-step example of the analysis and formation of Strategy Statements).

These statements are just one piece of the puzzle but they are a good place to 
begin, and a concept that is practical and understandable. Boiko then offers insight 
into typical points of conflict between IT groups and other departments within an 
organization, providing examples of differing points of view, and suggesting a 
compromise for each. Amidst commandments such as "Create Authors" and "Use 
Editors", he also declares "Be Librarians". He also commands: "If your organization 
has librarians, bring them into the fold. If you don't have librarians, get some." 
(Amen!)
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As a library technician, I have always tried to maintain good relations with IT groups 
- after all, I know on which side my bread is buttered. Reading this book deepened 
my appreciation for the difficult and frustrating situations they often find 
themselves in. More importantly, I learned new ways of thinking about and working 
with information, and better approaches to working with IT departments.
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Web 2.0 + Intranet: Connected Users 

Written by Helen Day

This article is based on a joint presentation made at 
Online 2007 by Helen Day, Executive Director, Intranet 
Benchmarking Forum (IBF) and Mark Morrell, BT intranet 
manager. It combines the findings reported in an IBF 
research report into Web 2.0 use 'inside the corporate 
firewall' across large organisations, with examples of BT's 
use of Web 2.0 on their intranet; specifically discussion 
forums, blogs, RSS feeds and wikis.

About the Author
Helen Day, Executive Director, 
Intranet Benchmarking Forum 
(IBF), works with IBF to develop 
and deliver products and 
services to IBF member 

organisations. She benchmarks global 
intranets in the areas of strategy and 
governance, metrics and performance, 
and culture and communication. Helen is 
a qualified information professional who, 
after heading up the Business Information 
team at The Boots Group, became Group 
Intranet Manager implementing a new 
CMS and redesigning the corporate 
intranet. She then implemented a new 
portal to Boots' 1400 stores. Helen is an 
International Information Industry award 
winner for Best Intranet Project 2004 and 
was runner up European Information 
Professional of the year 2005. She can be 
contacted at: Helen@ibforum.com

Web 2.0 inside the firewall: worry or opportunity?
In the IBF research report 'Social computing and Web 2.0 behind the firewall', the 
author, Louise Ferguson, concluded that 'Reports of the death of the traditional 
intranet have been greatly exaggerated, social software can mean traditional 
hierarchies are short-circuited, new voices and debate emerges, and there can even 
be visible dissent.' She also asked 'Are such changes welcomed by management?'

Many of the managers involved in the research believed that, by deploying these 
tools ahead of their direct competitors, they had been able to pull ahead in 
knowledge management. Others warned that social software was a 'disruptive 
innovation' which should only be attempted if an organization is willing to change 
the way it communicates with its workforce.

BT and Web 2.0
Although many managers and organisations are concerned about such tools in the 
corporate environment, BT have a very positive attitude to trying these newer 
technologies, often testing them through small, lightweight 'beta' style 
implementations and letting the users drive the development and decision process. 
If a tool is needed, tested, used, popular and shows business benefit at beta stage, 
more substantial and supported versions can be justified more easily and 
implemented.

Below is a review of four types of Web 2.0 content currently being used on 
intranets, with an overview of advantages and disadvantages covered in the IBF 
research, plus a description of BT's experiences to date.

Discussion forums
Discussion forums can be used to open up debate and tap into the knowledge of 
colleagues. Open online discussion can be seen as an opportunity to maximise the 
benefits of collective intellectual capital and can actually reinforce a sense of 
community among groups of employees who may be geographically dispersed.
However, for forums to be successful, the IBF research showed that they do need to 
be driven by self-interest. Many users won't contribute unless they are going to 
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benefit from it somehow (such as receive ideas and learnings in return), so most 
need the 'sense of community' before they start. Many successful starter discussion 
forums are based round an already established community of interest, a new 
project team, a new initiative, a social club, home workers etc. This common interest 
helps the discussion get started.

A critical mass of users is required to keep discussion live, interesting and 
interactive; this prevents initial discussion boards from becoming quickly stale. 
It's also important to prevent anonymous postings. If people are identified, they are 
far more likely to be constructive and abide by the organisation's overall behaviour 
standards. Many managers are worried about open discussion boards for fear of 
abuse and disruptive behaviour, but most employees can be trusted if their names 
are attached to postings. Experience shows discussion also self-regulates pretty 
quickly. If someone appears to be out of line, other users will often 'manage' them.

At BT there are many informal groups with common interests, spread across 
different locations and time zones. They use discussion forums to exchange ideas, 
news, advice and knowledge, especially around new technology development 
areas.

Even the CEO has regular online chats. Any question can be raised, as long as it isn't 
a personal issue. The CEO will reply himself and his informal style means users know 
it is really him 'chatting' at the time and not a representative. This has earned the 
live chats a high level of respect across the business and they are closely followed 
by hundreds of users as each question is answered real-time. Questions that the 
CEO is unable to answer are followed up by other people responsible for the area 
raised if needed. Thousands check the complete documented version after the 
event. There are no anonymous questions allowed.

Blogs
Blogs are usually seen as a one-way publishing forum, but with the ability for 
readers to comment. They are good in the corporate environment for time-related 
information, project progress, market intelligence and so on. They are typically low 
cost to set up and flexible and simple in format.

Experience shows they work best where there are clear reasons for the blog; it's not 
just 'because everyone else has them'. Successful blogs often have a distinctive 
voice or clear personality. They typically need a trusting atmosphere to work well, 
where users feel they can speak out and make mistakes.

At BT the policy is to allow anyone to blog internally and externally and there are 
clear, common-sense policy and guidelines in place. The main one is no anonymous 
postings. BT employees have many external blogs, mostly addressing niche 
subjects and Andy Green (who was BT's Global Services CEO) had an internal blog 
which was keenly followed. Technology has been the issue here for BT, with a few 
platforms tested before settling on Wordpress.

RSS feeds
With RSS feeds, users are able to keep up to date on a wide range of content. They 
can build a selection of RSS feeds to exactly match their job needs and interests, 
resulting in highly tailored news and content delivery. Used effectively, they can 
help deliver increased information flow and organisational efficiency. Centrally an 
intranet team can also start to really understand audience's interests by looking at 
subscriptions, and this can lead to better focussed content development. The key 
challenge here is the lack of proven server side technology to really support RSS 
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feeds well within a firewall, although many organisations are now developing their 
own solutions to this.

At BT there are many RSS enabled news feeds on the intranet. BT Today is the main 
Web site for any corporate news for people in BT and has over 35 separate feeds. 
Users are able to combine these with external RSS feeds, through client-based and 
Web-based aggregators providing their total news solution. The MyBT portal, 
currently under development, will further enhance this by using profile to prompt 
different RSS feeds to different users.

Wikis
Wikis can offer a major advantage over email, with discussion no longer 'lost' in an 
email thread, good version control and changes made immediately visible to all 
readers. Audit trails and roll-back functionality are also advantageous. Wikis are 
often cited as good for doing things like drafting policies or agendas, when a group 
of people need to quickly, and collectively, work on a document.

Again, experience shows that organisations must prevent anonymous posting, for 
all the same reasons as with discussion boards. Many report poor ease of use of 
some wikis, specifically the lack of WYSIWYG, although this is rapidly improving. The 
lack of an option to include spreadsheets has also been cited as a problem for some 
time with many wiki offerings.

At BT, wikis have really taken off in the last year. BTpedia is seen as a corporate 
source of knowledge, with over 600 articles 'officially' published. Everyone who 
wants it has full publishing and editing rights, and content is owned and managed 
by users. Many wikis have grown up to cover different publishing requirements 
across the business with Sharepoint helping short term team collaboration needs 
being very successful.

Finally: The challenge of governance of Web 2.0 on intranets
As many organisations are beginning to implement comprehensive governance 
models for their 'traditional' intranet content, the onset of Web 2.0 tools on 
intranets presents a new challenge for intranet managers. 

For many years, organisations have been tackling unmanaged intranet content, 
often bringing it into a common content management system, applying good 
standards and approval processes and training authors to produce 'good' Web 
content. Although these Web 2.0 tools provide a route for some great user 
generated and user managed content, with the many advantages as described, this 
can also mean that new content can fall outside the content governance model 
intranet managers have fought for so long to put in place.

The governance of this type of content is a hot topic amongst forward thinking 
intranet managers, many recognising the need for a different 'light weight' 
governance model to be developed. There'll be much more about this in the 
intranet press over the next year…. Watch this space! 
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Identity Theft: The Fastest Growing 
Crime Wave and Our Role

Written by Julie Gershon

While identity theft is by no means a new crime, it seems 
to have become all the rage, with the numbers of victims 
each year increasing at a tremendous rate. How could it 
not?  With less than a 5% arrest rate and about a 1-2% 
conviction rate, this translates into high profits payoff 
with low or little risk to the perpetrator.  And while most 
people have a perception that identity theft is financial 
(e.g. related to theft of a charge card), statistics have 
shown that this is only about one-fourth of the problem, 
with the majority of thefts relating to social security 
numbers, medical fraud, criminal use and driver’s license 
fraud.
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Identity theft is a crime in which key pieces of data, including social security 
numbers, driver’s licenses etc. are obtained and used in a fraudulent manner. 
Thieves are then able to illegally use this information to obtain credit, merchandise, 
insurance, identification, employment and/or services in the guise of the person 
whose information was stolen. The US Federal Trade Commission estimates that the 
current 1 in 8 people who are victims can spend on average 600 hours and US$1400 
in out-of-pocket expenses to start resolving the damage.

A growing problem
Your phone number, birth date, prior place of residence… The amount of 
information about YOU that is available to the public today at little or no cost has 
escalated to an all-time high. Even a small piece of information can be the key to 
unlocking huge amounts of data about you, and most of it for free!

The evolution of how we discard mail is one clue as to how things have changed. 
Think about it. Years ago, sorting mail into more than one pile was not even part of 
our daily routine. Where we used to discard all of our mail into the trash and later on 
into trash and/or recycling bins, we now have added a third stack: The TO-BE-
SHREDDED pile.  Once only found in business offices, the shredder has become a 
commonplace and necessary appliance for which we have made room in our 
private lives.

In any case, identity thieves can obtain personal information in numerous ways, 
including mail theft, ‘dumpster diving’, ‘shoulder surfing’ at ATM’s, hiring people to 
steal databases of information, raiding old computer drives, ‘phishing’/ ‘pharming’ 
(sending false e-mails/setting up dummy web pages), using skimmers on credit 
cards, running phone scams, computer and internet fraud, burglarizing homes for 
personal records and taking over old credit card accounts - just to name a few.
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Steps to help protect identity
 While our personal information already exists in countless databases, and there is 
no way to completely protect ourselves against identity theft, there are some things 
we can do. Changing simple habits, along with being more diligent, sensitive and 
aware of how we handle our personal information, can help minimise our risk of 
becoming a victim.

For example:
 Do not carry your social security number in your wallet and get a non-social 

security number on your license, medical cards, etc

 Recognise and discard sensitive mail appropriately

 Create different passwords for different accounts using numbers, letters, 
and/or symbols

 Minimise the number of credit cards you use and carry, and reduce 
unnecessarily high credit lines

 Know what’s in your wallet/purse! Clean it out, photocopy both sides, and 
put in a secure place

 Keep receipts to compare with the statements every month and review all 
items

 Buy an inexpensive cross-cut shredder for destroying sensitive papers

 Keep all personal information in a secure place in your home and office

 Use official post office boxes or the post office only for outgoing mail 

 Do not use ATM machines that are at Rest Areas or other non-verifiable 
locations

 Do not write your full account number on checks to pay bills (use last 4 
digits only)

 Read the Privacy Policies of companies with whom you do business

 Verify that your employment records are kept in a secure location

 Buy goods on-line only from reputable companies and be the one to initiate 
contact

 Look for the yellow “lock box” indicating that the site is secure or “https” in 
the URL

 Install spyware software and fire walls and make sure they are kept up-to-
date

 Do not set up “remember me” for log in names and passwords

 Never click on a website from a link in an e-mail – enter the URL yourself.  

 Avoid ‘phishing’ and forward spam that looks for your information to 
spam@uce.gov and the company, bank, or organization being 
impersonated

 Avoid giving personal information on the internet.  E-mail is not secure 

 Remove the hard drive before throwing out a computer as data can remain 
imbedded 

 Educate your family members on the risk of identity theft

 Early detection is KEY!  Sign up for a credit monitoring and restoration 
service.  
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Free resources to help
Fortunately, in areas where we do not have much control, there are numerous free 
resources that victims and consumers can turn to find out more such as the Federal 
Trade Commission or the Identity Theft Resource Center. Both of these provide 
additional useful and valuable tips whether you have become a victim and need 
guidance on how to unravel the problem or you simply want to educate yourself 
better in understanding the depths of this multi-faceted crime.

The Federal Trade Commission (http://www.ftc.gov) , along with its Deter-Detect-
Defend Campaign against identity theft, has also started implementing 
requirements for all businesses that will hold them liable for data breaches, with 
civil and criminal penalties, including fines, dismissal of management and jail time 
for executives, through legislation under FACTA, HIPAA and Gramm Leach Bliley.

Even the U.S. government has stepped up to the plate. Recognizing the need to 
become more involved, President Bush designated an Identity Theft Task Force. In 
April 2007, this Task Force released a 120-page report entitled: Combating Identity 
Theft: A Strategic Plan (http://www.idtheft.gov/reports/StrategicPlan.pdf). Its 
purpose: ‘To craft a strategic plan aiming to make the federal government’s efforts 
more effective and efficient in the areas of identity theft awareness, prevention, 
detection and prosecution.’  This extensive report explores the increasing problem 
and scope of identity theft.  It includes how it occurs, what thieves do with the 
information and strategies to combat the issue.  It also covers assisting victims and 
law enforcement’s increasing role.

All of these measures have become necessary in trying to help staunch the rising 
tide of identity theft.  Our increasing awareness and our own personal actions will 
help enhance these efforts.
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If Members Won’t Come: The Royal Society of 
Chemistry Builds a Virtual Library

Written by Nigel Lees

This article describes the journey the Royal Society of 
Chemistry (RSC) Library has taken from being a very 
traditional learned society library to its transformation as 
a virtual electronic resource for nearly 45,000 members 
worldwide. Most notably, it practically jumped from print 
to remote-access without bothering with the on-site 
access phase.
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From small beginnings in 2004, the RSC Virtual Library has grown to include:

 235 full-text e-journals from Elsevier and Springer 

 1445 e-books from (Knovel, Springer, Elsevier, NetLibrary) 

 Millions of full-text articles from over 3,600 journals in Ebsco's aggregated 
full-text databases 

 8 databases in chemistry, business, the environment, general science, TOCs 
and news 

 Specific chemistry databanks and compilations 

 Pre-paid download tokens from Elsevier and Wiley to supplement full-text. 

Early days
The RSC Library has an excellent, quasi-national, collection of print journals and 
books on every aspect of chemical sciences and has always been keen to keep up to 
date with the latest resources and access technology. However it became apparent 
in the late 1990s that usage was dropping off Although the number of enquiries 
had held up very well, members didn't seem to visit in quite the numbers it had 
before. There could be many reasons for this:

 Good access to chemical information in most universities and large 
companies

 Increasing electronic access to databases and later to full text 

 Multidisciplinary nature of research; universities had much broader 
coverage 

 The Library was perceived as being too far away and `London-centric' 

 Researchers seem less inclined to travel to specialist libraries. 

The declining number of physical visits plus the spiralling costs of chemistry 
journals led to inevitable questions over the purpose of the Library and whether the 
RSC could get better value for money. After a successful survey of members and 
two major reviews of the Library, a decision was made in 2002, to seek a more URL links in this article 
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remote-access approach to members information needs. Members were very 
supportive of the Library - they just wanted better access.

Many RSC members work in higher education and were well aware of remote-
access. Although the RSC is the largest independent supporter and funder of 
chemical education in the UK and accredits most degree courses, it is not a 
university and does not benefit from JISC mediated deals on electronic resources. 
How then were we to facilitate access to premium licensed content?

In short, how could we progress from being a print-based library to being a virtual 
library? 

So what was the problem?
Publishers were not sure what to make of us at first. We were not an academic 
library, not a public library, not an industrial library and were independently funded 
by our learned society primarily for the use of its membership, though in practice 
we have been very welcoming to many user groups (subject to certain collection 
and service restrictions). Still, we had a clear mandate from our members and senior 
management to seek better value for money, especially from our journals budget. 
Because of our large, distributed membership, publishers were concerned over:

Loss of control of electronic material

 Potential loss of revenue 
 Lack of suitable licensing models. 

In addition publishers had, at that time, little experience with remote-access to 
membership organisations and barely understood the functions of such societies. 
One of the first things we had to do was communicate who we were, what societies 
do, that most were registered charities and have strong educational roles. Just as 
importantly, most societies were also quite different. The RSC, for example, has a 
strong industrial base with many thousands of members working in small 
companies as well as larger ones. 

With this lack of understanding of what societies and their libraries do plus the 
publishers' wariness, we knew that remote-access was not going to be easy. It was 
at this point that we decided to redirect our budget from on-site resources to 
remote-access resources. This was a gradual process of cutting journal expenditure 
(high priced but little used) and buying suitable remote-access resources able to be 
used by all the membership.

First steps
Initially, we tried to work with Elsevier and Wiley, two leading chemistry publishers, 
and discussions started in 2002. However, it wasn't until 2008 that we finally got a 
result with one of them, Elsevier (more on this later). However our first service to 
members was the Knovel Library of e-books and encyclopaedias which launched in 
March 2004.

Knovel was a good start for us for a number of reasons: it was innovative and a 
relatively new supplier at the time. They had worked with some societies in the USA 
and understood our issues and had already worked successfully with the Institution 
of Mechanical Engineers in the UK. It was our remote-access development with 
Knovel that specifically drove the creation of secure membership-only web pages 
for the RSC. Knovel provided all members, for the first time, with an integrated 
search engine where they could get text and data from key reference books. 
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This success led the way for others: e-books via NetLibrary, followed by our first 
resource from Elsevier, ChemVillage, which gave members Chemical Business 
NewsBase and Chimica (chemical engineering and process database). 

Next were databases from Ebsco. Three of these databases contained aggregated 
full-text items on business, general science and the environment. The others are 
news databases and Tables of Content. 

It rapidly became obvious, as if we didn't know anyway, that chemists were 
interested in subjects much wider than chemical sciences. Many were running small 
businesses with little or no access to premium resources, so the full-text and data 
offered by the RSC Library was a very welcome support for them. Much of the use of 
these resources seems to come from members in less well-resourced smaller 
companies/institutions and freelancers. Although we are able to facilitate access to 
considerable resources it still falls well short of the resources offered by larger 
companies and academic institutions, thus some of the publishers' fears seem to be 
allayed.

The home run 
The RSC Virtual Library has so far seen excellent growth from 2007 to 2008. In 2007 
in a groundbreaking deal with Springer, the RSC became their first society remote-
access customer of full-text journals, with the purchase of 127 titles (many with 
permanent archival access back to volume 1) and 500 e-books. This was in their 
Chemistry and Materials Collection and was immediately appreciated by RSC 
members worldwide. 

Elsevier, as mentioned earlier, had been discussing these issues with us since 2002 
and, although sympathetic, were not yet willing to commit. However, a few society 
librarians contacted Content Complete, an agency specialising in content rights 
management in 2004. They were able to open up alternative approaches with 
Elsevier. Content Complete was able to negotiate a suitable deal for societies which 
the RSC and the Geological Society (our neighbours) took up after lengthy trials. As 
a result, the RSC Virtual Library now has 108 journals in the Elsevier chemistry 
archive and 15 current titles, plus an extra 304 e-books.

Where to now?
RSC Library staff now run training courses for members to help them search the 
Virtual Library better. Later in 2008 we hope to produce webinars on the Virtual 
Library for members and develop specific web-based tutorials. 

Despite all this `free' information for members, we still have to engage in a lot of 
promotion to ensure that the very good usage statistics are maintained. We are 
developing a federated search engine and an A-Z list of all resources as well as, 
hopefully, getting more full text and data. On the back of the Virtual Library we 
have started providing regular digests of information on, for example, biofuels, 
climate change and hydrogen fuel cells. An ‘Enquiry/Resource of the Month' 
highlights membership resources and how to use them. 

Perhaps one of the biggest changes in our 160 years of service is a major 
redevelopment of the physical Library to form a Chemistry Centre (opening 
July/August 2009) with facilities for conferences, meeting and events as well as 
retaining a world class Library and virtual resource. The story behind this will have 
to wait for another time...
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The EU: Closer Than You Thought

Written by Judith Schilling

The biggest survey ever carried out by the European 
Commission in the UK showed that well over half of 
respondents said they knew only a bit about the EU, 
whilst three in ten said they knew nothing at all. That's a 
lot of people with little or no clue about what the 
European Commission does, where their money is going 
or what benefits they enjoy in return. But Britons do want 
the information deficit plugged. The same survey 
showed that 70% of respondents would like to know 
more about how the EU related directly to their daily 
lives.
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Here is where the information efforts of the various parts of the European 
Commission come in. They publish a plethora of free leaflets for the general public 
to assist them in forming an opinion on the work of the European Union, to enable 
them to take part in the public debate about the future of Europe or simply make 
them feel better informed about what's in it for them. But how does one find out 
which brochure to read best and how to actually get it?

Easy Reading Corner
The Easy Reading Corner is a good start for everyone who has not previously 
browsed the multitude of available resources giving the choice of searching by 
topic or simply looking at an alphabetical list of titles. They range from the 
European Union's efforts in ‘Combating Climate Change' to ‘Your Rights as a 
Consumer' which might concern the first time reader more directly. Visitors to the 
Easy Reading Corner are able to first check out the electronic version of every leaflet 
or poster shown there before deciding whether reading it on their screen is 
sufficient or whether a printed copy is needed. All leaflets may be viewed as fully 
illustrated pdf files or as manuscripts in Word format, allowing passages of the texts 
to be copied for different purposes. For the majority of Commission publications, 
reproduction is authorised provided the source is acknowledged.

Readers who would prefer to have an actual paper copy simply press the ‘Single 
copy' button below every title and are invited to order their copy from either their 
local Europe Direct Centre (the UK currently has 30 spread all over the country) or 
visit yet another valuable website called the ‘EU Bookshop' .

EU Bookshop
EU Bookshop is where the needs of the general public meet with those of expert 
researchers looking for in-depth information on specialised topics. This website 
gives easy access to publications ranging from ‘What Scorching Weather' - a booklet 
for small children on the environment' to ‘How the European Union Works - Your 
Guide to the EU Institutions' to ‘Guidelines on Positive Environmental Initiatives to 
be Taken by the Fishing Sector' .URL links in this article 
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EU Bookshop is a valuable research tool for visitors from all walks of life and level of 
EU knowledge. An ever increasing number of publications, currently more than 
25,000 not taking into account multiple language version, are only a few mouse-
clicks away from interested readers. The European Union publishes in its 23 official 
languages but not all languages are ready at the same time. UK users are lucky 
because English is usually the manuscript language from which all other versions 
are translated.

EU Bookshop allows a thematic search according to 14 categories ranging from 
competition and education to statistics which, in turn, sub-divide into even more 
subcategories until you have found the best one to search for e.g. the newly 
published leaflet on "Renewables make the difference". Even easier is ‘search by 
words', where entering a phrase e.g. ‘your rights' brings up ‘Living, working, 
studying in another EU country' and a selection of similar brochures on the 
advantages of the internal market.

Every visitor to the EU Bookshop is able to order a single copy of this range of 
publications from the convenience of his/her own living room or office, but what if 
a lecturer on EU issues, a library or a teacher requires multiple copies of a brochure 
that they have found on the Easy Reading Corner or EU Bookshop?

Privileged Partners
For the benefit of providing resources to those much appreciated multipliers, a 
network of ‘Privileged Partners' has been created who have access to the bulk 
ordering facility of EU Bookshop. This allows them to order up to 100 copies of each 
title on a limited list, mostly containing brochures and posters for the general 
public.

Those privileged partners are Europe Direct Centres, European Documentation 
Centres dotted all over the UK and the four offices of the European Commission's 
representation in the United Kingdom. 

So enthusiastic is the demand for EU information in the United Kingdom that, in 
2007, about one third of all publications ordered via the EU Bookshop from 
privileged partners in the EU27 was delivered to recipients in the UK.

Multiple copies of brochures which are not on this bulk order list are not at all out of 
reach. All of the above contact points may obtain them from the relevant 
Directorates-General on a case-by-case basis depending upon stock availability.

Don't give up
If all of the above still seems complicated and aloof, none need despair! The 
European Commission's representation in the United Kingdom offers a selection of 
the most popular publications on its website 
http://ec.europa.eu/unitedkingdom/information/publications/index_en.htm which 
is, at the same time, an interactive order form transmitting the orders to the 
publications manager (Judith.Schilling@ec.europa.eu) who is standing by to help 
find whatever publications seems of interest to UK readers.

There are also a few brochures published by the representation itself e.g. ‘The EU - 
What's in it for me?' or ‘Languages take you further' , which have proved to be the 
most popular of them all. 

We are also collecting orders for our newest product, the ‘Passport to the European 
Union' which is primarily meant for use in schools. It includes information on the 27 
member countries of the European Union such as their size and population, famous 
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citizens etc. as well as questions like: Whereabouts is the statue with more clothes 
than one would find in any woman's wardrobe? Did they really use eggs to built a 
bridge in Prague? Could there still be an island where no female, either human or 
animal, is allowed?

The booklet also includes stickers of coins, flags, buildings and even a map, and 
children can find places for the stickers in the passport and on the map. 
To support activities for young people, the Representation of the European 
Commission in the United Kingdom is making 300,000 copies of the Passport to the 
European Union available to UK schools and similar organisations. Orders may be 
submitted via http://www.europe.org.uk/passport/ or 
http://ec.europa.eu/unitedkingdom/information/publications/passport/  passport_en.htm  

What is best about our services? They are all completely free of charge! 
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Our Editor Recommends

Our Editor Recommends...

FUMSI articles

If you missed Derek Law's article about how the 'Digital Native' searches for and uses 
information, then I'd recommend it as an essential read 
http://web.fumsi.com/go/article/use/2971. Derek builds on Marc Prensky's 
definitions of pre- and post-digital generations, and presents some startling facts 
guaranteed to make you start feeling a little bit old. You know, like 15 year-olds being 
surprised that the word Amazon can also be used to describe a river…. Importantly, 
Derek outlines some of the ways in which librarianship and information management 
can thrive in this brave new digital world.

I hope that Chris McGrath's article may have inspired you to explore the world of 
Intranet 2.0 a bit further. If so, then further back in the FUMSI database of articles is 
an excellent overview of selecting and deploying a wiki with in the workplace. 
"Embracing the Wiki Way: Deploying a Corporate Wiki" by Leigh Dodds 
http://web.fumsi.com/go/article/share/2549 covers the essentials, including the need 
for a 'Wiki gardener' to help curate your new wikispace.

Websites

What Do They Know? http://www.whatdotheyknow.com/ acts as a clearing house for 
Freedom of Information requests in the UK. You send the request to 'What Do They 
Know?', and they then forward the request to the relevant authority and publish the 
response. You can also see what is in the process of being requested. The site 
archives the results of FOI requests that might otherwise have remained known to 
the one person asking the question, so should become increasingly valuable to 
researchers over the years. 

If you are interested in FOI issues in the UK then both the BBC Open Secrets blog 
http://www.bbc.co.uk/blogs/opensecrets/ and SpyBlog http://spyblog.org.uk/ are a 
useful read. And if you want to get a version of 'What Do They Know?' up and 
running in your country, the source code is freely available. 
https://secure.mysociety.org/cvstrac/dir?d=mysociety/foi 

If you've not delved into the world of wikis, then one potential place to start is with 
WetPaint http://www.wetpaint.com. They describe WetPaint as a "website is built on 
the power of collaborative thinking. Here, you can create websites that mix all the 
best features of wikis, blogs, forums and social networks into a rich, user-generated 
community based around the whatever-it-is that rocks your socks. A social website 
that’s so easy to use, anyone can participate". It is really easy to get going, and how 
can you resist a site that divides setting up a wiki into "the easy part" and "the fun 
part"?

Another collaborative website that puts intranet based knowledge sharing at the 
heart of products is the Basecamp software from 37 Signals 
http://www.basecamphq.com/. This online tool uses Web 2.0 technology to make 
project management compulsively enjoyable - and it makes sharing information 
compulsorary, with most documentation written on online 'writeboards'. To get it up 
and running for a small team costs a subscription fee each month, but you can play 
with a small project for free as a trial to see if it suits you.
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© Free Pint Limited 2008 www.fumsi.com- 37 -

 A2A [Access to Archive]: http://www.a2a.org.uk/  

 AAD [Access to archival databases]: http://aad.archives.gov/aad/   

 AHDS [Art and Humanities Data Services]: http://ahds.ac.uk/  

 AHRC [Art and Humanities Research Council]: http://www.ahrc.ac.uk/  

 AMARC: http://www.manuscripts.org.uk/amarc/  

 Aim25: http://www.aim25.ac.uk/  

 Alacra: http://www.alacra.com/ 

 ArchiveGrid: http://www.archivegrid.org/web/index.jsp   

 Archives Hub: http://www.archiveshub.ac.uk/  

 BBC Open Secrets blog: http://www.bbc.co.uk/blogs/opensecrets/ 

 Basecamp: http://www.basecamphq.com/ 

 Bebo: http://www.bebo.com/ 

 Blogger: https://www.blogger.com/ 

 Britain in print: http://www.britaininprint.net/  

 British Pathe Film Archive: http://www.britishpathe.com/ 

 CNN: http://www.cnn.com/ 

 Cecilia: http://www.cecilia-uk.org/   

 Combating Identity Theft: A Strategic Plan: 
http://www.idtheft.gov/reports/StrategicPlan.pdf 

 Community archives: http://www.communityarchives.org.uk/   

 Cornucopia: http://www.cornucopia.org.uk/  

 "deportalization" of the Internet: 
http://avc.blogs.com/a_vc/2006/12/the_deportaliza.html 

 DIAMM [Digital Image Archive of Medieval Music]: 
http://www.diamm.ac.uk/  

 EEBO [Early English Books Online]: http://www/eebo.chadwyck.com/home  

 EU Bookshop: http://bookshop.europa.eu 

 EU ‘Guidelines on Positive Environmental Initiatives to be Taken by the 
Fishing Sector': http://bookshop.europa.eu/uri?
target=EUB:NOTICE:KL7506744:EN:HTML 

 EU ‘How the European Union Works - Your Guide to the EU Institutions': 
http://ec.europa.eu/publications/booklets/eu_glance/68/index_en.htm 

 EU ‘Languages take you further': http://www.europe.org.uk/languages/   

 EU ‘Passport to the European Union': http://www.europe.org.uk/passport/ 

 EU ‘The EU - What's in it for me?': 
http://ec.europa.eu/unitedkingdom/pdf/webversion.pdf 

 EU ‘‘What Scorching Weather': http://bookshop.europa.eu/uri?
target=EUB:NOTICE:KH6405838:EN:HTML 
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 EU/US Relations: http://www.eurunion.org/eu/index.php?
option=com_content&task=category§ionid=7&id=29&Itemid=59 

 Easy Reading Corner: http://ec.europa.eu/publications/index_en.htm 

 Europe Direct Centre: http://www.europe.org.uk/infolinks/-/ctid/8/ 

 European Archive: http://www/europarchive.org/   

 European Commission's representation in the United Kingdom: 
http://ec.europa.eu/unitedkingdom/about_us/index_en.htm 

 European Documentation Centres: 
http://www.europe.org.uk/infolinks/-/ctid/5/ 

 European Union ‘Living, working, studying in another EU country': 
http://bookshop.europa.eu/uri?target=EUB:NOTICE:KM6805098:EN:HTML 

 European Union ‘Your Rights as a Consumer': 
http://ec.europa.eu/publications/booklets/move/64/index_en.htm  

 European Union's ‘Combating Climate Change': 
http://ec.europa.eu/publications/booklets/move/70/index_en.htm 

 European Union: 
http://europa.eu/abc/european_countries/languages/index_en.htm 

 Facebook: http://www.facebook.com/ 

 Federal Trade Commission: http://www.ftc.gov 

 Friendster: http://www.friendster.com/ 

 Google Library Project: http://books.google.com/googleprint/library.html   

 ICA [International Council on Archives]: http://www.ica.org/  

 Intute: http://www.intute.ac.uk/atsandhumanities/about.html   

 LinkedIn: http://www.linkedin.com/ 

 MALVINE [Manuscripts and Letters via Integrated Network in Europe]: 
http://www.malvine.org/  

 MICHAEL: http://www.michael-culture.org/en/home  

 MySpace: http://www.myspace.com/ 

 myYearbook: http://www.myyearbook.com/ 

 NBA.com: http://www.nba.com/ 

 National Archives: http://www.nationalarchives.gov.uk/  

 Netvibes: http://www.netvibes.com/  

 Ning: http://www.ning.com/ 

 Only One Me Online: http://www.onlyonemeonline.com/ 

 Oracle: http://www.oracle.com/index.html 

 Orkut: http://www.orkut.com/ 

 PageFlakes: http://www.pageflakes.com/ 

 Plaxo: http://www.plaxo.com/ 

 RSC Library: http://www.rsc.org/library 

 Rother bother: 
http://www.bbc.co.uk/blogs/opensecrets/2008/04/rother_bother.html 

 Salesforce.com: http://www.salesforce.com/uk/ 
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 SpyBlog: http://spyblog.org.uk/ 

 The National Basketball Association: http://www.nba.com/ 

 Toby Ward Blog: 
http://intranetblog.blogware.com/blog/_archives/2008/7/15/3793635.html 

 TypePad: http://www.typepad.com/ 

 UNESCO [United Nations Educational, Scientific and Cultural Organization] 
archives portal: http://www.unesco.org/cgi-
bin/webworld/portal_rcives/cgi/page.cgi?d=1 

 Viadeo: http://www.viadeo.com/en/connexion/   

 WetPaint: http://www.wetpaint.com 

 What Do They Know?: http://www.whatdotheyknow.com/ 

 'What Do They Know?' Source Code: 
https://secure.mysociety.org/cvstrac/dir?d=mysociety/foi 

 Widgetbox: http://www.widgetbox.com/ 

 iVillage: http://www.ivillage.com/ 

Free Pint Limited links cited in this Folio:

 Convenience Trumps Quality: How Digital Natives Use Information: 
http://web.fumsi.com/go/article/use/2971 

 Docuticker: http://www.docuticker.com/ 

 Embracing the Wiki Way: Deploying a Corporate Wiki: 
http://web.fumsi.com/go/article/share/2549 

 Identity Theft: The Fastest Growing Crime Wave and Our Role: 
http://web.fumsi.com/go/article/share/2779 

 If Members Won’t Come: The Royal Society of Chemistry Builds a Virtual 
Library: http://web.fumsi.com/go/article/share/2818 

 Jinfo: http://www.jinfo.com/ 

 Laughing at the CIO: http://web.fumsi.com/go/article/share/2720 

 Online Digital Special Collections in English Universities: Promoting 
Awareness: http://web.fumsi.com/go/article/share/2692 

 ResourceShelf: http://www.resourceshelf.com/ 

 The EU: Closer Than You Thought!: 
http://web.fumsi.com/go/article/share/2973 

 Web 2.0 + Intranet: Connected Users: 
http://web.fumsi.com/go/article/share/2712 

 Widgets for Content Distribution: A Shift in the Internet: 
http://web.fumsi.com/go/article/share/2637 
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Search Jinfo for jobs in 
information, or recruit new 
talented individuals who can 
Use Information. 
http://www.jinfo.com/

Our editors help you find high-
quality, free PDF reports on the 
web, published by government 
agencies, universities, think tanks 
and other public interest groups. 
http://www.docuticker.com/

For high-quality free web-based 
resources to help you find 
information, turn to the editorial 
team at ResourceShelf. Updated 
daily - it's free! 
http://www.resourceshelf.com/
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To blog or not to blog… That is the question...
Answer it with the Social Media Tools Report and Tool Kit by Patrice Curtis

FUMSI Report: Social Media Tools Report and Tool Kit
http://web.fumsi.com/go/report/share/1113 

Wikis

Social bookmarking

Blogging

Comments and ratings

Peer-to-peer connections

The Social Media Tools Report and Tool Kit is the latest addition to FUMSI 
Reports on offer. Author Patrice Curtis provides businesses with a 
framework for understanding the value of social media tools to their 
objectives, case studies of organisations that have achieved success, and a 
series of practical, hands-on worksheets to put project teams on the path 
towards success.

Prices:

 Single - Site License:  GBP 39
 Multi - Site License:  GBP 110 to share at up to five locations 

(includes posting to a secure intranet used at up to five locations)
 Enterprise License:  GBP 215 for unlimited internal use worldwide 

(Prices do not include VAT, where applicable)
 FUMSI Subscribers get 50% off!

Order now online at http://web.fumsi.com/go/report/share/1113, or 
complete and fax this form to +44 1784 420033 

Name:                                                                                                                       

Email:                                                                                                                   

Organisation:                                                                                                                   

Billing address:                                                                                                                   

FUMSI Subscriber?:        Yes: account holder:                                                        No

Indicate your choice:        Single site                   Multisite                     Enterprise

      Please send me a PDF invoice

      Please pay for this purchase with the following credit card:

       Visa        Mastercard        Amex        Other:                                                              

Card Number:                                                                          Expiry (mm/yy):         /       

Cardholder Name:                                                             

Cardholder Signature:                                                           

The report 
covers the following:

 How are enterprises using social 
media tools today? 

 Assessing enterprise need 
 Building the business case 
 Choosing the right application 
 The project team 
 Vision and action statements 
 Social media policies 
 Encouraging adoption 
 Monitoring use 

The following activities are included in 
the Social Media Tools Report and Tool 
Kit:

1. Define the Pain Points 
2. Develop the Problem Statement 
3. Map SMTs 
4. Choose the Project Team 
5. Write the Vision and 

Action Statement 
6. Identify the Internal 

Social Media Influencers 
7. Measure Impact 

}
If your organisation is not yet using 
them, the time has come. And if your 
organisation has already joined the 
social media revolution, you can 
contribute to sharper objectives and 
measurable, business-oriented 
outcomes.

http://web.fumsi.com/go/report/share/1113
http://web.fumsi.com/go/report/share/1113



