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May MEETING prEvIEw

Do you want to learn how 
to be more creative when 
you’re churning out those 

writing projects? Do you some-
times sit down at your computer 
and stare at the monitor for an 
hour or more without typing one 
single word? Then make sure to 
join us as Gerald 
“ S o l u t i o n m a n” 
Haman –founder 
of Solutionpeo-
ple, developer 
of the Chicago 
Thinkubator, and 
adjunct profes-
sor of innovation 
at Northwestern 
University –  re-
veals the keys to 
creativity and in-
novation in writ-
ing as he presents, 
“writing is a “Know” Brainer: How to 
Use your whole Brain to Think Bet-
ter, Faster and Smarter.”

Drawing on lessons he has 
learned from 20 years of train-
ing more than 50,000 brains in 26 
countries, he will tell us:
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•	 How our brains function 
during the creative pro-
cess

•	 How to develop a four-
stage process for writing 
more creatively and inno-
vatively

•	 How writers can share 
their creative ideas with 
other individuals on 
linkedIn

all attendees will receive a free 
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wow your clients! Tap into your creative brain!
copy of version 5 of Haman’s 
KnowBrainer™ creativity and in-
novation tool (a $100 value).

as the inventor of the KnowBrain-
er™ innovator tool, Haman has 
been profiled in over 50 major 
news publications including FAST 
Company, The New York Times, Chi-
cago Tribune, Newsweek, Japan, 
The Australian, Singapore Straits 
Times, The International Herald, US 
News & World Report, and Investors 
Business Daily. Haman was recog-
nized by FAST Company’s Influ-
ence project as one of the most 
connected people online in the 
world.

Before launching his current 
business, Haman was a concert 
producer for a variety of Gram-
my-award-winning musicians in-
cluding air Supply, Cheap Trick, 
Harry Chapin, little river Band, 
alice Cooper, The Babys, Cliff rich-
ard, Michael Johnson, Nick Gilder, 
poco, Juice Newton and Head 
East. His responsibilities included 
talent scouting, contract negotia-

CONTINUED ON PAGE 7.
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prESIDENT’S ColUMN/JIM KEplEr

I t was a good day. lots of energy. 
lots of ideas. and a determina-
tion to make IwoC as relevant 

and useful as possible.

your board of directors spent all 
day Saturday a week or so ago talk-
ing about how best to make IwoC 
serve you— and you and you and 
every member of our association. 
led by Jeanne Gourgechon of 
Change pace, an organizational 
development firm, the board and a 
few guests looked first at what we 
can all be proud of about IwoC; the 
list is extensive:

 � Consistent second-Tuesday-of-
the-month presence for 30+ 
years

 � program podcasts unique 
among local writers organiza-
tions

 � Comprehensive and useful 
website

 � Great diversity of skills among 
members

 � reliable directory that clients 
actually use

 � Informative newsletter

 � attractive and convenient 
meeting space with friendly 
networking hour

 � Excellent reputation that ben-
efits individual members

 � willingness among members 
to share expertise, clients, and 
advice

 � long-term friendships—even 
three marriages!

Then we looked at what’s going on 
out in the world and how it affects 
all of us:

 � Technology changes we 
wouldn’t have dreamed of a 
few short years ago

 � reality that everybody’s a self-
styled writer nowadays

 � Tighter fees and deadlines – 
some clients expect more for 
less: photos, etc.

 � “Content” has replaced “writ-
ing”

 � Expectations from clients that 
writers take on more produc-
tion skills

 � overseas and agency cut-rate 
competition

 � Fewer people join traditional 
associations – fewer people 
travel downtown

 � realization that writers must 
now be innovative entrepre-
neurs to survive

 � Globalization of the market-
place that creates new oppor-
tunities

 � Broadening outlets require 
broader skill sets

Finally we talked and talked about 
how best we can exploit all of these 
issues to improve IwoC and make 
it into the professional association 
that we believe our members want 
it to be: namely, an invaluable tool 
for connecting with outstanding cli-

CONTINUED ON PAGE 3.
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ents and an asset to each member’s 
skill acquisition, reputation, and 
desirability as a source of excellent 
creativity. In short, we resolved to 
make IwoC the go-to organization 
for clients looking for writers; the 
go-to destination for writers look-
ing for Greater Chicago’s premier 
association of truly professional 
writers; the go-to spot for building 
an outstanding client list; and the 
go-to place for current members 
to find multiple opportunities for 
leadership, personal development, 
and, of course, more work.

So . . . we congratulated ourselves 
upon our abilities to assess what 
we’ve done in the past and what 
we’re all about today. Mission ac-
complished; let’s go home.

But that’s not the way these things 
work. we figured that if we want 
IwoC to work for us, then we need 
to work for IwoC. and so we set 
about planning what we’re going 
to make happen and when we ex-
pect to see results. Enter the one- 
and two-year plans.

First we need some reasonable 
goals, a few things we can con-
fidently say we can do within a 
relatively short time. we’ll save the 
big-ticket items for later.

we decided we need a coherent 
brand, that is, an identity we can 
all buy into no matter how differ-
ent our individual work is. once we 
get there, we’ll need a brochure, a 
take-away piece, that will explain 
IwoC to one and all. task force.

we need to help our members 
mine for clients and, as an organiza-
tion, assure those clients that IwoC 

provides the best, the most reliable, 
the most professional pool of talent in 
the Chicagoland area. we discussed 
a speakers’ bureau, how-to-hire-a-
writer seminar, yet another brochure, 
postcard mailings, and publicity gen-
erated by our ready-to-go 2014 IwoC 
rate Survey. Task force.

we need to reach those of our 
members whom some of us haven’t 
seen for years. what do they need, 
why don’t we hear from them, and 
what can we do for them? There 
are obviously reasons why they’re 
members, and we, as a board, need 

to find out what those reasons are 
and set about building on them to 
make greater participation attrac-
tive. we have much we can all learn 
from them. task force.

By this time next year, the board 
decided we’d like to see at least one 
informational brochure completed, 
distribution of advance listings of 
upcoming programs centered on 
career enhancement, more publicity 
about our podcasts, and a schedule 
for greater and regular contact with 
all of our members firmly in place.

we think that much is certainly do-
able by an organization of volun-
teers. we may let ride for a while 
such items as a regularly scheduled 
Internet radio show and an IwoC 
publication(s) about various kinds 
of writing.

The board members alone don’t 
expect to accomplish everything, 
of course. we’ll enlist a few other 
folks to lend a hand. But one 
thing we were all adamant about 
was that we don’t want to impose 
onerous tasks on anyone; after 
all, we’re all working and have 

only so much time 
to devote to nonbill-
able activities. we 
think, though, that 
the wisdom of help-
IwoC-help-yourself 
is self-evident. and 
we’re not thinking 
about responsibilities 
that require long-term 
commitment; instead 
we’ll use time-specific 
task forces for discrete 
jobs that will have end 
dates. you’ll be hearing 

from us. remember: our goal is to 
help you in your work – really.

we ended the day by trying to 
come up with a tag line that 
would encompass all that we’re 
about . . . and gave it up. Ever try 
writing by committee? It’s too 
painful to describe. one group 
came up with IwoC: ongoing 
support and development for 
professional communicators. I 
suppose that just about says it all, 
but we’ll continue working on it. 
with your help, of course. 

President’s Column  CONTINUED FROm PAGE 2.



One could get giddy contemplating the 
size changes in electronics. First we had 
big desktops, some so large the processor 
had to sit on the floor. Then came lap-
tops,  followed by notebooks. and now 
tablets. (Those in the adjacent picture 
are the 10-inch iPad on the left and the 
smaller Surface on the right.) Since every-
one wants  to be up-to-date, even people 
with the eyesight of bats are snapping up 
these itsy-bitsy devices. Pretty soon one 
will need a jeweler’s loupe to see anything 
on them. 

On the other hand, TVs and monitors 
have morphed from modestly sized to ab-
solutely huge. Today one can get a moni-
tor so large it has to be mounted on a wall.  
Do we really need to see every page of an 
article at once?  Where will it all end? 

One size does not Fit All

— The editor

Microsoft’s Surface tablet 
has been around for a 
while, but it appears that 

the company will  go all  out to 
knock off the ipad’s dominance 
with the launch of two new Sur-
face tablets, which will feature 
Intel processors. The size of the 
display on the Surface Mini  is still 
unclear. It may be larger or small-
er than the 7"-8" that has been 
rumored. 

regardless of display size, one 
lure of all the Microsoft tablets is 
that they come with windows 8 
installed, so that users don’t have 
to switch to another device to do 
work they currently do in other 
popular windows programs. 

Microsoft's current Surface pro 2 
tablet already has an Intel proces-
sor, but it's a heavy-duty — and 

therefore very pricey — device.  
reports are that, price-wise, Mi-
crosoft‘s new launches will go 
head-to-head with  mid- to low-
priced tablets. 

How do they plan to do that? 
They’ve already got a leg up in 
terms of features. For example, 
most lower-priced tablets do not 
include  a USB port to connect a 
monitor, charger, or other device. 
The Surface pro 2  has  that fea-
ture.  Microsoft has also already 
changed the way windows tablets 
treat storage .  They’ve also sweet-
ened the pot by including a free 
copy of Microsoft office Home & 
Student productivity  suite.  This 
includes word, powerpoint, Excel, 
and an upgraded version of one-
Note. Not long ago, users would 
have paid about 140 bucks for that 
suite. (Most writers would prob-

ably want a more professional 
version of office, but if you do 
most of your work on a laptop or 
desktop, this suite might be good 
enough for your needs.)

with the new Surface entries, 
Microsoft could possibly put the 
squeeze on ipad sales at various 
price levels. (Could we dare hope 
that apple would drop its astro-
nomical ipad prices?) 

Microsoft is also taking aim at the 
many tablets powered by the an-
droid operating system. So if you 
haven’t already acquired a tablet, 
but you yearn to buy one, you 
might want to wait until after the 
new Surface tablet launch sched-
uled for a May 20th event. In-
creased competition could make 
for some  attractive prices, regard-
less of which tablet you covet. 

ipad Killer? Microsoft to launch New Surface Tablets

— Joen Kinnan
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a big way. Devoted cat slaves both, 
Brotine and Johnson likened direct 
response targets to cats: They’re not  
paying attention; they don’t care; 
they want immediate payoff; and 
they’re nearly impossible to moti-
vate.  Direct response answers these 
challenges where other methods 
might not.

Direct respomse uses the aIDa ap-
proach: generate 
Attention, Inter-
est. desire, and Ac-
tion.  organizatons 
that hire writers for 
direct response in-
clude: ad agencies 
(pitch the creative 
director or creative 
recruiter), associa-
tions and nonprofits 
(try the member-

ship director or the marketing man-
ager), printers (contact the project 
manager), and B2B and B2C organi-
zations. Here there’s a wide range of 
opportunities, including: financial 
(credit card, insurance, and mutual 

funds), telecoms and 
utilities, food (food 
service, ingregients, 
equipment manu-
facturers), healthcare 
( p h a r m a ce u t i c a l s , 
nutraceuticals, hospi-
tals), collectibles, loy-
alty programs, edu-
cational institutions, 
hospitality organiza-
tions, and seniior cen-
ters. are you begin-
ning to see a pattern 
here? These tyypes of 

attendees at the april IwoC 
meeting eagerly awaited the 
presentation on direct re-

sponse marketing by IwoCers Brent 
Brotine and laurel Johnson, both 
seasoned pros in the field. and they 
weren’t disappointed. 

while most of the hype today tar-
gets social media as the way to 

generate business/sales, many 
were surprised to learn that direct 
response — mailed postcards, let-
ters, brochures, etc.— still plays a 
huge role, as the slide below clearly 
shows direct response still works in 

©	  2014	  Brent	  Bro-ne,	  Laurel	  Johnson	  
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aprIl MEETING rECap

direct Response Lives & You Can do It
organizations either answer imme-
diate needs/wants and/or require 
a more long-form pitch to explain 
their offerings. Contact the market-
ing manager for jobs with them.

obviously, Dr hirers are so diversi-
fied that writers with almost any 
informational background would 
have some knowledge of the 
products, but there are a few sp-
cial requirements for writing good 
Dr copy. Top-notch Dr writers: are 
comfortable with long-form copy, 
understand strategy, think visually, 
posess excellent grammar skills, 
work well with teams, and know  
how to sell. 

our speakers even told us how the 
work-flow works. The project starts 
with an input/strategy meeting. 
Then you brainstorm with the art 
director. Next you build your writ-
er’s roughs with headlines. Now 
comes the presentation of the 
concepts, followed by refining of 
said concepts. So far, you haven’t 
written any real copy, but you do 
now. Finally, comes the part wrters 
dislike most: rewrite, rinse, repeat.  

what can you expect to earn? Here 
are some sample pay rates for ex-
perienced Dr writers:  self-mailer 
($400-$1200), 2-page sales let-
ter ($500-$800), brochure ($800-
$2000+), complete “classic” DM 
package ($1500-$4000+), web 
landing-page ($200-$400), e-mail 
campaign ($800-$2500), radio 
script ($600-$1500), 2-minute Dr 
Tv script ($2000-$4000), website 
copywriting ($1000-$3500). 

— Joen Kinnan
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Did you know...

— Katherine mikkelson

4. Pyknic 
     a. Being short and fat
     b. a picnic (alternative spelling) 
     c. a peaceful protestor
     d. a medical instrument used    
          to  close sutures

5. scacchic
     a. a sugar substitute mostly used in   
         South america
     b. Motionless
     c. Having to do with chess
     d. a short period of time

6. nidorosity
     a. Tasting raw meat after burping
     b. resembling a spider 
     c. Creatively thinking 
     d. Designed for shifting gears

7. Rabiator
     a. a car part that regulates gas intake 
     b. Someone greedy and violent
     c. a venomous snake
     d. one who raises rabbits

8. Gabelle
     a.  large armed 16th-Century ves-   
          sel with oars and sails
     b. a tax on salt
     c. Fiber for paper obtained from  
         the sedge plant
     d. a type of furniture embellish-  
         ment or ornamentation. 

Welcome to this edition 
of Fictionary, where 
you, dear readers, get 

to guess the meaning of obscure 
words. Ready?  Here we go!

1. Cruciverbalist
     a. One who removes and dis-  
         cards the crust from pizza 
     b. One who loves or creates  
         crossword puzzles 
     c. A singer in a small chamber  
         ensemble
     d. One who collects and cat-  
         egorizes herbs

2. Wroth
     a. A small, slow marsupial na- 
         tive to New Zealand 
     b. An alcoholic drink made  
         with Scotch 
     c. Fabric woven with double  
         thread at regular intervals
     d. A synonym for anger

3. Jumentous
     a. Extraordinarily large
     b. Causing heart-stopping   
         amazement
     c. Wildly oscillating
     d. Smelling similar to horse   
         urine

Answers:  1. b, 2. d, 3. d, 4. a, 5. c, 6. a, 7. b, 8. b.

IWOC Welcomes
new Members

shari Brady
and

Brandon W. Campbell
and

Returning Members
Laurel Johnson 

amd 
Cynthia tomusiak

let’s start with “like”.
I can like you on Facebook.
or I can say, like, as in
“like, it was when…”

Then there’s “you know.”
I say “you know” when I know
and often when I don’t know.

last comes “I mean.”
“I mean…” goes at the beginning of 
an answer

It could be a trifecta
at the beginning of a sentence.
“I mean, like, you know…”

wait, what was the question?

Nobody says anything any more.
They just go…like…I mean…you 
know.

No, I don’t know. 

some Pointers 
on Modern 

english usage

— Catherine Rategan
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In the next issue. . .
�� June 10, IWOC/CWIP Mixer: Meet 

old friends and make new ones at this 
relaxing mixer at the Lincoln Park 
Marcello’s, 6-9 p.m. Save the date.

�� President’s column: Don’t miss 
reading what’s on Jim Kepler’s 
mind. This issue he’ll recap the 
May 3 IWOC board retreat. So 
read it and get the lowdown.

�� Helpful tips on software, hardware, 
and/or just plain biz practices, and 
much more.

May 13, IWOC Monthly Meeting 
June 10, IWOC/CWIP Mixer
at Lincoln Park Marcello’s 

 May 22, IWOOP Lunch
June 5, IWORP Breakfast
June 26, IWOOP Lunch

Wow your clients! tap into your creative brain!
tions, marketing, and onsite su-
pervision of the stage crews and 
production teams. Haman was 
also an award-winning proctor 
and Gamble manager. He also did 
a stint at the arthur andersen ac-
counting firm.

Haman earned a Master’s degree 
in communications and training 
from the University of Minnesota. 
He is a contributing author of The 
New Product Development Hand-
book and has published articles 
on innovation for the Journal of 
Innovative management, Produc-
tivity Digest, Training Today and 
The meeting Professional. He was 
certified as an experience econ-
omy expert by Joe pine and Jim 
Gilmore, the pioneering authors 

of such ground-breaking books 
including The Experience Economy 
and Authenticity. He incorporates 
many experience economy prin-
ciples into his innovation work-
shops, facilitations and keynote 
speeches. 

Haman has given innovative pre-
sentations to more than 100,000 
people all over the world and has 
been recognized for his creativ-
ity by the United States Congress 
and the american academy of 
achievements.

Meetings are held in Room 4 
G (note new room) at the Gratz 
Center, 126 E. Chestnut Street, 
adjacent to the historic Fourth 
presbyterian Church. Discounted 
parking after 5:00 p.m. is available 

CONTINUED FROm PAGE 1.

“the difference between the right word and the al-
most right word is the difference between lightning 
and a lightning bug.”     — Mark Twain          

(with validation coupon available at 
the meeting) at 900 North Michigan 
avenue.

Networking with snacks and bever-
ages begins at 5:00 p.m., followed 
by the program at 6:00 p.m. The 
meeting is free for IwoC members. 
Non-members pay $10 with online 
preregistration and payment or 
payment of $15 at the door. all at-
tendees are welcome to join IwoC 
members at a buy-your-own dinner 
at Frankie’s Scaloppine restaurant 
in the 900 North Michigan avenue 
building (5th floor) following the 
meeting.

This meeting promises to be some-
thing new and exciting for us, plus 
you’ll get a free book. Don’t miss it. 

— Karen Schwartz


