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Online Exclusives

Outdoor Market 
 Throughout the month, OWAA posts edi-
torial needs and job listings. The Outdoor 
Market is exclusively for members. 
 Peruse the latest opportunities at www.
owaa.org/ou/category/market.

Social networking
 Join conversations with other members 
who use OWAA’s social network pages to 
discuss industry news, current journalism 
trends, OWAA events.
 Follow us on Twitter at www.twitter.
com/OWAAonline or Facebook at www.
facebook.com/OWAAonline.

Tax tips
 As April 18 approaches (the deadline is 
extended this year!), we’ll be posting tax 
tips via the OU Online blog, www.owaa.
org/ou/category/editor-blog.

Hot topics
 Submit letters to the editor for publica-
tion in OU by e-mailing aschroeder@owaa.
org. Please include “Letter to the editor” 
in the subject line. Check out past letter by 
visiting the OU archives at www.owaa.org/
ou/category/departments/table-of-contents.

“”
Welcome to OU’s Online Exclusives! 
A part of the redesigned OU, this 
page features a sneak peek of all the 
extras we just couldn’t fit into the 
monthly publication. To check out 
these bonus features, refer to the 
website links mentioned below.

–ASHLEY SCHROEDER, OU EDITOR

Google launches site with video clips of tech tips 
Google just launched a site for teaching tech. While it is set up as a tool for 
children who want to teach their parents certain tasks, it is certainly applicable 
to anyone who isn’t so tech savvy.

Visit the OU Online Blog post (www.owaa.org/ou/2010/12/google-video-
clips-of-tech-tips) for links to videos, including:
    n How to view live graffic
    n How to upgrade your browser
    n How to make text bigger (or smaller)
    n How to share a big file
    n How to take a screenshot
    n …and more!

www.owaa.org/ou
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From the executive director’s desk

We’ve flipped our calendars to 2011. That means this 
year’s annual conference is just six short months 
away.

OWAA Conference Planner Jessica Pollett and I spent several 
days touring the Northeast and New England in search of the 
location for our 2013 conference. We spent a couple days each in 
Bethel, Maine; Lake Placid, N.Y.; and Niagara Falls, N.Y. There’s a 
long process involved choosing the destination for our yearly gath-
erings. Of course there’s the meeting facility: Does it have enough 
room to comfortably house the sessions and meals associated with 
our event? And the hotels: Are the reasonably priced? How about 
airfare and transportation: Is it convenient and economical?  We 
also look at local convention and visitors bureaus, assessing their 
dedication and enthusiasm toward hosting and helping to sponsor 
OWAA’s members and supporters. We want to know we’ll be wel-
comed with open arms. And without doubt, we want to make sure 
there are a variety of interesting opportunities for pre- and post-
conference trips. We know you’re taking precious time away from 
your families and jobs and we want to make sure you’re getting the 
most bang for your buck when attending the conference.

We looked at all these factors, and more, during the weeks fol-
lowing our return from the Northeast. Later this month you can 
expect an announcement about the destination for the 2013 event. 
All three potential locations have much to offer, with opportunities 
unique to each place. No matter which location we choose, we’ll be 
sure to have a fun and successful gathering. One you’ll surely want 
to be part of.

Speaking of unique opportunities and fun and successful gather-
ings – We’re ramping up planning efforts for our 2011 annual con-
ference at Snowbird Ski and Summer Resort outside of Salt Lake 
City, Utah. The dates are July 9-11, 2011 – be sure to mark your 
calendar. You’ll find the registration form for individual members 
and guests on pages 9-10 of this issue. Registration officially opens 
Jan. 24, but we won’t turn you away if you sign up today. Registra-
tion packets will be sent via postal mail this month. Local Confer-
ence Chair Brett Prettyman is hard at work with his local commit-

tee and partners at Utah Office of Tourism and Utah State Parks, 
setting up diverse experiences in the Utah backcountry. There are 
outdoors opportunities to do everything from canyoneering and 
mountain biking, to fishing the Green River, to exploring the ar-
chaeological sites around the state. Utah offers an amazing number 
of exciting opportunities – all waiting, tailor-made, for your arrival.

Mark Taylor, the 2011 Conference Program Chair, has insti-
tuted some changes to the sessions this year, offering more hands-
on workshops to get you, our members, working hard to improve 
your skills. Be sure to bring your cameras, laptops and your desire 
to learn. We guarantee you’ll leave Utah with enhanced skills and 
story ideas to help you make more money. 

We also made other changes to this year’s conference. Changes 
we hope you’ll like. The conference has been shortened by one day. 
You can use that extra day to explore more of the state before you 
settle in for three full days of intensive, action-packed learning and 
experiences. We’ve renamed Breakout Day to a new and more in-
teractive Demo Day. Get ready to try that gear out with representa-
tives from our Supporting Groups, Agencies and Businesses. We’re 
going to try something new with our meet-the-editors session, 
combining it with an ask-the-editors panel that concludes with time 
to break out for face-to-face handshaking time with the men and 
women who buy your work. 

Be assured that some of your old favorites are still on the agenda, 
like the Photo Scavenger Hunt and Shooting Day. Keep your eyes 
peeled for your registration packet later this month, and check out 
what we have in store for you this coming July.

We’re sure we’ve found ways for you to elevate your adventure 
and elevate your career in Utah! n

— Robin Giner, OWAA Executive Director 
rginer@owaa.org

Many people, many thanks

Check out www.owaa.org/ou/category/market.  
Be sure to use the members-only password.
Jobs and editorial-needs lisitings 
are updated throughout the month!
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President’s message

Sometimes these columns are less 
about what an OWAA president 
has to say about a topic and more 

about what I call “housekeeping items” – 
items worth discussing, but not worth an en-
tire column by themselves. While it is often 
hard to choose what to talk about, that’s not 
the case this month.

MeMBerShiP
Growing OWAA’s member numbers has 

been a goal of mine since I joined this great 
group some 30-plus years ago. As president, 
it has moved higher on my priority list than 
ever before. That said, I think I have failed 
to make it as much of a priority during the 
first half of my term as I should have.

That will not be the case for the next six 
months. On a regular basis I intend to prod, 
poke, gouge, push, shove and drag, if neces-
sary, qualified members into this organiza-
tion. I challenge the Board and committee 
chairs to do the same. This is something we 
must all do to insure the secure future of 
OWAA. 

This fall, Board members made phone 
calls to folks who had dropped out of 
OWAA, asking them to rejoin. If they 
declined, Board members asked why. This 
action, suggested by former Board member 
Jim Foster, was a new follow-up measure 
taken shortly after OWAA HQs sent out ap-
proximately 200 renewal packets. That was 
a great idea and the effort opened the eyes 
of Board members who made the calls.

OWAA’s Membership Drive was 
launched in October. Right now, based 
on the number of members entered in the 
raffle, the odds are in your favor to win any 
of the eleven prize packages (turn to page 
12 for details). Deadline is Feb. 1.

Let’s face it: None of us are getting any 
younger. We need new blood in this group 
and we need it now! I challenge each of you 
to bring a new member into the organization. 

TranSParenCy
We need to practice better transparency 

as an organization. I’m asking our Execu-
tive Director to publish our board meeting 
agenda on OWAA’s website at least seven 
days prior to the Board meeting, earlier if 
possible. Our membership should know 
what topics we plan to discuss.

I’m also instituting measures to make 
sure critical changes to larger, popular pro-
grams within OWAA are published on the 
website, allowing our members to comment 
before the changes are made. 

Two recent program changes – switch-
ing OU to a digital format and the EIC 
overhaul – probably should have had better 
member input. The fires that have to be put 
out because of members’ reactions to these 
changes are large. Being more transpar-
ent with these changes would have likely 
alleviated many members’ angst. Even if 
it wouldn’t have, there is no reason for 
OWAA to operate in a vacuum. While we 
don’t intend for that to happen, unfortu-
nately it often does.

But that’s easily rectified with better 
transparency, and that starts today.

relaTionShiPS
In recent discussions with some OWAA 

Supporting Groups, I was surprised by a 
recurring topic: OWAA members don’t send 
tear sheets, hardcopy or electronic, like 
they used to. And, one supporter told me, 
that’s not cutting it with his boss. A lack of 
tear sheets makes it harder each year to sell 
his boss and others at his company on the 
value of renewing their support of OWAA. I 
thought sharing tear sheets was a no-brainer. 
Everybody always does it, right? 

Apparently, it doesn’t matter if it’s about 
a Supporter or location; tear sheets have 
become as rare as Bigfoot sightings. Tear 
sheets from our members appear to be  
nothing more than a fabled myth these days. 

When OWAA HQs presents tear sheets as 
part of the bidding process for a conference 
location, potential bidders see the amount 
of press coverage generated from hosting an 
OWAA conference. Sharing tear sheets is 
paramount to the availability and affordabil-
ity of pre- and post-conference trips. The 
value of potential tear sheets encourages 
a conference site, the respective CVB and 
other businesses to provide more perks to 
OWAA conference goers.

Long-time friend Bill Vanderford tells 
me that sending tear sheets is a ritual for 
him. I believe it. Bill sends tear sheets no 
matter how large the article or story. He 
sends them electronically these days – it’s 
easier, he says. In all the years I’ve known 
him, he’s never failed to get a tear sheet out 
within a reasonable amount of time. For 
him, it pays off with work assignments and 
invites to some pretty cool places.

When I was a newspaper editor at a small 
Missouri daily, my outdoor page consistent-
ly contained product information. Former 
Remington public relations guru Dick Dietz 
regularly sent me firearms to test and write 
about. I once asked Dietz why he sent them 
to me, since I knew I wasn’t influencing that 
many people (the paper’s circulation was 
about 15,000). 

“It’s the tear sheets,” he told me at the 
SHOT Show one year. “You send them 
every time. Can’t say that about others.” 

I’ve never forgotten those words and, like 
Vanderford, I’ve never forgotten to send 
tearsheets.

Whether hard copy or electronic, the 
form in which you send the tear sheets isn’t 
nearly as important as the fact that you send 
them. n

— Tony Dolle, OWAA President
tdolle@ducks.org  

Reminders, reminders, reminders
‘Housekeep items’ top the list of  must-talk-about topics

Seven candidates chosen to run for OWAA Board
Board Nominating Committee Chair Mike Walker has announced seven candidates who will compete for three seats on OWAA’s 
board of directors. The slate, in alphabetical order: rory aikens, Bruce Cochran, John hayes, Gary howey, Chris hunt, Mary 
nickum and randy Zellers. Candidate profiles and responses to questions will be published in the March OU, and ballots will be 
mailed to all active, senior-active and life members in April 2011. Three elected candidates will begin serving three-year terms on 
OWAA’s board on July 11, 2011.  
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Posing proudly before a snow-stud-
ded Alaskan mountain, lucinda 
Schroeder lifts the head of a 

mountain goat, its normally pristine coat 
tinted pink with a smattering of blood. But 
in this case, a picture doesn’t tell a thousand 
words, and her pose is just that – a pose. 

The backstory is far more complex. 
After spending 30 years as the first female 
undercover investigator out of 230 spe-
cial agents in the U.S. Fish and Wildlife 
Service, Schroeder is an expert at slipping 
into the guise of poacher.  Now retired, 
Schroeder has accumulated photographs of 
her on illegal hunts from hundreds of cases. 
Looking at them, one would think she was 
a conscienceless killer who could not care 
less about wildlife and the laws in place to 
protect them. That was exactly what she 
wanted people to believe.

“Because I’m a military brat, I grew up 
changing, adapting to new roles,” Schroeder 
says. “So feeling uncomfortable in those 
situations wasn’t a big deal.”

The situation she is best known for is 
the Alaska mountain goat case. One of her 
most memorable cases, it is the subject of 
“A Hunt for Justice: The True Story of a 
Woman Undercover Wildlife Agent,” the 
book that allowed her to qualify for OWAA 
membership in 2005. Schroeder says that 
she joined OWAA because it was the only 
national outdoor writers association and be-
cause “it has a great reputation, so belong-
ing to that organization is pretty important.”  

A harrowing tale of mystery, greed and 
the dangerous magnitude of illegal poaching 
operations in the remote Brooks Mountain 
Range, “A Hunt for Justice” offers a sur-
prising peek into the life of an undercover 
wildlife investigator. 

“Game wardens face unique challenges,” 
Schroeder says. “Almost everyone they 
walk up to has a gun, usually out in the  

middle of no-
where. I wanted 
people to know 
how hard it is 
to make a wild-
life case. I have 
hundreds of let-
ters from people 
who’ve read my 
book and had no 
idea that there’s 
that much in-
volved in catching 
poachers.”

One of her part-
ners on the Alaska 
mountain goat 
case, Tim Eicher, 
says that Schro-
eder’s investigative 
skills paved the way for female agents who 
followed her.

“Schroeder was the first of the first,” 
Eicher says. “She did very well ... despite 
her outgoing, sweet demeanor, she was 
tough as nails.”

Living in the remote wilderness with 
people who threaten to kill investigat-
ing wildlife agents takes a tough-as-nails 
personality – and an acting ability – that 
many people don’t have. Schroeder says 
that when you’re participating in an illegal 
hunt, it isn’t really about courage. Rather, 
it’s about trusting in your abilities. 

“You have to have the confidence to 
overcome adverse circumstances. Also, it 
takes maturity, something I learned young. 
I was 40 years old when I was 18,” she 
laughs, the softest hint of a Western twang 
lacing the notes.

It also helps to believe in what you’re 
fighting for. After Schroeder graduated from 
the University of Maryland with a degree in 
criminology, she decided that she wanted to 
work for the U.S. Fish and Wildlife Service 
instead of the FBI. In part, this was because 
there was even more prejudice against 
female agents in the FBI (prior to 1971, 

it was illegal for women to carry firearms 
in federal service), but also because she 
wanted to be part of the team that brought 
poachers to justice.

“I had a kinetic connection with that 
cause,” she says. “It’s different than catch-
ing people who deal drugs. You’re talking 
about killing species that can never be 
replaced.”

 In addition, Schroeder says the percent-
age of unsolved homicide cases is far less 
than the percentage of unsolved wildlife 
crimes. 

Eicher explains that this is because wild-
life cases are “victimless crimes.”

“When Harvey the bull elk gets killed, 
his buddies don’t call 911,” he jokes.

That’s why it’s important for agents to go 
undercover and get right in the criminals’ 
inner circle. Otherwise, no one is likely 
to step forward to testify for the poached 
animal. Women, Eicher says, are extremely 
important investigators.

“They can do things men can’t,” he says. 
“Men to this day underestimate women, es-
pecially in law enforcement, making it easy 

Character sketch: Lucinda Schroeder

BY JESSECA WHALEN

Special agent-turned-author  
solved ‘victimless crimes’

Lucinda Schroeder, now retired, was the first female undercover investigator out of 230 
special agents in the U.S. Fish and Wildlife Service. Photo courtesy of Schroeder.

CONTINUED ON PAGE 7
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to win their target’s trust. Cindy [Lucinda] 
was exceptional at this.”

And she never had any moral problem 
bringing the people she caught to trial. 
However, not all agents can separate them-
selves from the task at hand. 

“I know people who couldn’t finish the 
job, and weren’t able to turn in the people 
they investigated,” Schroeder says. “Being 
able to do that is a hallmark of this busi-
ness. If you can’t, then you shouldn’t be in 

undercover work.”
To protect herself and her family, Schro-

eder’s address is listed in New Mexico, 
nowhere near where she actually lives. The 
fear that someone she turned in will come 
back to haunt her is there, but she doesn’t 
dwell on it. She and her husband, a retired 
wildlife biologist, recently celebrated their 
daughter’s wedding. Events like this keep 
distant shadows sequestered. Schroeder 
rests easy, knowing that when she returns 
to the Brooks Mountains (and she plans to), 
no bloody stain will mar the beauty of the 
creatures she risked her life to protect.

“A Hunt for Justice” was published in 
2006, and is currently available on www.
globepequot.com and www.amazon.com. n

LUCINDA SCHROEDER
CONTINUED FROM PAGE 6

Jesseca Whalen was the fall 
semester intern at OWAA 
HQs. Born and raised in 
Idaho, she’s been in Montana 
for five years while complet-
ing a B.A. in journalism and 
B.S. in marketing.

Photography is all about capturing light. Most 
photographers start out by simply working with 
whatever light is available; whether provided by the 

sun or interior incandescent light fixtures. Eventually, you 
will find yourself in a situation where it could be beneficial 
to have more control over the direction and the intensity of 
light. Portrait photography is a great example of one of these 
situations. Having the ability to place a light exactly where 
you need it can make the difference between a lackluster 
portrait and one that looks like it was taken in a studio. 

Dynaphos is a company that makes a number of pho-
tographic lighting products, ranging from high-end studio 
strobe flashes to portable light stands. Dynaphos’ DP-2497 
is a single light kit that makes studio-style portrait lighting 
a simpler task with its continuous 1000-watt tungsten light 
source. What makes this kit great for portrait photography 
is not only the impressive amount of light, but the quality 
of light it puts out. The DP-2497 features a 32-by- 24-inch 
softbox that evenly distributes the light and eliminates harsh 
shadows on your subject. The light is easy to position exactly 
where you need it as the supplied lightstand comes with 
wheeled casters and is fully adjustable up to seven feet. 

When it comes to operating the light, it is pretty straight-
forward. You simply plug it in and turn it on. If you need to 
tone down the light hitting your subject, the kit also comes 
with two light dampening louvers that can be secured to the 
front of the softbox to limit light output. Because of the size 
of the softbox, you have the flexibility to light even large 

group portraits as well as individuals. I would recommend 
the DP-2497 kit to any photographer who is looking for a 
straightforward and simple way to enhance their portrait 
lighting.

The Dynaphos’ DP-2497 light kit includes one light head, 
a softbox, a lightstand and four 1000-watt lamps that are rat-
ed at 2000 hours each. The entire kit can also be folded down 
and stored in its own wheeled carrying case for transport. n

If you have any questions about the Dyanphos light kit or any other photo-
related topic, please contact Jon Lawton at jlawton@wbhunt.com.

Dyanphos 1000-watt Continuous Light Kit

Product review

PRODUCT REVIEW

BY JON LAWTON
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I t was hard to determine just where to begin when it came to 
bragging about having my home state host the 2011 annual 
OWAA conference and what that means to our members 

and supporting groups. So, like many others appointed as local 
committee chair, I had others do my work for me when OU started 
publishing articles about the 2011 event.

Thanks to Hollie Brown of Utah State Parks, Mark Hadley of 
the Utah Division of Wildlife Resources and Patrick O’Driscoll of 
the National Park Service for whetting our appetites in previous 
editions of OU with their descriptions of the plethora of stories and 
memories that await you here in Utah.

I have avoided my duties long enough and now, having entered 
the actual calendar year of the conference, it is time to get serious.

I’m not only excited about the conference returning to Utah (we 
were in St. George in 2001 and Salt Lake City in 1990), but also 
that the annual gathering of this country’s best outdoor writers is 
coming back to the West and will truly be held in the mountains.

That’s right. No need to drive anywhere to do a story. Just look 
out your window each morning and there it is. Nothing against any 
of the previous conference locales or states, but, well, Utah rocks.

Granted, as a lifelong resident I am a little biased.
The folks at Snowbird Ski and Summer Resort, the Utah Office 

of Tourism, OWAA headquarters and my local conference commit-
tee, including Tom Wharton and Brian Brinkerhoff, and Confer-
ence Program Chair Mark Taylor, are working hard to create a 
solid list of pre- and post-conference trips that will lead to stories 
and pay for your conference expenses.

For a list of tours, visit www.owaa.org/2011conference, and I 
hope you will be pleased with the diversity found there.

Also, we are working to create sponsored trips by building rela-
tionships between our supporting groups and tour providers.

Trout Unlimited partnered with Daggett County to sponsor the 
Fish Flaming Gorge trip. This free guided fly-fishing adventure 
takes place on the Green River below Flaming Gorge Reservoir 
in northeastern Utah. The Green is known well by anglers as one 
of the most productive and scenic fisheries in the world. Spots are 
limited, so register as soon as possible.

Are you a supporting group interested in sponsoring a trip 
like this? If so, contact me at brettp@sltrib.com. Don’t sweat the 
details; trips are already lined up. Visit the OWAA conference 
website (listed above) to view trips offered.

Featured trips range from multi-day whitewater rafting to moun-
tain biking on high mountains in southern Utah. Tours of state 
museums loaded with ancient peoples’ artifacts and dinosaur bones 

await you. There are 20 National Park Service units within a day’s 
drive of Snowbird. 

Wildlife stories include innovative fishing regulations on blue 
ribbon trout waters, to the world record non-typical bull elk (a.k.a. 
the Spider Bull), to some of the most important shorebird and 
waterfowl habitat on the continent.

If you are looking for something a little more gripping, Utah has 
its fair share of issue-related topics, including: invasive species, 
wild mustangs, bark beetles and stream access.

As the program chair, Taylor is dedicated to making sessions 
valuable tools to help each attendee become a better writer, pho-
tographer, videographer, blogger or all of the above. 

He and I have talked about, and with, several possible keynote 
speakers. Nothing has been finalized as of yet, but we are excited 
about the possibilities.

The hot topic in the West has been wolf management and we are 
working on building a panel to discuss the issue. 

Shooting day will be held at the Lee Kay Center for Hunter 
Education in the Salt Lake Valley. This world-class facility was 
also used at the 1990 OWAA conference, receiving raves reviews. 
Personnel and volunteer Hunter Safety instructors from the Utah 
Division of Wildlife Resources are excited to once again host 
OWAA – and to see all the new firearms before their buddies do. 

We are all reaching out to local outdoor-related businesses, and 
there are a ton of them in Utah and the surrounding states, encour-
aging them to get involved in OWAA, sharing their stories and 
gear with our members. I can’t say enough about the amazing staff 
at Snowbird. They are helping OWAA figure out the best way to 
accommodate the various needs of attendees.

Taylor and I set a goal for attendance at the Snowbird Confer-
ence and we feel the best way to reach that lofty number is by 
providing three days full of quality, educational and productive 
sessions surrounded by a wide variety of trips before and after our 
long weekend at one of the most scenic conference sites in recent 
memory.

All that said, we still seek advice and tips on how to make it the 
best conference ever. So, if you have thoughts, concerns or crazy 
ideas you think merit our attention, please e-mail them to me. n

2011 Conference preview: Snowbird Resort, Utah

BY BRETT PRETTYMAN
2011 CONFERENCE LOCAL COMMITTEE CHAIR

Proximity of national parks ‘exquisite torture’
for 2011 conference-goers

Brett Prettyman is the 2011 OWAA Conference Local 
Committee Chair. A member since 1992, he is also a mem-
ber of the OWAA Board of Directors. Prettyman is also an 
outdoor/recreation writer for The Salt Lake Tribune and 
author of “Fishing Utah,” second edition. Contact him at 
brettp@sltrib.com.
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Please be sure to complete both sides of this form. 
Questions? Call: 406-728-7434 E-mail: jpollett@owaa.org  Visit: www.owaa.org 

2011 OWAA CONFERENCE REGISTRATION FORM 
SALT LAKE CITY, UTAH – JULY 9-11, 2011 

FOR INDIVIDUAL MEMBERS, PARTNERS/SPOUSES AND GUESTS 
               
              Name as it should 
Attendee Name: ___________________________  appear on badge: ______________________________ 

Address: _________________________ City, State Zip: _____________________________________ 

Phone: __________________________  E-mail Address: ____________________________________ 

Please Check All That Apply:  ____Member*     ____Partner/Spouse    ____Guest     ____Non-member 

*Please Indicate Membership Status:  ____Active/Senior  ____Associate/Senior    ____Student 
 

If also registering for a Partner/Spouse or additional Guest, list name as it should appear on badge: 

Name: __________________________________  E-mail: ____________________________ 
 
Criteria to register and attend: 

 Non-members may attend conference with headquarters’ permission. A surcharge equal to active 
member annual dues and initiation fee is included in full registration for non-members. The surcharge 
will be applied to membership if the registrant joins OWAA by September 31, 2011U. 

 Partners/Spouses/Guests must register and pay fees to participate in conference activities. Guests 
must be 18 or older. 

 

Categories & Fees per Person Early Bird! 
Until June 10 June 11 – June 24 June 25 – July 9 

Member/Partner/Spouse/Guest (Full) $190 $225 $250 
Member/Partner/Spouse/Guest (Single Day) $75/day $85/day $95/day 
Nonmember (Full) $390 $425 $450 
Nonmember (Single Day) $125/day $135/day $145/day 

 

Indicate Days Attending: 
 

Meals (for planning purposes, please indicate which meals you wish to participate in, and how many will attend) 
____ Friday Welcome BBQ   

____ Saturday Breakfast  ____ Saturday Lunch ____ Saturday Dinner 
 

____ Sunday Breakfast 
 

____ Sunday Lunch 
 

____ Sunday Dinner 

____ Monday Breakfast ____ Monday Lunch ____ Monday EIC & Awards Banquet 

    Please indicate any dietary restrictions. We will make every effort to accommodate your needs. 

    ____ Vegetarian             ____ Kosher: ________________      ____ Other: ________________ 

___ Sat, July 9 ____ Sun, July 10 ____ Mon, July 11 
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Please be sure to complete both sides of this form. 
Questions? Call: 406-728-7434 E-mail: jpollett@owaa.org  Visit: www.owaa.org 

Please calculate your fees and return completed form to OWAA 

Type 
 

Number Fee Total 

Member/Partner/Spouse/Guest (Full)  See Chart:  $190 / $225 / $250 $ 
Member/Partner/Spouse/Guest (Single Day)  See Chart:  $75 / $85 / $95 $ 
Nonmember (Full)  See Chart:  $390 / $425 / $450 $ 
Nonmember (Single Day)  See Chart:  $125 / $135 / $145 $ 
Conference Attendee Mailing List   
(available after July 1, 2011) 

  
$60 

 
$ 

First Time Attendee Discount 
Active/Associate/Senior Members Only 

 $75 discount 
Subject to HQ confirmation 

 

TOTAL ENCLOSED:   $ 
 

Please check all that apply 
____ Salt Lake City is my first OWAA conference. ____ Send details about Partner/Spouse Activities. 
____ I would like a mentor for conference. ____ I want to serve as a mentor during conference 
____ Send details about pre- and post-conference trips. ____ Send me information about joining OWAA. 
____ Send me a donor form for the Auction. ____ Send me a paper copy of my confirmation 

 
 

Make checks payable to OWAA, 
and send to: 
  

OWAA Conference Services 
121 Hickory Street, Suite 1 
Missoula, MT 59801 
Fax: 406-728-7445 
(Tax ID #43-0794723) 

 

Or charge to:  ___ Visa                     ___ American Express       
                        ___ Master Card        ___ Discover 
 

**  Please note a $2 convenience fee charged for all  
      credit card transactions 
 
Name on Card: __________________________________________  

Card Number: ___________________________________________ 

Exp. Date: ________________  Security Code: _________________  

Authorized Signature: _____________________________________ 

 

Refund Policy: 
 Registration fees are fully refundable if canceled prior to 
June 24, 2011. 
  Cancellations after June 24 are subject to a $20 surcharge. 

 
 Refunds will not be issued for no-shows. 
 Send cancellations by e-mail to: 
jpollett@owaa.org, or fax to 406-728-7445. 

 

For updated information, visit our Web site:  
http://www.owaa.org/2011conference 

         See you in 
         Salt Lake City! 

 
You will receive confirmation by e-mail once your registration has been processed. 

Register Online at: 
 

http://owaa.org/ 
2011conference 

The case

f
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Conservation Corner

It is time for those of us who hunt to move away from using 
outdated lead bullets to using high-tech copper ammunition. 
Research from state fish and game agencies show that most 

lead bullets are pulverized on contact with big game. This can con-
taminate the meat we bring home, as well as the offal piles we leave 
behind and the scavengers who consume the offal piles.

In a North Dakota study of 738 blood tests, people who ate a 
lot of wild game had higher lead levels than those who ate little or 
none. The more recent the consumption of wild game harvested 
with lead bullets, the higher the level of lead in the blood. 

Action levels are the levels of concentration at which a contami-
nant is considered dangerous. For adults, the amount of lead was 
below action levels. However, the amount of lead was too high for 
children. The Minnesota and North Dakota Departments of Health 
now urge no consumption of any game shot with a lead bullet for 
pregnant women and children under the age of 6. They advised food 
pantries across the states to not distribute or use donated ground 
venison because of the contamination with lead fragments. Ac-
cording to the North Dakota Department of Agriculture, if these 
lead fragments had been found in beef, the meat would have been 
recalled. 

A Minnesota Game and Fish study used 72 previously-eutha-
nized sheep as surrogates for deer. The sheep were shot, skinned, 
cleaned and analyzed by radiograph. Researchers found, per 
carcass, an average of 141 fragments that dispersed far from the 
wound channel – an average maximum distance of 11 inches. Frag-
ments were found so far from the exit wound that routine trimming 
likely will not remove all of the lead. Most lead particles in venison 
are too small to see, feel or sense when chewing.

The research showed that using bullets with no exposed lead (a 
heavy copper case surrounds the lead core) or solid copper frag-
mented very little and left no lead. 

Lead has been known for centuries to be a broad-spectrum toxin 
for humans and wildlife. In general, children are at higher risk 
because they absorb more lead than adults do and their developing 
brains are more easily damaged by the lead. Most of the effects are 
subtle and cannot be easily recognized. The Environmental Protec-
tion Agency calls lead “one of the most dangerous neurotoxins in 
the environment.”

Lead has been banned in paint and gasoline. In 1991, the U.S. 
Fish and Wildlife Service ordered a ban on the use of lead shot for 
hunting migratory waterfowl. About 1 million ducks, geese and 

swans were dying each year from eating spent lead shot pellets. 
The Wildlife Society, the professional association of the nation’s 
wildlife biologists, now advocates for the replacement of lead-based 
bullets used in the field. 

In Jackson Hole, leading research at Beringia South has found 
that 50 percent of ravens had elevated blood levels during the hunt-
ing season, but only 2 percent did during the non-hunting season. 
Females had significantly higher levels than males. In the pristine 
Greater Yellowstone, 85 percent of the bald eagles tested have 
elevated lead – more than half of these at levels that cause impair-
ment. An average of 160 fragments of lead is found in an elk gut 
piles left by hunters, which these scavengers then consume.

Hunters contribute a great deal to wildlife conservation. Given 
this great record, none of us should want to contaminate our hunt 
by bringing home tainted meat or leaving toxic lead in the field. 
We now have good alternatives that allow us to prevent both. In 
Arizona, 90 percent of hunters in regions critical to the endangered 
California Condor have voluntarily switched to copper. While only 
5 percent of Americans hunt, 80 percent support legal hunting. By 
being responsible in the field, we can keep it that way.

Unfortunately, this issue has become unnecessarily polarized.  
Three environmental groups have petitioned EPA to ban the manu-
facture of all lead bullets. This will be a setback for reducing the 
use of lead in the field. The use of lead for target shooting presents 
little exposure to humans or wildlife and it can be managed to 
eliminate what little risk there is.

This fall, I made a killing shot on an elk on using the lead core 
copper case bullet. I found the bullet, with the lead core intact 
within the copper case. Advanced ballistics makes these bullets 
very accurate. They are more expensive.

It was nice to come home and process the elk with no second 
thoughts about the lead I brought home or left behind. 

A list of links to scientific information can be found at http://
www.beringiasouth.org/left-page.php. n 

BY PAUL HANSEN

Paul Hansen is a lifelong conservationist and former  
executive director of the Izaak Walton League. He has 
been an OWAA member since 1983. Contact him at  
paulwhansen@me.com.

The case

for copper
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On a chilly early winter day in Vir-
ginia’s Blue Ridge Mountains, a 
dozen teenagers split into smaller 

groups walked through brushy fields follow-
ing baying beagles.

The youth were participating in a state-
sponsored rabbit hunt, an event that had 
started with a workshop. In addition to the 
dogs, the hunt included nearly 25 adult 
mentors.

And that’s how these things always go, 
don’t they?

Experienced hunters are always more 
than happy to help out novices, eager to 
sacrifice their own day of hunting – or just 
relaxing – to help bring along the next 
generation.

Yet as OWAA has struggled in recent 
years to retain some veteran members, and 
also to recruit new members who already 
may be fairly well established as outdoor 
communicators, we have fallen short on tap-
ping into the altruistic nature of those folks.

We have been so busy touting what 
OWAA can do for communicators trying 
to get started – a noble mission and one 
that should remain a focus – that we have 
not paid enough attention to what we offer 
experienced communicators. 

And, what they can offer us.
It’s no secret that OWAA’s membership, 

of both individuals and supporters, has been 
in decline. 

If the organization isn’t able to reverse 
the trend we face having to take drastic 
measures, including potential cuts in staff 
and services.

Any cuts will make it more difficult to 
keep members and attract new ones.

 It’s a vicious cycle, not unlike the one 
many fish and wildlife agencies are facing 
nationwide as license sales decline.

That there can be strength in numbers 
is among the many talking points OWAA 

members should keep in mind as we move 
forward on the recruiting push launched this 
past fall.

We are offering incentives during this 
membership drive, with members gaining 
raffle chances for great prizes from gener-
ous supporters for every new member they 
bring in. 

OWAA members are the group’s best 
salespeople. We not only know what OWAA 
has to offer, but we know plenty of peers 
who are not members but could benefit from 
OWAA – and could help OWAA, too.

Sometimes it is easy. The other day I 
asked a fellow outdoors writer in Virginia if 
he’d ever considered joining OWAA.

“I’d love to join,” he answered. “You’re 
the first person who has asked me.”

Often a recruit, or a former member, will 
hit us with a host of questions and/or objec-
tions. We need to be ready with answers.

I’ll get back to the mentor issue. First, 
here’s a realistic look at the advantages of 
OWAA membership.

ProFeSSional reSoUrCeS
OWAA’s staff provides a number of 

tangible benefits for members, including 
the membership directory, how-to business 
manuals, and print and electronic versions 
of our Outdoors Unlimited.

Nowadays, OWAA’s comprehensive and 
constantly improving website has become 
a critically important benefit. Simply put, 
access to the members-only information on 

the site can help outdoor communicators do 
their jobs better and be more successful. 

 
annUal ConFerenCe

Access to an annual conference filled 
with craft improvement workshops and 
newsmaker panels is another huge benefit.

As a bonus, OWAA’s staff has shifted the 
emphasis on conference sites away from 
typical conference facilities in cities and 
toward exciting venues in amazing outdoor 
meccas such as Snowbird, Utah this coming 
summer, and Chena Hot Springs, Alaska in 
2012.

Perhaps as important as anything, the 
conference allows us to get to know one 
another better. 

“It’s not what you know, it’s who you 
know,” is not just a catchy phrase. It’s real-
ity. 

If communicators are serious about this 
business, getting to the conference and 
developing relationships with editors, indus-
try folks and other members will help those 
communicators make more money. It’s that 
simple.

 
CrediBiliTy

Because OWAA members must meet 
membership criteria, affiliation with our 
group provides members with instant, im-
portant credibility. 

In the age of the Internet, anyone can 
claim to be an outdoor writer, photographer 
or videographer. We aren’t people who 
simply say we are outdoors communica-
tion professionals. We actually are outdoors 
communication professionals, with exten-
sive and legitmate readership and viewer-
ship – and the influence they bring.

 
MeMBer diSCoUnTS

Arrangements with supporters enables 
OWAA members to take advantage of gen-
erous discounts on items that help us do our 
jobs better, and help our bottom lines.

In many cases, the purchase of a single 

Strength in numbers
 

Members are the key to recruiting push that is critical to the future  
of OWAA and outdoors communication profession

BY MARK TAYLOR

Membership drive

Turn to page 14  
for a printable list  
detailing the perks  

of OWAA membership.  
It’s perfect for sharing  

with potential members.

CONTINUED ON PAGE 13
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big-ticket item at the OWAA discount rate 
more than covers the cost of annual dues.

The more members we have, the more at-
tractive we are to supporters – the opposite 
of a vicious downward spiral.

 
oWaa iS a BUSineSS exPenSe

The cost of annual dues for OWAA is 
a common objection for potential and/or 
lapsed members. No doubt, $150 is not 
chump change.

The board recently voted to eliminate 
the initiation fee to help soften the impact. 
First-time conference attendees also get a 
financial break.

Costs such as dues and conference 
registartion fees are businesses expenses. 
All businesses have costs, and the outdoors 
communication field is no different. 

As the saying goes, you have to spend 
money to make money. Obviously, the idea 
is to spend as little as possible while still 
maintaining revenue.

For anyone who is trying to be a profes-
sional outdoors communicator, OWAA’s 
annual dues – and conference attendance 
costs – are a sensible, reasonable, important 
business investment.

 
ProFeSSional reCoGniTion
The Excellence in Craft contests have 

traditionally been a popular selling point 
of OWAA. They not only offer cash prizes, 
but also the opportunity for important, 

confidence-building affirmation of our hard 
work.

Members know that the EIC contest 
rules underwent some significant changes 
this past year. Those changes, intended 
to streamline the contest and make prizes 
more prestigious, were generally not well 
received. 

The board listened and another com-
mittee has been tasked with revisiting the 
contest and structuring rules that are more 
agreeable to most members. 

Updated rules will likely be much more 
similar to the previous rules than to this 
one-year departure from tradition. No 
changes will be finalized until after the 
members have had their chance to weigh-in 
on any proposed changes.

 
MenTorS

Having industry pros among our ranks 
is critically important to OWAA. Those 
veterans attract the attention of novices who 
want to meet and learn from the best.

And by mentoring the next generation, 
those experienced writers, photographers, 
videographers, and industry professionals 
are helping to strengthen the outdoor com-
munication profession as a whole.

This is absolutely critical as this industry 
continues on its rapid, uncertain evolution.

We all have a personal stake in how 
things in this business unfold. And, simply 
put, the more of us that are working to-

gether to get better, the better off we all are.
There is no organization that can bring us 

together better than OWAA, which has been 
doing it for more than 80 years.

In the next few weeks, call five friends 
and ask them to consider joining OWAA. 
Be assertive. Instead of asking if the staff 
can send them application materials, tell 
them you are having the staff send the mate-
rials. Follow up a couple of weeks later and 
ask if they have sent in the application yet.

As we reach out to potential new mem-
bers, or to our friends who have let their 
memberships lapse, our primary motivation 
should not be trying to score more raffle 
tickets for prizes (although those prizes are 
great).

It should be because we know that 
OWAA is an important part of this busi-
ness, and can remain so only if membership 
remains a robust mix of supporters and 
members, novices and veterans.

Again, this isn’t just about you, me or 
them. It’s about all of us. n

 

 
 
 

i n d i V i d u A L
m e m B e r

B e n e f i t s

Mark Taylor is the outdoors 
editor of The Roanoke Times, 
and a freelancer whose work 
has appeared in Petersen’s 
Bowhunting and sev-
eral other national outdoors 
magazines. He is OWAA’s 
second vice president. 
Contact him at mark.taylor@
roanoke.com.

Do you have friends, col-
leagues or co-workers who 
should be OWAA members?

Invite them to join OWAA 
and win prizes for yourself!

Sponsor the most new mem-
bers and win registration and 
lodging for the 2011 OWAA 
conference in Salt Lake City, 
Utah.

All sponsors will be entered 
in raffles to win prizes

Earn raffle entries by spon-
soring new Active and Associ-
ate Members.

The more members you 
sponsor, the more raffle tickets 
you receive:
n 1 new member: 2 tickets
n 2 new members: 5 tickets

n 3 new members: 9 tickets
n 4 new members: 15 tickets
n Sponsor 5+ members: 10 
more raffle tickets for each 
additional new member 
sponsored. (For example, 
sponsoring five members will 
get you 25 tickets. Sponsor 
six members, earn 35 tickets. 
Sponsor seven members, earn 
45 tickets.)

To print membership appli-
cation, visit OWAA’s website, 
www.owaa.org. 

New member applications 
are due to OWAA HQs no later 
than Feb. 1, 2011.

The current member’s name 
must be listed as the new 
member’s sponsor at time of 

application. 
To qualify for the raffle, 

sponsors must be Active, Se-
nior Active, Associate, Senior 
Associate or Life members. 

You could win...
n ProEars GOLD Series 
Electronic Hearing Protection, 
MSRP: $280.00 (donated by 
altus/Proears).
n Abu Garcia Revo STX bait-
cast reel & Abu Garcia Vendet-
ta baitcast rod 7-foot, medium 
action, MSRP: $199.95 & 
$79.95 – 2 sets available (do-
nated by Pure Fishing).
n Shakespeare LadyFish spin-
ning combo kit,  
 

MSRP: $24.95 – 2 available 
(donated by Pure Fishing).
n Abu Garcia Soron SX 
spinning reels & Abu Garcia 
Vendetta spinning rod 7-foot, 
medium action, MSRP: $99.95 
& $79.95 – 2 sets available 
(donated by Pure Fishing).
n Technical Wool Jacket, size 
Large, MSRP: $179.00 (do-
nated by l.l. Bean).
n Alpen 735 Spotting Scope 
Kit, MSRP: $180.00 (donated 
by alpen optics).
n Smith & Wesson Package: 
Range Bag, Hearing and Eye 
protection, Watch and Logo 
Apparel  (donated by Smith & 
Wesson).

MEMBERSHIP DRIVE STATS

Membership drive
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Individual Member benefits

OUTDOORS UnLIMITED – 

a monthly magazine  

distributed online every  

month and in print four times a year. Find craft 

improvement stories, industry supporter news 

tips, letters to the editor, job listings, conserva-

tion news, new technology tidbits, Portfolio 

photos and more. 

           AnnUAL COnfEREnCE –          
            Join us July 9-11, 2011,                   
             in Salt Lake City, Utah.   
              Attend seminars on  
               writing, photography,  
                book publishing,  
                computer technology,  
                  newsmakers and  
              Breakout and Shooting   
        Day. Improve your work;  
network your skills and services.

JObS AnD SELLInG 

YOUR WORK – 
Stories/photos to 

sell? Locate buy-

ers via OWAA’s 

online Outdoor 

Market listings. 

OWAA lists 
various outdoor 

publishers’ needs 

and current job 

listings.

   MEMbERSHIP DIRECTORY – Each  
   year, OWAA publishes a com- 
   plete membership diretory with  
  members’ biographical listings,  
  OWAA book authors, masthead  
  editors, broadcasters, videogra- 
   phers, newspaper affiliations. 

    nATIOnAL HEADqUARTERS – 
    Offers information, liaison  
     services and assistance with     
    business problems. 

   Having a hard time getting paid  
   by a publisher or vendor?  
   OWAA helps settle disputes that   
    arise during the course of doing  
     business. 

PRESS CREDEnTIALS – With your    
 membership, you receive an  
 official OWAA press card to use  
  at outdoors events. 

          COnTESTS  – Up to $17,000             is awarded each year to               members who compete                in OWAA’s Excellence                 in Craft contests.                 Complete contest rules                and entry forms are       available on OWAA’s website. 

    JOHn MADSOn fELLOWSHIP – 

   Provides funding for attending  

    OWAA’s annual conference,  

  Goldenrod Writing Workshop or  

  other educational opportunities.  

   $2,700 was distributed in 2010. 

  bODIE MCDOWELL SCHOLARSHIP – 

   Provides grants to assist under- 

    graduate and graduate students  

    pursuing degrees in outdoor  

     communication fields. 

 PUbLICATIOnS – Discounts on a   

  number of educational  

  publications and style manuals  

   that focus on outdoor  

     communications. 

   Members are entitled to four free    
    uses of the MEMbERSHIP E-MAIL 
     LIST per year. Additional uses 
      available for a nominal fee.

   Enjoy    HEALTH  InSURAnCE  coverage at  competitive  rates. 

 Members receive ExCLUSIVE 
MEMbER bEnEfITS AnD DISCOUnTS 

from selected OWAA industry   
 supporters, and discounts on car  

 rentals and hotels. 

COnTACT :
jpollett@owaa.org

www.owaa.org

VOLUnTEERISM – A chance to participate, as a 
volunteer, in a variety of OWAA committees that 
drive, support, grow and determine the direction 
of the organization. 

Business guidelines – OWAA offers 
professional standards and business  
guidelines to assist members with how  
to properly and ethically conduct their  
business.

PROMOTE YOUR bOOK  
OR VIDEO – Send 
OWAA info about your  
new book/video for more than 1,000 OWAAers 
to see in the next issue of Outdoors Unlimited. 

LInKS TO MEMbER AnD  
SUPPORTER WEbSITES – 
Complete lists of OWAA’s  
                 individual member  
                  and supporting  
                  group websites. 
         

fRIEnDSHIPS – Perhaps the 
greatest benefit of all: life-
time friendships with some  
             of the most  
              wonderful folks                
              you’ll ever know. 
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Supporting Group benefits

       OUTDOORS UnLIMITED – 
      a monthly magazine  
      distributed online every  
      month and in print four  
      times a year. Find craft  
      improvement stories,  
      industry supporter  
      news tips, letters to  
     the editor, jobs, 
    conservation news,  
   new technology tidbits, 
  Portfolio photos and more. 

   MEMbERSHIP DIRECTORY – Each   
    year, OWAA publishes a com- 
    plete print directory that includes  
    contact info for all Individual  
    Members and Supporting Groups.  
     Make info about your company’s  
    services available to OWAA  
    members. Also included is info  
    about OWAA book authors,  
   masthead editors, radio/television  
   broadcasters, videographers,  
   newspaper affiliations and more.

     Supporting Groups are 

     entitled to four free uses  

     of the MEMbERSHIP 

       MAILInG LIST per year. 

     Additional uses  
     available for a  
     nominal fee.

                                                     AnnUAL COnfEREnCE –                                        Join us July 9-11, 2011,                                          in Salt Lake City, Utah.  The annual conference is the best way for Support-ing Groups to get face time with OWAA Members. Attend sessions; have an informational display; bring demo products for attendees to test; provide digital press material; or sponsor meal, sessions or programs to gain even more access. For more                                                    opportunities, visit                                                    www.owaa.org and                                                     click “Annual                                                      Conference.”

         PROMOTE, PROMOTE, PROMOTE!         Advertising opportunities are                       available in OWAA’s                                  monthly magazine, the                      annual directory,                      the conference program                       and OWAA’s website,                      www.owaa.org. 

        PROMOTE YOUR PRODUCTS, 
           SERVICES AnD EVEnTS – Send press 
         releases to OWAA for publication                 
         in Outdoors Unlimited. One press  
         release per company will be used  
         each month as a Supporting Group  
         News Tip. For larger announce- 
        ments, contact our Editor about  
       being featured in the Supporter  
       Spotlight. Each Supporting Group  
      is eligible for this annual feature.  
     Deadline is the fifth of the month 
    prior to publication.

      SPOnSORSHIP OPPORTUnITIES   
      Sponsorship opportunities are 
     available for the annual Excel- 
     lence in Craft Contests,  
     the annual conference, the  
     Goldenrod Writing Workshop  
     and other OWAA programs.  
     Sponsorship can provide you  
    with increased access to OWAA  
     members and more exposure.  
         COnTACT :

jpollett@owaa.orgwww.owaa.org

 PUbLICATIOnS – Discounts on a number of educa-

tional publications and style manuals that focus on 

outdoor  communications. 

             DISCOUnTS – Supporting Groups 
          have access to OWAA discounts on  
          car rentals and hotels, and have the  
          opportunity to advertise media  
         discounts to OWAA members.

Enjoy HEALTH InSURAnCE 

coverage at competitive  

rates.             nATIOnAL HEADqUARTERS –          Offers information, liaison            services and assistance with           business problems. 

        fRIEnDSHIPS – Perhaps the         greatest benefit of all: lifetime          friendships with some of the         most wonderful folks you’ll        ever know. 

LInKS TO MEMbER AnD SUPPORTER  
WEbSITES  – Searchable databases of 
OWAA’s individual member and  
supporting group websites  
are available at www.owaa.org. 
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Outdoors Unlimited editorial guidelines

General: All material submitted by OWAA members will be 
considered for publication. The decision to publish rests entirely 
with the executive director and editor. Opinions expressed are 
the authors’ and not necessarily those of OWAA, its officers, 
board of directors or staff. All submissions should be sent to 
OU Editor Ashley Schroeder at aschroeder@owaa.org or 121 
Hickory St., Suite 1, Missoula, MT 59801.

Copyright: Contributors (less OWAA employees) grant rights 
for OWAA to publish once in Outdoors Unlimited®, including 
archives, and on the OWAA website.

article submissions: Electronic submissions are preferred. 
Please use Microsoft Word, WordPerfect or ASCII format.

nnn

PHOTOGRAPHS

“Portfolio” submissions: Submit up to 20 images via e-mail to 
aschroeder@owaa.org or on a CD or DVD. FTP site also avail-
able, contact OWAA for login info. Include captions and a brief 
biography. Specifications for digital images: high-resolution 
(300 dpi), 1-2 megabyte per image, JPEG format.

Mug shots: Mugs are welcome for feature stories, craft pieces 
and member news. E-mail a digital photo. Specifications for 
digital mugs: 300 dpi, 1 megabyte, JPEG format.

nnn

ARTICLES

Craft improvement: Headquarters endeavors to print multiple 
craft articles per month, including one each from the OWAA 
Sections: Magazine, Newspaper, Photography, Radio and TV/
Video, as well as articles on writing/journalism, marketing, 
business, technology and general topics relevant to members. 
Word limit: 800. Photos and graphics (1 MB), as well as audio 
(MP3) and video clips (imbedded links) are encouraged.

Features: Preferred length is 800 words or fewer. Articles may 
be edited and shortened without notification to the author at the 
discretion of the editorial staff. General focus of articles, other 
than those from committee members charged to contribute to 
OU, should be on craft improvement, news of activities affect-
ing the outdoors or other news of general interest to members. 
Word limit: 800. Photos and graphics (1 MB), as well as audio 
(MP3) and video clips (imbedded links) are encouraged.

oWaa legends: Do you know an OWAA legend who has sig-
nificantly contributed to conservation and OWAA? Send story 
ideas to OU Editor Ashley Schroeder at aschroeder@owaa.org. 
Word limit: 900; photos are encouraged.

Conservation Corner: Conservation-related articles and re-
lated briefs are published in this space. Authors are encouraged 
to base stories on science and/or credible sources and include 
websites having additional information. Word limit: 900.

Section/committee contributions: Submissions accepted as 
charged by the section or committee. In general, one OU page 
is reserved each month for each section/committee. Word limit: 
900. Photos and graphics (1 MB), as well as audio (MP3) and 
video clips (imbedded links) are encouraged.

Miscellaneous columns: OWAA conference content is com-
piled by OWAA’s conference planner and either written or 
assigned by the Conference Program Committee.

nnn

DEPARTMEnTS

outdoor Market: Headquarters publishes job listings and 
publishers’ editorial needs relevant to outdoor communicators. 
Word limit: 100 words, including who, what, where, when, pay-
ment and contact information.

Bookshelf: Information about members’ recently published 
books and videos are invited. Include title, author, publisher, 
number of pages, price and a brief write-up. Word limit: 100. 

Editorial Guidelines
for Outdoors Unlimited 

®
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Outdoors Unlimited editorial guidelines

Book/video cover photos welcome; for photo specifications, 
see “Mug shots,” above. A “Bookshelf” submission template is 
available at www.owaa.org; click “Promote Your Book” in the 
members-only section of the website.

opinion (comments/online forums/letters to the editor): 
Members are encouraged to write about issues and topics, and 
use OU’s online forums as virtual letters to the editor. Letters 
may be e-mailed to aschroeder@owaa.org. Anonymous com-
ments are not allowed. The executive director and editor will 
decide whether opinions are appropriate for OWAA debate or 
if the comments promote a personal cause; if the “cause” is 
unrelated to OWAA’s mission and potentially damaging to the 
membership, the comment might not be published. Because of 
OWAA’s tax-exempt status, comments endorsing candidates 
for public office or otherwise directly addressing political 
campaigns cannot be published. Headquarters will not publish 
comments that are libelous in nature. Letters to the editor word 
limit: 400. Comments exceeding the word limit may be returned 
to the sender for editing.

Supporting Group news Tips: Supporting groups, agen-
cies and businesses are welcome to e-mail or snail-mail press 
releases. Headquarters categorizes and abbreviates each press 
release into two or three sentences, including contact informa-
tion. When possible, readers are referred to supporter’s websites 
to view the entire press release. Word limit: 50.

Supporter Spotlight: Usually, one supporting group is featured 
in each issue. Standard press releases will be abbreviated. Word 
limit: 400.

news Briefs: Press releases will be considered for publication 
and may be edited and/or abbreviated, usually to 75-100 words. 
Member news (mug shots welcome) and other relevant an-
nouncements will be edited and/or abbreviated.

Calendar items: Calendar items contain information on activi-
ties of interest to members and appear as space permits. Include 
contact information.

nnn

MISCELLAnY

deadline for submissions: The fifth of the month preceding the 
month of publication. For example, the November OU deadline 
is Oct. 5.

Trademarks: Trademark names are used throughout OU. 
Rather than place a trademark symbol at every occurrence, OU 
uses the name only in an editorial fashion, with no intent of 
trademark infringement.

Payment: OWAA does not pay for material published in OU. 
Members contribute material for the benefit of the membership.

return policy: Text submissions and materials submitted 
for review will not be returned. Hard-copy photographs and 
artwork are returned immediately after use; OWAA pays ship-
ping. OWAA is not liable for photos/artwork lost or damaged in 
shipping. Members wanting photos/artwork returned insured or 
via special handling must inform the editor and pay insurance/
special handling fees.

reprint policies: Permission to reprint from OU must be ob-
tained from OWAA and the author or photographer; both must 
receive credit lines. A copy of any reprinted material must be 
sent to OWAA.

Subscriptions: OU is a member entitlement. Others wishing to 
subscribe must submit requests to the executive director; if ap-
proved, subscription cost is $150 per year.

nnn

www.owaa.org/ou
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Suppporting Group News Tips 

VAnGUARD
VANGUARD’s brand new lineup includes shooting 
sticks that set up in one second, never-tire firearm 
slings and sporting optics that perform in low-light 
condiditons and extreme weather. They’re too new 
and cool to share with you now but you can be one 
of the first to check them out at SHOT Show 2011, 
booth No. 14825. Contact Jody Lamb, jlamb@
vanguardusa.com, 800-875-3322, ext. 135.

Sportsman Channel
Sportsman Channel and Strike King Lure Company have de-
buted three Strike King sponsored shows. “Strike King Classics,” 
“Brauer’s Bass Battles” and “One More Cast with Shaw Grigsby” 
will feature fishing highlights, a father-son casting team and more 
in brand-new episodes. In addition, family-oriented series “Lakes 
Region Fishing” will showcase the Northeast’s superior fishing 
locales. For more info about Sportsman Channel shows, contact  
Michelle Scheuermann at 262-432-9100, ext. 111, or  
mscheuermann@thesportsmanchannel.com.

Recreational boating and fishing foundation
Dedicated to increasing participation in recreational boating and 
fishing, nonprofit organization Recreational Boating & Fish-
ing Foundation was recently inducted into the prestigious Fresh 
Water Fishing Hall of Fame. RBFF joins 41 other highly regarded 
organizations that have been named to the Hall of Fame since 1984. 
Honorees are selected annually by secret-ballot vote from the Hall 
of Fame’s Awards Committee. For a full list of 2011 inductees, visit 
http://www.freshwater-fishing.org/ei-govaward.html.

Pure fishing
Pure Fishing has introduced MS Tag technology to their packag-
ing. To gain instant access to the latest information on Pure Fishing 
products, MS Tag technology can be downloaded as a free applica-
tion to any smartphone. After downloading the technology at http://
gettag.mobi, consumers simply point their phone at the MS Tag 
on the packaging to view a wide array of information about the 
product. For more information, contact Kevin Jarnagin at Kevin@
blueheroncomm.com.

Hobie Cat Company
Premier boat company Hobie Cat introduces Oasis pedal and Odys-
sey paddle boats. Both tandems let users fish with another person 
or alone. When used as a single, the extra seat accommodates a full 
tackle box of lures or several fly boxes. Both take a livewell and 
other accessories. For more information contact Ingrid Niehaus at 
ingridn2@mindspring.com or 949-499-2225.

Ranger boats
In a joint effort with Evinrude outboard engines, Ranger Boats 
re-launched MyDreamRig.com, a website dedicated to showcasing 
the best motors on the market. MyDreamRig.com allows visitors to 
view four of the most popular Ranger models in production – the 

new Z118 and 620VS Fisherman, as well as 
the Z521 Comanche and1850 RS, all pack-
aged with industry-leading Evinrude E-TEC 
H.O. series outboards. For more info, visit 
www.MyDreamRig.com.  

Safari Club International and Sa-
fari Club International foundation
Safari Club International and Safari Club 
International Foundation have named Kevin 
Scott as the new chief operations officer for 

the worldwide organizations. In his new role, Scott will infuse 
best-in-class process methodology across all aspects of SCI and 
SCIF’s operational policies, objectives, and initiatives. Safari Club 
International is the leader in protecting the freedom to hunt and in 
promoting wildlife conservation worldwide. Visit www.safariclub.
org or call 520-620-1220 for more information.

Pheasants forever
Jamison Winter of Glyndon, Minn., is Pheasants Forever’s new 
Farm Bill Biologist for South Dakota’s Spink, Faulk and Clark 
counties. Begun in 2003, The Farm Bill Biologist program assists 
farmers and ranchers in the implementation and benefits of conser-
vation programs. Pheasants Forever has 65 biologists working in 11 
states, resulting in the improvement of more than 1.34 million acres 
of land for wildlife. For more information, contact anthony hauck 
at 651-209-4972 or AHauck@pheasantsforever.org.

Pope and Young Club
Pope and Young Club founder Glenn St. Charles passed away Sept. 
19, 2010, in his Seattle, Wash., home after a short illness. He was 
98. A modern bowhunting pioneer, St. Charles was integral in estab-
lishing bowhunting seasons and the acceptance and popularity that 
bowhunting has since garnered. In addition to creating the Pope and 
Young Club in 1961, St. Charles was the National Field Archery 
Association Hunting Activities Chairman in the 1950s. Those wish-
ing to express condolences can do so by e-mailing them to admin@
pope-young.org, and messages will then be forwarded to the family.

O.f. Mossberg & Sons
O.F. Mossberg & Sons, leading design and hunting manufacturer 
for shooting sports, youth, military and law enforcement firearms, 
is announcing their Triple Crown Dealer Program. The program 
provides special offers and incentives to increase sales and profits 
by motivating and rewarding sales personnel as well as raising 
customer awareness and knowledge of Mossberg products. The 
program runs now through May 31, 2011.

Mercury Marine
Mercury Marine introduces the MotorGuide, a new R3 trolling 
motor with rugged aluminum transom mount, five forward speed 
and two reverse speeds. The R3 is available in 30-, 40-, 45- and 
55-pound thrust variations and has an ergonomic extending handle. 
For more information, go to www.motorguide.com. 

Send press releases and info
about OWAA Supporting Groups, 

Agencies and Businesses  
to aschroeder@owaa.org. 

SUPPORTING GROUP 
NEWS TIPS
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News Briefs

OWAA members appointed to 
future fisherman foundation’s 
board of directors
OWAA members Brent Frazee and 
Mike Walker are among three new board 
members recently appointed to the Future 
Fisherman Foundation’s board of direc-
tors. Frazee of Parkville, Mo., has been the 
outdoors editor for the Kansas City Star for 
the past 30 years and has been president of 
the Outdoor Writers of Kansas for the past 
10 years. Walker, of Scottsdale, Ariz., was 
the past president of the Southeastern Out-
door Press Association and is the incoming 
president of OWAA. Established in 1986, 
the Future Fisherman Foundation unites 
the sport fishing industry with nationwide 
outdoor educators, national conservation 
groups and youth organizations dedicated to 
introducing America’s youth to angling and 
the outdoors.

fisherman accepting bookings 
for shad fishing program
An OWAA member since 1980, shad fishing 
extraordinaire John a. Punola has an-
nounced that he is currently accepting book-
ings for his popular shad fishing program. 
Originally a slide show, the shad program 
has been updated into a digital PowerPoint 
presentation featuring more than 135 color-
ful photos, diagrams and maps from the 
Delaware River. The show has been used 
as a fundraiser for many organizations and 
fishing clubs. To book the shad fishing pro-
gram, contact Punola at 210 Central Ave., 
Madison, N.J. 07940; call 973-822-2395 or 
e-mail him at japunola@aol.com.
 

Joel Vance launches blog,  
online bookstore
“My website has been in gestation for some 
time and now is a fairly lusty infant,” Joel 
Vance says. “For the foreseeable future 
(at least five minutes from now), www.
joelvance.com is alive and doing well. 
Folks can buy my books that so far they 
have studiously avoided doing and for free 
read my blog posts which will deeply anger 
some, amuse others and probably bore the 

socks off the rest—same as when I shoot 
my mouth off at parties. I hope to develop 
this frightening entity and have been work-
ing in the laboratory atop the mountain with 
the lightning flashing and Igor standing 
watch, but there’s always a chance that the 
townspeople will come up the hill, armed 
with torches and pitchforks. So you prob-
ably should have a look S.A.P. As the guys 
standin’ on the corner in the 1950s said 
when a buxom person of female persuasion 
passed by, ‘Check it out!’”

Louisiana, bP finalize recovery 
deal
Louisiana Lt. Gov. Scott A. Angelle and 
Department of Wildlife and Fisheries 
Secretary Robert Barham finalized plans 
with BP to fund marketing efforts aimed at 
revitalizing Louisiana’s tourism and seafood 
industries. Both were drastically impacted 
by the oil spill. BP has agreed to fund $18 
million in seafood safety and monitoring, 
$30 million in seafood marketing and $30 
million in tourism marketing. LDWF is still 
in negotiations with BP to secure funding 
for a saltwater hatchery and an oyster cultch 
program, which are crucial to the state’s re-
covery plan. For more information, contact 
Olivia Watkins at LDWF at 225-610-8660 
or owatkins@wlf.la.gov. 

U.S. fish and Wildlife Service 
releases endangered species 
candidate list
The U.S. Fish and Wildlife Service released 
its Candidate Notice of Review, a yearly 
appraisal of the current status of plants and 

animals considered candidates for protec-
tion under the Endangered Species Act. 
There are now 251 species recognized by 
Fish and Wildlife as candidates for ESA 
protection. Five new candidate species 
have been identified: The Kentucky arrow 
darter; Rosemont talussnail in Arizona, 
Kenk’s amphipod, Washington D.C. and 
Maryland; Packard’s milkvetch, Idaho; and 
the Vandenberg monkeyflower, California. 
The one species removed from the list is the 
Palm Springs round-tailed ground squirrel. 
The complete notice and list of proposed 
and candidate species appears in the Federal 
Register and can be found online at www.
fws.gov/endangered/what-we-do/cnor.html.

Aquateko partners with Tradi-
tions Media 
Aquateko, makers of the Invisa Swivel and 
Knot 2 Kinky tie-able leader wire, recently 
announced a new partnership with the 
fishing-focused public relations specialists 
at Traditions Media, LLC. With the first 
significant innovations in terminal tackle 
in years, Aquateko’s product line of new 
generation terminal tackle has garnered 
immediate praise from industry insiders. 
To watch product demo videos visit www.
aquateko.com. For more information on 
Aquateko or their partnership with Tradi-
tions Media, e-mail Aquateko at sales@
aquateko.com. 

Industry veterans announce the 
formation of The Walleye  
federation 
The Bass Federation recently announced 
the formation of The Walleye Federation, a 
new organization based on TBF’s successful 
grassroots model. TWF is founded on three 
core values: youth, conservation and fish-
ing. Backed by industry veterans, TWF will 
work to enhance walleye fishing in America 
and provide walleye anglers and industry 
the same support, sponsor benefits, youth 
unity, and conservation and fishing that 
have been afforded to bass anglers for years. 
More information can be found at www.
walleyefederation.com. 

For more Department features, 
check out the OU Online archive at www.owaa.org/ou. 

Submit information for publication to aschroeder@owaa.org. 

Send member-related news  
and other news tips  

to OU Editor  
at aschroeder@owaa.org. 

NEWS BRIEfS
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Association Update

DOnORS
 December brought monetary gifts from 
generous donors. These tax-deductible 
donations are dedicated to funds designed to 
boost OWAA efforts ranging from educa-
tion programs to reducing the loan on our 
headquarters building. For details about 
OWAA funds, contact OWAA headquarters 
at 406-728-7434.  
OPERATInG fUnD                                
 William auCoin
 Celeste C. Baumgartner
 James Boyt
 Tovar Cerulli
 Guy Coheleach
 Will elliott
 William W. Forgey
 arthur Glowka
 Mark J. harlow
 Carl “Spike” Knuth
 reginald e. Morgan
 robert C. Smith
 Thayne Smith
 C. John Sullivan                             

SCHOLARSHIP fUnD                             
 Joe deFalco
 Will elliott
 Ben Moyer
 Thayne Smith
 C. John Sullivan
 Stu Tinney                              

RESTRICTED EnDOWMEnT                 
 Will elliott
 dick hess
 James T. Smith
 C. John Sullivan

nEW MEMbERS
 david l. Bowman
 andrew Chamberlain
 Joe d’angelo
 Jane K. Fox
 rob Kesselring

PROPOSED nEW MEMbERS
 Michael Bullington, 2495 Miami Lane, 
Eugene, OR 97403. (H) 541-505-0182, 
mike@outdooreugene.com. Freelance 
writer-photographer. Operates a regional 
destination guide, OutdoorEugene.com. Ap-
plying for Student Membership; sponsored 
by roger Brunt.
 Randy Schmoll, 1973 Oneida Valley 
Road, Karns City, PA 16041. (H) 724-
496-9663, schmollrandy@yahoo.com. A 
46-year-old single father of seven children. 
Works several construction jobs and is now 
pursuing his life dream of becoming an 
outdoor writer and photographer. Student, 
North America School of Outdoor Writing. 
Applying for Student Membership; spon-
sored by roger Brunt.

REInSTATED MEMbERS
 ronald e. harris, (Active Member) 
P.O. Box 942, Chino Valley, AZ 86323. (H) 
928-636-7234. 
 Brian earnest Brinkerhoff, Backcoun-
try Radio Network, (Active Member) 6676 
S 3600 W. Spanish Fork, UT 84660. (H) 
801-768-8885, (W) 801-360-3645, (F) 801-
415-9964, radio@backcountrynetwork.com, 
www.backcountry-magazine.com, www.
backcountrynetwork.com. Host, Backcoun-
try Utah: Utah’s Outdoor Radio Magazine 
on the Backcountry Radio Network.  Au-
thor, “Best Easy Day Hikes: Salt Lake City, 
2nd edition.” Host, Utah Outdoor Adventure 
Expo.

CREDEnTIALS REVIEWS
 The following members have success-
fully passed the review of their member 
credentials:
 Martin Freed
 david Sefton
 Carrie Wilson

nEW SUPPORTInG GROUPS,  
AGEnCIES AnD bUSInESSES
 Camp Chef, P.O. Box 4057, Logan, UT 
84323. Contact: Steve McGrath, marketing 
director. (W) 435-752-3922, (F) 435-752-
1592, stevem@campchef.com, www.camp-
chef.com. Nothing beats a nice warm meal 
in the outdoors and nothing does it better 
than a Camp Chef. From stoves to smokers, 
dutchovens to fire pits, Camp Chef is “the 
way to cook outdoors.”

REInSTATED SUPPORTInG 
GROUPS, AGEnCIES AnD bUSI-
nESSES
 Pennsylvania Fish and Boat Com-
mission, P.O. Box 67000, Harrisburg, PA 
17106. Contact: Eric Levis, press secretary. 
(W) 717-705-7806, (F) 717-705-7831,  
elevis@state.pa.us, www.fishandboat.com. 
The PFBC is the state agency with jurisdic-
tion over fish, fishing, reptiles and amphib-
ians and recreational boating in the com-
monwealth of Pennsylvania. Its mission is 
to protect, conserve and enhance the Com-
monwealth’s aquatic resources and provide 
fishing and boating opportunities.
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be a better videographer
How to...

This article is the third of a four-part 
series aimed at helping you improve 
your television skills no matter your 
area of expertise. The first install-
ment, “How to be a better producer,” 
appeared in the August issue of OU. 
Part two, “How to talk to a camera,” 
appeared in the October issue. The final 
installment will cover editing.

I’m not a videographer, but if you 
are, I can help you become a better 
one. As a producer, I’ve hired many 

videographers during the last 20 years. The 
ones that I rehire time after time have two 
important traits. First, they are dependable, 
getting the shots I need. Secondly, they are 
creative, often enhancing the show because 
of their camera skills. We’re both part of a 
team. As producer, I’m like a football coach 
on the sidelines, calling the plays. The vid-
eographer is the wide receiver that makes 
the catch time after time. And the host is the 
quarterback. While the fans might pay more 
attention to the quarterback (or TV show 
host), the wide receiver (or videographer), 
is just as important to the team’s success.

Sometimes the producer is also the host 
or the videographer. And many times, 
the videographer also has to be lighting 
technician and sound engineer. In outdoor 
television, we wear more than one hat. Re-
gardless of the hats you wear, if you run a 
camera you can earn a trip to the champion-
ship game if you follow these basic tips:

land yoUr ShoTS 
Most shots involve a zoom, a pan or a 

pull-out. At the end of the move, hold the 
frame for at least ten seconds. It gives your 
editor options. He can cut during the camera 
move or allow the viewer to “rest” at the 
end of your shot.

Be SMooTh 
In the modern video world where cam-

eras are often hand-held and camera angles 
are less and less traditional, one rule still 
holds true: be smooth. Shaky or jerky cam-
era work is unusable.

GeT CUT-aWayS
Close-ups are called “cut-aways” in 

television because they allow the editor 
to literally cut away from a wide shot, 
often to shorten a soundbite. Shoot lots of 
close-ups, and you’ll be your editor’s best 
friend. Certainly get the wide shot of the 
host landing the 25-inch rainbow trout, then 
get a close-up of the fish. Better yet, get a 
super-close up of the fish’s head with the 
fly in its mouth. Also get the host’s hand on 
his rod as he casts, his eyes concentrating 
on his rod, the fish splashing on the water, 
the guide watching the action, and any other 
tight shot that helps give details to the view-
er. At a bare minimum, listen to what’s said 
on camera and notice objects that are central 
to the story, then get close-ups of them.

WaTCh hoW yoU FraMe PeoPle
With the advent of high-definition 

television, traditional camera framing has 
changed dramatically. If you’re shooting an 
interview, place the person to the right or 
the left of the frame. Then be sure the other 
half of the frame is filled with something 
generic or germane that’s not distracting to 
the viewer.

One rule that hasn’t changed is alternat-
ing sides of the frame for back-to-back 
interviews. If the first person is on the right 
side, place the second person on the left to 
avoid a jump-cut or awkward transition. 
Likewise, make sure you don’t leave too 
much space above a person’s head. And al-
ways leave room at the bottom of the frame 
for “lower thirds,” the graphics that identify 
the person and their credentials.

Try UnUSUal anGleS
Unusual angles catch a viewer’s eye. 

They mark you as an innovative, creative 

member of the production team. While not 
every angle should be unusual, shoot them 
as you are inspired. Creative camera angles 
often set a show apart from the rest of the 
clutter, keeping a viewer’s interest.

GeT The Money ShoT 
Unusual angles are fine, but always be 

sure you’ve got the standard ones too. The 
difference between a new creative angle 
and a bad shot is a subjective call by the 
producer and the editor, but no one will find 
fault with normal camera angles if they are 
done well.

WhiTe BalanCe a loT! 
Keep checking the camera lens iris and 

always adjust the white balance when the 
light changes. If there are two or more cam-
eras capturing the action, be sure you are 
synched, not only in terms of time code but 
also white balance.

Use another take if you need it. If you 
don’t like your camera move, do it again 
and again if needed. And if the move isn’t 
working, suggest a change. It’s better to 
capture a good shot in the field than to settle 
for fair one. What looks fair in the camera 
usually translates to poor when viewed in 
post-production.

WaTCh yoUr BaCKGroUnd 
This is particularly important with HD 

as the frame is wider. In real life, a red rope 
marking a ski area boundary seems obscure 
enough, but when on camera it will add a 
distracting bright. n

 

Craft Improvement - TV/Video

A member of the OWAA 
Board, Lisa Densmore has 
garnered numerous awards 
during her 20-year television 
career, including three Em-
mys, dozens of Tellys and the 
OWAA President’s Award for 
television in the Excellence in 
Craft contests. Her website: 
www.DensmoreDesigns.com.

BY LISA DENSMORE
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Technology

Let’s be honest: these days the aver-
age fifth grader may know more about 
editing video than many of us profes-

sional communicator types. Yet many editors and 
publishers are starting to see video as an integral 
part of their story packages. Even without an as-
signment, we have the option to shop our motion 
creative to a world-wide audience with a few 
simple clicks using Vimeo, YouTube and the like. 

But first you have to know how to get raw 
footage onto your computer to pluck the wheat 
from your seizure-inducing chaff. There are more 
than a dozen capable editing applications on 
the market and most employ a similar logic and 
layout. But virtually every video and TV pro-
ducer I’ve worked with in the past few years uses 
Apple’s Final Cut Pro or Final Cut Express, so 
let’s focus on those as the current standard. 

Before you even open an editing program, 
though, make sure you have lots of free hard drive 
space because video files can be truly monstrous. 
In Final Cut Express, capturing HDV will happily 
eat 49 gigs per hour of footage—no kidding.

riPPinG TaPe
If your camera records to tapes such as the 

popular HDV format, the first step is to connect 
it to your computer using a Firewire cable (aka 
iLink /IEEE 1394), which you can find for $2 on 
Amazon.com or for a small fortune at your local 
electronics store. Before you do that, though, 
eject your tape and make sure its tiny plastic 
switch is flipped to “save” or “read only” so you 
don’t accidentally record over anything while try-
ing to extract it.  

Next, plug your camera into a wall outlet so 
your battery doesn’t give out mid-capture. Then 
switch it to VTR or Play mode and rewind the 
tape. 

Open Final Cut, go the File menu, choose 
Easy Setup and choose the best match for your 
format and screen-ratio. (For HDV, I use HDV-
Apple Intermediate Codec 1080i60.) Next, go to 
Capture under the File menu. Take the time to 
come up with a descriptive title for the footage so 

in the future you can easily identify what can be 
dozens or even hundreds of video files. It helps 
enormously to know what they are at a glace.  

Push the capture button and for the next hour 
find something else to do that doesn’t involve 
your computer. Your software will quit captur-
ing if it drops frames because your hard drive or 
processor can’t keep up.

FlaSh Media  
and on-CaMera hard driVeS

Many new camcorders and all video-capable 
DSLRs save files onto flash cards such as SD and 
Compact Flash, or onto hard drives. This saves 
mounds of time versus capturing off tapes and 
often provides higher-resolution footage and lon-
ger record times. Unless you’ve got limitless hard 
drives, archiving all these files can be a challenge, 
though, not to mention backing them up. Tapes 
provide some reassurance in that way. 

Another downside of flash or hard drives is 
that many camera manufactures employ propri-
etary file formats that may not play nice with 
low-cost editing programs like Final Cut Express. 
I’ve run into this problem working with footage 
from Panasonic P2, Sony XDCAM and even na-
tive HDV files captured in the high-end Final Cut 
Pro. Final Cut Pro can open just about anything 
under the sun with supplied plug-ins, but it costs 
$1,000. 

To capture footage, simply put the card into a 
card reader or connect the camera using a USB or 
Firewire cable. It should show up on your desktop 
as a drive, then copy the footage over to your com-
puter. From there, use Import under the File menu.  

Once your footage shows up within your edit-
ing program, you’re ready to edit. I’ll cover that 
in part two, coming up in the February issue. n

Video editing 101
PART OnE: fETCHInG fOOTAGE

BY PAUL QUENEAU

Entry call for Ethics in 
Journalism awards   
 The 2010 Payne Awards 
for Ethics in Journalism 
seeks entries from news 
organizations, individual 
journalists and student jour-
nalists in broadcasting, print 
or new media. The awards 
recognize top journalists and 
news organizations around 
the United States. Nomina-
tions are accepted until Feb. 
25, 2011, for stories pub-
lished or decisions made in 
2010. Journalists and media 
outlets can enter themselves 
or be nominated by a third 
party. The award carries 
a cash prize of $1,000. 
Send nomination letters to 
ltaylor@ulum.com. Provide 
the date of publication or 
the date of the decision, if 
available. Include articles, 
photos, Web pages or other 
relevant materials. For more 
info, contact Lewis Taylor at 
541-434-7038 or visit http://
payneawards.uoregon.edu. 

OWAA supporters 
among OL25 awardees  
 Individuals involved with 
OWAA supporting groups 
were among 25 people 
honored by Outdoor Life. 
The list recognizes those 
who have impacted the 
outdoor sporting community. 
Tom Baker, chairman of 
the rocky Mountain elk 
Foundation, is credited with 
organizing a project that re-
stored Kentucky’s elk popu-
lation from near extinction. 
ironclads’ Ben Hobbins 
constructed biodegradable 
lures to reinforce the idea 
that angling clean-up should 
stay within the fishing com-
munity. For more info, go to 
www.outdoorlife.com.

BRIEFLY...

Paul Queneau grew up in Colorado 
hunting, fishing and backpacking. 
He started with the Rocky Mountain 
Elk Foundation’s Bugle magazine 
as an intern and is currently the 
conservation editor. Contact him at 
pqueneau@RMEF.org.
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Commentary

old ways still ring true
‘Resist the urge to sit inside and learn via tweets, next messages or Facebook posts.’

OK, I admit it. The closer I get 
to my 60th birthday, the more I 
realize I am well on my way to 

becoming a grumpy old man.
A lot of it has to do with this era of mod-

ern technology and gadgetry.
I’m proud to say that I don’t tweet. I 

don’t send text messages on my cell phone. 
I don’t have a Facebook page. I don’t have 
an iPad or an iPod. Heck, I don’t even use a 
tape recorder when I interview someone. I 
still scrawl my notes in a notebook.

The younger generation might shudder at 
such admissions.

“How can you function in a modern 
society – and in your field – without such 
technology?” they might ask.

I do just fine with my old-fashioned 
ways, thank you.

Call me a dinosaur if you like, but I think 
I can make a case for a traditional approach 
to journalism and life in general.

I look at modern journalism’s race for 
immediacy and I shake my head.

Grown men and women make fools 
of themselves, relying on an anonymous 
source for a breaking new story, posting it 
on a website and proudly proclaiming, “You 
heard it here first.”

There’s only one problem. Often, there 
was a reason that source didn’t want to go 
on the record: He or she was wrong. That 
means the reporter was wrong.

No problem. In our era of journalistic 
immediacy, that transgression is quickly 
forgotten.

Life goes on, and so does the race to see 
who can first post the breaking news.

When I came to the Kansas City Star 30 
years ago, I thought I had really done some-
thing if I could get some outdoors news one 
day and get it in the paper the next.

In today’s world, that item is old news by 
the time someone reads it in hard print.

Sure, it’s great to get the news out faster 
than ever. But often, old-fashioned tenets of 
journalism are sacrificed.

What happened to checking facts and 
making sure you have multiple sources 
before sending a story to press?

That’s what bothers me about the Inter-
net. Anyone can post something as fact and 
get away with it, never facing accountabil-
ity.

I know the newspaper business has taken 
its shots in recent years, but I still think edi-
tors demand factual integrity.

Of course, it doesn’t always work out 
that way. Some stories based on anonymous 
sources still make their way into print. But 
at least there are standards.

Sorry, this grumpy old man doesn’t see 
those same standards on the Internet. Please 
understand, I’m not damning all websites. 
I have seen plenty that are factual, include 
good feature writing and are pleasing to the 
eye.

I see way too many young journalists 
who use modern technology as a shortcut.

Whatever happened to the basics of 
good, solid journalism? In my eyes, it’s not 
always who posts the story first. It’s who 
comes up with the most interesting way of 
telling the story.

With that in mind, I believe outdoors 
writers can still fill a niche role at newspa-
pers despite what some will tell you.

Think about it. The sports pages are filled 
with stories about local pro teams and their 
big games, superstar athletes getting in 
trouble and the minutia about the national 
scene.

But those stories are reported by many 
different outlets in an only-slightly varying 
style.

When an outdoors writers comes up with 
a feature about something unique – maybe 
a kid with cancer who chose to go fishing 
as his last wish or a 95-year-old man who is 
still deer hunting – that’s unique.

The reader isn’t going to get that story 

anywhere else.
It’s good old-fashioned journalism.
It’s relying on sources you’ve met over 

the years to provide tips. It’s keeping your 
eyes and ears open when you go to area 
bait stores. It’s regularly talking to wildlife 
biologists and conservation agents to see if 
they have seen anything unusual.

That being said, I’m not condoning all of 
the old-fashioned ways. The old “Me and 
Joe” stories are an example of an outdated 
way of writing.

Sorry, that’s lazy journalism. So are 
the brag pieces some writers put out time 
after time, lobbying for the readers’ vote as 
outdoorsman of the century. Do you really 
think the reader cares about that? I don’t.

He or she wants to be informed, enter-
tained and transported through words to the 
place where the writer was.

Challenge yourself to write in a lively, 
descriptive style. Feature the person who is 
taking you fishing or hunting and learn as 
much about him as you can in your short 
time together.

Immerse yourself in your beat, the out-
doors.

Resist the urge to sit inside and learn via 
tweets, text messages or Facebook posts. I 
reluctantly admit they might help in some 
instances. But they’re still no replacement 
for being “out there.”

Take it from a grumpy old man. n

BY BRENT FRAZEE

Brent Frazee has been the 
outdoors editor of The Kan-
sas City Star for 30 years. In 
that time, he has won more 
than 30 national awards for 
his writing and photography. 
He also serves as the presi-
dent of the Outdoor Writers 
of Kansas and is currently the 
head of the newspaper sec-
tion of OWAA. Contact him at 
bfrazee@kcstar.com.
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Defending the small independent publisher

Mary Nickum presented content from 
this article at the 2010 OWAA Annual 
Conference in Rochester, Minn.

You finished the final draft of your 
book and feel it’s ready for pub-
lication. Now you’re faced with 

the problem of where to send it. You’ve 
already checked some of the best known 
publishers, but most of them are closed to 
freelance submissions, requiring an agent to 
open those doors. Self-publishing is another 
option, but that requires a cash outlay that 
may be hard to justify. Enter the small inde-
pendent publisher.

Independent publishers are not an im-
print, nor an arm of another company. They 
are usually described as publishers with 
annual sales below a certain level. Gener-
ally, in the United States this is set at $50 
million, after returns and discounts. That’s 
compared to larger publishers that gener-
ate sales of more than $100 million. Small 
presses are also defined as those that publish 
an average of fewer than 10 titles per year.

Currently, there are at least 50,000 pub-
lishers in the United States. Although most 
trade books found in chain bookstores are 
published by any one of a few very large 
publishers, the vast majority of publishers 
are small. Between the two extremes are 
the established small publishers that have 
grown to mid-size proportions, publishing 
about 25 to 100 books per year.

The PUBliShinG indUSTry  
aT a GlanCe

In publishing, the Big Six are the 
entrenched, powerful entities, the major 
players in publishing. But independent pub-
lishers, when viewed as a group, are a major 
power unto themselves.

Just to be sure who we’re talking about, 
The Big Six Publishers are:

1. Random House, the world’s largest 
English language general trade book pub-
lisher, is a subsidiary of media conglomer-
ate Bertelsmann.

2. Penguin Group is the second largest 
trade book publisher in the world, behind 
Random House.

And, in no particular order from here:
3. Hachette Book Group is owned by 

Hachette Livre, a French company.
4. HarperCollins Publishers, under the 

News Corporation umbrella, is based in 
midtown Manhattan and publishes a lengthy 
list of bestsellers.

5. Macmillan/McGraw-Hill, a division of 
the Educational and Professional   Publish-
ing Group of The McGraw-Hill Companies, 
Inc.

6. Simon & Schuster is a major trade 
house based in New York City, N.Y., that 
dates back to the early 1920s and was home 
to one of the industry’s most famous edi-
tors, Maxwell Perkins.

The book publishing industry is tradition-
ally divided into the following sectors:

Trade: Most of the books you find at the 
bookstore, intended for the general public.

Professional: Books specific to a particu-
lar industry or even a particular company.

Textbook: Books specifically targeted at 
students. 

Scholarly: Specialized books, primarily 
published by the university presses.

Religious: Books published by religious 
organizations for their members or potential 
members.

Small independent publishers may be 
found in all of these sectors.

iS indePendenT PUBliShinG 
yoUr BeST BeT?

Independent publishers may NOT be the 
answer to your publishing needs if:

You want your book to be on the table 
closest to the front door of Barnes and 
Noble.

You are working through an agent.

Your book contains color photos or il-
lustrations.

If that’s not the case for you, keep read-
ing.

Why might an independent publisher be 
preferable? 

They’re open to riskier content, they 
are willing to take the time to develop an 
author’s career and they’re specialized. 

Also, independent publishers account for 
almost half the books published annually.

There are publishers that exist for nearly 
every imaginable genre. There are regional 
publishers, micro-publishers and electronic-
only publishers.

By specializing in certain topics, a pub-
lisher develops a keen sense of the market 
and a set of deep relationships with relevant 
channels. 

Some are more willing to take risks; 
others are only willing to buy books that are 
sure to succeed. Some have a long and sto-
ried history; others crop up to meet a need, 
releasing only one or two books. 

hoW do yoU Find  
TheSe PUBliSherS?

Search the Internet. Check with book-
stores and libraries. Ask other writers you 
know.

Qualities that might make an independent 
publisher attractive:

Plenty of author control: The author 
agrees to all changes.

Print on demand: There are no storage 
issues.

No agent required: In fact, most agents 
won’t work with independent publishers.

Higher royalties:  You’ll make more 
money on book sales.

Publishing contract is straight forward 
and simple to understand: You won’t need a 
lawyer to interpret it.

Best of all, it’s not self-publishing: 
There’s no stigma attached, no money up 
front.

BY MARY NICKUM

CONTINUED ON PAGE 25

Craft Improvement - General
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WhaT To WaTCh For
Here are some terms and 

statements to watch for in 
your search for an independent 
publisher:

Book printer vs. publisher 
vs. book distributor. Here’s the 
difference: A book printer is 
just that, a printer. A publisher 
works with the author to de-
velop a marketable product and, 
through established contacts, 
will assist the author in selling 
the book.  A book distributer 
gets books from the publish-
ing house to the bookstores. A 
distributer does not print books 
or communicate with authors.

If a publisher wants money 
upfront, that’s a big red flag. 
This is the fastest way to dis-
tinguish a vanity press from an 

independent publisher. An in-
dependent publisher will never 
charge money for publication, 
marketing or any aspect of 
publishing your book.

In conclusion, for an author, 
independent publishers provide 
another avenue for publication, 
with many accepting unsolic-
ited submissions, something 
that’s virtually unheard of at 
imprints of the Big Six. Inde-
pendent publishers come with 
upsides and downsides that 
differ with each publisher, but 
for an author, the more options, 
the better.

For an increasing number of 
authors, indie publishing is the 
fastest and easiest way to pro-
duce books without the stigma 
or cost of self-publishing or 
vanity publishing. As with any 
publishing venture, do your 
homework. n

INDEPENDENT
CONTINUED FROM PAGE 24

A member since 2000, Mary J. Nickum is a retired 
librarian who is now an editor and freelance writer. Her 
primary focus is on science for the public. Nickum is 
editor-in-chief of the Intermountain Journal of Science 
and currently edits World Aquaculture magazine. Contact 
her at mjnickum@hotmail.com.

Supporter Spotlight: Seaber Turner Associates

Renowned book publisher Seaber Turner Associates urges 
OWAA members to follow a few guidelines when deciding how 
and where to handle the manufacturing of a book. First, you will 
need to determine the retail selling price. One of the formulas to 
determine the retail cost is three to five times the printing cost, 
bearing in mind your audience’s likely budget. Then, following 
your determined cause, manufacture the style of book you and 
your audience can afford. According to Seaber, the biggest mis-
take self-publishers make is paying too much for the actual book 
cost and then having to price a book out of their audience’s range. 
This is where Seaber Turner can help. 

Staff is on hand to help with every step of the production 
process. They treat the small buyer like the large company buyer. 
They operate under a four- to five-week production time of hard-
bound books and three to four weeks for softbound books. They 

also have storage and shipping available and can convert your 
manuscript to a PDF. Make sure you produce short runs of 300, 
500, 1,000 and 1,500 books. Obtain a comfortable unit cost and 
have a marketing plan to sell out in 12 to 18 months. Reprint later 
if the market supports you. 

Seaber Turner keeps unit costs down by purchasing house 
finishes like gloss and matte, and they do in-house book binding. 
Simply put, that gives them – and you – complete control. They 
have accurate proofing systems so that writers can see the way the 
book will appear before it’s printed and monitor the process from 
start to finish, ensuring that every detail is taken care of, from the 
cover to the end sheets. 

For more information, contact Tom Turner at 610-944-6871 or 
seabturner@aol.com. View www.seaberturner.com. n

Book publishing simplified

HELLO!
Catch your eye?

ADVERTISE HERE!
Call 406-728-7434 for details
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Bluebird perched on a tree branch.

More  of Bob Sampson’s Portfolio photos are available in the Online Exclusives section of OU Online.

Sunset at Iron Gate, Salmon River in Newfoundland, Canada.

“Mrs. Cardinal, feeling like a T-Rex,” Sampson says of  this photo.
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Sampson’s photo of  water lillies received an award in the 2008 New England Outdoor Writers Association photo contest.

Portfolio
By Bob Sampson

Cormorants on the rocks at Boston Harbor.

Quinten Fratus smiles as he holds up his first yellow perch, a 12-inch beauty.White-throated sparrow puffed up against a cold north wind.
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