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Online Exclusives

What the FTP? 
 Read www.owaa.org/ou/2011/01/what-
the-ftp to find out more about the what, 
where, why and how of using FTP to share 
files. FTP is now OWAA’s perferred way of 
submitting Portfolio and cover images for 
possible use in Outdoors Unlimited. 

Tax tips 
 This month, the Editor’s Blog provides 
helpful resources for filing your taxes as 
an outdoor writer/artist/journalist/small-
business person. Be sure to check out www.
owaa.org/ou/2011/02/freelance-small-busi-
ness-tax-advice.

Conference registration
 Early bird gets the worm. And first-
time attendees get a discount, too! OWAA 
Individual Members and guests can now 
register online for the 2011 Annual Confer-
ence. Sign up today at www.tinyurl.com/
owaa-conference-registration. 

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 the website links mentioned below. –ASHLEY SCHROEDER, OU EDITOR

 And there’s more. To celebrate the new online store, OWAA will be selling limited-edition performance tees commemorating the 
upcoming 2011 Annual Conference. To order your shirt, check out the March issue of Outdoors Unlimited. Details about this sale will 
also be sent via e-mail, Facebook and Twitter. Be sure to follow OWAA on www.facebook.com/OWAAonline and www.twitter.com/
OWAAonline.

Video: How to make the most of reading OU Online  
 OWAA is launching a new how-to video series, starting with a tutorial about 
how to easily access Outdoors Unlimited Online.
 Follow OU Editor Ashley Schroeder as she navigates the online version 
OWAA’s monthly publication. She’ll also show you how to check out the  
Editor’s Blog, views new job opportunities listed in the Outdoor Market, flip 
through Portfolio slideshows and more.
 Navigate to www.owaa.org/ou and a link to the video is on the homepage.

OWAA is getting ready to launch a new online store
Rumor has it...
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President’s message

I  didn’t intend for it to happen. It 
wasn’t planned. It just sort of hap-
pened. Honest.

You see, I’ve become a blogger. 
It literally took place 

overnight. Well, sort of. 
I was asked to write 

for a website. I kind of 
enjoyed it. So, I found 
a way to write another 
piece and another and 
then suddenly I became 
a blogger – and got 
paid for it. The pay isn’t 
much, but it isn’t bad 
for a freelance gig.

Now I blog on my 
own website. I get paid less but I enjoy it 
more.

There are thousands like me in the 
outdoor communications field. Men and 
women are regularly writing blogs in in-
creasingly greater numbers and getting paid 
for it. And, quite honestly, the quality of 
the writing I’m reading from these blogs is 
pretty damn good by any standard. 

So that brings me to my point. OWAA 
should capitalize on these bloggers by creat-
ing a membership category that allows them 
to join our ranks. Of course, they would 
have to qualify like anyone else and prove 

they get paid for their work; prove they are  
“professional” – whatever that means these 
days.

As of press time, I am forming an ad hoc 
committee group to create a potential mem-
bership category that will include bloggers 
and other types of Internet communicators. 
I’ll get the group’s work to the Board for 
approval and we’ll make an effort to bring 
in folks who do their outdoor communicat-
ing through the Internet into OWAA.

WINTER BOARD OF DIRECTORS 
MEETING

The OWAA Board met Jan. 10 in Mem-
phis, Tenn., at Ducks Unlimited’s headquar-
ters. It only snows once a year in Memphis, 
and you guessed it, snow started to fall the 
night before our meeting.

But all board members were able to get 
to Memphis and despite the fact Memphis 
was virtually standing still due to the snow-
fall (OK, it was only about three inches), 
we had one of the most productive OWAA 
meetings I’ve ever attended. In the South, 
the mere thought of snow in the forecast can 
empty the milk and bread shelves at most 
grocery stores and schools are often closed 
if officials even think it might snow.

Executive Director Robin Giner will have 
more about the meeting in her column.

EIC CONTESTS
Changes to the 2011 EIC contests were 

dramatic — maybe too dramatic — maybe.
To that end, I asked Bruce Cochran to 

chair an ad hoc committee to review the 
new rules and suggest changes to them. The 
Board went over those recommendations 
during the meeting in Memphis.

I then asked Third Vice President Bill 
Graham to form another working group 
to create a final, revised set of rules for the 
EIC contests, taking the best of the new and 
old rules, combining them into something 
we all can live with. This committee in-
cludes: Graham, Cochran, Lisa Densmore, 
Matt Miller, Mary Nickum, Ty Stockton, 
Ashley Schroeder, Bill Powell (ex officio), 
and Robin Giner (ex officio).

That group’s deadline is May 1. We 
will send the information via e-mail to all 
OWAA members for comment prior to the 
July conference.

Additional information about the EIC 
contests and the new rules will be avail-
able then. In the meantime, if you have 
questions, please don’t hesitate to contact 
OWAA headquarters. n

— Tony Dolle, OWAA President
tdolle@ducks.org  

How I became a blogger
Tony Dolle tells of  his new-found outlet for writing and provides a brief  update on the recent OWAA Board meeting.

TONY DOLLE

  
Be sure to use  
the members-only password.
Jobs and editorial-needs lisitings 
are updated throughout the month!

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

Southern hospitality greeted us with a snowstorm. OWAA’s 
Board of Directors met in early January for its annual 
winter meeting in Memphis, Tenn., at the headquarters of 

Ducks Unlimited. Our arrival on Jan. 9 coincided with the biggest 
snow of the season, with about three inches of 
snow putting a halt to just about everything in 
the city. Luckily, all expected Board members 
arrived without incident, and a smooth and 
productive meeting took place at an otherwise 
quiet DU headquarters.

A couple of the more exciting Board actions 
included approval to continue the Goldenrod 
Writing Workshop for another year and plans to 
form a student chapter of OWAA at the Univer-
sity of Missouri. Also, the location of OWAA’s 
2013 conference was announced.

GOLDENROD WRITING WORKSHOP
After the strong showing and positive feedback from our inau-

gural Goldenrod Writing Workshop this past summer, the Board 
agreed that a second year of the program was in order. The second 
annual Goldenrod Writing Workshop, slated for July 31-Aug. 6, 
2011, will again be held at the University of Montana in Missoula. 

Open to novice communicators and published professionals, 
the week-long workshop is designed to improve skills in outdoor, 
nature and environmental writing. Goldenrod strives to impart a 
casual setting with hands-on learning from peer groups and veteran 
instructors. The curriculum includes assignments, discussions, read-
ings and shared critiques along with time for writing and socializing 
with others who share a passion for outdoor writing. 

Enrollment is limited to 30 students, and it’s on a first come, first 
served basis. Registrations must be received by June 1, 2011.  

You can find more information about the 2011 workshop at  
http://www.owaa.org. 

STUDENT CHAPTERS OF OWAA
Board member Jason Jenkins approached the Board with a 

proposal to start OWAA student chapters at universities with jour-
nalism and communications programs. Faculty and students of the 
University of Missouri expressed interest in establishing a chapter 
in conjunction with their journalism school, and Jenkins will be 
visiting the university to work with them to establish a presence 
on their campus. The hope is that an active and successful pilot 
program will open the doors to more student chapters around the 
country. This will help facilitate OWAA’s goal of mentoring the 
next generation of outdoor communicators.

2013 CONFERENCE 
The meeting concluded with Membership and Conference Ser-

vices Coordinator Jessica Pollett announcing that a location for our 
2013 annual conference had been chosen. Exact dates are still being 
finalized, but in September 2013 OWAA members and support-
ers will gather in Lake Placid, N.Y., for three days of workshops, 
newsmakers, gear evaluation and camaraderie. We know it’s still a 
couple years off, but we hope you’ll join us in the Adirondacks for 
an agenda full of trips and craft improvement opportunities. 

These were just a few of the items discussed during the meeting. 
The complete Board meeting minutes will be available in March 
OU, which will arrive as a printed quarterly in your mailboxes in 
addition to being published online. n

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

Productive Board meeting sets mood for 2011

ROBIN GINER

 OWAA, in conjunction with the University of Minne-
sota Extension, Minnesota 4H Foundation and Safari Club 
International will offer a half-day workshop, “Becoming an 
Outdoor Communicator,” Saturday, Feb. 26, 2011, from 8 
a m.-noon at the Heintz Center, 1926 Collegeview Lane SW, 
Rochester, Minn. The workshop is open to students, ages 12-
18, and will explore the topic of outdoor communications as 
a career.
 Workshop subjects will include:
n Outdoor photography.
n Working with magazines and newspapers.
n Outdoor radio shows.
n Outdoor opportunities in television.
n Outdoor books for fun and profit.

 Faculty members include Tim Lesmeister, Larry Stone 
and local educator and outdoor writer Steve Maanum.
 No experience is necessary! We all started with just inter-
est and desire. There will be plenty of time for questions and 
answers.
 Know someone interested in this half-day workshop? 
Contact Nicole Pokorney, Extension Educator, Educational 
Design and Development, Center for Youth Development, 
Rochester Regional Office, 863 30th Avenue SE, Rochester, 
MN  55904, 507-536-6304, pokorney@umn.edu. Tuition is 
$20 per student.

OWAA youth writing workshop to be held Feb. 26 in Rochester, Minn.
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For Nikon, the P-Series designation 
is reserved for their highest-quality 
and most technically-advanced 

compact digital cameras. The Nikon P7000 
is the flagship model of the Coolpix camera 
lineup and was specifically designed to 
satisfy the needs of serious amateurs and 
professionals alike. By combining features 
of an SLR with the form of a point-and-
shoot, Nikon created quite an impressive 
pocket camera.

The Nikon P7000 replaces the 1 1/2-year- 
old P6000. Typically, new models are 
released with subtle upgrades and minor 
improvements over their predecessors. 
However, the P7000 breaks that trend, as al-
most the entire camera was redesigned. The 
overall shape of the camera changed and it 
is now made of metal, while the key control 
switches are now located in areas where 
your hands naturally grip the body. The 
camera still features a large format 1/1.7-
inch CCD sensor. However, in order to 
increase low-light sensitivity, the resolution 
was reduced to a reasonable 10.1 megapix-
els. A noteworthy improvement was made 
to the camera’s lens. The P7000 now sports 
an image-stabilized 7.1-times optical zoom 
(28-300mm 35mm equivalent) This versa-
tile lens distinguishes the P7000 with the 
longest zoom lens in its class. On the back 
of the camera, the 921,000 dot LCD screen 
grew to three inches, allowing easy image 
composition and playback. Fortunately, 
Nikon also included an adjustable optical 
viewfinder that is helpful when shooting 
outdoors. 

One attribute that sets the P7000 apart 
from nearly every other compact camera 

is the ability to shoot in full manual mode. 
Being able to select the aperture and shutter 
speed combination you want allows for 
more creative control. In addition to the 
standard JPEG image file, the P7000 also 
supports the uncompressed RAW image 
format. ISO settings can also be selected 
manually and range from 100 to 6400. 
Other notable upgrades include 720p HD 
video mode with stereo sound as well as 
a built-in virtual horizon that helps ensure 
your photos are level. 

Operating the P7000 is very straight-
forward. You can quickly adjust important 
settings like ISO, white balance, picture 
quality, exposure compensation and the 

shooting mode with the thumb-operated 
wheels on the top of the camera. 

With its compact size and impressive 
feature-set, the P7000 has definitely earned 
its place at the top of Nikon’s Coolpix 
lineup. If you are interested in a travel 
friendly compact camera but still crave the 
creative control of SLR, the P7000 is a great 
alternative. The P7000 kit includes: one 
rechargeable lithium-ion battery, charger, 
USB and AV cables, neck strap, and the 
Nikon software suite CD-ROM. The P7000 
currently sells for $449.95. n

Product review

Nikon Coolpix P7000

Jon Lawton is a sales associate at Hunt’s Photo and 
Video in Melrose, Mass. Contact him at jlawton@
wbhunt.com or 800-221-1830.

BY JON LAWTON

For more product reviews, 
check out the OU Online archive at 

http://owaa.org/ou/category/departments/table-of-contents.
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Character sketch: Mark Sosin

Searching for an airfield over the 
Andes in a single engine plane, 
being held at gunpoint by South 

American soldiers, and getting lost in the 
Arctic: These are just a few of the experi-
ences Mark Sosin has had while working in 
the outdoors. 

Sosin, 77, could tell 350 such tales about 
the perils of capturing an elusive story. One 
for almost every day of the year –– one 
for every gritty situation he had to escape 
during the course of his career as an expert 
fishing journalist. 

“I have a whole book full of these 
things,” Sosin says with a chuckle. “I lost 
hundreds of stories in that book.” 

A natural storyteller, Sosin loves sharing 
his adventures with others. Titled “A Sports-
man’s Memoir,” his first published work 
holds a myriad of tales he wrote down after 
some prompting from his wife, Susan. 

Sosin has been an outdoor journalist for 
50 years. He is well known for his how-to 
fishing videos and CBS radio travel writing. 
He’s been to every U.S. state and 50 coun-
tries. He also started the first saltwater fish-
ing show in the United States, and has been 
working for Saltwater Sportsman Television 
for 26 years. 

“My friend asked me once, ‘What do you 
do?’ I said, ‘I’m an outdoor journalist.’ He 
said, ‘No, what do you do?’ Well, that drove 
me crazy,” Sosin says. 

“Finally I went back and told him, ‘I’m 
an educator and a journalist. I display in-
formation and I share knowledge.’ He said, 
‘That’s right, and never forget it.’”

Sosin joined OWAA in 1965. In a major 
bylaws change duing 1976, the first vice 
president was to be named president-elect to 
ensure his automatic election to the presiden-
cy the following year. Mark Sosin was the 
first president-elect, serving from 1977-78.

Sosin says he joined because it’s impor-
tant to expand one’s knowledge of outdoor 

journalism by interacting with those who 
focus their work on other aspects of the 
outdoors.

“I like coming into contact with different 
ideas,” he says. “Seeing what other people 
are doing, you get a better feel for what 
you’re doing.”

Interestingly, Sosin never planned to be 
in journalism for long. A Wharton business 
school graduate in management and industry, 
writing was supposed to be temporary job 
until Sosin could find employment related to 
his degree. 

“I made a serious mistake,” Sosin laughs. 
“I was supposed to work in business for 25 
years, get a gold watch and retire.”

But the promise of adventure, among 
other things, held Sosin fast. His love of 
fishing never released him, either. As Sosin 
tells it, he began fishing when he was three 
years old.

“He never said [it], but I think my father 
hooked a fish and let me crank the reel.” 

He attributes his writing skill to his 
mother, who believed her sons should learn 
to both write and speak well.

“My mother was an incredible woman,” 
Sosin says. “She taught me that if you can’t 
communicate properly, you can’t succeed.” 

Sosin and his friend, C. Boyd Pfeiffer, 

are always willing to help each 
other become better writers. 

“I think most outdoor writers are 
willing to help each other,” Pfeiffer 
says. “But Mark and I hit it off right 
away. It’s nice to find a similar dog 
in the same kennel. Outdoor writers 
are a strange breed.”

A Washington Post freelancer, 
Pfeiffer presented Sosin with the 
1991 OWAA Excellence in Craft 
Award. Sosin has won many awards 
throughout the years, but he is par-
ticularly proud of his induction into 
the International Game Fish Asso-
ciation Hall of Fame for his outdoor 
journalism efforts. Sosin was the 
50th person from all over the world 
who was honored.

“Mark’s really a master of all trades,” 
Pfeiffer says. “He has good spirits and an 
optimistic attitude. He’s one of my favorite 
people.”

Sosin has no immediate plans to retire. 
He still works in television and writes two 
columns a month. Angling continues to be 
his passion, too.

“I like to sight fish,” Sosin says. “The ul-
timate challenge is fishing for what you can 
see. If I tell you, ‘There’s a bass, go catch 
it!’ What’s the likelihood of that happening? 
Not high.”

Sosin may not always be able to hook 
what he can see, but he’s had the good 
fortune to gather rich memories from the 
unanticipated catch, living a life that makes 
for one heck of a story. 

“It’s been a good ride,” he says. n

BY JESSECA WHALEN

Promises of  adventure led  
to career in outdoors writing

Jesseca Whalen was the fall 
2010 intern at OWAA HQs. 
Born and raised in Idaho, 
she’s been in Montana for 
five years while completing a 
B.A. in journalism and B.S. in 
marketing.

Mark Sosin has made a living writing about his passion of  angling and 
the outdoors. Photo courtesy of  Sosin.
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Association  Update

DONORS
 January 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. 
SCHOLARSHIP FUND                
 Thomas M. Dillon
 Dennis Dunn
 Martin H. Garrell
 Katherine K. McKalip
 Sal Pitera                              
BUILDING FUND               
 Peter Anastasi
 Chris Madson
OPERATING FUND                                
 Paul Brouha
 Paula J. Del Giudice
 Martin H. Garrell
 F. Eugene Hester
 William F. Hollister
 Chris Madson
 Rich Patterson
 Kevin Rhoades
 Craig L. Rieben
 Tom Wharton                              
RESTRICTED ENDOWMENT                 
 R. W. Altman 
 F. Eugene Hester                              

NEW MEMBERS
 James Card
 Walter Hodges
 Dr. Brian Irwin

PROPOSED NEW MEMBERS
Theresa A. Gates, 8075 E. Morgan 

Trail, Suite 1-B, Scottsdale, AZ 85258. (H) 
480-600-0754, (W) 480-451-1684, (F) 480-
664-2902, gatest@proaxis.com. Lifelong 
experience in outdoor sports, activities and 
travel, including hiking, camping, water 
and snow skiing, sailing, canoeing, biking 
and nature-related travel throughout most 
of the western U.S., Hawaii, Canada and 
Australia. Currently focused on the history 
of women explorers. Worked as an editor 
for nearly 30 years and published a doctoral 
dissertation. Has also written scripts and 
performed voiceovers for health, politi-
cal and biographical projects. Member of 
Arizona Historical Society, League of 
Conservation Voters and Scottsdale Society 

of Women Writers. Currently working on a 
multimedia project about the migration of 
sandhill cranes to southeast Arizona as well 
as personal and organizational biography 
projects for a start-up business called Blue 
Dragonfly Biographies. Applying for As-
sociate Membership; sponsored by Mary J. 
Nickum.

Barbara Nixon, 8844 E. Cholla St., 
Scottsdale, AZ 85260. (H) 480-200-2026, 
(F) 480-664-2902, creative.instructional 
design@gmail.com. Avid outdoor enthu-
siast participating in activities that include 
photography, videography, backpacking, 
hiking, spelunking and writing. Applying 
for Associate Membership; sponsored by 
Mary J. Nickum.

LeAnn M. Schmitt, Enjoy Communica-
tions, 6329 Falcon Ridge Lane, McKin-
ney, TX 75071. (H) 214-548-4197, leann.
aubuchon.schmitt@gmail.com. Currently 
starting a public relations consulting busi-
ness specializing in the outdoor recreation 
industry. Previously worked for the Kansas 
Department of Wildlife and Parks and the 
Kansas Travel and Tourism Division. Cur-
rently living in the Dallas, Texas, metro 
area. (Tony) Applying for Associate Mem-
bership; sponsored by Bill Graham.

Nathan J. Silverman, Nathan J. Silver-
man Co., 1830 Sherman Ave, Suite 401, 
Evanston, IL 60201-3774. (H) 847-542-
7916, (W) 847-328-4292, (F) 847-328-
4317, natsilv@aol.com.  Owner and presi-
dent of Nathan J. Silverman Co., Public 
Relations, a public relations firm established 
in 1983. Since December 2008, the Outdoor 
Division of Travel Manitoba, title tourism 
promotion arm for the central Canadian 
providence, has been a client. (Mary Daw-
son) Applying for Associate Membership; 
sponsored by Bill Graham.

Mike Wintroath, Arkansas Game and 
Fish Commission, 4209 Sugar Maple Lane, 
Little Rock, AR 72223. (H) 501-258-3117, 
(W) 501-352-8586, (F) 501-223-6447, md-
wintroath@agfc.state.ar.us. Staff photogra-
pher, Arkansas Game and Fish Comission 
(December 2009-present). Stringer photog-
rapher, Associated Press (January 1994-
2008). Assistant photographer, University 
of Arkansas at Little Rock Communications 
Division (August 1992-1994). (Shonda) Ap-
plying for Active Membership; sponsored 
by Jeff Williams.

REINSTATED MEMBERS
Ken White, (Senior-Active Member) 

16996 E. 524 Rd., Stockton, MO 65785. 
(H) 417-276-6235, (W) 417-276-6235, (F) 
417-276-6235, kdwhite7@windstream net. 
Outdoor writer and photographer, Nevada 
Daily Mail, Branson Daily News, St. Clair 
Courier, Cedar County Republican, Grain 
Valley P.O.I.N.T.E., Carrollton Democrat, 
Windsor Review, Humansville Star-Leader, 
Independence Examiner, Appleton City 
Journal.

Ronald M. Tussel, (Active Member) 118 
Navajo Court, Hawley, PA 18428. (H) 570-
237-6454, (W) 570-685-7333, (F) 570-685-
7333, rontussel@ltis net, www.penn 
sylvaniasportsman.com. Regional contribu-
tor, Pennsylvania Outdoor Times, Penn-
sylvania Outdoor News. Columnist, Pike 
County Dispatch (weekly), The Pocono 
Record (weekly). Freelance videographer. 
Producer and host, “The Pennsylvania 
Sportsman” TV series.

CREDENTIALS REVIEWS
 The following members successfully 
passed review of their member credentials:
 John W. Hayes
 S. Chris Hunt

DECEASED MEMBERS 
 Dan C. Cook
 Clifford L. Netherton

NEW SUPPORTING GROUPS,  
AGENCIES AND BUSINESSES
 Goal Zero, 14864 Pony Express Road, 

Bluffdale, UT 84065. Contact: Adam Nico-
sia, sales/marketing. (W) 801-545-7542, (F) 
801-303-8695, anicosia@goal0.com, www.
goalzero.com. Portable solar power systems 
that can provide electricity anywhere.
Guns.com, 9 West Washington St, 4th 

Floor, Chicago, IL 60602. Contact: Chris 
Callahan, lead developer. (W) 646-789-
2995, chris@guns.com, www.guns.com. 
Gun news, reviews and community site.
Trillium Solutions, 570 Davis St., Ebee-

mee Twp., ME 04414. Contact: Scott Lee, 
president. (W) 207-465-8733, (F) 207-965-
8773, slee@trillium-solutions.net. Develop 
and manufacture products for the shoot-
ing industry, military and police. Provide 
consulting services in sales, marketing and 
operations to the industry.

CONTINUED ON PAGE 9
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REINSTATED SUPPORTING GROUPS, AGENCIES 
AND BUSINESSES

Rocky Brands, 144 Southeast Parkway, Suite 250, Franklin, TN 
37064. Contact: Mike Alday, public relations representative, Alday 
Communications. (W) 615-791-1535, ext. 22, mike@aldaycom-
munications.com, www.rockyboots.com. Rocky manufactures and 
markets high quality hunting and outdoor apparel, boots and  
accessories.

Camp Safe, c/o Portable Propane Product Safety News Bureau, 
P.O. Box 45002, Cleveland, OH 44145. Contact: Denny Pavan,  
coordinator. (W) 216-875-8860, (F) 216-875-8870, dpavan@
bflcom.com, www.campsafe.org. Founded to increase awareness 
of the importance of using outdoor products safely, to help make 
outdoor activities an enjoyable and injury-free experience.

CONTACT UPDATES 
 John J. Davis, johndavis77@comcast net.
 Bob Lamb, LambFamily@centurytel.net.

Even though the snow continues 
to pile up (310 inches as of Feb. 
1) here at Snowbird Resort in 

Utah, we’re already preparing for your 
visit this summer!

For those who aren’t familiar, Snowbird 
Ski and Summer Resort is a legendary 
year-round mountain destination, offer-
ing award-winning ski terrain, a variety of 
summer activities, elite meeting facilities, 
882 lodging rooms and 15 restaurants and 
lounges, all within 30 minutes of down-
town Salt Lake City. 

July mountain temperatures tend to 
peak at about 80 degrees, providing plenty 
of sunshine for the wide variety of wild-
flowers, birds and wildlife which inhabit 
Little Cottonwood Canyon. Snowbird 
offers plenty of options for visitors to take 
advantage of the pleasant climate. More 
than 30 miles of official hiking, biking and 
mountain scootering trails can be accessed 
from the legendary Snowbird Aerial 
Tram which transports travelers up to the 
11,000-foot Hidden Peak, offering stun-
ning views of the surrounding Wasatch 
Mountains and Salt Lake Valley.

The base of Snowbird offers activities 
for the young and old, from the excite-
ment of the Alpine Slide and ZipRider to 

a climbing wall, ropes course and more. 
Dining options range from sandwiches and 
groceries (including beer and liquor) at 
General Gritts to progressive New Ameri-
can cuisine of the Aerie Restaurant, lo-
cated on the tenth floor of the Cliff Lodge. 
The Cliff also boasts the newly remodeled 
Cliff Spa, offering more than 30 treat-
ments and salon services as well as a yoga 
studio, full fitness center, rooftop pool and 

hot tub with unparalleled mountain views.
In addition to all that Snowbird has to 

offer, we’re also conveniently located only 
minutes away from neighboring Alta, 30 
minutes from downtown Salt Lake City 
and 45 minutes from Park City. We hope 
you’ll attend the 2011 OWAA Conference 
and experience all that Snowbird and Utah 
have to offer. For more info about Snow-
bird, visit http://www.snowbird.com. n

Snowbird Resort has plenty  
to offer summer travelers

BY JARED ISHKANIAN 
Snowbird Resort Public Relations Director

The Snowbird Aerial Tram transports visitors up to the 11,000-foot Hidden Peak. Photo courtesy of  Snowbird Resort.

2011 Conference preview: Snowbird Resort, Utah

ASSOCIATION UPDATE
CONTINUED FROM PAGE 8
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Suppporting Group News Tips 

Tri-Tronics
Tri-Tronics, a dog training equipment 
manufacturer, has released the Upland G3 
Beeper. The beeper dog collar includes 
eight different combinations of command 
sounds that are selected with one but-
ton. Weighing less than three ounces, this 
beeper can be heard more than a quarter-
mile away, and is a more compact and 
waterproof design.

Delta Waterfowl
With a new program called First Hunt, 
Delta Waterfowl is tackling one of wa-
terfowl management’s most vexing social problems — declining 
hunter participation. Aiming to recruit and retain waterfowl hunters 
in the United States and Canada, First Hunt pairs new hunters with 
experienced mentors to lead them out into the field. For more info, 
visit www.deltawaterfowl.org/firsthunt.

Hunter’s Specialties
Now in its 15th year, the Cutt’n and 
Strutt’n DVD series from Hunter’s 
Specialties continues to bring exciting 
turkey hunting action as the Pro Staff and 
friends hunt gobblers across the country. 
Cutt’n and Strutt’n 15 contains 3 hours of 
hunting action and 34 hunts with Pro Staff 
members. To buy the DVD, visit www.
hunterspec.com.

Hi Mountain Seasonings
This year Hi Mountain Seasonings cel-
ebrates its platinum anniversary. The one-

man company that began selling jerky seasoning in 1991 has grown 
into a business with 40 employees and more than 190 products. Hi 
Mountain’s entire line of products, cooking tips, instructional vid-
eos, and recipes are also available at www himtnjerky.com.

Sportsman Channel
The 2010 Sportsman Choice Awards were determined by 31,000 
viewer votes. The winners of the best shows were revealed at 
the annual awards ceremony during the Shooting, Hunting, and 
Outdoor Trade Show. Winners received a custom-designed crystal 
award and joined the elite club of Sportsman Choice Award win-
ners. For a list of awards, visit http://www.thesportsmanchannel.
com/newsandevents/pressroom/news.php?ID=465.

Trout Unlimited
Trout Unlimited announces its new Veterans Service Program that 
will serve U.S. veterans throughout the country, through conserva-
tion projects and fly fishing instruction. Using the therapeutic value 
of fly fishing, the project will work with veteran rehabilitation 
groups across the country, assisting veterans in rehabilitation after 
physical and emotional injuries.

National Shooting Sports Foundation
Lifelong sportsman, former president and chief executive officer 
and longest-serving employee, Doug Painter, will retire this March 
from the National Shooting Sports Foundation. Painter has worked 
for 37 of the organization’s 50 years. He was the drive behind Proj-
ect ChildSafe and recently wrote a history of NSSF for its golden 
anniversary.
 

Pheasants Forever
U.S. Department of Agriculture Secretary Tom Vilsack announced 
an additional sign-up period for the previously successful Conser-
vation Reserve Program. The program allows landowners to sign 
their acres up with the Pheasants Forever organization to help them 
in establishing management plans that benefit both the owner and 
wildlife. Approximately 31 million acres are currently enrolled.

Send press releases and info
about OWAA Supporting 

Groups, Agencies  
and Businesses  

to aschroeder@owaa.org. 

SUPPORTING GROUP 
NEWS TIPS

HELLO!
Catch your eye?

ADVERTISE HERE!
Call 406-728-7434 for details



      www.owaa.org/ou  OUTDOORS UNLIMITED  11

News Briefs

Watson joins Pioneer Public 
Television
Tom Watson recently joined creative forces 
with Pioneer Public Television, headquar-
tered in Appleton, Minn. He will use his 
outdoor freelance writing skills and tourism 
industry contacts to help develop weekly 
programming topics for the 2011 13-show 
season of “Prairie Sportsman.” Watson will 
be looking for outdoor-related story ideas 
beyond typical hook-and-bullet topics with 
special emphasis on outdoor art, history and 
culture. “The scope of outdoor amenities 
in this region are mostly unknown even by 
the residents, so I’m hopeful we’ll be able 
to develop some exciting topics with broad 
audience appeal,” Watson said.

Tight Line Media
As Tight Line Media’s most popular out-
door production, Time OUT with Kris Mill-
gate now airs six times a week between one 
NBC station and two Fox stations in Idaho. 
The show continues to gather a following 
online by offering outdoor news updates, 
fishing reports, ski conditions and free gear 
giveaways. Millgate is a journalist with 14 
years of experience, who holds honors from 
OWAA’s Excellence in Craft contests and 
with Idaho Press Club for first place in gen-
eral news, feature stories and environmental 
coverage.

Bob Lamb launches new website
In May 2010 Bob Lamb retired from 
the La Crosse Tribune after more than 40 
years writing about local outdoors and 
golf. Though Lamb continues to do some 
freelance for the Tribune, he is enjoying 
retirement and publishing an outdoor web-
site for the La Crosse, Wis. area. On www.
BobLambOutdoors.com there are updates 
on the area’s events, hunting and fish news, 
and recipes. The welcome page on Lamb’s 
website invites the viewer to, “Lace up 
those huntin’ boots. Slip on your waders. 
Pull out the hiking boots. Grab your golf 
clubs. In other words, let’s gear up together 
and whet your outdoors appetite.”

Yamaha Tip of the Week
Cold weather adds to the things that could 
go wrong in the field, but caring for your 
gear can help overcome some of them. 
Keeping your guns sufficiently lubricated 
helps prevent moving parts from freezing. 
Oil lightly or try graphite or other non-
liquid lubricants. The drastic changes in 
temperature can wreak havoc on black pow-
der or its substitutes. This causes condensa-
tion that can render your powder weak or 
useless. Cold can also be a bane to optics; 
carry a lens cloth of absorbent material like 
cotton.  This works better than the moisture-
wicking materials you should be wearing in 
cold weather.

Winkelman headlines Eastern 
Sports & Outdoor Show
Hank Parker and Babe Winkelman, two 
legends of the fishing world, are headlin-
ing the NEW Fishing Experience at the 
2011 Eastern Sports & Outdoor Show in 
Harrisburg, Pa. This program is designed 
to promote fishing as well as educate and 
entertain enthusiasts of all skill levels and 
ages. Parker and Winkelman’s skill, ac-
complishment and ability to teach others are 
amazing, said Chris O’Hara, event director. 
New to the show’s schedule are seminars by 
Parker, Winkelman and Frank Nale, a trout 
filleting and cooking class, Bass Pro Shops 
Hawg Tank, and a kids trout pond and cast-
ing contest.

New website promotes youth  
in the outdoors
The Kids Gone Hunting Foundation 
launched a new website geared toward pro-
moting the positive effects that the outdoors 
and hunting has on kids. The website was 
developed in conjunction with a panel of 
youth and includes an online channel of 
hunting videos created by kids. The videos 
are from the first release of the Kids Gone 
Hunting DVD that was distributed free to 
kids in 2010. The goal of the website is to 
become an online social network for young 
hunters, a place to share stories of outdoor 
adventures, and connect kids seeking hunt-
ing and outdoor tips.

Department of Conservation and 
Natural Resources
The Alabama Department of Conservation 
and Natural Resources announced an energy 
efficiency program for Alabama State Parks. 
A series of facility improvements at six 
parks throughout the state are anticipated to 
save ADCNR more than $9.1 million over 
15 years. Project improvements include 
lighting system upgrades, building insula-
tion and controls, the weatherization of 
building seals, toilet and plumbing up-
grades, and telecommunications enhance-
ments. Places that will receive efficiency 
improvements include the Oak Mountain, 
Joe Wheeler, Lake Guntersville, DeSoto, 
Cheaha and Lakepoint State Parks. The 
project is expected to be complete by Sep-
tember 2011. ADCNR is contracting with 
Johnson Controls to complete the project.

Gun Digest publishes free
The Gun Digest has produced a digital pub-
lication available online called 1911. This 
production celebrates the 100th anniversary 
of the handgun many regard as the “greatest 
pistol of all time,” the model 1911. “In this 
issue, the 1911 gets the respect it deserves 
from some of our finest contributors,” said 
Gun Digest Publisher Jim Schlender. This 
online magazine is available through the 
Gun Digest’s website and is free for Gun 
Digest members.

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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Technology

As I wrote in the Janu-
ary issue of OU, video 
editing is becoming as 

vital a skill to outdoor communi-
cators as photo editing. I laid out 
how to capture footage into your 
computer. Here’s what to do from 
there:

EDITING
Once your footage is into 

Final Cut, find the clip you want 
to open your video with and drag 
it down onto the timeline on the 
lower half of your screen. 

You now have a few of options 
to edit a clip down further. With-
in the timeline, you can grab a 
clip by its ends (your cursor arrow 
will change into two vertical lines 
with opposing arrows) and shorten it until it is just what you want 
to keep. You can also use the Razor Blade tool in the Tool Palette 
(or by pressing “B” on your keyboard) to slice it into chucks (press 
“A” to get back to the Selection cursor). This is especially useful if 
you want to carve multiple segments out of one clip.

Once you’ve pared that clip down, pull down your next clip and 
place it just after the first, leaving yourself a bit of space. Edit the 
new clip as described above, then move it so it touches your first 
clip (unless you want a black screen between scenes). It should 
snap right into place. If not, you can choose “snapping” under the 
View menu at the top of your screen. 

To fade between two scenes rather than cut, hold your cursor be-
tween the two clips and right-click (or hold Control-click if you’re 
on a Mac without a right mouse button) on Cross Dissolve. There 
are also additional transitions available under the “Effects” menu. I 
usually cut between shots taken in one location, then cross-dissolve 
when clips change location or any other major shift in perspective.    

MIX IT OR NIX IT
You can add music or secondary audio by importing an mp3, 

AIF, WAV or similar audio file, then dragging it into your timeline 
below your other clips. Hint: when laying an audio or video clip 
atop another clip, be careful to drop it on the lower two-thirds of 
the timeline row. Otherwise it will cut the clips below it in two and 
shove the halves up and down the timeline rather than mixing them 

together. 
If you have audio bound to a video clip and you’d like to delete 

and replace one or the other, you can select it independently by 
clicking on it while holding the Option key, then hitting Backspace. 
Another hint: if you delete a clip using the Delete button rather than 
Backspace on your keyboard, it will automatically pull together the 
resulting gap in the timeline rather than leaving an empty space. 

No matter what, after each step, keep previewing your changes, 
which often requires rendering (available under the Sequence menu 
at the top of your screen). For a large string of clips, this can be 
very time consuming. Having a fast computer helps; but it’s one 
of the burliest tasks you can demand of a microprocessor, so be 
patient. 

At some point you’ll probably want to create a title screen for 
your video. Hit “control” and “A” to select all your tracks and clips 
in the timeline (or hit “T” four times until your cursor turns into the 
“Select All Tracks Forward” tool), and scoot everything down-
stream to give yourself enough room. 

Put your timeline slider where you want to place the text. Then, 
in the top-left Viewer window, click the filmstrip button with the 
“A” on it. From its menu, choose “Text,” then “Text” again. You’ll 
get the words “SAMPLE TEXT” on the Viewer, which you can edit 
the content of using the Controls tab at the top of the window.  This 

BY PAUL QUENEAU

A screenshot of  the Final Cut Pro working space.

CONTINUED ON PAGE 14

Video editing 101
PART TWO: EDITING FOOTAGE
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Business

“I’d love to go to Alaska for the 2012 
Conference in Fairbanks — but 
I can’t afford the airfare,” some 

OWAA members have remarked.
It’s true that airfare to Alaska can be 

expensive, sometimes more than the cost of 
attending the conference itself. But if you 
plan ahead, you can get one or two round-
trip tickets to Alaska for free — through 
airline frequent flier programs. It’s easy and 
anyone with a decent credit rating can do 
it. Here’s how it works, based on current 
airline programs.

STEP NO. 1
 Three national carriers have regular 

air service to Fairbanks from the Lower 
48: Delta Airlines, American Airlines 
and Alaska Airlines. Like all major U.S. 
airlines, these carriers have frequent flyer 
programs that award free flights when a suf-
ficient number of points or miles have been 
earned. Join the frequent flyer program for 
each of the major carriers above that also 
serves your home airport. All the programs 
are free to join; call or log on: Delta Airlines 
SkyMiles program (www.delta.com, 800-
528-4800); American Airlines AAdvantage 
program (www.aa.com, 800-433-7300); 
Alaska Airlines Mileage Plan (www.
alaskaair.com, 800-ALASKAAIR, 800-252-
7522). Simply by joining its frequent flier 
program (you don’t even have to apply for a 
credit card), Alaska Airlines will award you 
500 bonus miles.

To earn a free coach ticket on any 
frequent flyer program, you must 
have 25,000 points. The airlines 
want you to earn points by flying 
their routes and accumulating one 
point for every mile flown. Forget this 
approach, because it takes years to earn a 
ticket. There are better and faster ways to 
earn the points you need.

STEP NO. 2
Apply for the airlines’ credit cards. 

You’re well on your way to a free seat just 
by acquiring the card. 

n Alaska Airlines
Alaska Airlines requires 25,000 Award 

Miles for a round-trip ticket from any U.S. 
city it serves to Fairbanks (although the 
amount can rise to 40,000 based on seat 
availability and seasonality). By applying 
and being approved for its Signature Visa 
Card, Alaska Airlines awards 25,000 miles 
—  enough for a free round-trip ticket to 
Fairbanks. In addition, you can apply for 
the Alaska Airlines Business Visa Card. 
After the first purchase with the Business 
card, the cardholder earns 20,000 miles —  
nearly enough for another free ticket. Put a 
few more purchases on your card — a new 
laptop, camera, or monthly expenses such 
as cable TV or phone bills — and you’ll 
soon earn that additional 5,000 miles. With 
either credit card, you’ll also receive a $99 
companion ticket to use for a  
second person when you purchase a coach 
ticket. The annual fee for each credit card is 
$75. If you don’t have enough miles for an 
award ticket, you can use a combination of 
award points and payment. 

n Delta Air Lines
Delta Air Lines offers three mileage 

plans that require 25,000, 32,500, or 40,000 
award miles for a round trip ticket to 
Fairbanks. By applying for the Gold Delta 
Skymiles American Express card and 
making the first purchase, 
you’ll receive 20,000 miles. 
An additional 5,000 miles is 
put into the account for adding 

two additional cardholders, such 
as a spouse or child,  

 
 

 
 
 

on the same account. The annual $95 fee is 
waived the first year. (You can cancel the 
card after the first year and avoid paying 
any fee.) 

You’ll receive a $99 Domestic Economy 
Class Companion Certificate each year 
when you renew your card. By spending 
$15,000 or more during the calendar year, 
you’ll be awarded 5,000 bonus miles, and 
if in that same calendar year your eligible 
spending is $25,000 or more, you will be 
awarded an additional 5,000 bonus miles. 
You can also get the Delta small business 
credit card that offers sign-up benefits simi-
lar to its personal American Express card. 

n American Airlines
American Airlines offers both a personal 

and a business Visa card. For each card, 
you’ll receive 40,000 miles after making 
$1,000 in purchases within the first four 
months. The $85 annual fee for the personal 
card and the $75 annual fee for the business 
card are both waived in the first year. After 
you become a card member, you’ll receive 
a two-for-one Companion Certificate for 
domestic round-trip travel when coach fare 
valued at $299 or more per passenger is 

purchased with your card.
In addition to its Visa credit cards, 

American Airlines also offers an  
American Express card that awards you 
30,000 miles, enough for a domestic 
flight, after you make $750 in purchases 
within the first four months of card 
membership. The $50 annual fee is 
waived for the first year. 

You’ll also receive a 
Companion  

Certificate with the same 
benefits as offered with its 

Visa card.

BY PETER SCHROEDER

CONTINUED ON PAGE 14

Fly free to Fairbanks
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can be one of the more frustrating menus. It 
controls location (origin) and size (“Scale”) 
of objects like text, images and video 
clips as they appear on the screen, along 
with font size and style, motion and other 
aspects. Once you’ve made a change, click 
on the Video tab to preview. If text flows off 
the screen, you’ll have to add hard-returns 
to create line-breaks. Not exactly user-
friendly, unlike iMovie that makes text and 
titles considerably easier. Once you’ve got 
a title how you want it, drag it down onto 
your timeline. 

Alternatively, you can create a title 
graphic in Photoshop, Illustrator, Apple’s 
LiveType (included with Final Cut), or in 
a similar application. Import the resulting 
image file or PDF into Final Cut as you did 
your video clips, then double-click on it 

in the file browser to preview it. You may 
then have to resize the image using the 
same Controls tab in the Viewer window as 
described above.  From there you need only 
drag it to the timeline.

Once you’ve sliced, diced and cross-dis-
solved your video to completion, select all 
the items in your timeline and go to Export 
under the File menu. Choose QuickTime 
movie or QuickTime conversion, depending 
on the size you’re looking to output. 

I’m hoping a future version of Final 
Cut Express will have an option to upload 
directly to YouTube and other video sharing 
sites as Final Cut Pro does now, but for the 
time being you need to export it to your hard 
drive, then upload that file to a sharing site 
via your Internet browser. Check your cho-
sen site for their preferred upload format. Fi-
nal Cut also has an option to send it directly 
to iDVD, though you will lose quite a bit of 
resolution if your master footage is HD.

Like Photoshop, there are multiple ways 
to get the same task done in Final Cut. 
Don’t hesitate to ask Google if you run into 
trouble. I’ve had great luck in this regard, as 
there are usually support forums filled with 
people having the same problem. No matter 
what, be patient and persistent and you’ll 
likely be thrilled with your final product. 
Good editing! n

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

VIDEO EDITING 101, PART TWO
CONTINUED FROM PAGE 12

STEP NO. 3 
You have several alternatives to increase 

the rate at which you earn points. The easi-
est technique is to sign up for a second cred-
it card under your own name. It’s legal and 
ethical. You can use one card for personal 
expenses and the other for your business. 
With the doubling of the signup bonus, 
you immediately have your free ticket to 
Fairbanks with enough extra points to work 
toward a second ticket. If your guest or 
spouse does the same, you’ve got two free 
tickets. You can also apply for a third credit 
card, which you can use when you’re on 
business for your employer or for expenses 
for your kids or for any another application 
that you want to keep separate from your 
other finances. 

STEP NO. 4
Use your credit card extensively. Charge 

everything ... everything. We’re almost a 
cashless society, and there’s practically no 
reason to carry cash at all. Use your card for 
even small purchases such as cups of coffee, 
incidentals at the drug store, or items at the 
convenience shop. That five-dollar purchase 
may qualify for double or even triple miles. 
It all adds up.

Put all your monthly bills on the credit 
card — telephone, electricity, garbage, 
water, Internet, cable TV, telephone. I do. 

Not only will you get frequent-flyer points 
each month; you’ll save time and postage 
by not writing a dozen checks. You can pay 
all your credit cards online and you’ve got a 
perfect record-keeping system.

STEP NO. 5 
You can even go further with the credit 

card to earn award points. Most long-dis-
tance telephone companies have cooperative 
arrangements with the airlines whereby they 
award five points for every dollar spent. 
You also get additional points if you make 
purchases from FedEx, the Gap, flowers.
com and many other merchants.

In addition, each airline credit card offers 
bonus points. Every so often you’ll receive 
notice that a particular credit card offers 
double miles when used at service stations, 
grocery stores, and the post office. In the 
past, American Airlines’ MasterCard has 
offered 1.5 points for every dollar spent 
during a three-month period. When you pur-
chase airfare with the airline’s credit card, 
you get double or sometimes triple points. 
Even if you apply for only one card, and 
start making normal purchases with it, you 
should have no problem earning the remain-
ing miles to fly to Fairbanks. 

STEP NO. 6
Two caveats: First, don’t carry balances 

on your cards. The astronomical interest 
rates will eat you alive. If you can’t pay off 
the balances each month, keep the credit 

card safely put away at home.
Second, just because you have the 

required number of frequent flyer miles, 
you’re not assured of getting a free ticket. 
The number of frequent flier seats is limited. 
It’s best to book early or be flexible with 
your dates of travel, arriving or departing a 
few days before or after the OWAA confer-
ence. If the award tickets to Fairbanks are 
all taken, check out awards to other airports 
such as Anchorage and arrange ground 
transportation to the conference.

Remember — This isn’t a one-way street 
in your favor. The airlines wouldn’t be 
making these offers if they didn’t benefit by 
selling award tickets to the banks that offer 
the credit cards. The banks, in turn, profit 
from the annual fees and the few percentage 
points they make on every credit card trans-
action you make. It’s a win-win-win game. 

Finally, what are you going to do with 
the money you’ve saved by earning a free 
award ticket? Spend it on the OWAA con-
ference silent raffle, of course! n

FLY FREE TO FAIRBANKS
CONTINUED FROM PAGE 13

Peter Schroeder is a freelance 
writer and photographer. He 
specializes in recreational 
boating, cruising under sail, 
scuba diving, snow skiing, 
and worldwide adventure 
travel. Contact him at 
ptrschrdr@aol.com.
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Circle of  Chiefs

Members are encouraged to write 
about issues and topics. Views ex-
pressed do not represent the opinion 
or endorsement of OWAA, its staff, 
officers, directors or  members. 
Opposing views are encouraged, as 
OWAA desires to create a forum for 
the exchange of ideas. Send com-
mentary to aschroeder@owaa.org.

I keep reading about lessons America 
supposedly learned from last year’s 
disaster in the Gulf of Mexico. His-

tory suggests they’ll be retained about as 
long as dates memorized by high-schoolers 
for June history finals. But I learned some 
lessons that will never exit this cluttered 
mind. Lessons that haven’t even been talked 
about except by me. 

First, I learned that President Obama and 
Interior Secretary Ken Salazar are not the 
men I thought them to be. Confronted by 
a furious nation, this was their battle cry: 
Once more into the breach dear friends, 
and to save our hides we’ll sacrifice our 
Minerals Management Service Director Liz 
Birnbaum, the environmentalist we chose 
for the job only last July.

I got to know Birnbaum when we worked 
for American Rivers — I as a board mem-
ber, she as our general counsel. Immedi-
ately she impressed me with her toughness, 
intelligence and commitment to fish and 
wildlife. She impressed the Obama team 
as well — not just with her performance 
at American Rivers, but with her pervi-
ous and equally heroic work as counsel for 
the National Wildlife Federation’s Water 
Resources Program and as counsel to the 
House Committee on Natural Resources. 
What’s more, as President Clinton’s associ-
ate solicitor for mineral resources, she’d had 
extensive experience in minerals manage-

ment. She was the perfect choice to roust 
the MMS fom Big Oil’s bed.

Immediately, Birnbaum set about doing 
just that. She helped draft safety-system 
regulations. She got the National Academy 
of Sciences to review inspection procedures. 
She started work on desperately needed 
regulations for cleaning abandoned drilling 
equipment. She put the environmental staff 
on a more equal footing with the leasing 
staff by bringing in a new science adviser 
— Alan Thornhill, director of the Society 
for Conservation Biology. She met with all 
regional staffers and informed them of her 
high expectations. She built trust. People 
began coming to her and telling her what 
needed to be fixed.

Birnbaum is a good soldier, classy 
enough to fall silently on her sword, even 
when pushed. But I have it from a high-
ranking MMS source that when Salazar felt 
the heat he began distancing himself from 
her. First he ordered her to not attend the 
May 27, 2010, hearing of the House Interior 
Appropriations Subcommittee, despite the 
fact that she was on the witness list and 
would look terrible if she didn’t show. If 
that was his intent, it worked. Salazar’s 
statement that Birnbaum resigned “on her 
own terms and on her own volition” was not 
true. He asked her to resign after she’d men-
tioned the possibility. With that, President 
Obama proclaimed to the nation that the 
pace of Birnbaum’s reforms during her ten-
ure (all of 10 months) had been “too slow.”

The president spoke often of BP’s 
“greed” and “recklessness.” But he and the 
rest of the nation erred in blaming BP for 
the disaster. BP is just another oil company, 
equally greedy and reckless, but no more so 
than any other. Americans have only them-
selves to blame because they swallowed the 
industry’s lie that they can burn as much oil 
as they like and all will be fine on sea and 
land.

n n n
Another lesson I learned (or relearned) 

was that, especially when the public is fix-
ated on a topic, our national media function 
like a vast sewer system in reverse. They 
seemed to go out of their way to dredge up 
spectacularly unqualified spokesmen, none 
of whom vented the honey truck quite like 
Plaquemines Parish, La., President Billy 
Nungesser. Scarcely did he pause to inhale 
during his five-month monologue. Typical 
of his pontifications (this circulated by the 
Associated Press) was that Admiral Thad 
Allen — the smart, tough, straight-talking 
incident commander, who has been dealing 
with oil spills for 40 years — should be fired 
because he “has failed at almost every step.” 

When CNN’s Anderson Cooper ran out 
of news he concocted it by playing ven-
triloquist to propped-up guests. Cooper said 
(goosing the American Birding Associa-
tion’s Drew Wheelan along with fiction 
about “experts” who supposedly possess the 
ability to pluck fowls from the firmament): 
“Right now they don’t have the expertise to 
go after birds that are in flight, which people 
can do who are experts. … Basically, you’re 
saying they’re just going after the birds who 
are completely covered in oil and unable to 
move, and these are the birds that are likeli-
est basically to die. … So birds that maybe 
have less oil on them and can fly, they’re 
not going after those birds because it’s too 
much effort and too difficult.”

Wheelan: “Yeah, they just don’t have any 
expertise in that area.”

Cooper: “It seems there are a lot of 
volunteers and a lot of bird experts who 
would love to be down here and love to be 
helping.”

Wheelan: “Absolutely. … I know the 
Audubon Society has over 17,000 people 
that have signed up to volunteer on this ef-
fort, and so far they’ve not received a single 
phone call.” 

During this and similar broadcasts I was 
inspecting the Louisiana coast and islands 
by boat. What impressed me most was how 

BY TED WILLIAMS

THE GUSHER
from

WHAT I LEARNED

CONTINUED ON PAGE 26
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be a better video editor
How to...

This article is the final installment 
of a four-part series. The first article, 
“How to be a better producer,” ap-
peared in the August 2010 issue. Part 
two, “How to talk to a camera,” ap-
peared in the October issue. Part three, 
in December OU, covered videography.

An editor is like the master chef of 
a television show. Armed with 
video cards full of ingredients 

— all the footage shot for the program — 
you must combine creatively to cook the 
delicacy the producer ordered. Sometimes 
the ingredients are superb, which makes the 
job easier. Sometimes they are stale, under-
cooked, over-chopped or downright rotten; 
but it’s still up to you to fix up something 
viewers want to consume.

I’m a producer and on-camera host, not 
an editor, so I rely heavily on editors to 
make my work look good. The editors I hire 
must possess the following skills:

AN EYE FOR GREAT GRAPHICS
As editor, you create the show’s open, 

close, bumpers and graphic visual support. 
While the network gives you a graphics 
package, there are still more important ef-
fects that need to be added to the program. 
Creative graphics greatly enhance the visual 
part of a show. If raw footage is a painting 
on the wall, graphics are the mat and frame. 
A unique frame can make a ho-hum picture 
really pop. Accordingly, with a little creativ-
ity, you’ll turn your programming from 
average into exceptional.

A KNACK FOR ANIMATION
Animation is a graphic effect that moves. 

Instead of having two arrows appear on a 
map showing the start and end of a fishing 
expedition, have the arrow move along the 
river. The static arrows and the moving ar-
row make the same point, but the latter does 
it in a more sophisticated, visually interest-
ing way. Creating animated effects takes 
more work, but if time permits, they make 
the program more engaging.

PACING
Pay attention to pacing. Television time 

is greatly accelerated compared to real life. 
If the viewer has to wait too long for some-
thing to happen, you’ll lose the viewer. This 
is the challenge in outdoor programming 
when the gobblers don’t come into range or 
fish don’t bite. If the videographer gave you 
plenty of cut-aways and angles, use them. If 
they didn’t, then consider an animated inter-
lude with narration and music to compress 
time, rather than use a 30-second shot from 
over the hunter’s shoulder as he watches 
turkeys 400 yards away poke the dirt.

STORY-TELLING TALENT
Whether the field producer hands you 

the cards and walks away, or gives you a 
highly-detailed paper cut, you still have 
to tell a story that holds a viewer for 30 
minutes. Consider starting with a “bang.” 
After starting with exciting action, fill in the 
blanks without creating a lull, then build 
to a climatic finale. If you leave the viewer 
wanting more at the end of every segment, 
you’ve told a good story. 

Many editors hole up in front of their 
monitors, working in isolation until the 
show is done. However, it is important to 

get feedback from others throughout the 
editing process. As you’re working, show 
your work to other people, even friends and 
family, for a viewer’s perspective. 

SOUND SWEETENING
We think of television as a visual me-

dium with moving pictures telling the story. 
It’s natural to emphasize the visuals and 
then rush the sound mixing in order to meet 
a deadline. But audio is as important as the 
picture. It can make or break the production. 
Anything distracting to you, no matter how 
minor, is distracting to the viewer. Be picky 
about sound. Add music and other sound 
effects judiciously to create mood, build 
suspense and heighten the climax. Care-
fully balance ambient sound with on-camera 
voices and narration. Viewers will quickly 
change the channel if they can’t clearly 
discern a voice from background sound.

TRANSITIONS
Anyone can cut or dissolve from shot to 

shot. Think out of the box now and then, 
creating visually-interesting transitions 
between shots. Likewise, don’t overuse 
unusual transitions, as that can detract 
from the story. As a writer, I learned the 
importance of transitions from paragraph 
to paragraph. They are just as important in 
television production. Smooth transitions 
allow a program to flow, compress time 
unconsciously for the viewer, and carry a 
viewer’s interest from shot to shot. Jump 
cuts are just that: jumpy. Ten quick cuts in 
20 seconds will make the piece seem cut up. 
That’s okay when you strive for that look; 
but otherwise, keep it smooth.

BY LISA DENSMORE

Craft Improvement - TV/Video

CONTINUED ON PAGE 26
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few birds had been oiled. There were more 
than enough state and federal resource per-
sonnel to retrieve the lucky victims — i.e., 
those that couldn’t fly. No one, save Mary 
Poppins, could capture those that could still 
take to the air; and the last thing the stressed 
colonies needed was net-brandishing volun-
teers crashing through thick cover, flushing 
adults, exposing chicks to the fierce sun and 
running them into oil. 

On June 10, 2010, the Associated Press 
quoted unnamed critics as calling bird 
washing “a wasteful exercise in feel-good 
futility that simply buys doomed creatures 
a bit more time.” Thirty-eight years ago, 
when I first started writing about oiled 
birds, I believed this — because it was true. 
Now it’s bunk. At one rehabilitation center, 
last June, I saw northern gannets being mas-
saged with solvent, washed with detergents 
and rinsed with high-powered sprayers. A 
recent study of their nearly identical cous-
ins, cape gannets off South Africa, revealed 
a one-year survival rate of 84 to 88 percent 
for birds that underwent identical reha-
bilitation. On our Pacific Coast, a study of 
western gulls found that rehabbed birds did 
just as well over the long haul as the unoiled 

control group. And the long-term survival 
rate for rehabbed brown pelicans is between 
50 and 85 percent, probably closer to the 
top figure for Louisiana birds because most 
began feeding within seconds of release.

n n n
The disaster was plenty bad, just not as 

bad as reported; but I learned that many 
Americans can’t stand to hear any news 
about it that isn’t just plain awful. Among 
the facts they don’t want to know: All feds 
aren’t stupid, lazy and deceitful. Unlike 
Alaskan oil, Gulf oil was so volatile that 
nearly half evaporates instantly when it hit 
the surface. High temperatures caused much 
of the remaining oil to break down rapidly. 
Most oil that sank or drifted below the sur-
face in plumes now cannot be found. While 
fish eggs and larvae took a major hit from 
even light sheens, most adult fish toughed it 
out or, as with tunas, mackerels and billfish, 
fled. And because commercial and even rec-
reational fishing was shut down for weeks, 
next year’s spawn will be monumental. 

When my first piece appeared in Audu-
bon magazine, the birding blogosphere 
threw a hissy fit. Birdspert.org’s Ted Eu-
banks denounced it in a rambling harangue 
entitled “Slick Williams” that hopscotched 
between everything and everyone from 

“Earth Day” to “the Clean Air Act” to “the 
Clean Water Act” to “NEPA” to “ESA” to 
“the Great Lakes” to “the Hudson River” to 
“western wilderness” to “Edward Abbey” 
to “Woodward and Bernstein” to “Rus-
sell Mead” to “Teapartiers” to “Nixon” 
to “George Wills [sic].” Typical of other 
posts were: “Audubon is a sellout and Ted 
Williams is just another crony,” “Good bye 
to Audubon until they get someone who 
actually wants to make a difference for the 
environment writing for them” and “You 
have whithered [sic] to little more than a 
desk jockey with a laptop.”

No one knows how the oil will affect 
ecosystems in the long haul. But it is clear 
to anyone capable of observing reality and 
accepting truths that most bird, mammal, 
turtle and fish populations will recover in the 
not-too-distant future. After that, for those 
willing, the learning process will continue. n

Freelance writer Ted Williams 
specializes in conservation and 
environmental topics. He’s an 
editor-at-large for Audubon 
magazine, conservation editor 
for Fly Rod & Reel and an 
OWAA member since 1975. 
Contact him at ewilli9767@
aol.com.

THE GUSHER
CONTINUED FROM PAGE 15

ENTHUSIASM
Take interest in the topic. 

There’s nothing worse than an 
editor putting together a show 
about bass fishing with lead-free 
tackle if he has no interest in 
fishing. That doesn’t mean you 
have to love what your current 
project. You might know noth-
ing about it when you’re handed 
the assignment. But learn as 
much as you can, just as the 
field producer and host must do 
before they shoot the show.  

The more insight and enthusi-
asm you bring to the edit room, 
the better.

FIXES
Fixing mistakes from the field 

in post-production is a fact of 
life, no matter how meticulous 
the field producer and videogra-
pher are. Be patient within  
reason. Offer constructive criti-
cism for next time. Most impor-
tantly, do your best. And if you 
ever hear a producer utter the 
words, “Don’t worry. We can fix 
it in post,” I give you permis-
sion to swamp his canoe. n

BE A VIDEO EDITOR
CONTINUED FROM PAGE 16

A member of the OWAA Board, Lisa Densmore has 
garnered numerous awards during her 20-year television 
career, including three Emmys, dozens of Tellys and the 
OWAA President’s Award for television in the Excellence in 
Craft contests. Her website  www.DensmoreDesigns.com.www.owaa.org/ 
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If I may, I’d like to add a few lines to Tim Mead’s “Public 
speaking 101” craft improvement piece from the Decem-
ber 2010 issue of Outdoors Unlimited. Born a stutterer, I 

conquered America’s No. 1 fear as a 20-year-old. And now, at more 
than 70 years of age, and as a well-paid public speaker, let me sug-
gest how you may speak and grow rich.

As you all know, writing is easy, public speaking is hard.
In writing, if you make an error you get to delete and rewrite. In 

public speaking, if you make an error the audience gets to 
kill you. 

Yes. Kill you. Standup comics are not kidding 
when they say after two failed jokes, “I’m dy-
ing up here!” In ancient times, poor speak-
ers were stoned. Today, we have pistols.

If you choose to chase the easy money 
of public speaking, it will motivate you 
considerably to imagine that everyone in 
your audience is packing a loaded pistol.

Never speak impromptu, Tim? Right! 
There are three rules to success in public 
speaking: rehearse, rehearse and rehearse. Only 
congressmen can break these rules because, as you 
know, they are unencumbered by facts, figures, or fear of 
assassination. 

On the matter of humor, Tim is again correct. Funny 
is to humor what a pie in the face is to a slowly-erupting 
belly laugh from a Pat McManus punch line. 

Funny is also not comedy. Funny is backing an old fishing boat 
off the end of a trailer and watching it sink slowly into a lake. 
Comedy is backing the same old boat off the end of a trailer and 
watching it sink slowly into a lake with somebody’s grandpa on 
board strapped to a wheelchair.

If you must use gags, steal the best and practice your timing. 
Without timing, don’t try. 

Here are seven tips for making money as a speaker:
1. Write an “evergreen” speech that will work any time of year 

for any outdoor audience. This is your cash machine.
2. The first 10 times you give the speech, be sure to record it, 

listen to it and edit it. 
3. Develop a 15-minute version, a 30-minute version, and a 

40-minute version with the option for question-and-answer session 
– depending on subject, audience, topic and the host’s desire.

4. Because you can’t see yourself when talking, plant a critic in 

the audience to give you feedback on things like picking your nose, 
adjusting your glasses or tapping your foot.

5. Give this talk away at least five times before charging for it. 
Then let price rise with demand. If you don’t get good “word of 
mouth” and groups offering to pay, you don’t yet have anything 
interesting or entertaining to sell.

6. If you use alcohol, have that double cocktail at least 20 
minutes before you get to the podium. A rising blood alcohol level 
lowers the panic you will feel when the first gag fails and people 
start reaching for their pistols. 

7. Speak at 10 or 11 a.m. when the audience still cares, or right 
after an early dinner when the audience is still drunk. 

Three things you should never do:
1. Talk more than 40 minutes.

2. Read verbatim from a slideshow pre-
sentation like PowerPoint. 

3. Begin with, “Can you hear me in the 
back?” This single question identifies the 
amateur speaker every single time, and 
causes listeners to check their holsters. 

If you intend to be paid as a professional 
speaker you should never rise to open your 

mouth unless you already have the majority of 
your remarks memorized, a glass of drinking water 

at the podium, know the sound system and projector are 
working, how long you will talk, whether you will offer a question-

and-answer period, and that the people in the back of the room can 
hear you.

Finally, no one in your audience is interested in anything but a 
story. It may be a story studded with scientific data, photographs, or 
telling truths, but it better be a story. They don’t want you up there 
if you can’t tell a story. Without a story, audiences will forgive you 
once, maybe twice, but keep rambling on and on without a story 
and you’d better be wearing a bulletproof vest. n 

Craft Improvement - General

BY PAUL QUINNETT

A member since 1983, Paul Quinnett is a fishing editor for 
Sporting Classics, Sports Afield and In-Fisherman. He is 
also a book author and freelance writer. Contact him at 
pquinnett@mindspring.com.

In writing, if  you make  
an error you get to delete  

and rewrite. In public speaking,  
if  you make an error the  
audience gets to kill you. 

–PAUL QUINNETT
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Craft Improvement - Newspaper

An outdoors column in a weekly 
paper can work double-fold to 
fuel that need to play outside and 

bring in some dollars.
 I’m not saying your words about fins 

and feathers in a weekly will lead the way 
to a six-figure salary. However, they might 
put you on the paper’s website and broaden 
your reach to readers. The weekly can boost 
your revenue stream and give you a writing 
outlet that’s often more carefree than what’s 
found at magazines, big-time daily newspa-
pers or fast-paced websites.

I’ve worked at both types of newspapers. 
There are advantages and disadvantages to 
both. I was laid off from The Kansas City 
Star early in 2009 as the nation’ big dailies 
shrank due to recession and media changes.

But lucky for me, the publisher of a week-
ly newspaper near my home called and asked 
if I wanted to write for him as a freelancer. 
I did. In addition to the general column he 
wanted, I also sold him on the idea of an 
outdoor column for the sports section.

Before you can be an outdoor colum-
nist for a weekly newspaper, you must be 
a salesperson. Lucky you, if the editor in 
your town hunts and fishes and is desper-
ate for outdoor content. But I’ve yet to find 
that type of an editor at a weekly or a daily. 
Most must be persuaded.

Once my outdoor column at the Platte 
County Citizen was approved, a wonderful 
freedom arrived in my writing life. I didn’t 
need permission to cover the start of the 
white bass run up the Little Platte River or 
autumn duck hunting in the Missouri River 
bottoms. I simply piled camera and note-
book into the pickup and went on my way.

The writing was my own. There was no 
gauntlet of editors and a copy desk to run 
before the story appeared in print.  I shot the 
photograph and edited the cutline. My satis-
faction was large, even if the pay was low.

But for the writers with pride, there are 
pitfalls.

Sharp editors at a good daily newspaper 
provide a safety net. I did not have that safe-
ty net. Most weekly editors don’t have time 
to pay extra attention to your work. Early 
on, once stories were in print, I noticed 
bumps in my writing that made me wince.

For a good writer to have fun at the 
weekly — before, during and after the story 
is written — you must be extra vigilant 
about your word choice, avoiding wordiness 
and clichés. 

Another lesson I learned early on, as I 
set my own schedule, is that procrastination 
and deadlines are just as difficult for the 
freelancer as for the newsroom reporter with 
a badgering editor. You’ve got to push your-
self to get moving in the field and get the 
words flowing in the computer. Otherwise, 
both the fun and the paycheck are missing.

I did discover an unexpected advantage 
to my outdoor column.

My work continued in the shadow of 
the large daily newspaper, where Outdoor 
Editor Brent Frazee of The Star produces 
one of the best Sunday outdoor pages in 
the nation. His stories take him to locations 
throughout Missouri and Kansas, and justi-
fiably so for his readership.

But that means he has less time to report 
outdoor stories in my two-county area. My 
readers enjoy reading about hunting, fishing 
and nature close to home. I am also lucky 

to live in an ecologically diverse, semi-rural 
area with many outdoor opportunities.

When I started the column, I worried 
about running out of topics because I chose 
to localize my coverage. What I found 
instead was the opposite. I didn’t have time 
to do all the stories that could be done. The 
column format also allowed me to be ver-
satile in how I approached stories, ranging 
from opinion to straight-ahead story style.

My weekly outdoor column, post-layoff 
from the daily, did a lot for my spirits but 
also paid some bills. Pay for a weekly 
outdoor column is not great, usually rang-
ing from $50 to $100 in my Midwestern 
environment. But weekly paychecks add up 
at the end of the month.

While $50 is not that much, there’s 
competition from those who write for less. 
One editor told me he had offers from two 
different outdoor writers seeking to sell him 
columns for $12 to $15.

But there are weekly markets that, when 
cultivated properly, can pay more than 
$100 per column. Selling to several papers 
(or websites) at once is also an option to 
increase pay. Some editors might pay extra 
for photos, though mine did not.

My situation changed late in 2010. A new 
job writing and doing media relations work 
for my state’s conservation agency prompt-
ed me to retire my weekly outdoor column 
to avoid any potential conflict of interest.

But I’d enjoyed a very satisfying couple 
of years on the outdoor trail, fielded some 
nice compliments from readers and earned 
some badly needed revenue.

I’ve never enjoyed writing more. n

BY BILL GRAHAM

Make weeklies work for you

Bill Graham a media special-
ist in the Kansas City region 
for the Missouri Department 
of Conservation. Contact him 
at plattefalls@centurylink.
net.

For more on cashing in by  
writing for weeklies, read “Need 

work? Think weeklies” by Jim Low 
(http://owaa.org/ou/2009/05/

need-work-think-weeklies)  
and “Need work? Think weeklies 

— Part two” by Tony Dolle (http://
owaa.org/ou/2010/03/ 
newspaper-syndication).
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Portfolio
by William Barbee

A Germain shoirthair pointer finds a chukar. Photo by William Barbee. 

Water cascades into a coastal trout stream. Photo by William Barbee.

Catching a brown trout. Photo by William Barbee.
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Fishing in the morning mist on the White River in Arkansas. Photo by William Barbee.

“
”

 Anesthesiology and the cattle 
business have been my life. Fishing 
and hunting, along with writing and 
photography have been my passion. 
I left home in the Midwest at age 16, 
hitchhiked, rode freight trains, did 
field work along the way, until I made 
it to the west coast. Except for Army 
tours and school, I have lived in Cali-
fornia and Arizona since.    
 Angling led to adventures in 
Argentina, Alaska, British Columbia, 
New Zealand and Christmas Island, 
but these exotic destinations fell short 
on scenery and fishing compared to 
my horse and mule pack trips into 
the Sierra’s Golden Trout Wilderness 
and California’s Central Coast Range. 
Writing gives me the opportunity to 
relive my passion, and photography 
enhances the experience.

–WILLIAM BARBEE

A misty morning on Arkansas’s White River. Photo by William Barbee.
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