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ON THE COVER
By Ann and Rob Simpson
Great Smoky Mountains National Park provides plenty of photog-
raphy opportunities including the whitetail deer seen often at Cades 
Cove. For more information on where to photograph in the park 
see page 24. For more on OWAA’s 2015 conference in Knoxville, 
Tennessee, see page 20. See more of the Simpsons’ work from 
Patagonia, Ecuador and the Galapagos Islands on page 16.
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Forest Service hears ‘Voice of  the outdoors’
President’s  Message

MARK FREEMAN

Standing at a trailhead leading into 
Southern Oregon’s Wild Rogue 
Wilderness Area on a Tuesday 

in November, it struck me that what I was 
about to do so casually was something other 
outdoor writers have been doing only with 
special dispensation and at a cost.

An hour earlier I decided to make the 
main piece for my upcoming outdoors 
section in the newspaper a story about a 
local hiking club that garnered a 
$26,000 federal grant to re-open 
40 miles of overgrown wilderness 
trails that were victims of budget 
cuts to the U.S. Forest Service’s 
trails-maintenance program. 

A quick call to the club 
president had us meeting to hike 
into the effected wilderness area 
for a shot and a short video to 
round out my Friday package. At 
that moment, I thought of fellow 
OWAA member Kris Millgate, 
who has been asked routinely in Idaho to 
apply and pay for permits to film something 
as simple as a short fall-colors piece on 
national forest land.

What I was about to do in Oregon, for 
free and hassle-free, could have gained 
Millgate a federal citation of up to $1,500, 
simply because the Idaho forest supervisor 
had a different interpretation of the agency’s 
filming policy in wilderness areas than in 
Oregon.

Thanks to the efforts of OWAA, Mill-
gate and all our members no longer have 
to worry about working under the threat of 
fines.

Forest Service Chief Tom Tidwell wrote 
a public letter to his forest supervisors lay-
ing out exactly how and why he believes 
working journalists are not subject to the 
Forest Service’s permit requirements and 
fees laid out in its current rules. He also said 
he intended to make that clear as the agency 
crafts permanent rules governing filming 
in wilderness, a move that will put to bed 
any current and future clashes over whether 
journalists need “permission” to do our jobs 

covering America’s wild places.
Until that rule language is adopted, I 

strongly suggest that every OWAA member 
working on Forest Service lands carry a 
copy of that letter. It’s not so much a get-
out-of-jail-free card, but it is a way to prove 
you have the right to work unimpeded on 
public land.

 If you haven’t seen the letter yet, an 
electronic copy is on the OWAA web site at 

www.http://ow.ly/H58iS.
You might notice in the letter 

Tidwell references assistance 
from OWAA in clarifying his 
intention for how the rule should 
be applied. We have affected 
meaningful change for every 
OWAA member as well as all 
journalists — even those who 
don’t yet realize we’re looking 
out for their professional interests 
— whose work involves covering 
public lands. 

This Forest Service debate over whether 
journalism should be subject to the Forest 
Service’s restrictions on “commercial activ-
ity” in wilderness areas has consumed much 
of the first half of my presidency. Really 
though, it was good timing.

As a newspaper reporter covering out-
doors and the environment, living in a state 
with 47 federally designated wilderness 
areas, I have a lot of experience with public 
lands and dealing with the Forest Service on 
many levels, and I’ve never been asked to 
seek a permit for anything. Like Millgate, 
I’m not interested in asking for permission 
or forgiveness. We deserve to do our jobs 
without permitting hassles and governmen-
tal pre-story screening.

Tidwell said he has no intention of 
treating working journalists telling stories 
about and on public land like Budweiser’s 
Clydesdale horses in that famous Super 
Bowl commercial — an instance in which a 
permit and fee were proper. 

I told him about Millgate’s dilemma and 
he said that was exactly the type of work the 
rule should not impede. 

That’s why ensuring the permanent 
rules specifically include an exemption for 
working journalists has been the focus of 
OWAA’s comments to the agency. I wrote 
the initial comment draft to Tidwell with 
Millgate in mind; if we could solve her 
problem, we’ve got all of OWAA covered.

After my last column in OU ran about 
a conference call I and OWAA Executive 
Director Tom Sadler had with Tidwell, 
members from across the country sent me 
emails warning us not to trust Tidwell or 
the agency with following through on their 
answers to our concerns.

Since that writing, Tidwell’s letter not 
only matched the spirit and some of the spe-
cific language from our discussion, Tidwell 
even went a bit further to give his litmus 
test on working journalists.

“Is the primary purpose of the filming 
activity to inform the public, or is it to sell 
a product for a profit?” Tidwell wrote. “If 
the primary purpose is to inform the public, 
then no permit is required and no fees as-
sessed.”

At this writing, what was left was ensur-
ing that the final rule’s language accurately 
and faithfully reflects that promise.

When I stepped into the Wild Rogue 
Wilderness that November day with my 
photographer, we focused on work. We shot 
stills and video of the wilderness trails that 
were set to be cleared. We didn’t look over 
our shoulders. We didn’t worry about a For-
est Service cop arriving with a ticket book 
in hand.

And on your future assignments, neither 
will you.

OWAA’s forceful presence in this debate 
affected change benefiting our members 
professionally and financially. Tidwell 
acknowledged our impact in his letter and I 
believe the final rule will also reflect it.

Perhaps this will exceed the push-up con-
test as my most significant OWAA legacy.

— OWAA President Mark Freeman,  
mfreeman@mailtribune.com

Journalists don’t need to pay to cover wilderness
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The outdoor communication industry has a rich history of 
helping the American people see the outdoors even if they 
couldn’t get outside themselves. 

Kids curled up with flashlights and sporting maga-
zines under their bed covers. Adults read newspapers 
in leather chairs while smoking a pipe and enjoying a 
single malt.

Magazine articles, TV shows and outdoor columns 
in newspapers transported Americans into the great 
outdoors.

Today, OWAA members keep that tradition alive 
while we, as our missions says, “set the highest ethical 
and communications standards.”

We bring adventure, great storytelling and enter-
tainment into the homes of the public, but even more 
importantly, outdoor journalists continue to play a criti-
cal role in helping the American people see the value in the great 
outdoors while also calling attention to what threatens it.

The history of outdoor writers calling attention to bad land or 
wildlife management actions is legendary. Journalist can point out 
how, without public vigilance, their elected officials will sell that 
heritage to the highest bidder.

One of the more significant mission tenets of OWAA is “encour-
age public enjoyment and conservation of natural resources.”

Outdoor journalists show a simple equation; healthy habitat 
creates recreation opportunities. And recreation drives significant 
economic activity. That is a message that resonates in the halls of 

power and is strong medicine in fighting for the protection of our 
natural resources.

Our members are the voices that show the world the grandeur of 
America’s outdoor resources. We are the voices that share 
the stories — good and bad — of our waters and woods.

Land, fish and wildlife don’t have human voices, so we 
must be the voice to reach the American people. My job is 
making sure our members have the tools and opportunities 
to be a loud and effective voice.

OWAA is comprised of more than 800 individual outdoor 
communicators covering a broad spectrum of outdoor beats, 
from shooting to camping, fishing to kayaking and wildlife 
watching to backpacking. From these diverse backgrounds 
and disciplines, members gather beneath the OWAA ban-
ner to hone skills, share philosophies, develop profitable 
business strategies and network with peers, conservation 

policymakers and industry trendsetters.
Eighty-seven years ago the men who started OWAA thought 

the work they were doing as chroniclers of the great outdoors was 
important enough to found an organization to perpetuate the craft.

Today, access to public lands is shrinking, habitat loss is increas-
ing and environmental issues are complex. The work we do today 
as outdoor journalists is as important, perhaps even more so, than it 
was back then. n

— OWAA Executive Director Tom Sadler  
tsadler@owaa.org

Today’s outdoor media
From the Executive Director’s Desk

TOM SADLER

Dear members, 
As I write this, 2014 

is quickly transitioning 
into 2015. This past year has been 
full of adventure and memories, both 
professionally and personally. And 
now I am embarking upon another 
adventure: as the online communica-
tions coordinator for Casper College 
in Casper, Wyoming. 

 I am thankful for what I have 
learned over the past six years. 
When I first started with OWAA, I couldn't 

have imagined all the people 
I'd meet and friends I'd make. 
Tom Sadler, Jessica Seitz and 
Kelsey Dayton are wonderful; 
I couldn't ask for a better team 
to work with. I hope OWAA 
will continue to invest in its 
staff, as they're some of the 
most dedicated and hardwork-
ing people I know. 

 Making this change was 
not an easy decision for me, 

but in order for me to keep progressing 

with my career I couldn't turn down this 
opportunity. While I have resigned from 
my employment with OWAA, I am still 
an individual member and look forward to 
staying involved with our organization in 
that capacity.

 
Warmest regards,
 

—  Ashley Chadwick 
ashley@gypsydo.com

 

Chadwick resigns as communications manager

ASHLEY CHADWICK
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News from Headquarters

No matter what your religious 
beliefs are, I guarantee you can 
achieve everlasting life — at 

least everlasting financial life.
Make a legacy gift to OWAA, or 

most any other nonprofit, that does 
work you believe in and you will 
help them continue good work long 
after your obituary is printed.   

The Development Committee, of 
which I am chairman, is focusing 
on creating a system to encour-
age members to make legacy gifts 
to the endowment. Our goal is to 
expand endowment assets to the 
point where annual distributions 
take some of the pressure off the annual 
operations fund.

A legacy gift is made to an endowment, 
such as OWAA’s restricted endowment 

fund. It could be direct contributions made 
while you remain among the living, or a 
bequest or life insurance distribution fol-

lowing death. If large enough 
it could bear your name or the 
name of someone you’d like to 
honor.

Money given to endow-
ments has one purpose — to be 
carefully invested to generate 
an annual distribution to the 
designated organization. The 
gift itself is not spent. Annual 
OWAA endowment distributions 
are determined each year by the 
Endowment Trustees. Typically 

they are 5 percent of assets. Trustees ana-
lyze investment return and set the distribu-
tion at a level that allows the fund to grow 
to neutralize inflation and finance fees. In 

other words, assets grow a bit faster than 
expenses while enabling a distribution as 
generous as the investment climate allows.

Assuming that you want to continue pay-
ing your OWAA dues following your death, 
you can work the math backwards. Dues are 
$150 per year. Make a legacy gift of $3,000 
and a 5 percent distribution will send dues 
equivalent to OWAA forever.

In the last issue of Outdoors Unlimited 
member Jim Smith wrote about how easy 
it was for him to set up a legacy gift to 
OWAA. With the help of an attorney or 
tax advisor you can follow his lead and 
help OWAA serve outdoor communicators 
forever. n

— Rich Patterson, Chairman of the  
Development Committee  

richapatterson@gmail.com

The gift that keeps giving

RICH PATTERSON

Six candidates chosen to run for OWAA board
Board Nominating Com-

mittee Chair Brent Frazee 
announced six candidates who 
will compete for three seats on 
the OWAA Board of Direc-
tors. Candidate profiles and 
responses to questions will be 
published in the April/May 
issue of Outdoors Unlimited, 
and an online election will 

take place in April. 
Active, senior-active and 

life members are strongly 
encouraged to vote. Three 
elected candidates will begin 
serving three-year terms on 
OWAA’s board starting on 
June 28, 2015.  
The slate, in alphabetical 
order: 

Celeste Baumgartner
Hamilton, Ohio

Tom Keer
Wellfleet, Massachusetts

Vicki Mountz
Centerburg, Ohio

Shane Townsend
Austin, Texas

Paul Vang
Butte, Montana

Mike Zlotnicki
Garner, North Carolina
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THE VOICE OF THE OUTDOORS®
We are ...

“
— LISA BALLARD, Red Lodge,  Montana, member  since 2003 ”

When I joined OWAA a decade ago, I was a television producer and host with a little bit of  writing ex-
perience. Today, I’m more writer and photographer who does a little bit of  television work. Who knows 
next year? I’m not worried. Through OWAA, I’m constantly adding new skills, finding story ideas and 
making new contacts at the annual OWAA conferences, by reading Outdoors Unlimited and through 
OWAA’s Marketplace. OWAA has helped me readily adapt to the ever-changing media world. I’ve also 
met many of  my closest friends through OWAA with whom I’ve shared memorable outdoor adventures 
all over the world.



6  OUTDOORS UNLIMITED February/March 2015

Craft Improvement

As a youngster my family took 
a trip to the east coast of Nova 
Scotia. My father gave my 

sister and me each a camera with instruc-
tions to take photos of whatever we’d 
like. My sister’s shots turned out to be 
a reasonable representation of our trip, 
but my shots were almost exclusively of 
fish — piles of dead fish on wharves, fish 
tangled in nets, fish drying in the sun or 
fish sloshing about in the bilges of boats.

Although alarming at first, my pen-
chant for photographing fish continued 
and today my images of fish and sport 
fishing generate a good deal of my pho-
tography income. I am one of the lucky 
ones who fused a love of photography 
with a passion for angling and the out-
doors into a viable career.

But it’s not easy. Not only can these 
beautiful and elusive creatures be dif-
ficult to entice with a rod and lure, they 
can also be difficult to photograph. The 
perpetual change of light and weather 
conditions can make taking great photo-
graphs outdoors a real challenge. Throw 
in the fact that we’re dealing with live 
creatures, and it can be easier to take a bad 
photo than it is a good one. Here are a few 
basic pointers toward improving our angling 
photography.

Be prepared 
The primary ingredient of a great fishing 

photo is a particularly large or beautiful fish. 
Catching such specimens is part of most 
angling agendas, but we never really know 
when a photo-worthy fish is going to make 
an appearance. 

Your camera should be accessible at all 
times. Don’t wait until someone has hooked 
and landed a prize fish to start rooting 
around in the bottom of your pack. Water-
proof hard plastic camera cases are great 
because they can rest on boat floors, along 
the bank of a river or on the ice of a frozen 

lake, keeping gear protected but ready for 
action. 

Find a partner 
It is possible to get decent fish shots 

alone. I’ve done it using a tripod and I’ve 
had some success with quick, one-hand lifts 
and shooting fish submerged or semi-sub-
merged along shorelines. However, if you 
are serious about getting good fish shots, 
it’s extremely helpful to have a partner. I 
usually let my partners know that if we get 
a decent fish, I intend to photograph it and 
will enlist their services as a model.

I generally like sunglasses off and the 
person holding the fish to look like they’re 
actually enjoying themselves.

Get a grip
Holding a live fish so that it looks good 

while not harming it is hard. Live fish must 

be held properly and with authority. This 
is another instance when getting a great 
shot depends largely on the experience 
and skill of your fishing partner. 

The best way to hold a fish depends on 
the species. While we can slide our thumb 
into the relatively toothless mouth of a 
bass, this is not a good idea with other 
species. Sliding our index finger behind 
the gill plate, being very careful not to 
touch the gill rakers, is one way to control 
the head of toothy fish like pike or wall-
eye. Rather than hanging the fish verti-
cally, sliding a hand under its belly allows 
fish to be held horizontally or diagonally.

Gripping a fish where the body tapers 
down toward the tail with one hand and 
supporting the creature under the belly 
with the other works well. The fish can be 
lifted out of the water, or better yet, the 
photographer can get down at water level 
to photograph the submerged or semi-
submerged fish in its element or, once 
released, swimming away with a thrust of 
its tail. 

When the light is bright
Even on overcast days, keep the sun 

behind you so it shines on your subject 
but doesn’t cast a shadow in the image. 

On really bright days it’s a good idea 
to use fill flash. Popping up the camera’s 

flash, or attaching a flash unit, seems coun-
terintuitive in the bright light of afternoon, 
but flash is effective in removing harsh 
shadows. We’ve all seen shots of people 
wearing ball caps when the mid-afternoon 
sun is high in the sky and their faces are 
shrouded in shade. Although the fish may be 
the subject it’s always good to see who is in 
the photo.

Another option for bright sunlight is a 
polarizer — a filter that screws on our lens 
and removes the sting of harsh light from 
our image. Like looking through a pair of 
sunglasses, a polarizer accentuates blue 

Focusing on fish
How to best capture your prize-winning catch

BY JAMES SMEDLEY

There’s a lot to think about when photographing fish. But the most 
important is to focus on the fish. Photo by James Smedley.

CONTINUED ON PAGE 30
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Craft Improvement

Reading, writing and regulations
Tips for covering conservation policy

Too often an assignment to write about an ongoing land or 
water use conflict finds itself heaving against an immov-
able barrier: An agency denial that isn't a denial at all such 

as "we didn't deny that permit," or, "we don't own that property,"  
or, "that's not our agency policy." When an agency representative 
speaks about an ongoing interagency or public-private controversy, 
what they aren't saying can be more important than what they are 
saying. 

The heirarchy of law is very important in conservation com-
munications. In its most basic form, there's law. Laws stem from 
legislation (bills) that have been passed "into law." Those laws are 
then studied by legal counsel of various government agencies and 
interpreted into regulations or code, which must be approved by an 
attorney general or similar official. Regulations set specific rules 
and penalties in place that exist under any agency's jurisdiction. 

"Policy" is something entirely different, and something that writ-
ers hear from government agencies on a regular basis. Policy is a 
formal or informal interpretation (sometimes not even written), of 
how a regulation or code should be enforced or ignored.  "Policy" 
is the root of conservation's legal discretion and is thus the root of 
a great many lawsuits. This is because policy isn't always derived 
from the regulations enabling legislation. It's good practice to fol-
low up with additional questions once you hear an agency staffer 
speak of "policy,” such as "Can I get a copy of that policy?  Where 
is it written?" Or, "where can the public find that outlined in the 
regulations?"  

When it comes to land management specifically, the legal picture 
is even less clear. An important habitat property may have been pur-
chased by one agency, to be managed by a nonprofit organization 
that intends to support the habitat goals of a totally separate agency. 
A land protection project may have upwards of a dozen legal part-
ners, each of whom may serve a different legal role in the property's 
management and enforcement. For that reason, it isn't enough to 
figure out who owns the property in question. Who has an ease-
ment, a memorandum describing management and access or a deed 
restriction? Too often, hasty calls to agency staff about a public land 
issue or conflict are met with a dry response of "the agency doesn't 
manage or own or oversee that property." The staffer may be incor-
rect, and such statements don't make themselves true simply by 
virtue of being published on social media in official statements. 

A date with the planner on call at your local planning or zoning 
office is warranted before you ever write about a property or land 
use conflict between parties. You may spend 30 minutes waiting 
and 90 minutes poring over plats, deeds and easement documents. 
It's two hours well spent. 

The last topic I want to mention here is an important one that 
impacts nearly everyone's recreational use, particularly in suburban 
and urban areas, and universally on public properties or public ease-
ments. That topic is whether outdoor recreation uses are allowed 
exclusively or inclusively — is the use (your topic) specifically 
excluded from that land? It might sound unimportant, but in cases 
where the landowner agency bases its policy and enforcement on 
the inclusive use doctrine, recreational uses are allowed even if they 
are not enumerated. If the county park doesn't say "no hunting," 
than it's "yes hunting," assuming all other laws are followed.  Writ-
ers might be surprised to learn, however, that this is not the default 
for many federal, state and local government properties — those 
that use the exclusive use doctrine. In that case, there's no hunting 
in the county park unless the county's website or the park's entrance 
stipulates that hunting is allowed, and under what conditions. While 
this doesn't sound like exciting material, it's easy to forget to hunt 
down these facts when writing about a heated property use conflict 
on public land or water. In many cases, a second article will be 
waiting in the wings for you because the public access "policy" in 
place may have no formal or legal basis, instead being politically 
driven.  

As a writer, it is very easy to state agency positions inaccu-
rately, because the agency staff interviewed for the piece might be 
completely wrong or intentionally vague. Asking specific questions 
about land and water use bills, laws, regulations and policies can 
help any outdoor writer tease out the critical details that can consti-
tute a story behind the story and enhance an article's accuracy. n

BY KIRK MANTAY

Kirk Mantay has authored and managed the River Mud 
Blog since 2007. He has written numerous conservation 
related pieces for print and electronic publications. A life-
long sportsman, Mantay joined OWAA in 2013. He works 
as a habitat restoration manager in Annapolis, Maryland, 
and spends his spare time outdoors with his wife Amy and 
their son Henry.
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Craft Improvement

BY SAM CALDWELL

Sam Caldwell is an outdoor 
artist, writer, editor and 
photographer. Caldwell, an 
OWAA board member, says 
his main goal with OWAA is 
to add 15 artists to the mem-
bership in 2015. His studio, 
gallery and home is near 
Houston, Texas. See his work 
at www.samcaldwell.com.

Artist seeks tough camera

As an artist, I’d be dead in the 
water — or maybe dead broke 
in the water — without tough 

cameras. Before digital images, there was 
the early Nikonos. Sturdy and waterproof, it 
required guesstimates of focus and exposure 
and had to be taken apart in three pieces 
to swap film. My first Nikonos survived 
boats, duck blinds, wadefishing mishaps and 
service in the surf. And it usually got a few 
usable photos. 

The Nikonos IV-A came along as a 
miracle of engineering with onboard light 
metering. Open the sealed gate, change film, 
shoot. Go to camera store, purchase brick of 
Kodachrome 64 film, deliver rolls to proces-
sor, go back two days later to fetch slide 
images. I was gathering material for paint-
ings and to copy sketches and final pieces 
of artwork I hoped publishers and collec-
tors would buy. Not much has changed in 
that regard, but the cameras of yore have 
morphed into works of technical art. 

Ah, digital. Pop a quarter-ounce disk into 
a camera slot and you have an entire camera 
store at your service, with some 1500 high-
quality images available. Download in min-
utes, create print ideas for a new painting, 
or email to Dropbox for client perusal. 

There have been a number of waterproof 
digitals on the market for some time. I have 
worn out an Olympus Stylus 790 SW and 
am on a second Canon Powershot D20. 
While these point-and-shoot cameras may 
look amateur, they have major advantage 
over my Canon 5D: They go in harm’s way, 
get a good photo and return. Many of my 
paintings and most of my photo commis-
sions feature saltwater. Get a big splash of 
the morning tide on an EOS, or drop it on a 
bouncing boat deck? Sayonara. On the other 
hand while photographing a friend wade-
fishing, I whip out my Canon D20 and shoot 
as the splash hits my face. Front cover stuff.

There are some problems with 
these pocket-sized cameras, as there 
are with most point-and-shoot models. 
Primarily there’s that long, agonizing 
wait for the shutter to function. You 
can shorten some of that wait by turn-
ing off a lot of the extraneous features 
like GPS, wind filter and review. Or, 
for an action sequence, press the video 
button and later select the best frame. 

Another issue is the slippery small 
size. I solve that by using a mini-
tripod that serves as a nifty handle and 
also keeps my fingers away from the 
lens. Set the camera on the tripod for a 
video. Dunk the camera upside down 
for an underwater video of a fish. 

I had a chance to work with the new 
Canon D30, Fujifilm XP70, and the Nikon 
Coolpix, all of which seem to shoot in-
stantaneously. These little beasts include a 
plethora of useful tools. 

They have 12 to 16 megapixels, making 
for incredible images even when blown up, 
burst modes at 10 frames per second allow-
ing for quick continuous shooting, Wi-Fi 
connection, good flashes and a plethora of 
other useful tools. There are a number of 
tough, highly functional waterproof digital 
cameras on the market starting at $190 
and going beyond $700 depending on the 
features. 

I still use my hefty Canon 5D, especially 
for copying art in high resolution for repro-
duction as art prints or for potential maga-
zine images, but only when I’m shooting far 
from saltwater and it isn’t raining. n

Must survive saltwater, falls and still take good pictures

To get the images Sam Caldwell needs to create his art, he needs several cameras, including one that’s especially tough.

Sometimes the underwater shot is the best shot and you need a 
camera that can get it. Photo by Sam Caldwell.
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Job: Magazine editor, writer and nature photogtrapher
Top choice: RAW
Santa Claus can testify to my appetite for RAW, for every 

Christmas I ask him for a larger hard drive. Yet these fat files are 
worth it to me even when I get home with 1,000 or more frames to 
process. I use Adobe Lightroom to make it easier, a program built 
from the ground up to make the most of RAW. Noise reduction, 
white-balance correction — you name it — all perform best when 
applied to images unsullied by compression. And RAW images 
hold more texture data, especially inside the shadows and high-
lights. I’m no proponent of HDR processing, but I do find it useful 
to bring up shadows and dampen the blown out areas in certain 
instances. 

But the truest satisfaction comes the moment I view a RAW file 
at 100 percent and see every detail my lenses are able to yield. I 
don’t want those eyelashes squandered to save hard drive space. 
When I see details smeared, I often find it was because I’d ac-
cidentally (or intentionally) started shooting JPEGs, even at the 
highest quality setting. The new Canon 7D Mark II is said to have 
cleaner JPEG output, which might change my tune, but there is a 
peace of mind in having the best possible quality and flexibility 
that comes with RAW. 

It’s true that RAW are more time-intensive to work with and de-
mand a speedy computer, but I’ve learned a few tricks to help keep 
them manageable. The first is to convert to DNG, Adobe’s digital 
negative format, the moment I pull shots into Adobe Lightroom. 
This cuts three to five megabytes off each file without any loss in 
quality, and for the sake of posterity, I figure DNG will be more 
compatible 10 years from now than Canon’s camera-specific CR2 
raw files.   

My second trick is having Lightroom create “smart previews” 
of each image it imports. This allows me to browse and process 
images without actually having the hard drive with my master files 
attached, and it lets me sift images at a gallop. These previews are 
just large to allow me to weed out all the slightly blurred and  

One hallmark of a professional DSLR camera is the ability to capture RAW image files — that preserve every detail an imaging 
sensor is capable of gathering the moment a photograph is taken. Yet working professionals wielding the latest and greatest in 
megapixel-magnums still choose to throttle back to the more common image format know as JPEG, which slims down data-size 

of each photo by half or more, but in doing so, slims down image details and processing options. 
Here are two takes about why two pros choose one format over another. 

Job: Professional nature photographer and writer
Top choice: JPEG
As far as exposure correction goes, yes, it is true that RAW 

gives more latitude. But we’d be poor professionals if we can’t get 
within a stop of the correct exposure at the get-go, and JPEG offers 
at least one full stop, if not more, in correction. I do shoot in RAW 
and JPEG at times and have compared many, many images. Most 
of the time, the difference in detail between the two is so miniscule 
as to be unimportant, even indistinguishable, although admittedly 
there are times that it can be noticeable. I find that the difference is 
most noticeable on cloudy days and poor light, and for that reason, 
I do sometimes shoot RAW.   

RAW does wonders when it comes to white balance in images. 
But given the wide range of filters and color correction available in 
post processing, “white balance” changes are easily simulated. And 
of course, you can change white balance at the time of shooting 
JPEG, which is easy and effective.   

Now, if a person is a landscape photographer like my friend and 
OWAA member Colleen Miniuk-Sperry, taking great time to set 
up a shot, and taking just a few frames of it, why not shoot RAW? 
I’m guessing she does, and I would, too.   

But shooting wildlife, I shoot hundreds of images a day. I do so 
because there will always be that one where the animal’s expres-
sion is perfect, where the blade of grass blew sideways and doesn’t 
cover that eye, where the wings of the duck are perfect so that the 
speculum shows. I’m simply not about to process that many RAW 
files, nor have my camera pause, nor have my hard drive clogged. 
Even my super-fast, i7, filled to-the-brim-with-RAM computer 
runs noticeably slower when working with a folder full of RAW 
files. It drives me nuts. And at the output size (even a double truck) 
that my clients use, the extra trouble of shooting RAW is unneces-
sary. I have no clients that request RAW files these days, and in 
converting that image to a JPEG for them, unless there was a great 
difference in the original RAW vs. the original JPEG, that dif-
ference is virtually lost when converting the RAW file to a JPEG 

RAW vs. JPEG
A photo finish debate

BY MICHAEL FURTMAN BY PAUL QUENEAU

CONTINUED ON PAGE 27 CONTINUED ON PAGE 18
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We’ve already heard the mantra: 
“Print is dead.”  

But 2014 provided a cause 
for celebration for journalists, photogra-
phers, illustrators, and other communi-
cators. According to Amy Mitchell, the 
director of journalism research at the Pew 
Research Center, "there is an unmistakable 
sense of new energy that emerged over 
this last year.” The Pew Research Center's 
“State of the News Media 2014” report was 
bullish for the past few years. 

And according to industry leader Samir 
Husni, (Mr. Magazine), there were:
n 865 new magazines launched in 2013
n 870 new magazines launched in 2012
n 231 of those magazines launched in 
2013 publish more than four issues per year 
(an increase of 48 magazines over 2012)
n 85 percent of the magazines launched 
in 2012 have survived beating the previous 
record of 70 percent

The magazine industry had rather un-
expected news from the New York Post as 
well: Quality is up. The trend among newly 
launched titles is away from recycled paper, 
computer generated artwork and saddle-
stitched bindings. Magazines are trending 
toward original artwork and photography, 
content generated by the best writers and 
poets, printed on 80 pound stock and deliv-
ered in a perfect binding. A cross reference 
on the revenue generation side of things 
comes from the Association of Magazine 
Media and shows print advertising revenue 
increased in 2012 despite a percent reduc-
tion in ad pages. 

My research shows more than 500 news 
outlets created more than 7,000 full-time 
jobs in 2013. Venture capital firms invested 
at least $300 million into new media digital 
startups in 2013 as well, but there is a new 
sheriff in town: digital is discovering print. 
Publishers and editors of digital platforms 
realized that the world is not yet ready for 
all things electronic. Sites like allrecipes.

com, pitchfork.com and others launched 
print products that allow them a different 
platform to showcase more of their great 
content and photographs, in an entirely dis-
similar way than their digital counterpart.

Not every cloud has a silver lining. 
Overall the newspaper industry, which ac-
counts for the largest portion of reporting 
jobs, lost more than 16,000 jobs from 2002 
until 2012. The industry now counts about 
38,000 editorial jobs. 

With the increasing crop of sporting 
e-zines, blogs and social media threads, 
I searched to see if there is any one com-
monality that any media professional could 
takeaway. I reached out to my friend Ed 
Gray, the man who founded Gray’s Sport-
ing Journal in 1974.  The takeaway? Gray 
focused on a special interest audience. 

“As businesses grow and expand, niche 
models increase,” he said. “A very specific 
audience of sportsmen exists and they 
favor print. Many will read digital, but the 
primary customer base who spends money 
on products and trips read print. 

“The last century showed us a similar 
pattern in live theater, film and then televi-
sion. As film and television emerged as 
new markets, live theater suffered a slight 
retraction. In our time, small movies have 
been replaced by those with tremendously 
large budgets. That said, live theater is still 
vibrant, and in many instances, actors are 
not considered ‘real actors’ unless they have 
been on Broadway. 

“It is a quality versus quantity issue and 
customers buy quality magazines. Talented 
writers and photographers combined with 
quality print magazines properly address the 
sporting customer demographic. It might 
not hit the youthful sector, but it addresses 
the largest percentage of the total market, 
and that is what is important. Communi-
cating to them with outstanding content is 
critical.”

Digital publishing guru Marshall Cutchin 
from MidCurrent believes content is critical 
to success.

“With digital comes an appealing low-en-
try cost which partly explains the dramatic 

increase in digital sporting publications,” 
Cutchin said. “And with that low-entry cost 
comes a second issue, which is the vetting 
process. In the 1990s, bulletin boards were 
a tremendous vehicle for disseminating 
information, though much of it was suspect.  
Blogging software enabled publishers to 
produce and distribute content very inex-
pensively and it changed everything. But it 
also didn’t guarantee quality. The internet 
has proven that the loudest people are often 
the least knowledgeable. In the long run, 
any media that offers outstanding quality 
will attract an audience. And that is the key 
to remember.”

For anyone looking for a resounding en-
dorsement of the viability of outdoor maga-
zines look no further than OWAA member 
Kris Millgate. In 2014, Millgate assumed 
the role as editor of East Idaho Outdoors, 
a magazine devoted to the active-outdoor 
sports. Her vision was to create a high-gloss 
magazine with useful content and outstand-
ing images. 

 “Our initial launch has been overwhelm-
ingly positive,” Millgate said. “With our 
intensely regional focus we knew that 
content was critical, and we’ve had an out-
pouring of terrific writers and photographers 
contribute to our magazine. Advertising and 
circulation is building faster than planned 
and we’re optimistic for 2015.”

So before uttering “print is dead,” take 
a look at some magazine racks. There are a 
lot of reasons to be optimistic about the fu-
ture of print, particularly because print still 
remains a solid foundation for the outdoor 
world. And for 2015 I think I’ll send out 
magazine subscriptions as gifts. It’ll be my 
way of helping strengthen what I consider 
to be an important business model. n

Content is king
It’s not all bad news in print publishing

BY TOM KEER

Tom Keer is an award-
winning writer who lives on 
Cape Cod, Massachusetts. 
Keer writes regularly for over 
a dozen outdoor magazines 
and owns The Keer Group, a 
full-service, outdoor market-
ing company. Visit  www.
thekeergroup.com or at www.
tomkeer.com.
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Create compelling radio

Do you remember Paul Harvey's “The Rest of the Story?” 
It was a staple of daytime radio on news talk stations 
across the country. I was one of many who stayed inside 

my car after reaching my destination, ear glued to the radio, to hear 
Harvey’s daily broadcast about the people and events that shaped 
life in America and around the world.  

Harvey was an incredible storyteller, and many of his on-air 
vignettes were masterpieces. Contrast that with talk radio. Info-
mercials infamously fall into this category, as do all too many local 
radio shows where hosts come into the studio and "wing it" for an 
hour on the air. The result is often uninteresting content, haphazard 
interviews filled with lots of “uuuuuhhhhs,” stilted silence, unan-
swered questions or worse — bombastic, know-it-all hosts who try 
to carry the hour through the force of their own personalities. Two 
things happen here. First, listeners change the channel or turn off 
the radio. Second, these hosts don't stay on the air too long.

So, how does one create compelling radio, especially if you work 
in the field of outdoor radio? Here are a few suggestions for you 
whether you produce a short, 90-second feature or host a multi-hour 
program.

Show prep is everything
How much time you put into preparing your show usually 

determines how good your finished product will be. Jim and Travis 
Ferguson, hosts of the nationally syndicated show “The Revolution 
with Jim and Trav,” are very good at this. Each weekly broadcast 
has a clear theme, the broadcast moves along at a fast clip and the 
production quality is outstanding with lots of thought put into each 
themed broadcast.

Get on a topic
You should always be trolling for information you can share on 

your show. Look for stories that inspire emotions. Whether it is 
anger, laughter or, in the case of a record fish or buck, envy; they all 
make for great material to share on the air. Controversial topics are 
also a good choice.  Think about wolves, for example, an animal 
that inspires polarizing points of view like no other, particularly 
when it comes to how they should be managed. Bringing a couple 
of experts with opposing views to the airwaves is one way to en-
gage the listeners, especially if you are able to take calls on the air.

Don’t forget the details
Consider using music beds that fit the guest or theme of the 

show. It helps set the stage as you lead into a topic and leave it at 
the end. If you pre-record your show, edit out those "uuuuhhs" and 
"ummmms" that can distract from what you or your guest is trying 
to say.  Likewise, if you are prone to taking a deep breath between 
sentences, cut out that sound of inhaled air which in excess, can 
also be distracting.  Be sure to use good recording equipment and to 
pay attention to the quality of your audio. Guests cutting in and out 
with a bad cell phone signal are as frustrating to the listener as they 
are to the host.

Keep up the pace
Follow your program clocks and make sure the show is tight and 

fast paced. Have a boring guest on for too long, or even a decent 
guest with a five minute message you keep on for the entire hour, 
and you will lose listeners.

Guest prep helps too
Let your guests know in advance what you are going to be talk-

ing about. Consider giving them a list of questions you will be ask-
ing, but make it clear you may deviate from that list with follow up 
questions for some of their answers. For example, let's say you have 
a pro-wolf/anti-hunting guest on your show who says ranchers are 
not doing enough to protect their livestock and if they did, wolves 
that attack them wouldn't have to be killed.  As a host you can come 
back with, "What do you mean when you say ranchers should do 
more to protect their livestock from wolves?  What, exactly should 
they do?”  Follow that up with another question. “What if these 
measures don't work? At what point is it okay to kill a wolf preying 
on livestock or pets?"   

Go with the flow
Don't be the host who sticks to the script come hell or high water. 

Nothing sounds as scripted as an interview where questions are 
asked and obvious follow-up questions are not. It shows the inter-
viewer is not listening to the guest but is instead just waiting to ask 
their next question. If you as the interviewer don't sound interested 
in what the guest is saying, how can you expect your listener to be?

Get out of the studio and into the field
Phone interviews and in-studio guests are the bread and butter 

for most shows, but you can get unique and compelling audio for 
your show by getting out of the studio and into the field or on the 
water. There is nothing better than having to stop in the middle of 

BY JOHN KRUSE

John Kruse records audio during an interview with Chris Bonsignore from Ducks Un-
limited at a wetlands restoration project in Washington State. Want to create interesting 
radio? Get out of  the studio. Photo courtesy John Kruse.

CONTINUED ON PAGE 30
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BY KRIS MILLGATE

Kris Millgate investigates outdoor and environmental is-
sues for TV and web with cross publication in newspapers 
and magazines. She serves on OWAA’s Board of Directors 
and is a life member of Trout Unlimited. See her work at: 
www.tightlinemedia.com.

I see the world through a lens that captures motion, and that’s 
why video is the medium I’ve mastered. As a broadcast jour-
nalist, I’ve always competed in OWAA’s Television/Video/

Webcast Excellence in Craft contest, but in 2014 a rookie pushed 
me off my perch.  

To my surprise, Brett Prettyman of the Salt Lake Tribune beat 
me in my own section with his new TV show “Utah Bucket List.” A 
paper king turned video rookie placed in the Television/Video/Web-
cast contest? Are you kidding me? TV doesn’t like to be trumped 
by print any more than the paper people like a video punk on their 
pages.  

My crown tumbled, but not to be undone, this video queen 
turned paper rookie won first place in the Newspaper contest. I beat 
paperboy Prettyman with my “Century Outside” newspaper story. 
The Millgate-Prettyman rivalry is all in fun now that we’re even, 
but it is a shining example of what is happening in media today. 

The mediums are meshing. I saw it coming back in 2006 and 
that’s why I went freelance. I wanted to work for all mediums, not 
just one TV station. Now we see video crews writing print stories 
and still artists shooting video.

It’s a mixed bag of limitless opportunities, and being able to tell 
a story across multiple mediums shakes that mixed bag out as a 
beautifully crafted piece you can be proud of regardless of the sec-
tion it qualifies for under the rules of OWAA’s Excellence in Craft 
contest. 

 

How to put video on paper

n Video involves more elements than any other medium. All you 
have to do is take away the element of motion, and the print transla-
tion starts. 
n Look for medium-appropriate shots. Moving a sleeping grizzly 

bear out of a trap is great video. The bear sleeping in the trap is a 
great photo. 
n Sights and sounds translate well in video but not so well in 

print. Tell the readers what the rushing river sounds like. They can 
hear it in video, but they can’t hear it in print. Write your story well 
enough for readers to hear the river through your words. 

The true power of putting video on paper comes from being 
able to cross mediums and write for the masses in multiple ways. 
Prettyman and I are multi-media storytellers and in today’s world 
that means mastering all mediums, not just guarding the one you’re 
good at. n

Putting video on paper

And putting paper on video

For more than two decades I’ve 
watched my OWAA colleagues 
in the television world produce 

amazing work. 
I’ve done many similar pieces in print for 

the Salt Lake Tribune or for freelance as-
signments, but I have always found myself 
a little jealous about the ability of video to 
connect with people in ways print cannot. 

As it turns out, watching my friends for 
all those years helped prepare me for an 
eventual debut in front of the camera. 

The newspaper world, as everyone 
knows, changed dramatically with the birth 
of the Internet. I soon realized it was my 

chance to add video to my outdoors cover-
age for the Tribune.

I was as green as they come on camera, 
but my experience in Utah, the West and the 
country — thanks to OWAA conferences — 
helped when I pushed record.

Confidence gained from years of form-
ing relationships with sources gave me 
the courage to lead my newspaper into the 
video world.

A partnership between my newspaper 
and the state wildlife agency led to more 
than 40 wildlife-related videos the paper 
and agencies posted to their Youtube chan-
nels. 

The agency wanted video coverage of 
their efforts posted on their own site and 
needed someone to help nervous wildlife 

biologists through complex interviews.
I was looking to make myself more valu-

able in the ever-changing world of newspa-
pers by adding video to my resume, and I 
knew the Tribune did not have the resources 
to do the quality of production viewers 
expect these days.

The videos were spotted by the director 
of production for the Salt Lake City affiliate 
of the PBS. 

A partnership between the Tribune and 
KUED-Channel 7 allowed me to produce 
stories for the paper while shooting “The 
Utah Bucket List.” The stories, photo gal-
leries and short videos produced by KUED  
did well on the Tribune’s website, and the 
hour-long program was shown during the 
KUED pledge drive in 2013. 

BY BRETT PRETTYMAN
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I was excited to enter the EIC television category for the first 
time in 2014 and thrilled to take second place in the outdoor fun 
and adventure category. My placing was the first time the Tribune 
has ever won a national award for television and my editors were 
ecstatic.

I was more content to poke fun at Kris Millgate for letting a 
newspaper guy beat her at TV and start talking trash with Lisa Bal-
lard about taking the No. 1 spot from her next year.

Millgate and Ballard, being great sports and good friends, offered 
some advice after they watched my show. I have high hopes that 
applying their tips to recording “The Utah Bucket List 2” will carry 
my 2015 entry to the top at OWAA’s conference in Knoxville, Ten-
nessee in June. 

How to put paper on video
n Do your homework. Know the topic and share that knowl-

edge not only with the viewers, but with the people being inter-

viewed. Don’t, however, pretend to be an expert. 
n Millgate suggested I talk to myself. I was reluctant to appear 

as loony as she does sometimes, but her on-camera presence is so 
strong I had to at least try. It worked.
n Have fun and be yourself. Viewers can tell when you are 

putting on a fake identity. n

Brett Prettyman has been a member of OWAA since 1992 
and an outdoor writer at the Salt Lake Tribune since 
1990. He is currently serving as the second vice president 
of OWAA and busy planning the 2015 OWAA annual 
conference June 26-28 in Knoxville.

We’ve all been there. It’s ice 
fishing season. Again. You 
know you need to cover it 

somehow, but you’ve already written about 
the 12-year old with the biggest fish, the 
family that goes to the fishing derby every 
year and tips for staying safe. Sometimes 
it feels like it’s not possible to find a new 
angle.

Covering a seasonal topic like ice fishing, 
or an event like a snowmobile hill climb, 
doesn’t have to be reminiscent of “Ground-
hog Day.” 

A couple of years ago, I needed to write 
about a major ice fishing tournament — 
again. I’d covered most of the obvious 
angles already. Simply covering the event 
would have been fine, but I needed to do 
something different for my own sanity. So 
I decided to write about all of those ice 
fishing huts – which sometimes look more 
like houses – and tips for finding the perfect 
one. I toured huts I never knew existed and 
learned even more about the people inside. 
A breakout on the derby with results and 
photos allowed me to still cover the event. 

Finding a new angle on these events we 
cover every year keeps your readers and 
editors interested, but it also keeps you 
inspired. 

The following are a few ideas and tricks 
I’ve found for finding new ways to cover 
annual events and topics. 

n Read other writers: You don’t need 
to reinvent the wheel. Sometimes good 
ideas are right in front of you. Read maga-
zines and newspapers to look for inspiration 
on how others covered similar situations. If 
someone found a clever way to write about 
a climbing festival, the basic method could 
apply to a mountain bike race or shooting 
competition. 
n Break it up: Not every story needs 

an exhaustive 1,200 words. If you find the 
right narrative, or the topic is controversial, 
then by all means, expand. But sometimes 
it’s easier to think about your event in 
pieces. Find a handful of different charac-
ters and ask them each similar questions. 
Your story will be quick and fun to read 
while still being informative.  
n Do your homework: Showing up 

the day shed hunting opens on an elk refuge 
or the last day of ski season and working 
a crowd can result in a good story. It also 
can end with dozens of interviews you may 
or may not need. Plan in advance and call 
event organizers or your sources to see if 
they have heard of interesting stories. You 
don’t have to be intimately familiar with 
every outdoors topic, as long as you have 
good sources who are. 
n Character is key: Many topics 

can be told through the lens of an interest-
ing character. When turkey season starts, 
find the guy who’s traveled across North 
America hunting every species and subspe-
cies. At the beginning of hunting season, 
ride along with the most seasoned warden in 

your state. 
n Mix tips with characters: Use a 

compelling person to teach your readers 
about his or her passion. Tired of writing 
about how another Joe or Susie caught the 
new state record crappie or walleye? Ask 
Joe or Susie to take you fishing. The state 
record fishing story will be better as Joe or 
Susie talk on the water, and you can offer 
useful information from someone who 
knows.
n Think visually: Sometimes the best 

new angle is to scrap the idea of a tradi-
tional format. Instead of pitching a series of 
tips on staying safe in bear country, propose 
writing a choose-your-own-adventure maze. 
This requires the help of an illustrator, but 
the payoff is big. Readers absorb more in-
formation when they have to make choices. 
It looks snappy. And in the end, it’s an 
entertaining change of pace for you. 
n Be curious: How does one train for 

that event? What is that piece of gear and 
why do you use it? Remember: If you are 
interested, chances are your readers will be 
too. n

BY CHRISTINE PETERSON

Keep annual event coverage fresh

As the outdoor writer for the 
Casper Star Tribune Christine 
Peterson has spent the past 
four years tracking wolves, 
camping with Peruvian shep-
herds and catching any fish 
that will bite. When she’s not 
chasing stories, she can be 
found running or wrangling 
her 2-year-old Labrador.

Craft Improvement
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2015 Discounts and Deals

Bushnell’s VIP program is available 
to OWAA members. The VIP program 
is available online at www.bushnell.
com/vipprogram. Each VIP order 
requires a unique redemption code, so 
please contact Mike Capps, mcapps@
howardcommunications.com, 573-898-
3422, to obtain a code or if you have 
any questions.

OWAA members can buy Coleman 
Company Inc. products at www.
coleman.com/owpp and use password 
9WPP5 for a 35 percent discount with 
free shipping on orders more than $200. 
There are no discounts on previous sale 
items, parts or gift cards.

The media discount for Cortland Line 
Company products gives OWAA mem-
bers 50 percent off retail prices. Email 
Brooks Robinson at info@cortlandline.
com to request your media discount 
form and order form.

OWAA members get 20 percent off 
their order with Crosman Corporation 
using the coupon code “OWAATHX” at 
checkout. Some restrictions may apply, 
including on Custom Shop, ProPicks 
and new releases.

Environ-Metal Inc., makers of non-
toxic shot developed to replace steel in 
waterfowl hunting, offers a discount on 
the entire family of HEVI-Shot prod-
ucts. The company ships in full cases 

only and will pick up the freight for 
you. They accept all major credit cards. 
To purchase under this special promo-
tion, register an account at http://www.
hevishot.com/writer using the invite 
code “OWAA2014” and then you can 
order via their secure online ordering 
portal.

OWAA members can purchase rods 
from G. Loomis Inc. at 50 percent off 
list price. Pre-payment by credit card is 
required. To complete your purchase, 
you must provide credit card informa-
tion, its security code and ship-to and 
bill-to addresses. To take advantage of 
this offer, contact Bruce Holt at holt@
gloomis.com or call 1-800-662-8818, 
ext. 231.

For Hunt’s Photo & Video discounts, 
contact George Trickel, 781-462-2340, 
gtrickel@wbhunt.com. Watch for their 
direct mail and email specials through-
out the year, or visit the Hunt’s blog 
at www.wbhunt.com/blog for product 
reviews and latest news.

L.L.Bean is pleased to offer OWAA 
members a discount of up to 20 percent 
on all sporting goods, apparel and 
footwear (not included are items from 
the home, travel or kids catalogs). To 
receive the discount, members can call 
800-458-3058, ext. 38136 (M-F only) 
and identify themselves as OWAA 
members. The discount is not available 

online or at L.L.Bean retail or factory 
stores and is intended for individual 
OWAA member’s use only.

Martin Flory Group’s public relations 
services include a variety of manufac-
turers in the outdoors market. Many of 
these companies work with writers on 
discounts and product review projects. 
For a complete list of clients, go to 
www.martinflory.com and then contact 
Martin Flory Group about your specific 
projects at news@martinflory.com or 
847-662-9070.

Mepps and Mister Twister (Shel-
don’s Inc.) offers a 50 percent writer’s 
discount on all lures and lure kits. For 
more information, contact Kurt Mazu-
rek, 800-237-9877.

MyTopo, A Trimble Company, is 
pleased to provide OWAA members 
with free products for evaluation or 
discounted products for personal use. 
MyTopo’s suite of products includes 
SD Cards with topographic maps plus 
private land data for smart phones; 
professional GIS mapping software 
- Terrain Navigator Pro, a suite of 
mapping apps for hunting, fishing and 
general outdoor use; subscription-based 
mapping services for desktop and tab-
lets; and a wide array of map products 
the company prints and ships within 24 
hours, including:
 • USGS topographic maps sold via the 

Member discounts and deals
Check out the 2015 courtesy discounts offered by OWAA Supporting Groups, Agencies and Businesses

Supporting group access to OWAA is open to groups, agencies and businesses with an interest in the outdoor field and 
a desire to support OWAA programs — for expanded public information on outdoor recreation and conservation, 
professional craft improvement and recognition of outdoor writing as a specialized field.

Traditionally, many OWAA supporters have extended courtesy discounts to OWAA members to help build relationships with 
individual members, allowing for increased access to products and services. This past fall, OWAA headquarters staff contact-
ed supporters and compiled a list of courtesy discounts. This list is posted in the members-only section of www.owaa.org.

If you offer a benefit or discount to members that is not included on this list, please contact OWAA headquaters at  
membership@owaa.org or 406-728-7434. 

n n n
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2015 Discounts and Deals

traditional USGS quad or custom-cen-
tered in any place in the U.S. or Canada
• USDA aerial imagery custom-cen-
tered in the U.S. 
• Digital Globe premium satellite 
imagery for the U.S. and Canada
• Eastern Public Land maps pre-
centered and outlined for WMAs and 
federal, state and local public land areas
• Game Management Unit maps for 
the Western U.S. 
• Game Management Unit boundary 
overlay for USGS topographic maps or 
aerial imagery maps
• Maps with option to overlay U.S. 
Forest Service roads, snowmobile trails, 
lake contours and public land  
boundaries. 
In 2014, MyTopo has added the option 
to add parcel boundaries and property 
ownership names on its custom-de-
signed topographic and aerial imagery 
maps. For more than a decade, MyTopo 
has generously provided one compli-
mentary map a year to every OWAA 
member. Use the promotional code 
“OWAA” during checkout at www.
mytopo.com to order your free map at 
the company’s website, www.mytopo.
com, or contact Paige Darden at paige@
mytopo.com, or 877-587-9004 to take 
advantage of this offer.

PhotoShelter is pleased to offer a dis-
count to OWAA members on both stan-
dard and pro annual accounts at www.
photoshelter.com. OWAA members can 
save $55 per year on standard accounts 
and $70 per year on pro accounts us-
ing the promo code “OWAA_2014.” 
PhotoShelter is the leader in photogra-
phy portfolio websites. Their websites 
are different because they’re packed 
with powerful tools that make doing 
business easier and help photographers 
generate more income from their work. 
More than 70,000 professional and 
serious amateur photographers around 
the world use their complete solution to 
display, market, sell, deliver and man-
age their photography online.

Porta-Bote Folding Boats offers 
OWAA writers a 50 percent discount 
and free delivery to the lower 48 states 

for their unique line of folding boats. 
Available in 8, 10, 12 and 14-foot 
lengths. All fold to 4 inches flat. Colors 
include olive drab, aluminum and pa-
cific pearl. This includes the brand new 
ALPHA 1 Series with newly patented 
folding transom. For more informa-
tion, call 800-227-8882 or email info@
portaboat.com. Porta-Bote folding boats 
has also been awarded a sales franchise 
by Suzuki Outboard Engines. This 
means they can offer very low OWAA 
prices to writers for these outboards up 
to 30hp.

Seaguar has extended their VIP pro-
gram to OWAA members. Seaguar’s 
VIP program entitles you to purchase 
Seaguar products directly at a discount-
ed price. These products must be for 
your own personal use. Send an email 
to info@seaguar.com with the subject 
line “Seaguar VIP Request — OWAA 
Member.” A Seaguar VIP rep will then 
contact you to verify your member-
ship and provide you the instructions 
to register. Once you’re registered you 
can begin purchasing Seaguar products 
and dream of the big ones that won’t get 
away. Whether you are battling a blue 
fin tuna or a perch, Seaguar has the best 
lines and leaders to fit your needs.

SportDOG Brand offers a purchase 
program through which OWAA 
members can purchase any desired 
SportDOG Brand dog training products 
at a substantial discount. They do not 
publish an outdoor writers’ price list; 
however, if a member would like to 
obtain price quotes or place an order, 

simply contact Josh Mitchell at  
jmitchell@sportdog.com.

OWAA has joined the Staples Advan-
tage Premium program so you get some 
great cost-saving benefits including free 
next business day delivery, 3 percent off 
orders over $250, $29.99 cases of copy 
paper (sku # 324791) and more. The 
OWAA master account is all set up and 
you can take advantage of these savings 
now. Just contact Lauren Hemphill at 
lauren.hemphill@staples.com to set up 
your shipping and billing profiles and 
start saving money.

Suzuki Marine (Outboard Motors) 
offers discounts to OWAA members in 
the continental U.S. and Alaska. There 
are many variables with motor size, 
rigging parts, labor and location to print 
the actual discount amount. Contact 
Dean Corbisier, dcorbisier@suz.com, 
714-996-7040, ext. 2234, with your 
needs and together we can work out a 
solution.

Join the Orvis Company Inc. “Orvis 
Friends in the Field” program designed 
to provide professionals in the outdoor 
industry access to the best fly-fishing 
and wing shooting products offered by 
Orvis. To register, go to www.orvis.
com/OFF and enter “OWAA” in the 
sponsor field.

Wrangler ProGear/Wrangler Rugged 
Wear offers a 50 percent discount for 
apparel to OWAA members, to support 
their work in the great outdoors. For 
test-and-review and other gear-oriented 
articles, there is generally no charge. 
Request the written policy from Ben 
Elliott, 336-332-3431, Ben_Elliott@
vfc.com.

Yo-Zuri Inc. is pleased to offer OWAA 
members dealer pricing on all products 
that they offer in the U.S. — a substan-
tial savings over retail pricing. For price 
inquiries and orders, please contact 
the sales department, 772-336-2280, 
sales@yo-zuri.com. n

Additional discounts are 
being added all the time! 
Be sure to check out the 
members-only section of 
the OWAA website at www.
owaa.org/members-area for 
member discounts including 
car rentals, hotel accomoda-
tions and health insurance.
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Portfolio
 By  Ann and Rob Simpson

A black-tailed trainbearer hummingbird flies near flowers in Ecuador. Black-tailed trainbearers sport long streamer-like tail feathers up to 10-inches long.

Iridescent blue morpho butterflies typify the colors of  the rainforest experience in Ecuador. A green-crowned woodnymph hummingbird feeds at a flower in Ecuador. 

(Right) Even though the flightless cormorant lacks the ability to fly, its skills in the water are 
unsurpassed. The flightless cormorant is endemic to the Galapagos Islands.
(Above) The garishly decorated clown of  the crustacean world, a Sally Lightfoot crab, tiptoes 
nimbly across the jagged lava rocks on Galapagos Island shores.



www.owaa.org/ou  OUTDOORS UNLIMITED  17

Famous for spectacular granite peaks, Torres del Paine National Park is one of  the most visited parks in Chile. The park was designated a World Biosphere Reserve by UNESCO in 1978.

Sea lions lounge on a beach in Patagonia. Patagonia is a place known for its wildlife as 
well as scenery.

Measurements show more than 90 percent of  Patagonian icefields and glaciers shrank 
between 1870 and 2011 with the fastest changes from 2001 to 2011.

(Far left) A threatened species, Magellanic penguins breed in 
coastal Chile, Argentina and the Falkland Islands.

(Center) Along with llamas, guanacos are members of  the cam-
el family and roam the wilds of  Torres del Paine in Patagonia.

(Above) In Torres del Paine National Park in Chile, icebergs from 
Grey Glacier form natural ice sculptures. The icebergs appear 
a deep blue due to the long path that internal reflected light 
takes through the compressed ice crystals.
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Bookshelf

Today’s Deer Hunting Handbook
By Robert Amendola; Acclaim Press; 

soft cover; 285 pp; 140 illustrations; 
$19.95.

In the breast of every hunter beats the 
heart and never-ending desire to match 
their knowledge and skill against the 
master of the woodland, the whitetail deer. 
“Today’s Deer Hunting Handbook” is the 
first book to cover all aspects of hunt-
ing the whitetail deer from A to Z. Each 
chapter is packed with facts and proven 
techniques for the novice as well as the experienced hunter. Within 
its pages, you will discover how to consistently locate whitetail 
deer, track their feeding, bedding and traveling routes, select the 
best stand location and understand what it really takes to become a 
superior whitetail deer hunter. 

Downstream: Reflections on Brook Trout, Fly Fishing, 
and the Waters of Appalachia

By  Matthew T. Dickerson and David 
O’Hara; Cascade Book; E-book and soft-
cover; 146 pp; $18.

“Downstream: Reflections on Brook 
Trout, Fly Fishing, and the Waters of Ap-
palachia” is a mosaic combining nature 
writing, fly-fishing narrative, memoir, 
and philosophical and spiritual inquiry. 
Fly-fishing narratives and fragments of 
memoir provide the narrative arc for ex-
ploring relationships between humans and 
rivers, and the ways in which our attitudes 
and philosophies impact our practices and the waters we depend on 
for life. While each stone in this mosaic is worth a close look in its 
own right, seen from a distance the book offers a broader picture 
of the cold mountain waters of Appalachia and their famous native 
fish: the brook trout.

Mount Misery
By Angelo Peluso; Skyhorse Publish-

ing; E-book, audio book and softcover; 
227 pp.; starting at $10.49.
“The first time the creatures tasted human 
blood, their savagery went undetected.”  
Thus begins Mount Misery, a science-
fiction horror tale by writer Angelo 
Peluso. Located on the Long Island Sound, 
random attacks by unknown creatures are 
terrorizing local residents. Marine biolo-
gist Katie DiNardo and ichthyologist Nick 
Tanner have seen the damage caused 
by their mystery creatures but are at a 
complete loss as to the attacking species. All they know is that they 
need to get to the bottom of this . . . and fast. 

Nature Guide to Yosemite National Park
By Ann and Rob Simpson; Falcon Guides, an imprint of Row-

man & Littlefield, falcon.com; paperback; 
240 pp; 284 color photographs; $16.95.

Biologists, photographers and writers, 
Ann and Rob Simpson have added another 
book to their unique series of nature guides 
for the national parks. “Nature Guide to 
Yosemite National Park” is filled with user-
friendly descriptions, quick identification 
aids and color pictures of over 200 of the 
most commonly seen plants, animals, birds, 
insects and other organisms. Small enough 
to toss in a backpack, the book is packed 
with information to help Yosemite’s 4 mil-
lion visitors learn about, and enjoy, their 
outdoor experience, including suggested nature hikes and wildlife 
viewing areas, charts for driving times and elevations, visitor ser-
vices, maps and photo tips. n

BOOKSHELF

otherwise junk images, and still export 
JEPGs up to 2560 × 1707 pixels at any time, 
again without the master attached. 

Be forewarned though, that converting 
to DNG and creating smart previews can be 
a lengthy process, so it’s not a good option 
when you need to deliver images in a hurry. 
RAW files also force me to carry a larger 

compact flash than I might otherwise need 
(32GB), one that is UDMA-certified to as-
sure it can keep up with the rate my camera 
can dish RAW files out. I only recall a hand-
ful of times where I actually noticed my 7D 
buffering even after a long burst, and then 
only for a second or two.

So maybe I’m a pixel snob, but to me, 
the satisfaction of the total clarity and added 
malleability is worth the extra trouble and 
heft of RAW.  n

RAW
CONTINUED FROM PAGE 9

Paul Queneau is the editor for 
Bugle magazine at the Rocky 
Mountain Elk Foundation 
in Missoula, Montana. He is 
also a freelance writer and 
photographer with credits in 
Outdoor Life, Montana Quar-
terly and other publications.
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Supporter Spotlights

WELCOME TO OWAA

Ken Keffer was raised in Wyoming, and he’s worked as an environmental educator and research biologist through-
out the country from Alaska to Maryland and New Mexico to Ohio. He is now based in Milwaukee, Wisconsin. As a 
freelancer, Keffer regularly contributes to Birds & Blooms and other publications. An award winning author, Keffer 
has co-authored numerous books focused on getting kids and families outside including the National Outdoor Book 
Award winning “The Kids’ Outdoor Adventure Book: 448 Great Things to Do in Nature Before You Grow Up.” Kef-
fer was the recipient of the OWAA’s 2014 John Madson Fellowship. Learn more about Ken and his writing at www.
destinationnature.net.

Retired after 45 years in news, talk, and sports radio, Brian Jennings still consults for some large stations around the 
nation, but his main focus is using his media skills to help advance conservation ethics for public lands, waters and 
wildlife. He produces and narrates conservation videos and podcasts and authors print content for numerous publi-
cations. He enjoyed more than a decade as national vice president of programming for a large broadcast company 
which held over 240 radio stations nationwide. After leaving those front lines of broadcasting, he found his way 
home to the front lines of the outdoors and back to his roots.

Joseph Albanese has spent the last 10 years in the natural resource field. He worked for many federal and state agen-
cies in his career, including the U.S. Fish and Wildlife Service in Alaska. He has also spent time with the Freshwater 
Fisheries Unit of the New York State Department of Environmental Conservation. He was the technician responsible 
for ridding New York City’s Central Park of rabies during his tenure with the USDA’s Wildlife Services division. He 
regards the summer that he went 27 days without touching dry land, and 39 days without showering, among the high-
lights of his vocation. Recently he has started detailing his experiences through pen and camera, with stories featured 
in Outdoor Life and Field & Stream. He has pieces coming out in Eastern Fly Fishing, Saltwater Sportsman, The Fly 
Fishing Journal, as well as other outdoor magazines. You can reach him at www.josephjalbanese.com.

Jeff Helsdon has more than 20 years experience as a writer and photographer. He is currently the turkey hunting 
editor and senior reporter for Ontario Out of Doors magazine and a field editor for Ruffed Grouse magazine. Helsdon 
has written for newspapers, Great Lakes Angler, Ducks Unlimited Conservator, Delta Waterfowl Report, NRA’s web 
site and several other publications. Over the years, Helsdon has won several awards for his writing and photography. 
Helsdon calls the turkey-rich woods of southwestern Ontario home. He has hunted turkeys in two Canadian provinces 
and several states. Helsdon completed a Canadian slam of turkey hunting, bagging eastern birds and a Merriam’s in 
Western Canada. When he’s not turkey hunting, he enjoys fishing with his family, especially on Lake Erie and hunting 
for upland game, waterfowl and deer.

Veteran outdoor journalist Dan A. Nelson is editor of Gearinstitute.com, as well as a regular contributor to several 
national publications. Nelson left his general news beat at the Pierce County Herald and Tacoma News Tribune 
to work as an outdoor journalist in 1991 as editor of Northwest Trails magazine, where he would spend up to 159 
nights per year in a tent while “conducting research” in the wilderness. Over the past 23 years, Nelson has written for 
Men’s Journal, Backpacker, Outside, National Geographic Adventure, USA Today, CNN, The Seattle Times, Outdoor 
Retailer, Elevation Outdoors and other publications. He wrote a gear review column for the Seattle Times Outdoors 
from 1994 until 2011 and continues to provide outdoor feature coverage for the Times. He has authored a dozen 
guidebooks and launched a number of popular guidebook series with the Mountaineers Books, including the “Best 
Hikes with Dogs” series. He began working with the Gear Institute as a fly-fishing rod and reel test director in 2012.
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2015 Conference Preview: Knoxville, Tennessee

OWAA’s annual conference: Knoxville, Tennessee, June 26-28, 2015

Come early, stay late
For pre- and post-conference trips

OWAA’s conference attendees can 
get on the water for a discounted rate 
of $30 per person plus tax, with Smoky 
Mountain Outdoors. The company fea-
tures mild and wild rafting trips on the 
Pigeon River in the heart of the Great 
Smoky Mountains. Trips run every half 
hour from 11 a.m. to 5 p.m. Tuesdays, 
Wednesdays, Thursdays and Saturdays. 
OWAA’s special rate is available June 
24-30 and only with advance reserva-
tions. Make sure you mention OWAA 
when you call 800-771-7238 to make 
your reservation. For more information 
www.smokymountainrafting.com.  
Photos courtesy Visit Knoxville.

Fish the South Holston River and enjoy a 
management presentation by a Tennessee Wild-
life Resources Agency fisheries biologist June 
24. Bring a lunch, fishing equipment, waders 
and a Tennessee fishing license and trout stamp. 
The complimentary trip leaves the hotel at 9 
a.m. The Tennessee Valley Authority is provid-
ing  transportation, and you’ll be back around 
6 p.m. The trip is limited to 36 participants. 
Check http://owaa.org/2015conference/pre-
post-conference-trips/ for sign-up information.

If you want a personalized fishing experience 
check out a list of the area’s guides at http://
www.flyfishingguidedirectory.com/Tennessee.
html. But be sure to book soon. The fishing is 
excellent in June and trips are filling up fast. 

Canoe the Clinch River or Little Tennes-
see River to view and learn about its diverse 
aquatic species. The Tennessee Valley Author-
ity hosts this excursion, which will highlight 
the biodiversity of the Tennessee River Wa-
tershed, home to more freshwater species than 
anywhere else in North America. You’ll get a 
chance to canoe or wade in the river with biolo-
gists looking at colorful fish and mussels while 
learning about their distribution, life cycles and 
importance to the river ecosystem.

Transportation is provided by the Tennes-
see Valley Authority. The trip leaves the host 
hotel at 9 a.m. June 29. Visit http://owaa.
org/2015conference/pre-post-conference-trips/ 
for sign-up information.

More trips online
Visit Knoxville invites 

attendees to experience other 
outdoor adventures. Activi-
ties will be led by a profes-
sional guide and require 
pre-registration. For the lat-
est information on these and 
all pre- and post-conference 
trips, including times, dates 
and registration visit http://
owaa.org/2015conference/
pre-post-conference-trips/.

Hunting
The Legacy Parks Foun-

dation will work with Ten-
nessee Wildlife Resources 
Agency to allow a special 
hunting day for the group at 
Forks of the River Wildlife 
Management Area. Forks of 
the River features 650-acres 
of both big and small game 
opportunities. 

Paddling
Heading upriver from 

downtown to the conflu-
ence of the French Broad 
and Holston Rivers to the 
headwaters of the Tennes-
see River offers a unique 
perspective of Knoxville. 
This mild, three-mile paddle 
passes through farmland 
and preserved forest. Meads 
Quarry, an obsolete marble 
and gravel quarry, provides 
the perfect location to enjoy 
a relaxing paddle or try stand 
up paddleboarding. 
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2015 Conference Preview: Knoxville, Tennessee

OWAA’s annual conference: Knoxville, Tennessee, June 26-28, 2015

Back in the 1980s and 90s many of 
the world’s best outdoor pho-
tographers took part in OWAA’s 

Photo Scavenger Hunt Contest during the 
annual conference. The results were spec-
tacular. Attendees lined up early at registra-
tion to sign up and received a list of subjects 
they had to capture at conference, each in a 
single photo, to be shown at a public session 
accompanied by judges’ commentary. The 
slide show of submissions was among the 
mostly anticipated and attended activities at 
conference.

We used color slide film at the time and 
entrants captured 10 instead of the current 
five subjects. The first 10 shots on your roll 
comprised your submission, and with only 
one attempt at each assignment it was a high 
pressure environment. No do-overs meant 
there were some remarkable failures, but the 
majority of photographs were excellent and 
the competition was keen.

Judging the contest was both an honor 
and a burden. At our 1985 conference in 
Phoenix, the late Ed Park and I stayed up all 
night judging entrants and made the presen-
tation without sleeping at all. 

In the early days the more pedestrian 
photographers among us could not hope 

to place high enough to win prizes that 
included gear, sometimes worth thousands 
of dollars. Still, we entered every year just 
to learn at the feet of the masters. Not only 
was it educational seeing the professionals’ 
work, but hearing the judges’ commentary 
was like listening to an advanced photog-
raphy course. With their assistance some of 
us began to improve enough to occasionally 
place in the top tier. Not me. Still languish-
ing among the bottom-dwellers, I shifted 
my focus, if you will, to taking crazy pic-
tures that would make people laugh. 

It’s fun setting up weird photos, especial-
ly when your models include made-for-the-
camera hams like Bill Monroe, Chris Hunt 
and Mark Freeman, but I have to tell you, 
it’s no way to win prizes. 

The Photo Scavenger Hunt Contest has 
fallen on hard times in recent years. Partici-
pation dwindled, prizes shrank and fewer 
people watched the presentation. But this 
year in Knoxville, Tennessee, we are revi-
talizing the contest. Many of OWAA’s best 
photographers are taking part, guarantee-
ing a presentation of entries worth seeing. 
Simplified assignments mean participants 
won’t need to dedicate as much time to find-
ing subjects and they won’t need a car to 
compete. You’ll be able to check at least one 
subject off the list at the combined Shooting 
and Demo Day.

The presentation of photos, along with 
the judge’s comments, won’t compete with 
any other conference sessions. So make 
sure to sign up when you fill out your early 
registration form for conference. There’s a 
limited number of spaces and this year we 
know those spots will go fast.

We’re also adding a new, and separate, 
all-comers contest challenging participants 
to capture the essence of the conference in 
a single photo or 15-second video. Those 
entries will be shared with members before 
the final banquet.

Photographers of all abilities are encour-
aged to compete in this contest and the 
scavenger hunt. Those who never wield a 
camera should still attend the presentations. 
While creativity is encouraged, the basic 
photographic tenets of composition, lighting 
and focus are paramount. It’s a free lesson 
in advanced photographic techniques with 
the added benefit of prizes. n

Pat Wray is a former Marine 
helicopter pilot, an Or-
egon Department of Fish 
and Wildlife information 
supervisor and for 20 years, a 
full-time freelance writer and 
photographer.  He’s been an 
OWAA member for 30 years 
and served on the board twice 
and on all but one OWAA 
committee.  

Photo scavenger hunt revitalized

BY PAT WRAY

Photo by Lisa Ballard. Photo by Pat Wray. Photo by Pat Wray. Photo by Colleen Miniuk-Sperry.



22  OUTDOORS UNLIMITED February/March 2015

2015 Conference Preview: Knoxville, Tennessee

When it comes to hiking around 
Knoxville, Tennessee, Johnny 
Molloy wrote the book. Actu-

ally, he's written three of them: “Five Star 
Trails: Knoxville,” “50 Hikes on Tennes-
see’s Cumberland Plateau,” and “Top Trails: 
Great Smoky Mountains National Park.”

And that may seem a bit paltry compared 
to the whopping 56 total outdoor guide-
books he’s penned through the years. Still, 
East Tennessee is his home, the University 
of Tennessee is his school (Go Vols!), and 
the Smoky Mountains and Cumberland 
Plateau are his playground. There’s no bet-
ter authority for hiking near Knoxville than 
Molloy. I caught up with him to talk trails in 
the area and what hiking enthusiasts headed 
to OWAA’s 2015 conference should know. 
Here’s what he said:

JPD: What makes hiking in this area 
special?

JM: Geographically speaking, Knox-
ville couldn't be better situated for offering 
a variety of terrain and trails on which to 
trek. Centered at the bottom of the Tennes-
see River Valley, Knoxville is flanked to the 
east by the crest of the Southern Appala-
chians and to the west by the Cumberland 
Plateau. The Great Smoky Mountains rise 
within sight of Knoxville. 

Most of the trailheads on the Tennessee 
side of the Smokies are within an hour's 
drive of Knoxville, so it is only natural that 
area residents flock to this national park. 
The Smokies set the stage for hikers and are 
the seed for developing a hiking community 
in the heart of East Tennessee, but there are 
many more places for a trail treader to trod 
than that magnificent park. 

The Cumberland Plateau rises to the west 
of the Tennessee Valley. The Plateau, as it 
is known in these parts, offers distinctly dif-
ferent terrain with correspondingly different 
hiking experiences. Here you have water 
carved gorges slicing through this elevated 

table of land, exposing rock walls, creating 
rock houses, sheer bluffs and other geo-
logical features that complement the green 
expanse of the Smokies. 

And then there is the ridge and valley 
country north of town, a sort of blending of 
the Plateau and the high ranges to the east. 
Here you have places like Norris Dam State 
Park, where narrow hollows are flanked by 
tightly packed ridges (imagine a rumpled 
carpet), never particularly high, but none-
theless creating an attractive landscape over 
which to walk. 

The Tennessee River Valley is no flatland 
itself. Knoxville is a hilly town. And with 
citizens interested in hiking it is only natural 
that trails and greenways aplenty have been 
created in the greater metropolitan area that 
make going out on a walk even more conve-
nient. Trekking in the Tennessee Valley adds 
one more spice to the entrée of offerings in 
addition to the Smokies and the Cumber-
land Plateau.

JPD: How would you describe the 
scenery people will see on the trails?

JM: Hiking in Knoxville can mean 
a ramble through the wilds of the Great 
Smokies, a trip to a geological formation on 
the Cumberland Plateau, a walk in the deep 
dark hollows of the ridge and valley country 
or a quick escape on a greenway near town. 

To our south we have the largest tract of 
wilderness in the eastern United States — 
the Great Smoky Mountains National Park. 
Over 900 miles of trails lace this crown 
jewel of the Southern Appalachians. You 
will learn to love the trails in the vast moun-
tain lands that lie within the sublime and 
primitive Cherokee National Forest, much 
within an easy drive of Knoxville. 

The geologically fascinating Cumberland 
Plateau rises to the west — hike your way 
past rushing rivers, deep gorges, wild water-
falls and other rock features. Hikes stretch 
in all directions, from the rugged splendor 
of Frozen Head rising to our west, to the 
lakeside Big Ridge State Park lying north, 
to view-laden Panther Creek State Park in 
the east, to historic Fort Loudon State Park 
in the south.

Hit the Tennessee trails
OWAA’s annual conference: Knoxville, Tennessee, June 26-28, 2015

BY JENNIFER PHARR  
DAVIS

Frozen Head State Park near Knoxville, Tennessee, offers trails that will take you by two waterfalls. There’s hiking for all 
abilities near Knoxville. Photo courtesy Johnny Molloy.
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Five must-hit hikes near Knoxville
Fort Loudoun State Historic Area

Make a 3.4-mile loop on a water-encircled peninsula at 
this site of an 18th century English fort located less than hour 
from Knoxville. First, travel hilly woods overlooking Tellico 
Lake. The trail then winds through open meadows before 
returning waterside. A climb leads to rewarding overlooks of 
the Southern Appalachians. After your hike, incorporate a visit 
to the park museum and fort.

Frozen Head State Park: Emory Gap Falls and DeBord 
Falls

This 2.8 mile out-and-back hike in mountainous Frozen 
Head State Park located about an hour from Knoxville, leads 
to two named cascades as it explores a rugged valley carved 
from the highest terrain on the entire Cumberland Plateau. 
The hiking is easier than you may guess as it follows an old 
roadbed most of its distance. Traveling along North Prong Flat 
Fork stream, the hike enters a wildflower-laden valley to reach 
DeBord Falls, which is complemented with a shaded pool. 
The ascent sharpens upon joining Emory Gap trail where Em-
ory Gap Falls drops over a stone lip framed by a rockhouse. 

Cumberland Trail above LaFollette
This is one spectacular hike. Follow the Cumberland Trail 

as it leaves the town of LaFollette, located about 40 miles 
north of Knoxville, then climbs the slope of Cumberland 
Mountain. You will join a knife-edge ridge with protruding 
spine-like outcrops that offer expansive vistas. Peer upon 
LaFollette below and southward to the Smoky Mountains and 
west into the wild Cumberland Plateau, culminating in the 
Powell Valley Overlook. Beyond this vista, come to a back-
country trail shelter, high elevation stream and Window Rock, 
a stone wall with porthole in it. It is 5.6 miles there and back.

Smoky Mountains: Baskins Creek Loop and Spur to 
Baskins Falls

This 6-mile loop, very near Gatlinburg about an hour from 
Knoxville, travels through surprisingly hilly terrain and winds 
amid multiple ecotones to reach Baskins Falls. The route 
returns via Trillium Gap Trail. Auto accessible pioneer home-
steads are passed en route to the trailhead.

Ijams Nature Center in Knoxville
Use a series of trails to make a pair of loops totaling 

3 miles. Leave the worth-a-visit visitor center and raptor 
enclosure, bisecting wooded hills to reach Mead’s Quarry. 
Circle around the lake leftover after marble mining opera-
tions ceased. The circuit makes a big climb above the quarry, 
reaching a pair of overlooks. Head to the Tennessee River. See 
Maude Moore’s Cave; pass by a wildflower rich hillside near 
Otter Island, then climb back to the nature center. 

- Information provided by Johnny Molloy

JPD: OWAA is coming at the end of June. What type of 
clothing should people plan to bring to be prepared?

JM: It depends on where you are headed. Up high, expect highs 
in the low 70s, and cool evenings and mornings. In Knoxville, 
highs will reach the low to mid 80s. Trails on the Cumberland 
Plateau will be somewhere in between. Thunderstorms could pop 
up in the afternoons. I suggest shorts, short sleeve shirt, low-top 
hiking shoes and a jacket for storms or cool conditions in the high 
country.

JPD: What do people need to know, or think about, when 
planning a hike in the area?

JM: Realize with nearly 5,000 feet of elevation variety, condi-
tions will be different depending upon where you go. Also, expect 
traffic on weekends in the Smokies. I suggest going to the Smokies 
during the week and other regions on the weekend. n

Check out the massive white oak tree while hiking at Fort Loudoun State Historic Area.  
Photo courtesy Johnny Molloy.

Jennifer Pharr Davis has logged over 12,000 miles of 
long-distance hiking on six different continents, and she was 
named a 2012 National Geographic Adventurer of the Year. 
She is the owner of Blue Ridge Hiking Company  
(www.blueridgehikingco.com) and the author of five books, 
including her newest title “Called Again.” She lives in 
Asheville, North Carolina, with her husband Brew and their 
daughter Charley.
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Known worldwide for its incredible diversity of plants and 
animals, Great Smoky Mountains National Park is a nature 
lover's — and photographer’s — dream world.

In 1976, the park, which spans more than 800 square miles in the 
southern Appalachian Mountains, was designated an International 
Biosphere Reserve — an honor only given to the world's most important 
biological areas.

 Undisturbed by glaciers that scoured the northern states, the Smokies 
have been a refuge for species many of which are found nowhere else 
in the world. More than 12,000 species of plants and animals have been 
documented within the park boundaries. About 100 species of native 
trees and 1,500 flowering plant species grow here. About 200 species of 
birds, 66 species of mammals, 67 native fish, 39 reptiles and 43 amphib-
ians call the park home. 

Elk, reintroduced to the park in 2001, thrive in Cataloochee Valley 
near the sleepy song-filled town of Maggie Valley. Black bears claim a 
population density of about two per square mile.

And at least 30 different species of salamanders can be found here, 

OWAA’s annual conference: Knoxville, Tennessee, June 26-28, 2015

Photography Section Update

When OWAA’s Photography Section mem-
bers met at last year’s conference in McAl-
len, Texas, we noodled over a variety of 

ideas to help increase participation our group. We cooked 
up a number of improvements to benefit OWAA's shut-
terbugs you’ll see in effect at this year’s conference in 
Knoxville, Tennessee.

To showcase the top-notch work of OWAA photog-
raphers, we’ll feature a “PechaKucha” event during our 
extended photography section meeting in Knoxville.

Popularized in the early 2000s, a PechaKucha event 
features a variety of people presenting their work on dif-
ferent topics. 

Typically, only two rules exist:
The fast-paced presentation include no more than 20 

slides and each is displayed for only 20 seconds, making 
the length of the presentation a quick 6 minutes and 40 
seconds.

No pitching or advertising a product, service, or busi-
ness (including your own) is allowed.

We’re looking for five to 10 photographers to edu-
cate, inspire, inform and entertain next year's conference 
attendees by sharing their work. If you’re interested in 
sharing your latest project, a new photographic technique 
you’re exploring, or an amazing place you’ve visited, 
during a PechaKucha presentation, drop me a line.

We know not all of our section members shoot guns, 
so for those who prefer to shoot only with a camera, 
Shooting Day at conference sometimes equated to a 
half-day of downtime. This year, however, Shooting Day 
and Demo Day are combined.  And, the revitalized Photo 
Scavenger Hunt, which Pat Wray wrote about on page 
21, includes a product and corporate sponsor assignment. 
Your best chance to get the winning shot will be at the 
combined Shooting and Demo Day.

We also recognize the importance of continuous learn-
ing throughout the year — not just at conference. We are 
exploring offering educational and inspirational webinars 
through OWAA. If you have a topic idea or presenter 
suggestion that would feed your soul and your  business, 
please send me or Membership Director Jessica Seitz 
(jseitz@owaa.org) your thoughts.  

See you in Knoxville! n
—  Photography Section Chair Colleen Miniuk-Sperry

csm@cms-photo.com

Get your camera ready
Great Smoky Mountains National Park  

is a photographer’s dream

BY ANN AND ROB SIMPSON

The Great Smoky Mountains formed about 300 million years ago making them among the oldest 
mountains in the world and providing photographers with great scenic opportunities. Photo by Ann 
and Rob Simpson.

CONTINUED ON PAGE 26
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Site Brief Description Notes Miles from Gatlinburg, Tennessee
Gatlinburg, Tennessee From Knoxville you pass through Pigeon 

Forge, home of  Dollywood. Ripley’s Aquari-
um of  the Smokies is worth the stop.

U.S. Route 441 through Gatlinburg can be 
very congested with tourist traffic. Food 
City grocery store, 1219 E Pkwy, is a good 
place to buy picnic goodies.

0 (Note: Gatlinburg is about 1 hour from 
Knoxville via U.S. Route 441)

Roaring Fork* Motor nature trail through rich Appala-
chian forest

Stop at Noah “Bud” Ogle homestead for 
photos.

1 mile; turn at traffic light  No. 8

Sugarlands Visitor Center* Main park visitor center; natural history 
exhibits; ranger programs; drive 3.9 miles 
to Laurel Falls Trail for 2.6 mile moderate 
round-trip hike to a waterfall.

Great Smoky Mountains Association 
bookstore is here and you can purchase 
informative books including “Born Wild 
in the Smokies” and “Smoky Mountain 
Babies” by OWAA members Ann and Rob 
Simpson.

2 miles (5 minutes)

Cades Cove* Eleven-mile, one-way, loop road. Excellent 
wildlife viewing including black bear, 
whitetail deer and turkey. Great bird 
watching too. Historic homes, churches, 
grist mill and visitor center.

Allow at least 2-3 hours; or rent a bicycle 
from Cades Cove Campground. Allow extra 
time for “bear jams”; road opens sunrise 
to sunset except on Wednesdays and Sat-
urdays when road is open only to bicycles 
and foot traffic until 10 a.m.

27 miles (1 hour)

Rich Mountain Road Eight-mile, one-way gravel road through 
forest to Townsend, Tennessee, known as 
the peaceful side of  the Smokies.

Steep and windy road but great scenic 
photo opps.

34 miles (1 ½ hours) north from Cades 
Cove

Cataloochee* Elk and wildlife viewing; historic buildings; 
fishing in Cataloochee Creek for trout — 
state fishing license required. See park 
website at  http://www.nps.gov/grsm/
planyourvisit/fishing.htm.

Narrow, winding gravel road; dawn and 
dusk best time to see elk and other 
wildlife. Consider spending the night in 
the town of  Maggie Valley, North Carolina 
– known for exceptional mountain music 
at the Maggie Valley Opry.

65 miles; (2 hours) Exit I-40 NC exit #20,  
after 0.2 miles, turn right onto Cove Creek 
Road for 11 miles

Newfound Gap Views and lowest drivable pass through 
the park.

Stretch your legs on the Appalachian Trail 
that crosses over Newfound Gap Road.

16 miles (1/2 hour)

Clingmans Dome* Observation tower and the highest point in 
the Smokies at 6,643-feet.  Flame azaleas 
bloom in late June or early July.

Clingmans Dome Road is a 7-mile drive; 
steep but paved hiking trail to tower; great 
views especially at sunrise or sunset; can 
be breezy. Bring a sweater or jacket as 
average high is 63 degrees in June.

23 miles (3/4 hour)

Oconaluftee There is a visitor center, the Mountain 
Farm Museum, and half  a mile away is the 
Mingus Mill.

Historic buildings and  demonstrations. 
Mingus Mill is a working grist mill where 
you can purchase fresh ground cornmeal.

33 miles (1 hour)

Blue Ridge Parkway (South Entrance) 469-mile scenic byway that connects 
Great Smoky Mountains National Park 
at Cherokee, North Carolina to Shenan-
doah National Park at Waynesboro, 
Virginia; Folk Art Center at Milepost 382 
in Asheville, North Carolina; also visit the 
Asheville Botanical Gardens and Western 
North Carolina Nature Center.

Allow at least two to three days for this 
incredible driving experience; hint: rent 
a convertible and let your hair fly in the 
mountain breeze. At Milepost 384 stop at 
the Blue Ridge Parkway Visitor Center.

33 miles (1 hour)

Roan Mountain State Park, TN Incredible display of  Catawba rhodo-
dendrons; Roan Mountain Rhododendron 
Festival is June 20-21, 2015.

Enjoy the annual festival with handmade 
crafts and traditional music, stay in Ban-
ner Elk or Boone, North Carolina and visit 
Grandfather Mountain

136 miles (2 ½ hours)

Photography stops in and near Great Smoky Mountains National Park
By Ann and Rob Simpson  

*not to be missed
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making the Smokies the “Salamander Capital of the World” with 
the most diverse population of salamanders anywhere.

Cades Cove is one of the best places to view wildlife in the 
park. Drive the 11-mile loop road watching for turkey, deer and 
black bear. You can stop and see historic pioneer cabins, barns, and 
churches as well as great displays of southern Appalachian wild-
flowers including 10 species of trillium and many other flowering 
beauties. 

Only about an hour's drive from Knoxville, Tennessee, the 
tourist-filled town of Gatlinburg, Tennessee, is the closest entrance 
to Great Smoky Mountain National Park. Fill up with gasoline 
and stock up on picnic items here, as there are no gas stations and 

limited food and beverage options in the park. 
Plan on arriving the weekend before the OWAA Knoxville 

conference so you can join in the festivities at the Roan Mountain 
Rhododendron Festival and marvel at the pink sea of Catawba rho-
dodendrons in the State Park. 

Wherever and whenever you go, just don’t forget your camera. n

Great Smoky Mountains National Park
CONTINUED FROM PAGE 24

Ann and Rob Simpson have written many books 
and articles on national parks coast to coast that 
promote wise and proper use of natural habitats 
and environmental stewardship. Longtime 
national park advocates, their recent work has 
been centered on providing informative and col-
orful nature guides on the wildlife and wildflow-
ers of the major parks including Shenandoah, 
Blue Ridge Parkway, Rocky Mountain, Yosemite 
and Yellowstone National Parks. You can con-
tact them at annrobsimpson@snphotos.com.

Clockwise from top right: 1. Elk roam the forests and meadows in Cataloochee Valley. 2. With over 2,000 
miles of  streams and rivers the Smokies are renowned for stunning waterfalls. 3. In multiples of  three, 
trillium are characterized by three petals, three sepals and three leaves. 4. An imitator salamander (left) 
closely resembles the red cheeked “Jordan’s” salamander (right). Photos by Ann and Rob Simpson.
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SUPPORTER SPOTLIGHTS

LiteFighter leads when it comes to shelters

Find the road to adventure with MyTopo maps

There’s a lot of options 
when it comes to pick-
ing your shelter when 

in the outdoors. LiteFighter 
creates lightweight, versatile 
and mobile shelter systems for 
the military and outdoor camp-
ing community. 

LiteFighter stands out as the 
No. 1 supplier of small shelter 
systems to the U.S. military. 
The company is known for its 

cutting edge research and devel-
opment, high-quality products 
and attention to detail, and now 
they make tents for non-military 
people. 

The product line recently 
expanded to include tents 
for the outdoor enthusiast. 
The LiteFighter 2 is a three-
season, two-person tent and the 
Catamount 2 is a four-season, 
two-person tent. The U.S. made 

tents come in multiple colors 
and camouflage patterns and 
provide protection, comfort and 
mobility. Weighing between 
four and eight pounds, the tents 
take only minutes to set up and 
most importantly are reliable. 
LiteFighter designs are simple 
yet durable and created to not 
break your back or the bank.

LiteFighter honors discounts 
from those with military and 

government email addresses and 
ships overseas. Ordering from 
litefighter.com is easy and we 
provide on-time delivery. 

We are a family run, service-
disabled veteran-owned, small 
business, committed to our 
country. 

For questions, comments or 
more information email info@
litefighter.com.n

There are few items as important as 
a map when planning an outdoor 
adventure. MyTopo became an 

industry leader offering a simple, but unique 
service — the ability to order large-format 
topographic maps online, custom-centered 
and scaled to cover multiple USGS quads, 
personalized with a name and title printed 
on waterproof paper, and shipped within 24 
hours for quick delivery to the customer’s 
mailbox.  

Since it started as a small map shop in 
Red Lodge, Montana, MyTopo became the 
most popular and easy way to order printed 
maps. Plus, the prices haven’t changed since 
the company started in 1999. The company 
is now based in Billings, Montana, the site 
of OWAA’s 2016 annual conference.

Today, MyTopo’s print-on-demand 
service includes Canadian maps with the 
choice of high resolution satellite imagery, 

and offers options to overlay public land 
boundaries and private parcel boundaries 
and ownership names. 

The company now includes the land divi-
sion of New Hampshire-based Maptech and 
operates as a wholly-owned subsidiary of 
Trimble Navigation, a world leader in GPS 
navigation products and services. 

Via its Maptech acquisition, MyTopo 
gained control of Terrain Navigator, a 
robust desktop mapping software. If a 
hiker, hunter or, most recently, a cop-killing 
survivalist, goes missing, there is a good 
chance those involved in the search will be 
using Terrain Navigator Pro. It extends to 
smart phones and tablets, with a powerful 
app that facilitates field-to-desktop real time 
syncs of geo-referenced data.

In 2011, MyTopo was acquired by 
Trimble Navigation and partnered with the 
outdoors division that develops digital map-

ping products for smart phones and tablets. 
The flagship product is off-the-grid maps, 
which provide access to an entire state’s 
worth of topographic data, private land 
ownership data and public land boundaries 
on SD Cards for use in Android and iOS 
devices even when completely out of cell 
range. The product includes a subscrip-
tion, which can be purchased separately, 
to a cloud-based mapping service, Trimble 
Outdoors Elite. Elite provides a powerful 
set of tools to digitally mark-up maps, sync 
data between devices, and print true-to-
scale maps.  

All OWAA members are provided one 
free MyTopo map a year and a free Elite 
subscription. Contact Paige Darden to 
request your free products at 877-587-9004, 
ext. 102 or via email at paige@mytopo.
com.  n

Michael Furtman has been a full-time writer and photog-
rapher since 1982. He was one of the first pros to make the 
transition from film to digital. Furtman is a contributing 
editor for Ducks Unlimited Magazine, principal photogra-
pher for Puddler magazine and a contributor to many other 
publications. He lives in Duluth, Minnesota.

JPEG
CONTINUED FROM PAGE 9

anyway. Even in my print-making, at very large sizes, I see no 
advantage.   

So are RAW files better? Theoretically, yes. In actuality, some-
times. In daily use for the purpose of so many of our OWAA mem-
bers? I see no need, except under certain circumstances. 

If someone wants to shoot RAW, I would never discourage them 
from doing so. Much depends upon on how the image will be used. 
But I still maintain that for the vast majority of working pros, JPEG 

not only is adequate, but often the best way to go. n
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DONORS
November and December brought mon-

etary gifts from generous donors. These 
tax-deductible donations are dedicated to 
funds designed to boost OWAA efforts rang-
ing from education programs to operational 
costs. For details about OWAA funds, con-
tact OWAA headquarters at 406-728-7434.
Bodie McDowell Scholarship Fund

William M. Feinberg
Janet Lebson
Sal Pitera
C. John Sullivan

John Madson Fellowship Fund
James T. Smith
C. John Sullivan
Spencer E. Turner

Operating Fund
Peter Anastasi
Christopher James Batha
Timothy C. Flanigan
Janet Lebson
Erin Merrill
C. John Sullivan

Restricted Endowment
Roger Eckstine
Janet Lebson
Jim Low
Rich Patterson
Glenn L. Sapir
C. John Sullivan

NEW MEMBERS
New member listings include references 

to acronyms that relate to Skills, Subject 
Matter and Sections. A key for those acro-
nyms can be found at http://owaa.org/ou/
about-owaa-skills-subject-matter-sections/

Erin Block, 10942 Twin Spruce Rd., 
Golden, CO 80403. (C) 303-476-8690, 
erinmblock@gmail.com, http://erinblock.
wordpress.com. Editor-at-large, Trout 
Unlimited’s Trout magazine. Staff writer, 
MidCurrent. Credits, Guernica, American 
Angler, Trout, Waterlog and Gray’s Sport-
ing Journal. Debut book: “The View from 
Coal Creek,” Whitefish Press, 2013. Skills: 
BEOW; Subject Matter: AR; Sections: 
Magazine. Approved for Active member-
ship; sponsored by S. Chris Hunt.

John Carlin, 4425 Kings Court Dr., 
Roanoke, VA 24018. (H) 540-815-0669, (C) 

540-815-0669, (W) 540-815-0669,  
carlinagency@gmail.com, www.wsls.com. 
News anchor and reporter for WSLS-TV 
(NBC) in Roanoke, Virginia, a position he 
has held for more than 25 years. Hosts a 
regular segment on the 6 p.m. news titled 
“Virginia Crossroads,” which often focuses 
on the outdoors. Avid fisherman, moun-
tain biker, road cyclist, photographer, dog 
trainer, hiker, paddler — you name it. Has 
written an occasional magazine article 
and would like to do more. (Mary) Skills: 
LOST; Subject Matter: ABCEJLMNOR; 
Sections: Magazine, TV/Video. Approved 
for Active membership; sponsored by Mark 
Taylor.

Robin Follette, Robin’s Outdoors, 165 
Talmadge Rd., Talmadge, ME 04492. (C) 
207-214-8512, (W) 207-214-8512,  
rfollette@robinfollette.com,  
http://robinfollette.com. Grew up with a 
fishing pole in one hand and paper and 
pencil in the other — first ziplined when 
she was 3 and rode a water buffalo in a 
rice paddy in Asia at age 4. Her life is best 
lived outdoors. Newspaper blog “Robin’s 
Outdoors” at Bangor Daily News won a 
2013 Maine Press Association Award. Per-
sonal blog “Robin’s Outdoors” continues to 
grow in readership each month. Volunteers 
as a Hooked on Fishing — Not on Drugs 
instructor and leads workshops in campfire 
cooking, cooking wild game, outdoor writ-
ing and blogging, and planning and packing 
for camping for the state of Maine through 
Hooked on Fishing – Not on Drugs and Be-
coming an Outdoors Woman. Served on the 
board of directors, Friends of Maine BOW. 
Active in Women and Our Woods and 
serves on the management committee of 
Yacolucci Woods, both through Downeast 
Lakes Land Trust. Lives in the woods of 
northeastern Main with her husband Steve. 
(Steve) Skills: CDEINOS; Subject Matter: 
ACFGJKMSTU; Sections: Media Rela-
tions/Communications, Magazine, Newspa-
per, Photography, Radio and TV/Video. Ap-
proved for Active membership; sponsored 
by Colleen Miniuk-Sperry.

Terry Gibson, Fly & Light Tackle 
Angler magazine, 2060 NE 23rd Terrace, 
Jensen Beach, FL 34957. (H) 772-285-

7683, (C) 772-285-7683, terry.gibson@
northswellmedia.com, www.flyand 
lighttackleangler.com. Co-founder and 
senior editor, Fly & Light Tackle Angler 
magazine. Principal, North Swell Media 
LLC. Board member, Florida Wildlife Fed-
eration. (Teresa Lynn) Skills: BCEOPQS-
VW; Subject Matter: ABCDEFJKLOQRS; 
Sections: Media Relations/Communica-
tions, Magazine, Photography. Approved for 
Active membership; sponsored by Brandon 
Shuler.

Terry Gunn, HC 67 Box 19, Marble 
Canyon, AZ 86036. (H) 928-355-2220, (C) 
928-660-2209, (W) 928-355-2261, tgunn@
hughes.net, http://terrygunn.com. Author 
“50 Best Tailwaters to Fly Fish,” 2014, 
written with his wife, Wendy Gunn, and 
recently a finalist in the sports category of 
the 2014 USA Best Book Awards. Currently 
writing a book titled “The 25 Best National 
Parks to Fly Fish.” Has been a writer and 
fly-fishing photographer since the 1980s and 
his work has appeared in most all the major 
fishing and fly-fishing publications. He and 
his wife are the co-hosts of “Fly Fishing 
Video Magazine,” which has aired on Fox, 
OLN and Outdoor Channel. They also have 
two videos on DVD, “An Introduction to 
Fly Fishing” and “An Introduction to Fly 
Casting.” Contributing photographer, Fish 
Alaska Magazine. Previously, contributing 
photographer, Fly Fisherman magazine. 
(Wendy) Skills: BOS; Subject Matter: ABL; 
Sections: Magazine, Photography, TV/
Video. Approved for Active membership; 
sponsored by Colleen Miniuk-Sperry.

Kurt Mazurek, FishingForward.com 
and Sheldon’s Inc., 130 Mayfair St., Antigo, 
WI 54409. (C) 218-248-0298, fishing@
fishingforward.com, www.fishingforward.
com. Creative director, marketing strate-
gist and hands-on senior graphic designer. 
Author, “Personal Best: Fishing and Life.” 
(Julie) Skills: ABCESV; Subject Matter: 
A; Sections: Media Relations/Communica-
tions, Photography, TV/Video. Approved 
for Active membership; sponsored by Paul 
Smith.

Stephen Myers, 6631 Current Dr., 
Apollo Beach, FL 33572.  
(C) 813-765-8028,  

ASSOCIATION UPDATE
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stephenmyers93@gmail.com,  
http://stevesfishingadventures.wordpress.
com. Currently runs a blog writing about 
fly-fishing and ecotourism and the benefits 
it can bring you. Skills: SV; Subject Matter: 
ABLORS; Sections: Photography. Ap-
proved for Student membership.

Timothy P. O’Brien Ph.D., 1514 Wick-
ham Pond Dr., Charlottesville, VA 22901. 
(H) 434-823-2343, (C) 434-466-2936, (W) 
434-282-2799, tpobrien@tycoontackle.com. 
Author of three book and numerous articles. 
(Anne) Skills: BCELO; Subject Matter: 
ABOQRS; Sections: Magazine, Newspaper. 
Approved for Active membership; spon-
sored by Brandon Shuler.

Alan Ritt, 12492 Wasatch Rd., Long-
mont, CO 80504. (H) 303-678-9709, (C) 
303-917-1184, al@alrittflies.com,  
http://alrittflies.com. Currently employed 
as a brand manager for PEAK Fishing, a 
manufacturer of fly-tying vises and equip-
ment. Also an owner and operator of Al Ritt 
Flies teaching fly-tying classes, presenting 
programs related to fly-fishing and fly-
tying, providing guided fly-fishing trips and 
tying custom fly orders. Fly tying editor, 
Fly Fusion magazine. Regular contributor, 
Fly Fusion magazine, Flyfishing & Tying 
Journal and has also contributed to Fly Tyer, 
Hatches Magazine and North American 
Hunter. Author, “25 Best Most Versatile 
Flies,” Stonefly Press, 2014. Appearing in 
the television series “Fly Fusion TV” airing 
in 2015. (Diana) Skills: BELW; Subject 
Matter: ABCL; Sections: Magazine. Ap-
proved for Active membership; sponsored 
by Brett Prettyman.

Randy Spencer, 488 Mann Hill Rd., 
Holden, ME 04429. (H) 207-214-6701, 
(C) 207-214-6701, (W) 207-214-6701, 
randy31@earthlink.net, www.randyspencer.
com. Newest book “Wide and Deep: Tales 
and Recollections from a Master Maine 
Fishing Guide,” Skyhorse Publishing NY 
imprint. Previous book, “Where Cool 
Waters Flow: Four Seasons with a Master 
Maine Guide,” Islandport Press. Monthly 
columnist for 10 years, Northwoods Sport-
ing Journal. Produced and voiced adver-
tisements for various outdoor vendors. 
(Shelley) Skills: BNR; Subject Matter: A; 
Sections: Magazine, Newspaper, Radio. Ap-
proved for Active membership; sponsored 
by Lisa Ballard.

Charles A. Witek III, 1075 Tooker Ave., 
West Babylon, NY 11704. (H) 631-587-

2211, (W) 212-412-6707, charleswitek@
optonline.net, http://oneanglersvoyage.
blogspot.com. Lifelong angler, hunter and 
shooter. Freelance outdoor writer since 
1974. Currently a monthly columnist (Apr. 
- Nov.) for On the Water magazine. Began 
“One Angler’s Voyage,” a semi-weekly 
blog, in January 2014; well over 30,000 hits 
already received. Vice President, New York 
State Outdoor Writers Association. (There-
sa) Skills: COW; Subject Matter: BCDORS; 
Sections: Magazine. Approved for Active 
membership; sponsored by  
Brandon Shuler.

Jay Zimmerman, 10942 Twin Spruce 
Rd., Golden, CO 80403. (C) 303-520-0533, 
jayzimangler@yahoo.com,  
http://coloradoflyfishingreports.blogspot.
com. Makes a living as a fly-fishing guide, 
instructor, writer and fly designer. He has 
been an archaeologist, infantry paratrooper, 
commercial halibut fisherman, hunting 
guide in Alaska and Canada, carpenter and 
contract fly designer for Umpqua Feather 
Merchants. Author, a book of fishing stories, 
“In Neck Deep: Stories from a Fisherman,” 
Bottom Dog Press, 2004; and “The Top Ten 
Guide to Fly Fishing,” Lyons Press, 2013. 
Currently lives in the mountains of Colo-
rado and is working on his third book, “The 
Best Carp Flies and How to Tie Them,” due 
for release in 2015 from Headwaters/Stack-
pole Books. Skills: BCILO; Subject Matter: 
ACDFG. Approved for Active membership; 
sponsored by S. Chris Hunt.

NEW SUPPORTING GROUPS,  
AGENCIES AND BUSINESSES
 Supporting Group listings include refer-
ences to acronyms that relate to resources 
they provide. A key for those acronyms 
can be found at http://.owaa.org/ou/about-
owaa-supporter-resources/.

Chaffee County Colorado Visitor’s 
Bureau, P.O. Box 699, Salida, CO 81201. 
Contact: Scott Peterson, marketing director. 
(W) 970-209-7975, (Toll Free) 800-831-
8594, scott@nowthisiscolorado.com, www.
nowthisiscolorado.com. Buena Vista and 
Salida, Colorado, are family friendly moun-
tain towns located on the Arkansas River. 
Enjoy our hot springs, breweries, distill-
eries, art galleries, restaurants and outdoor 
adventures. Supporter Resources: GIO.

Columbia Sportswear Company, 
14375 NW Science Park Dr., Portland, OR 
97229. Contact: Scott Welch, global corpo-

rate relations manager. (W) 503-985-4000, 
swelch@columbia.com, www.columbia.
com. Columbia Sportswear Company 
is a leading innovator in the global ap-
parel, footwear, accessories and equipment 
markets. We design, develop, market and 
distribute active outdoor and lifestyle prod-
ucts under the following brands: Columbia, 
Montrail, Mountain Hardwear, prAna, and 
Sorel. Supporter Resources: P.

Elliotsville Plantation Inc., P.O. Box 
148, Portland, ME 04112. Contact: Lucas 
St. Clair, president. (W) 207-518-9462, 
lucasstclair12@gmail.com,  
www.katahdinwoods.org. We work to cre-
ate landscape size conservation projects to 
benefit outdoor recreation, species habitat 
protection, access and local economies. 
Supporter Resources: C.

Tenderbuck, 570 Indian Creek Rd., P.O. 
Box 1377, Ingram, TX 78025. Contact: 
Robert Hughes, owner. (W) 832-557-5938, 
rhughes@tenderbuck.com,  
www.tenderbuck.com. Tenderbuck brings 
commercial meat processing technology to 
the field with their Tenderbuck Electrostim-
ulator. By applying the proven technology 
of electrostimulation to your wild game, 
you can experience restaurant quality taste 
and tenderness from your next harvest. Our 
patent-pending device takes just 90 seconds 
to use, but it will produce venison that is 
40 percent to 60 percent more tender than 
non-stimulated meat, and will improve the 
flavor by reducing the “gamey” taste often 
associated with insufficient bleed-out. The 
best commercial venison purveyors know, 
electrostimulation yields the best possible 
venison for the hunter. Supporter Resourc-
es: P.

REINSTATED SUPPORTING 
GROUPS, AGENCIES AND  
BUSINESSES

Flying Fisherman, P.O. Box 545, Islam-
orada, FL 33036. Contact: Linda Sheldon, 
vice president. (W) 305-852-8989, (Toll 
Free) 800-335-9347, (F) 305-853-0100, 
info@flyingfisherman.com,  
www.flyingfisherman.com. Manufacturer 
of polarized eyewear, apparel and angler 
accessories for fishing and boating enthusi-
asts. Supporter Resources: GIP.

DECEASED MEMBERS
Wilbur E. Horine n
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Jumps

sky and clouds and adds saturation. It also 
removes glare from the water and makes 
fish much more visible when submerged 
during release shots. 

When the light is low
Often the best fish are caught in the 

early morning and late evenings or on dark, 
stormy days. Low light situations can result 
in dramatic shots, but getting them can be 
a bit more challenging. Low light requires 
a slower shutter speed, which can result 
in blurry images due to movement of the 
camera or movement of our subject. 

This is when we should consider turning 
up our ISO setting from say 200 to 800 or 
more. As darkness increases we can bolster 
the natural light with flash.

Composition
Rather than placing our piscatorial 

subject in the middle of the frame, try shift-
ing it slightly away from the center of the 
image.

A common mistake with fish shots is 
including way too much background. The 
result is an image of a tiny angler and tiny 
fish in huge landscape. There is nothing 
wrong with including background in a fish 
shot, but broad expanses of real estate only 
detract from our prize walleye or brook 
trout. Don’t be afraid to fill the frame with 
fish and fisherman or even a tight close-up 
of just the fish.

Watch the horizon
Tilting our camera at an angle to the ho-

rizon can result in disturbing images where 
the shoreline or water surface appears to be 
on a slant. Although a tilted horizon can be 
used to great effect in some situations, on-
the-water images of fish are best shot with 
our camera level to the horizon.

Focus on the fish
When a fish is the subject of our photo, 

it should be the most sharply focused part 
of the image. How much of an image is in 
sharp focus is referred to as the depth of 

field, which is determined by the aperture 
setting, or f-stop, of our camera/lens.

In low light situations a larger aper-
ture setting (f-stop of f3.5 for example) is 
required to let in more light. The result is a 
low depth of field where other elements of 
the photograph, like the person holding the 
fish and the background, will tend to be in 
softer focus. Conversely, bright days require 
a smaller aperture setting (f-stop of f22 
for example) and result in a high depth of 
field with more of the image being in sharp 
focus.

Experimenting with aperture settings 
and depth of field can be the key to very 
effective shots depending on whether we 
want to blur the background to accentuate 
the subject or we want the background to 
become more of an active part of the image. 
Either way, if the fish is the subject, focus 
on the fish. n

A version of this article was originally 
published in the August 2014 issue of On-
tario OUT OF DOORS. 

Focusing on fish
CONTINUED FROM PAGE 6

of an interview with a guide about waterfowl hunting because ducks 
are coming in. Even better is when the shotguns go off and you can 
report on the results. Likewise, being interrupted mid-sentence by 
the take-down of a rod and then giving the blow-by-blow on the air 
as the angler fights the fish also makes for fun radio your listeners 
will want to hear.

Go beyond the hook-and-bullet
Don’t be afraid to go beyond fishing and hunting during your 

show. The fact of the matter is, a good number of radio listeners are 
not anglers or hunters and may well change the channel when your 
show comes on. Give them something beyond that, such as hiking, 
camping, rafting, kayaking, horseback riding, wildlife watching 
and other non-consumptive pursuits, and you start spreading a net 
across the airwaves that will catch listeners beyond the hook- 
and-bullet crowd. Throw in destination ideas, cooking segments, 
outdoor news or upcoming events of interest to the general outdoors 
enthusiast, and you’ll have something just about everyone can love.

 

Keep working to better your show
Last but not least, no matter how good you think your show is, 

don’t rest on your laurels. Always strive to improve the produc-
tion value of your show and the content you provide. Look for new 
guests and topics instead of trotting out the same ones over and over 
again. Listen to other outdoor radio shows with the idea of bettering 
your own. Ask for feedback from professionals in the radio industry 
and listen to it.

If you do all of these things, you will take your outdoors radio 
show, whether long or short, from something people listen to in the 
background to content that will leave your listeners sitting in their 
cars long after they’ve arrived home. n

Creating compelling radio
CONTINUED FROM PAGE 11

John Kruse is the host and producer of Northwestern 
Outdoors Radio, which is heard on more than 50 stations 
in four states. Go to www.northwesternoutdoors.com for 
details. 

James Smedley is an award-
winning photographer and 
writer and is the travel 
editor with Ontario OUT 
OF DOORS magazine. He 
also teaches photography 
workshops. 

Getting a good fish photo involves more than just 
catching it. Photo by James Smedley.
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Don’t miss out
This will be the last issue of Outdoors Unlimited delivered to members and supporters who do not renew by 

March 6, 2015. Don’t miss out on future issues of OU, inclusion in the 2014-2015 directory and many other 
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n Outdoor market listings
n Outdoor alerts
n OWAA member discounts on gear and services
n The OWAA membership mailing list to promote your latest projects
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