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ON THE COVER
By Al Golub
On Aug. 30, 2013, the Rim Fire jumped Highway 120 just east of the Big 
Oak Flat Entrance Station in Yosemite National Park. The jump occurred 
just before the fire crews’ shift change, causing crews to hold up near the 
West entrance gate. Golub captured this image with a 70mm-200mm f2.8 
lens on a Nikon D3 set at 5000 ISO. For more of Golub’s images see the 
portfolio on page 16.
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REMEMBERING WILLIAM BARBEE 

In Kevin Costner’s movie Dances with Wolves, there is a 
scene in which the mule-team driver 
pokes around at an old skeleton found 
along the trail.  It has an arrow stick-
ing out of it.  The mule-team driver 
says in jest, “Now, why don’t he 
write?”

 I thought of that scene often this 
past year-or-so whenever I’d try to 
contact OWAA member and gradu-
ate student of the North American 
School of Outdoor Writing William H. 
Barbee.

Bill joined NASOW in 2008.  He 
was 88 years old. A retired anathesiologist, he lived in Surpise, 
Arizona.

His main writing was about fly-fishing the rugged rivers 
of the american west — many of his trips invloved hikes and 
overnight camps, sometimes on horseback.         

He also published articles on Olympic-level shooting, 
including what it took to reach that level of expertise. He liked 
to pass on tips from the experts that the average shooter could 
benefit from by incorporating them into their own shooting.

When he began the writing course, he sent me a snapshot of 
himself when he won a gold medal in 2007 for shooting at the 
Arizona Senior Olympics.  “There were only two of us in my 
age bracket” he wrote on the back with his usual wry sense of 
humor. 

Bill also wrote about the history of the outdoor sports, 
including one particularly fine article about some of the old 
gunsmiths who had relocated to the USA — craftsmen who had 
worked for the likes of Purdy in England.

 Bill Barbee was a fine man.  Polite, professional, interested 
in many things, sharp as a ten-penny nail.  It was a pleasure 
to work with him and he had good success, published in the 
outdoor press many times, which was one of his goals.  He still 
holds the record as the oldest student in the school — he was 
certainly as succcesssful as many other students a quarter his 
age.

I’ll miss you, Bill. I can picture you wading out into the Yel-
lowstone with clouds of mayflies glowing in the morning light.  
Your horses graze, and raise their heads to nicker and watch, as 
you play a big one.

Way to go, Bill.  Way to go!

— Roger Brunt
Salt Spring Island, British Columbia, Canada 

WRITERS NEED TO USE BEST SCIENCE 

As a scientist and a writer, I take exception to Mary Nic-
kum’s assessment of peer review in “Covering science like an 
expert” (August-September 2014). Ms. Nickum states that “The 
burden of proof rests with researchers seeking to change sci-
entific conclusions. Science is never accepted until confirmed 
by additional studies. Science writers should look for consen-
sus among studies.” First, these statements have little to do 
with peer review and are ambiguous. The peer review is done 
prior to the publication of the scientists’ papers. The second 
sentence is ambiguous at best and not true at worst. What does 
she mean by “[s]cience”? Not all studies require additional 
studies for confirmation. If done properly, peer review can be 
all that is needed for readers to accept a study’s results (such 
as a study conducted by multi-institutional scientific teams and 
peer-reviewed by many highly qualified experts). And finally, 
science writers should look for the best conducted and best 
peer-reviewed studies, not necessarily for consensus (consensus 
among whom?).

 
— Susan Jewell

Springfield, Virginia

STANDING UP FOR SELF-PUBLISHING
 
I second Dave Carlson’s admonition not to look down on 

self-publishing. Doing so can only diminish our appeal to po-
tential new members, not to mention OWAA’s relevance in the 
evolving marketplace of ideas.

 — Jim Low
Jefferson City, Missouri

Feedback guidelines
Members are encouraged to write about issues and topics. The 
executive director and editor will decide whether opinions are 
appropriate for debate or if the comments promote a personal 
cause; if the “cause” is unrelated to OWAA’s mission and poten-
tially damaging to the membership, the letter might not be printed. 
Word limit: 400. Longer letters will be returned for revision. Letters 
are not edited for grammar, spelling or style.  Send letters to  
editor@owaa.org.

Letters to the Editor

LETTERS TO THE EDITOR

WILLIAM BARBEE
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President’s Message

MARK FREEMAN

A recent morning rowing my drift-
boat while fishing for spring chi-
nook salmon on Oregon’s Rogue 

River quickly became yet another moment 
showing why I need the Outdoor Writers 
Association of America, and perhaps why 
you do, too.

The yell of “Fish On” from 
a driftboat fishing 50 yards 
upstream meant it was lines in 
for me and my photographer/
videographer, Jamie Lusch.

Lusch grabbed his camera 
and started shooting over my 
shoulder as a large, bright 
chinook cartwheeled while a 
20-something guy tried wildly 
to tame it with his rod and reel.

Often when the salmon are 
biting best, our fishing trips sud-
denly turn into work. Not honest work, of 
course. But it’s work nonetheless.

No one but a fellow OWAA member 
understands this thing we do called work, 
and it’s why we collectively provide the 
best — perhaps only — support system for 
those who do on the clock what our readers, 
listeners and viewers do on their vacations.

There are plenty of reporters at my news-
paper in Oregon, but there really are no 
peers because our genre of communication 
is so different than that of the other report-
ers. We don’t sit in council chambers or 
courtrooms. We don’t rewrite press releases 
half the day or go to press conferences.

Sure, newspaper outdoor writer work 

isn’t all play, but to most other reporters and 
editors it sure looks like it. We’ve all gotten 
the, “Wow. You get paid to do this?” from 
colleagues as well as readers, viewers and 
listeners.

We get it. We know what it’s like to love 
your job. But it is a job, and the biggest and 

best place you can find some-
one else with a job like yours is 
OWAA.

Typically, at least in the news-
paper world, there’s one outdoor 
writer at the one paper in town. I 
don’t run into fellow writers in the 
field because we’re all doing our 
own stories in our own regions and 
we rarely overlap.

For freelancers, the isolation 
can be worse. There can be even 
less interaction with others of our 

ilk, leaving ourselves to figure out the tricks 
of our trade alone.

That’s why I haven’t missed an OWAA 
conference in 10 years. It’s the only place 
where newspaper outdoor writers get time 
together.

Each year, I get to hang out with old 
newspaper buddies like Mark Taylor, 
Brent Frazee, Paul Smith and Brett Pret-
tyman, talking about the different things 
we’re doing now and sharing new angles on 
how to approach some of the same generic 
topics year after year. I also get to yak with 
some newer newspaper staffers like  
Christine Peterson of Wyoming to hear 
how they approach some of the same sorts 

of stories I do in Oregon.
We get to whine to each other about 

public access and dealing with increasingly 
stingy federal agencies. We also give infor-
mal backgrounders to each other over topics 
we’ve covered for years that are now new 
issues for others.

There is no one in my newsroom that has 
the work challenges I have. Certainly no 
one but a fellow OWAAer would commiser-
ate with me about what it’s like to stop fish-
ing the moment when the 30-pound chinook 
are biting and get to work.

On that particular day I was writing 
about the last salmon-fishing season before 
a major dam was removed to improve 
salmon passage. Anglers like the guy with a 
fish on the line would lose a prime fish-
ing spot, but the chinook run likely would 
benefit from it

Lusch got his typical excellent shots, and 
once the fish was boated we pulled up next 
to it for an interview with the fishermen, 
followed by a little stand-up for the video.

The guy said he’s an avid reader who 
learned how to row his driftboat to, and fish, 
this very spot by watching one of the videos 
we produced for my newspaper’s website a 
few years earlier.

Lusch pointed out the guy got his two 
salmon for the day fishing one of our favor-
ite holes, and we got none. But we got our 
story, photo and video package. n

—  OWAA President Mark Freeman
mfreeman@mailtribune.com        

The outdoor communicator life

Dues renewal packets for 2015 should be arriving in your mailbox this month. We hope you’ll continue to be a part of the nation’s 
oldest and most well-respected outdoor writers group by renewing your membership today. To renew your 2015 dues, visit our 
online store: http://owaa.org/store/renew-dues/. You have three options to renew: 

n To pay your 2015 dues in full as a single year, one-time payment, click “Individual Member dues” or “Supporting Group dues.”
n For installment plans for Active, Senior Active, Associate and Senior Associate members click “Individual Member dues — In-

stallment payments.” (Installment plans are not available for student members, supporting groups or prorated, second-year dues.)
n To set-up automatic renewal, click “Individual Member dues — Automatic renewal” or “Supporting Group dues — Automatic 

renewal” as appropriate. Your dues will be automatically charged annually on the day you signup, until you cancel. (This option is not 
available for installment plans or prorated, second-year dues.)

* Please note installment plans and automatic renewal both require you to have or create a PayPal account.
We look forward to serving you again in the coming year! n

Flexible dues payment options for 2015
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From the Executive Director’s Desk

When I ask members 
what the single 
best thing 

about OWAA is, they 
usually answer “confer-
ence.” When I ask them 
why, most say “the 
networking.”

Conference really 
is a signature benefit 
of OWAA. It offers so 
much, in a short time, 
at a fun location. And 
if you plan it right you 
can make some money 
by going.

Networking is an important 
part of conference. There are 
also great education opportuni-
ties provided by your colleagues 
and outside speakers. You 
also get access to industry and 

policy leaders discussing cur-
rent events and emerging issues. 

In many ways 
conferences defines 
OWAA and our 
conference in Knox-
ville, Tennessee, will 
follow that tradition, 
reflecting the evolu-
tion of our field and 
the organization.

OWAA is evolv-
ing as we diversify 
our membership and 
supporters and 

change how we do business. 
Our conference is also evolving 
to reflect the different interests 
of our growing membership. In 
Knoxville there will be chances 
to fish and test firearms, but 
there will also be hiking and 

stand-up paddleboarding op-
portunities.

Attendees rated our most 
recent conference in McAllen, 
Texas, in May as one of the 
most content rich programs in 
recent memory. This year we’ll 
run fewer sessions simultane-
ously so you don’t miss out on 
the speakers, discussions and 
presentations most important to 
your work.

We tweaked conference 
staples, like creating a celebra-
tion around the annoucement of 
our Excellence in Craft Contest 
winners and returning to a more 
traditional format for our Hon-
orary Awards dinner.

For 2015 we will continue to 
change the conference format. 
Brett Prettyman, conference 

chair, has brought his com-
mittee together and is already 
hard at work with Jessica Seitz, 
OWAA’s membership and con-
ference director, planning for 
Knoxville.

We are planning on running 
Demo Day and Shooting Day 
together at one venue. In addi-
tion to this Breakout Day we’re 
working on ways to get you on 
the water with our Supporting 
Groups so you can get wet, wet 
a line or just take in Knoxville’s 
waterfront scene.

As you will see, there is more 
information about conference 
in this issue so take a look and 
plan to join us.

I hope to see you there. n
—  OWAA Executive Director 

Tom Sadler, tsadler@owaa.org

See you in Knoxville in 2015

TOM SADLER

EIC judges needed
The 2015 Contests needs judges. Lots of judges.
Consider this a golden opportunity to become more involved in your organization, an excuse to play the role of critic and a chance 

to see a lot of really good work being done by your OWAA colleagues.
Here’s what we need:
Chief Judges. These individuals serve as chairs of a contest, such as Photography. Their primary task is to encourage the judges 

assigned to their contest to stay on task and get the work done on time. This pays off in the end by saving headquarters staff and the 
EIC chair from developing ulcers and missing deadlines.

Judges. These individuals do the actual scoring of EIC entries. They have immense power, holding in their hands the veritable 
lives, fortunes and sacred honor of every OWAA member who firmly believes his or her entry is worthy of winning. A minimum of 
three are needed for each contest. Contests like Magazine/E-zine, Newspapers/News Website and Photography that draw the larg-
est number of entries may have more judges in order to spread the work around. Judges are provided a handy-dandy scoring sheet to 
guide them through the process.

If you think you have what it takes (sure you do!), we’ve got a place for you.
But a couple of caveats:
1. You should know something about the contest you’d like to judge.
2. You should not volunteer to judge a contest you plan to enter.
3. You should be computer-friendly as most entries are delivered digitally.
Being an OWAA member is not a requirement to judge EIC. Do you know a state or regional outdoor communicator group, or a 

journalism organization that might be willing to help? What about your local newspaper, radio or TV station? Maybe there’s a col-
lege journalism/media/communications professor that you know who’s looking for a project to spring on his senior-level or graduate 
students this year.

Just make sure it’s not a family member, your best friend, or someone who owes you a favor. Otherwise, they might recognize your 
entry in the judging process, and you know what they say about paybacks being …

If you are interested or know someone else who has the qualities to make a good judge, email name, contact information and quali-
fications to philbloom.owaa@frontier.com no later than Nov. 15. For contest rules and categories see pg. 22.
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Craft Improvement

Nature centers a great resource 
for outdoor communicators

When Lisa Ballard asked me to lead an early morning 
urban nature walk at OWAA’s McAllen, Texas, con-
ference, I readily agreed.  I led a similar well-received 

walk the year before at the conference in Lake Placid, New York.
Then I got cold feet. I’m well versed in wildlife and plants com-

mon in Iowa cities and suburbs and found almost the same familiar 
northern species 1,000 miles away in Lake Placid. McAllen is in a 
vastly different bioregion unfamiliar to me, and I realized I’d not be 
able to lead the activity.    

 A quick call to the Association of Nature Center Administrators 
solved the dilemma. They referred me to the Valley Nature Center 
only a few miles from McAllen. When I called program naturalist 
Hollie Johnston she volunteered to help and recruited Ken King a 
local natural historian. The two led the walk through an urban park 
pointing out an array of plants and wildlife common to the tropical 
McAllen climate and soil but totally new to me.

Nature centers are an outstanding, but a little used source for 
OWAA members seeking information on wildlife, plants, geology 
and outdoor recreation. Most nature centers are locally based and 
their staff naturalists have intimate knowledge of nature in their 
area. Some are operated by county or municipal governments, but 
many more are small nonprofit organizations. Need information 
about a bird, wildflower, rock formation, or a place for hiking or 
nature photography in an unfamiliar area? Your best source may 

come from the local nature center.  
Typically nature centers own or lease a natural area in or near 

a town, are headquartered in a building with exhibits and employ 
naturalists. They host school children for outdoor experiences, and 
many urban kids first ambled in a wetland, prairie, or woods during 
a nature center visit.   

If they don’t have the information needed they’ll likely have an 
outstanding contact person at a local college, Audubon chapter, or 
public agency. 

“About 1200 nature centers are scattered around the United 
States and Canada and 350 of them are affiliated with (the Associa-
tion of Nature Center Administrators),” said Jen Levy, executive 
director of the association.  “They welcome visitors and are a won-
derful information source.”

 To find nature centers in your area visit the association’s website 
www.natctr.org.  n

BY RICH PATTERSON

Rich Patterson is an avid deer hunter and member of the 
Circle of Chiefs. Contact him at richapatterson@gmail.
com.

Nature centers, like the Indian Creek Nature Center in Cedar Rapids, Iowa, often provide a beautiful outing, as well as expert 
sources. Photo courtesy Indian Creek Nature Center.
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Craft Improvement

Making peace with the serial comma:
Why one editor changed her style

If  you are an editor like Danielle Taylor, you understand the obsession with grammar that can keep a person awake at night, as portrayed in the above cartoon, “Grammar Anarchist,” by 
Tatsuya Ishida. It took years, and even some soul-searching, but Taylor finally decided to embrace the serial comma, despite what the AP Stylebook says.

About a year and a half ago, I went 
through an editor’s version of an 
identity crisis. 

Journalism school unceasingly drilled 
the scripture of AP style into my head. 
These teachings clarified that publishing 
outlets could develop a house style guide 
to supplement the holy tome, some of the 
commandments AP style outlined were held 
as time-tested wisdom of the ages and not 
to be questioned. Foremost among these 
was the edict against the serial comma, also 
known as the Oxford comma. The pertinent 
entry reads:

“Use commas to separate elements in a 
series, but do not put a comma before the 
conjunction in a simple series: The flag is 
red, white and blue. He would nominate 
Tom, Dick or Harry.”

But since the end of 2012, I’ve been 
doubting whether this is really the best 
guidance to follow for the rest of my profes-
sional life. And I feel like a heretic saying 
this, but I think I’ve finally gone over to the 
other side.

To clarify, the serial comma is the comma 
used before the final item in a list (e.g., in 

“red, white, and blue,” the serial comma 
is the one after “white”). Its use is a style 
choice. AP style bars its use for a simple 
series, but Strunk and White’s “The Ele-
ments of Style” calls for it, as do the Oxford 
University Press and the Harvard University 
Press. Mignon Fogarty, the Web’s esteemed 
“Grammar Girl,” is also in the comma 
camp. National Geographic and Outside 
magazines, two of my favorite publications, 
use it as well.

You may be thinking, “What’s the big 
deal? If it’s not technically wrong one way 
or the other, why does it matter?” 

First, you have to understand that editors 
are, by nature, a little bit insane. We hem 
and haw over how a writer might have 
intended for a sentence to be interpreted so 
we can punctuate it accordingly, chuckle 
when we see references like “…my wife 
Kelly…” (as the lack of commas around 
the appositive indicates the speaker has 
more than one wife), and wonder what 
traumatic event might have occurred in the 
childhood of a writer who uses multiple 
spaces between sentences. (I disagree with 
but respect the consistent use of two, but 
varying between three and five? Come on!). 
Second, we see our work for consistency as 
a way to improve or sustain the professional 
quality of the publications we edit, so to us, 
decisions like this are significant. 

Toward the end of 2012, I began devel-
oping a house style guide for the magazine I 
edit. Although we didn’t have any standard 
in place for whether to hyphenate words 
like “nonprofit” or start websites in our 
text with http:// or www., the editor was 
steadfast in his dedication to using the serial 
comma. This was the first place I worked 
that used it, so getting into the rhythm of 
applying it consistently was awkward. After 
the editor left I successfully made the of-
ficial switch to the AP-sanctioned omission 
of the serial comma and I was back in what 
had been familiar territory. 

That’s when I began to notice how 
frequently I needed to keep the comma in 
for clarity’s sake. For example, my com-
pany’s three guiding pillars for how parks 
and recreation can impact communities are 
“conservation, health and wellness, and 
social equity.” Leaving out the comma after 
“wellness” would result in a string of words 
connected only by conjunctions, which 
gets tiring quickly and makes it seem like 
“health” and “wellness” are disparate items 
instead of two complementary ideals united 
under one banner. AP style makes conces-
sions for complex sentences, but it occurred 
to me that we were making exceptions for 

BY DANIELLE TAYLOR

CONTINUED ON PAGE 13
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Craft Improvement

Expanding markets

BY CHARLIE BURCHFIELD

I’d never worked in radio when a local station approached me 
in 1981 about hosting an outdoor show on the air. 

The proposed program would run 15 minutes each week 
leading up to the fall hunting seasons. I wrote a weekly outdoor col-
umn for the newspaper and I, like so many outdoor communicators, 
hadn’t considered expanding beyond the medium I  knew best.

More than 30 years later, my show is still on the air.
Radio is a medium often overlooked by outdoor communicators, 

but it’s the perfect outlet to expand into new markets. 
My outdoor column, which had run consistently for more than a 

year and on-and-off in years before, gave me credibility venturing 
into the new medium. 

As a selling tool I used a tentative schedule of 12 shows — sub-
ject to change of course. By presenting a programing schedule the 
station manager could see I was serious about the endeavor and it 
gave the station sales staff something to sell.

Depending on your contract, you might be asked to help sell 
advertisements for your show. I prefer to avoid this and allow the 
radio station’s sales staff to do the selling. Not only are they expe-
rienced, they often work on commission and selling for your show 
gives them a vested interest in the program’s success.

Another approach is to purchase air time from the station. This 
is a way to make more money, but not without more work. You can 
sell the advertising yourself — but keep in mind commercials need 
to be recorded, which is an added expense and time commitment. 
I’ve never gone this route, opting instead for a slightly smaller pay 
check — I’m paid a standard amount per show — and more time to 
devote to my show.

Once the contract is decided, it’s time to start recording. 
All of my programs are pre-recorded either in the field or from 

the living room of my home. Recording in comfortable surround-
ings puts the subjects I interview at ease.

I use a Sony voice quality MP3 recorder and then download 
interviews onto a laptop. A good voice quality recorder does require 
an investment — they run $125 to $250 — and it should include 
a sound management program for use on your laptop. Programs 
can be sent to the station electronically by Dropbox or delivered to 
them on a burned CD. (Check with the station engineer about what 
format they prefer.) 

Former OWAA member Tom Fegely gave me advice years ago 
when I first started in radio.

“Know your listener,” he said. “Although you may key in on 
hook-and-bullet subjects, there are many subjects that will be of 
interest to your audience. Subjects can vary from bird watching and 

wildflowers to falconry and tree farming, along with hunting and 
fishing. Offering a wide range of topics will expand your base of 
listeners and appeal for your program.”

That was good advice then and it’s just as good today.
My first radio program was a 15-minute long format. This meant 

taping two seven and a half minute segments of talk time. The show 
began with an introduction, talk time and a voice break — which 
ends a segment of the program allowing the station to add com-
mercials,  then a re-introduction naming my guest, the show and the 
topic again and a close. The station then inserts commercials.

I tape a whole show in a single session. Once I push the record 
button, that’s it. No stopping. It keeps the show flowing and the 
guest focused on the topic.

That means you have to be prepared for your interview.
n Discuss with your guest beforehand the direction you’d like 

to see the program go. Ask your guest for suggestions. They might 
share additional details or provide more insight on the topic. Also 
ask about subjects or questions they’d prefer to avoid discussing. 
n Use an outline as a guide to the questions you’ll ask. The 

flow of the interview keeps the show moving. Let your guest help 
develop the outline. It puts the guest at ease, giving them confi-
dence there won’t be any trick or embarrassing questions unexpect-
edly thrown their way.
n Remember to listen. An answer might lead you to an un-

planned question. Your outline is just a guide. You don’t want to 
leave listeners feeling something is missing or was held back.

 n Smile and engage your guest. It will ignite a spark that will 
grow, and while not seen, it will be felt by your listeners.

My program, Gateway Outdoors Radio, launched in 1981 and 
grew from a 15-minute show to an hour. It’s still on the air today as 
well as streamed and archived on the Internet.

As an added plus, my radio show provides additional material for 
my print column. I meet a wide variety of people through the show 
who I engage in in-depth conversation about outdoor-related topics 
that provide quotes and more-focused story ideas for print.

My newspaper column “Gateway Outdoors” still prints once a 
week, as it has since 1980. n

Charlie Burchfield is a past president and life member of the 
Pennsylvania Outdoor Writers Association and an active 
member of the Outdoor Writers Association of America.  
He’s been an award-winning outdoor communicator since 
1981. Contact Gateway Outdoors at  
GWOutdoors@comcast.net. GATEWAY OUTDOORS RA-
DIO airs at 6 p.m. Mondays on WCED 1420 AM, 107.9 FM 
and 96.7 FM, and can be live streamed on the Internet. The 
program can be heard the following day archived on the 
WCED Talk Radio web site. www.newstalkradiowced.com.

Crossing over to radio
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Craft Improvement

Do you have a book idea itching 
in your mind?  Do you want 
complete creative control over 

your project?  Do you seek the potential 
for greater financial gain than authors often 
earn through a publisher? 

Authors answering yes to these three 
questions may find self-publishing a book 
more rewarding — and possibly more prof-
itable — than pursuing traditional publish-
ing outlets.

Consider the following to bring your 
wildest book ideas to fruition:
n Learn what DIY books entail. Read 

Dan Poytner's book, “The Self-Publishing 
Manual,” to gain helpful tips and a clear 
overview of the self-publishing process 
from writing salable content to selling your 
finished product.  
n Before you pen a word, conduct a 

reality check. Complete a market analysis to 
understand your sales environment, estimate 
your potential profitability and define your 
print run quantity based on the size of your 
target audience. Extensively research and 
honestly answer questions like, Who is the 
primary target audience for this type of 
book? (Hint: it's not everyone.) How will 
your book stand out from competitors? Is 
your target price in range with what the 
market will bear? What specific marketing 
tactics will you utilize to reach your target 
audience? How will you distribute the book 
to retail outlets, Amazon.com, etc.?"
n Clarify your vision. Construct an 

outline of topics to identify what is in 
(and out of) scope for your title. If your 
book serves as a reference or travel guide, 
consider both a print and e-version.  If your 
text will likely be read once on an airplane 
like a paperback novel, consider publishing 
an e-book only, unless you have substantial 
funding, established distribution channels, 
and a sizeable interested audience.
n Deliver the highest quality product 

you possibly can. Write the book you'd like 

to read and do not rush through the time- 
intensive process. Hire an experienced edi-
tor who can help with grammar and refining 
your message. Also, employ a graphic 
designer to create an eye-catching cover and 
effective inside layout. Ask a focus group 
(comprised of your trusted friends and fam-
ily from diverse backgrounds) to evaluate 
various design and content ideas before you 
finalize your approach. Incorporate their 
feedback, but also stay true to your vision.
n Prep your book for retail sales. Visit 

bowker.com to secure an ISBN number 
and bar code, as retail outlets require both 
in order to sell your book. Also, obtain a 
Library of Congress pre-assigned control 
number at www.loc.gov/publish/pcn before 
you go to print.  
n Create professional-quality market-

ing materials. Create a website (and blog, if 
appropriate) dedicated to your book. Enable 
web-based ordering via online marketplaces 
like eJunkie. Prepare bookmarks, postcards 
and handouts to distribute at presentations, 
book signing events and workshops. Study 
Jay Conrad Levinson's books on "guerrilla 
marketing" for potential  —  and unconven-
tional  —  marketing tactics.
n Choose your printer.  Print-on-

demand (POD) printers offer expensive 
smaller print runs that require little (if any) 
storage space, which limits your financial 
risk.  Offset printers present a more eco-
nomical option for larger quantity print 
runs, but authors must find storage space 
(e.g. garage, storage unit, warehouse) to 
house all the books. Either way, solicit 
multiple competitive bids from international 
and U.S.-based printers. Ask not only about 
the printing pre-press, production and trans-
portation costs at varying print run quanti-
ties, but also the fees for changes you will 
inevitably make during the process. Request 
samples to assess their quality.  
n  Tap into beneficial corporate sponsor-

ships and crowd-funding (e.g. Indiegogo, 
Kickstarter) to help raise funds instead of 
pulling pennies out of your pocket.
n Define your distribution plan.  Tradi-

tional distributors request about a 60 percent 
discount of the manufacturer’s suggested 

retail price (MSRP) 
value of your book so 
they can  resell your 
product to retail outlets 
at about 40-50 percent 
of the MSRP value. If 
you distribute yourself 
(which requires cold 
calling locations), 
document a retail 
agreement outlining 
your discount, shipping 
terms, payment terms 
and return policy. Sub-
stantial self-promotion 
is required whether 
you sign with a dis-
tributor or not.
n Ship the books 

to direct customers.  
Media mail rates offers 
the cheapest, albeit 
the slowest, method 
to ship. If your book 
contains advertise-
ments, tap into USPS’s 
flat-rate priority mail 
offerings instead. It's 
pricier for the customer, but the book will 
arrive within two to three days anywhere in 
the U.S. Stock up on bubble wrap and tape.
n Get the books out of the garage and 

into your customers’ hands. Direct sales 
account for the highest potential profit. Con-
nect with your target audience at presenta-
tions, book signings and workshops. Lever-
age social media and e-newsletters to keep 
fans engaged and interested.
n Celebrate your success. A book 

release party helps recognize the contribu-
tions of your team, sponsors and dedicated 
supporters. Plus, you deserve it. n

Do-it-yourself  book publishing
Your guide to writing, printing and selling your work

BY COLLEEN  
MINIUK-SPERRY

Colleen Miniuk-Sperry 
published “Wild in Arizona: 
Photographing Arizona’s 
Wildflowers, A Guide to 
When, Where, and How” in 
2011. It won seven interna-
tional awards. She published 
“Photographing Acadia 
National Park: The Essential 
Guide to When, Where, and 
How,” this year. 

Colleen Miniuk-
Sperry’s written and 
self-published two 
books.  Both turned a 
profit within weeks of  
release. 
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Craft Improvement

In the early 1990s my first photographic income came from 
documenting 50 Missouri native wildflowers. They appeared 
in the debut photo catalog of the Missouri Wildflower Nurs-

ery (www.mowildflowers.net) located outside Jefferson City. It took 
a year to find and document the blooming plants on the nursery’s 
shot list; thus I evolved into a close-up specialist.

The following are timeless tips meant for those using a digital 
single lens reflex camera, but many apply to point-and-shoot and 
cell phone cameras as well.
n Use a tripod, ALWAYS. It’s your support system and aids in 

sharpness and allows for precise positioning for a strong composi-
tion. 
n Choose a lens that provides close focusing. A true micro/

macro lens is a flat-field lens, one capable of close-focusing a flat 
subject such as newsprint and retaining edge-to-edge sharpness. A 
curve-field lens provides sharpness in the photograph’s center but 
falls off toward the outer edges. With either a flat-field or curve-
field lens, keep your camera parallel to your subject for maxi-
mum subject sharpness.
n If your lens options don’t get you close enough, you can 

purchase extension tubes (glassless tubes that go between the 
camera and lens) or diopters (magnifying filters that fit on the 
front end of lenses).
n Set the lens on manual focus to precisely control the sharp-

est area of the photo, usually the eye(s) of a creature or main fea-
ture of other subjects. Use the appropriate depth-of-field setting 
for the subject. For blurred backgrounds use a wider aperture 
(f/2.8, 3.5, etc.); for more depth, close down the aperture (f/11, 
13, etc.).
n Know your gear. In the film days, there was no preview 

before making the photo, no review after making the photo (until 
the film was processed) and no histogram to check for appropri-
ate exposure. This all changed with digital cameras and can help 
you adjust as you’re shooting. 
n Before attaching the camera to the tripod, select your lens 

and subject, followed by the precise position of the camera. Then 
“build” the tripod below the camera, knowing the camera angle 
you’ve chosen. This saves having to move the camera AND tripod 
around while hunting for an appropriate perspective.
n To keep your horizon straight, position yourself squarely 

behind the camera, whether standing, sitting or lying on the ground. 
When photographing an intimate scene and the horizon doesn’t 
show, you and your viewers should still “feel” what looks straight, 
especially with live subjects.
n When using a zoom lens, leave room at both ends of the 

zoom’s range, so you can zoom in or out from your subject. Work 

loosely, being sure to 
leave enough room 
for the editor to crop 
your photos to fit the 
space.
n Use the cam-

era’s depth-of-field 
preview feature, 
usually a button or 
lever on the front of 
the camera near the 
lens. Typically lenses work best in the middle range of the aperture, 

Here is the final version of  the photograph from this exercise. Notice that the flower is sharp 
from left to right and the background is far enough away from the main subject to be soft in 
tone and out of  focus. Photos by Ruth Hoyt.

BY RUTH HOYT

Get close
The art of  photographing flowers and other small subjects

Though you may be tempted to handhold your camera, use 
a tripod to eliminate camera shake. Look at the magnified 
insets in the photos above and compare the photo with a 
handheld camera (top) and the photo supported by a tripod 
(bottom). 

To capture a flower like this, you 
need to get in close and always 
use a tripod. 



www.owaa.org/ou  OUTDOORS UNLIMITED  11

Craft Improvement

We are all looking for ways to 
stand out in our market and 
give our pitches an edge over 

the countless queries crossing an editor’s 
desk. One option to think about is learning 
to produce Web- based video to accompany 
your article. A video can enhance a maga-
zine’s Web traffic and drive visitors to your 
story- and the publication. 

Creating video isn’t as hard as you might 
think. In today’s world most cameras have 
video capability and almost every computer 
has a video editing program pre-loaded. For 
those computers that don’t already have 
the software, there are programs avail-
able for less than $500 with tools to allow 
you to create a Web video. There are also 
thousands of tutorials you can take online 
to help you master the program you choose. 
But it’s not about the software. It’s about 
the creativity of the producer and the ability 
to make the consumer feel like they are 
watching an event happen naturally in the 
field or on the water. Use your storytelling 
skills and what I’ve learned and outlined 
below and you’ll soon promise video in 
your pitches.

Web videos have limitations. Television 
shows running the standard 30 minutes 
contain 22 minutes and 30 seconds of con-
tent to tell a story. A 10 minute Web video 
is a huge video that is difficult for people 
to upload. Plus, most people prefer shorter 
videos online that range between four and 

five minutes. Shorter doesn’t mean easier. 
It can be hard to tell a complete story in 
such a short time. There is no place for long 
winded participants or multiple B-roll shots 
in Web videos. Short, concise, focused sto-
ries download easy and visitors to the site 
are more apt to enjoy the piece.  

The old adage “Keep it Simple Stupid,” 
known as the KISS principle, applies more 
than ever in Web based video. A mistake I 
try to avoid in these snippets is getting too 
fancy with swirling transitions, multiple 
unmatched music beds, or playing with 
sound effects. When I see those on any Web 
based video I view, I usually just close it 
and move on. Just because a transition is 
interesting doesn’t mean it has any place 
between scenes and it could disrupt the 
flow dramatically. My rule of thumb is if 
someone notices my transition then I’ve 
failed to produce it properly. Almost all of 
my transitions are gentle cross fades or dis-
solves. Today’s editing programs do such a 
great job sampling a transition for a specific 
scenes that the editor can usually hold the 
mouse over a transition to see an example, 
insert the transition in between the frames 
then right click and cut the transition if it 
doesn’t fit. It’s that fast.

The last, but still important, part of 
producing your video is ensuring picture 
quality and sound. If either is marginal, you 
might as well set the video in a drawer and 
leave it for archaeologists to find in 500 
years.

Bad sound has ruined more scenes I’ve 
shot than anything else. Remote micro-

phones help but wind can still blow away 
quality. Heavy clothes are a microphone’s 
biggest enemy. It is vital to make the cam-
era person use the head phones every time, 
all the time.  Just because a scene started 
out with good sound doesn’t mean it stayed 
that way 30 seconds into the shoot. Picture 
quality usually relates to the movement of 
the camera more than anything else.

Shakiness is also a scene-killer, so don’t 
forget to use a tripod or mount. I created a 
system fashioning PVC, a Ram Mount and 
a seat pedestal insert for my boat. I can stick 
it in the bow seat pedestal when trolling and 
the stern seat pedestal when jigging or cast-
ing. Even the best camera people struggle 
in boats in two- and three-foot waves. My 
system enables my cameras to move exactly 
with my boat in the waves and it is remark-
ably stable. 

 I’ve found producing Web videos 
develops my creativity and enhances my 
experience as a writer. Good videography 
gives me more information on my subject 
and editing it allows me to notice details 
like the sound of a twig break in the woods, 
or waves lapping against the boat. But most 
importantly it helps me sell more stories. n

Web videos complement print work
BY MARK SAK

Mark Sak has spent the last 
20 years writing for regional 
and national magazines 
while fishing the Professional 
Walleye Trail. In 2009 he was 
added to Field and Stream’s 
Heros of Conservation direc-
tory for his work with Pheas-
ants Forever. Contact him at 
Sakoutdoors@gmail.com.

say f/8 to f/11, rather than at wide-open 
settings (for smaller amount of sharp focus) 
or closed-down settings (for larger amount 
of sharp focus).
n Choose the highest resolution your 

DSLR offers, normally RAW format. This 
captures the maximum amount of informa-
tion, which can be downsized later. Other 
options include “RAW + JPG,” “Large 
JPG” and other smaller file sizes. Choosing 
“RAW + JPG” allows the convenience of 
a JPG without the need for sophisticated 
processing software. Selecting only  “Large 
JPG” results in no RAW file, which ini-
tially saves on file space but provides less control over your results.

n Make many frames of the same 

subject, using various angles, lenses and 
magnification choices. This provides more 
options for later, when you review and 
select photos in the computer.
n Finally, learn to be ruthless when 

critiquing your work (pun intended)! n

In addition to writing and 
photographing, Ruth Hoyt 
teaches nature photography 
in group classes and private 
instruction, guides pho-
tographers on tour and in 
workshops, and consults with 
private landowners who want 
to set up their property for 
photography. 

Macro vs. Micro
The term “macro” is defined as “very 
large in scale, scope or capability,” which 
doesn't make sense in close-up photog-
raphy. “Micro,” meaning “small or very 
small in comparison with others of its 
kind,” does. But the Nikon Corporation 
patented the term micro when marketing 
the ultra-micro Nikkor high-resolution 
optical lenses in 1962 forcing other com-
panies to create a new name for close-up 
optics, giving the style the name macro.



12  OUTDOORS UNLIMITED October/November 2014

Travel

Big Mama and her yearling stood 
about 10-feet from our zodiac 
boat ravenously chewing tall 

stalks of sedge. 
I realized then I had arrived. 
After a 30-minute flight from Prince 

Rupert in Canada, the Beaver float plane 
touched down in Khutzeymateen’s inlet in 
British Columbia, the largest grizzly bear 
sanctuary in North America. I’d come for 
three days to the largest grizzly preserve in 
North America to photograph and observe 
bears in a remote and intimate setting. I 
was one of five on the trip, joined by two 
Canadians, a University of San Diego tennis 
coach and a retired University of Arizona 
deputy athletic director. All of us were seri-
ous about our photography.

Before we finished unpacking cameras, 
a blonde bear sauntered along the shore, 
its coat not yet darkened from the feeding 
it would do later that summer on spawning 
salmon.

Jumping into the Sunchaser Charter’s 
zodiac, we noticed the young male's back 
was covered with bite scars. 

"He's one of Lucy's, perhaps the 
Khutzeymateen's most distinguished matri-
arch, offspring,” said Dan Wakeman who 
has spent more than 20 years observing the 
Khutzeymateen grizzlies.

It was early June and still mating season. 
Sows with newborn cubs would not venture 
out until the males departed. The young 
male was on the prowl looking for a mate, 
Wakeman said. The bear wasn’t the valley’s 
dominate male, meaning it would have to 
get lucky to find a female without a cub that 
was also in estrus. If it happened across a 
female with a cub, it might kill the young, 
but still wouldn’t mate with the mother until 
its hormones were right to sire a cub.

Wakeman spent his summers in the 
Khutzeymateen studying the bear since they 
were cubs.

Life on the 40-foot sloop, Sunchaser, 
typically moored in Cedar Creek, evolved 

around the tide, the time when water was 
deep enough to navigate up the estuary, high 
tide affording the best opportunity to view 
bears. While we waited for the evening tide 
we ate Dungeness crab pulled from a nearby 
trap and boiled for dinner.

High tide arrived around twilight and we 
headed in the zodiac up the Khutzeymateen 
estuary. In about an hour we’d observe nine 
bears. One large male with a sizeable scar 
on its back stomped on a dead log hissing, 
warning us to back off.

Wake reversed the boat when the bear 
stomped again.

"If we'd been on land, we'd be dead,” he 
said. “This is his sanctuary."

We watched a cub swim across the estu-
ary and another run through the sedge. We 
spotted a large male lumbering out of the 
woods Wakeman thought wanted to mate 
with the female wandering the beach. See-
ing us it loped back into the trees growl-
ing as though we’d interfered a romantic 
interlude.

That night we retired to our bunks at 9 
p.m. even though the summer sun didn’t set 
for another hour. 

Rain pounded the bow skylight over our 
twin bunks and we awoke to a day of view-
ing grizzles in the mist.

 By noon, we observed 11 different bears: 
a mating pair, several shy runners, a few 
yearlings, sub adults, cubs, and both male 
and female adults. 

Weather interfered with the rest of the 
day's viewing plans. A torrential afternoon 
rain remained steady throughout the night. 
Layering in long underwear and fleece, we 
spent the night tucked under blankets and 
quilts. The temperature was a mild 59, but 
the dampness of the rainforest was penetrat-
ing.

High tide on our third and final day al-
lowed us to explore further up the estuary 
where blue lupine bloomed, chocolate lilies 
budded and bald and golden eagles ruffled 
wet feathers. The Khutzeymateen River, 
which channels into the estuary, ran swiftly. 

Grizzlies in the mist
Tour of  the Khutzeymateen sanctuary provides close encounters

A yearling bear feeds on sedge in the Khutzeymateen Grizzly Bear Sanctuary in British Columbia. The sanctuary is the place 
to go for wildlife photographers wanting to capture images of  grizzlies. Photos by Mary L. Peachin.

BY MARY L. PEACHIN
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Jumps

things like this about half the time. Slowly, I started questioning my 
upbringing, and in time, I’ve come around to the notion that actu-
ally, maybe, for me, it’s better to use the damn comma.

The serial comma is not without its faults. In late 2013 Britain’s 
Sky News posted the following headline: “Top stories: World lead-
ers at Mandela tribute, Obama-Castro handshake and same-sex 
marriage date set.” Serial comma advocates noted its omission 
could lead readers to think that the leaders of the U.S. and Cuba set 
a date for pending nuptials. But when the Oxford community used 
this example to clamor loudly for unilateral use, James Taranto of 
The Wall Street Journal’s editorial board responded, writing, “Years 
ago when we worked on the Journal's op-ed desk, we received 
a submission from a writer who argued that the Oxford comma 
should be universally adopted so as to avoid ambiguities. We wrote 
back: ‘My boss, Max Boot, and I find your argument unpersuasive. 
Do two or three people find it unpersuasive?’” Touché.

When I first proposed the idea of developing a house style 
guide at my magazine, my former managing editor told me that at 
one of her previous jobs, the house style guide had a partial quote 
by Ralph Waldo Emerson emblazoned across the top: “A foolish 
consistency is the hobgoblin of little minds.” I was a little offended 
at first, thinking she found my attempt to bring some order and con-

sistency to our editorial content to be the mark of a small-minded 
person. But as I thought about it more, I realized it was probably 
a self-deprecating poke at the stubbornness of editors who blindly 
and unflinchingly follow their own rules without being willing to 
understand that sometimes, exceptions are merited.

And that seems to be the key. Editors exist to polish up the rough 
edges of writers’ prose and to smooth the reading process for the 
audience. Even if it’s technically in accordance with our established 
style, we don’t want a reader to stumble over a sentence and have to 
read it several times to determine its meaning.

Now if I could just get the hang of the subjunctive mood (e.g., 
“If I were to move to Fiji” versus “If I was to move to Fiji”) and 
consistently applying hyphens to adjectival phrases that could 
be interpreted as compound modifiers (mountain biking trails? 
mountain-biking trails?), I’d be set for the rest of my career. n

Danielle Taylor is the executive editor of the National 
Recreation and Park Association’s Parks & Recreation 
Magazine as well as a Leesburg, Virginia-based freelance 
writer focused on outdoor recreation, conservation, and 
travel. Follow her on Twitter @D_R_Taylor, and visit her 
website at www.danielle-taylor.com.

Making peace with the serial comma
CONTINUED FROM PAGE 7

Again we saw a variety of 
bears. 

Camera shutters clicked 
rapidly in the rain as we looked 
eye-to-eye with more than 20 
different grizzlies. 

We boarded the zodiac again 
that evening for short final tour 
and returned to where we’d seen 
a sow and two cubs earlier. Near 
the forest we spotted a dark 
colored head in the grass. It was 

Barney, the Khutzeymateen's 
dominant male which hadn’t 
yet been sighted that season. 
The bear was too far away to 
photograph, but close enough to 
wish us farewell.

That night while drifting off 
sleep, the distinctive call of a 
loon reminded us we were in a 
spectacular place where we had 
just enjoyed intimate encounters 
with grizzlies. n

Want to go?

Visit Sunchaser Charters at grizzlytour.com or email sunchase@
citywest.ca.

Prices for 2015 per person including all taxes and park fees      
Three day trip: $1650.00
Four day trip: $2200.00 
Five day trip: $2750.00
Six day trip: $3300.00, 

All trips are limited to a maximum of four to six  people. Space 
is limited throughout the summer season. Accommodations are 
basic with one shared bathroom.
 

Getting there
Vancouver, British Columbia, is the gateway to the Khutzeyma-

teen. From there, head to Prince Rupert and depart to the Khutzey-
mateen by boat or by float plane charter. It is necessary to spend 
a night in Prince Rupert both departing and returning. Air Canada 
Jazz and Hawk Air provide air service to Prince Rupert. 

A yearling bear follows a sow in the Khutzeymateen Grizzly Bear Sanctuary.

Mary L. Peachin is an adventure travel writer who special-
izes in scuba diving and sport fishing articles. Her books, in 
both print and digital format, include “Close Underwater 
Encounters:  What you Should Know about Sharks, Carib-
bean Scuba Diving, and Caribbean Sport Fishing.” Check 
her out at www.peachin.com or email mary@peachin.com
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Lou Dzierzak has been a full-time freelance writer since 1997. Much of his writing focuses on the business side of 
outdoor recreation. Editorial experience includes serving as manager editor of Outdoor Business, Hunting Business, 
Outdoor Insight and Running Insight. He’s an ongoing contributor to Gun Trade World and Tackle Trade World. He’s 
published hundreds of articles on marketing trends, product design innovations, environmental sustainability initia-
tives and retail operations. He’s also written for Silent Sports, Paddler, Canoe & Kayak magazine, Running Times 
magazine, Trail Runner magazine, Backpacker Magazine and Scientific American. An avid winter sports enthusiast, 
he has been the managing editor of Cross Country Skier magazine since 2000. Author of several books including a 
two-volume Boundary Waters Canoe Area guidebook. As managing editor, he is working with Rootsrated.com, an 
online resource providing detailed outdoor destination profiles.

Jason Duncan is a regular contributor to the International Federation of Fly Fishers’ Flyfisher magazine, as well as 
the illustrator for his articles.  He also writes the satirical fishing blog Fly Fishing, Et Cetera (www.flyfishingetcetera.
blogspot.com).  He lives with his wife, daughter and Welsh terrier in New York City.

John Bigbie is an active duty U.S. Air Force officer stationed at Aviano Air Base in Italy. Bigbie grew up in Sumter, 
South Carolina, and has strong family ties to Clay County, Georgia. As an up-and-coming freelance writer, he main-
tains an extensive network of highly regarded outdoor artists, custom knife and rifle makers, bird dog breeders and up-
land game experts who enable him to construct distinctive articles and feature stories.  His latest piece, “Old Thump,” 
appears in the summer 2014 issue of the Upland Almanac. Bigbie is currently conducting research for an article about 
the late knifemaker George Herron.

Writer and photographer Ben Duchesney is the web editor of Kayak Angler magazine and has been published in a 
variety of magazines, such as Field & Stream, The Flyfish Journal and Bassin’ Magazine, as well as on numerous 
websites and in newspapers. He’s been writing since before he was old enough to spell and picked up a camera in 
college. Duchesney was born and raised on Cape Cod, Massachusetts, and earned his bachelor’s degree in communi-
cation and print journalism at Suffolk University in Boston. If he’s not on the water fly-fishing or paddling, he’s most 
likely running around the country on assignment or taking photographs of motorcycles — even while riding on his 
own. Constantly reading novels, (many by Jim Harrison, or Fyodor Dostoyevsky), Duchesney plans to soon write his 
own; along with multiple non-fiction books on fishing, motorcycles and photography already in the works.

Ruth Hoyt discovered her passion for photography in 1989 and evolved into a full-time nature photographer and 
writer. She teaches classes and private instruction, leads workshops and tours, performs ranch photography consulta-
tion work and more. Hoyt is a charter member of the North American Nature Photography Association, a certified 
interpretive guide and certified Texas master naturalist. Her work has been exhibited in locations such as the Smith-
sonian Institution and Missouri Botanical Garden and hangs on permanent display in various states. Credits include 
National Geographic books, The Nature Conservancy, Birder’s World, Texas Wildlife Association, AAA’s Home & 
Away, Valley Land Fund and more. Hoyt has won major awards in significant photo competitions including the inter-
national contest Natures Best, Valley Land Fund and first grand prize with partner and teammate John Pickles in the 
Coastal Bend Wildlife Photo Contest.
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Dave Veldman is an avid outdoorsmen from southeast Michigan, who spends many of his weekends in the northern 
parts of the state hunting, fishing, camping, running his dog and shooting his Canon. He has been a student of pho-
tography for almost 20 years and now primarily focuses on hunting dogs and upland hunting photography. Veldman 
has been shooting professionally for the past two years under the name Sport Dog Photography.  His work has been 
featured in Ruffed Grouse magazine where he writes articles, provides images and works closely with the organiza-
tion in its conservation efforts. He has also worked with other conservation organizations around Michigan, providing 
images and video of their efforts. Veldman runs and maintains an outdoor blog that focuses on Michigan camping and 
recreational opportunities.  An avid camper, hiker, paddler and trail runner, he has enjoyed introducing the beauty of 
Midwestern forests to his four children.

Marianna Trevino Wright grew up in the Rio Grande Valley, where her childhood days involved catching Texas 
horned toads, fostering skunks and chasing snakes off the patio with her grandfather. Flocks of green parrots and 
families of armadillos inhabited the 12 acres on the outskirts of town, where her parents kept a few horses and cattle, 
along with her mother’s pet donkey, Frankie, and the pig her father received for Father’s Day. At the ranch she’d see 
Texas tortoise, diamondback rattlesnakes and Bobwhite quail, along with coyotes, deer and javelina, which her broth-
ers dressed in the yard. This wild and magical upbringing, full of close encounters and where her natural curiosity 
was rarely the subject of parental supervision, fueled her love for the outdoors and appreciation for every manner of 
wildlife. Today, she writes primarily of lessons from the natural world and strives to use her voice for conservation, 
education and preservation.

SUPPORTER SPOTLIGHT

WELCOME TO OWAA

No reel needed
Tenkara USA brings simplicity, tradition to fly-fishing

Daniel Galhardo learned a secret 
the first time he visited Japan: 
You don’t need a reel to fly-

fish. Galhardo had discovered tenkara, a 
traditional Japanese method of fly-fishing 
that was not only simpler, but more effec-
tive for fishing mountain streams.

After studying the method and equip-
ment, Galhardo designed the rods, lines 
and flies needed and opened Tenkara USA. 

“I created Tenkara USA out of a desire 
to tell the world about this wonderful and, 
until then, relatively unknown method 
of fly-fishing, and out of a desire to tell 
people ‘fly-fishing is very simple,’” Gal-
hardo said.

Simplicity is liberating. It allows travel without worrying about 
gear and space, and it makes learning to fly-fish intuitive. 

The essence of tenkara is the reliance on little equipment. Ten-
kara with its pared-down rod emphasizes technique, not mastering 
gadgets and gear. 

Tenkara doesn’t just make fishing simpler, it makes it simpler to 
fish — wherever you go. It shines in mountain streams where the 

long rod and light line provide the best 
possible fly presentation. But it’s also 
effective in alpine lakes, or urban ponds. 
The compact and light-weight set-up 
makes it easy to add fishing to a back-
packing, climbing, or canoeing trip.

The company most recently developed 
the RHODO and SATO tenkara rods 
featuring two patent-pending features. The 
“triple zoom allows the rods to be fished 
at three different lengths and the “keep 
your plug system,” cleverly stores the 
rod plug in the base of the handle so one 
doesn’t lose it.

Since its inception, Tenkara USA has 
worked to stay true to the simplicity and 

traditions of tenkara, while continuing to innovate and respond to 
market demands. Its connection with tenkara traditions and Galhar-
do’s relationships with the masters inform product design. The com-
pany supplies customers with equipment, but also the knowledge to 
learn and perfect the art of fly-fishing.

Visit Tenkara USA’s new website, www.tenkarausa.com or con-
tact info@tenkarausa.com for media inquiries. n

With a long rod and light line, tenkara is perfect for fishing moun-
tain streams. It’s design makes the rod easy to take along on any 
adventure. Photo courtesy Tenkara USA.
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Portfolio
 By Al Golub

Al Golub covered his first intense fire 
as a photojournalist in 1987 when 
he embedded with a Hotshot crew on 
the 140,000-acre Stanislaus Com-
plex Fire. He covered that fire for The 
Modesto Bee, a California newspa-
per where he worked for 40 years 
and served as director of photogra-
phy. As a post-retirement freelancer, 
he continued to cover wildfires, 
documenting 13 major fires, includ-
ing last year’s 257,314 acre Rim Fire 
in California.  He currently is working 
on a book about his fire experiences.

Aug. 31, 1990, El Portal, California, Savage Fire. Exhausted tree feller Stan Brent catches a quick 
nap. The fire started in the bottom of  the Merced River Canyon, then ran 1,700 feet up to Ferguson 
Ridge burning 550 acres of  the Sierra National Forest.

Aug. 19, 1996, Sonora, California, Rogge Fire. Stanislaus National Forest firefighter Shawn Baker fires a line on the top of  Jawbone Ridge above 
the Clavey River in an attempt to burn out an area that blew up the previous afternoon. In 1996, the Ackerson and Rogge Fires combined to 
char 60,000 acres. 
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September 14, 1990, Tuolumne 
City, California, Cottonwood 
Fire. At 3:30 a.m., Fire Captain 
Brian Pressnall of  the Stanislaus 
National Forest emerges from 
edge of  flames along Mount 
Provo Road. The Cottonwood Fire 
was held to 2,000 acres by the 
fast action of  fire crews. The fire 
threatened several small commu-
nities. The big challenge was to 
make sure the fire didn’t get past 
the Hacienda fuel break, keeping 
the fire out of  the Tuolumne River.

 (Top left) Aug. 15, 1990, Yosemite National Park, A-Rock 
(Arch Rock) Fire. Kelly Verry, a sawyer on the Mendocino 
Hotshots, tells a joke during a break from cutting line.  
The Arch Rock Fire burned more than 16,000 acres of  
the park and the Stanislaus National Forest while across 
the Merced River the Steamboat Fire burned more than 
5,000 acres of  the park and the Sierra National Forest.

(Top right) Aug. 23, 2013, Greeley Hill, California, Rim 
Fire. In an effort to keep the Rim Fire, which reached 
199,237 this day, from reaching the community of  
Greeley Hill, a DC-10 Air Tanker drops retardant.

(Left) Aug. 26, 2013, Greeley Hill, California, Rim Fire. 
A view from Greeley Hill of  the Rim Fire backing down 
Pilot Ridge at 1:00 a.m. where it could threaten the 
community.  
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Aug. 18, 2001, Coulterville, California, Creek Fire.  An air tanker drops retardant on an active fire line near Alan 
Haig Ranch. The Creek Fire burned 11,500 acres between Highway 49 and Priest-Coulterville Road a few miles 
north of  Coulterville, California. 

(Top) Aug. 3, 1992, Big Oak Flat, California, Moccasin Fire. A helicopter 
transports water from Don Pedro Reservoir to fight the Moccasin wildland 
fire in the Tuolumne River Canyon. The fire spread quickly and consumed 
about 5,000 acres.
(Above) Aug.17, 1992, Angels Camp, California, Old Gulch Fire. Only some 
hardy outdoor furniture remains at a house on Fricot City Road. The Old 
Gulch Fire raged over some 18,000 acres, destroying 42 homes. 

(Top) Aug. 18, 2001, Coulterville, California, Creek Fire. The active fire and the backfire come together on 
Alan Haigh Ranch. (Above)  Aug. 23, 2013, Yosemite National Park, California, Rim Fire.  Fresno County 
firefighters wait in a safety zone while fire heads to Mather Camp adjacent to Yosemite National Park.
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National Affairs and the Environment

Protecting public land
Selling federal lands threatens future of hunting

BY TIM BRASS

It was way back in 1996 when I first 
stumbled behind my dad and grandpa 
with a pair of waders two sizes too 

big and a musty hand-me-down canvas 
camo coat. We made it to the lone hackberry 
tree and then waited, and waited … 

It was duck opener on a state wildlife 
area in western Minnesota and we arrived 
a good three hours early with ample time 
to beat the competition to “the spot” — an 
exercise I would repeat time and time again, 
almost exclusively on public lands. From 
the wide Army Corps mud flats in Oregon 
to the burly Colorado backcountry, our vast 
public lands are largely to thank for the 
many hunting experiences that made me 
who I am.  

Looking back, I realize I was born with 
a silver shotgun in my hand.  But where 
our family was rich in hunting-tradition, we 
were poor in land. Thus, we learned to share 
the land set aside generations ago for sports-
men and women of all backgrounds to hunt 
and fish on — our rich portfolio of public 
lands.  

As part of the 40 percent of American 
hunters and who rely on public lands, I 
know I’m not alone in being perplexed by 
the growing cry by out of touch politicians 
to sell-off, or slyly transfer from federal to 
state ownership, our Western public lands 
as a way to ease our great nation’s growing 
debt. 

In Montana the GOP recently approved 
putting a pro-federal land transfer position 
on their party platform. In Utah, a well-
funded pro-land transfer effort led by  

radical county commission-
ers is now sweeping across 
the West (see www. 
americanlandscouncil.org).  
And in Washington DC, 
Republican leaders in the 
House of Representatives 
have included public land 
sell-offs in the budget and 
as amendments to otherwise 
well-supported legisla-
tion, such as the bi-partisan 
Sportsman’s Act.  

While there’s no doubt 
that our debt needs to be 
dealt with, auctioning off the 
foundation of our invalu-
able sporting traditions is a 
shortsighted fix that would 
benefit a few at the expense 
of many. And transferring land from federal 
to state ownership ignores the economic re-
alities of managing these lands. Proponents 
of federal land transfer claim management 
and access will remain the same under state 
control. Yet, they remain silent on any plans 
for how things like fire prevention and road 
maintenance would be paid for. Firefighting 
costs alone would bankrupt the states forc-
ing them to sell the lands.

As the founding principles of public trust 
are increasingly challenged throughout the 
West, our public lands are more important 
than ever. They remain the bedrock keep-
ing the North American model of wildlife 
management as we know it — an invaluable 
insurance that no matter what career you 
chose or family you’re born into, you will 
always have a place to hunt and fish.

I’ll always remember that first morning 

in the marsh waiting beneath the hack-
berry tree with an unwieldy shotgun in my 
hand. It was the start of a lifelong passion 
for hunting. It’s a memory and experience 
future generations deserve to share. 

American sportsmen and women are a 
fiercely independent bunch. But to defend 
what we love we need to unite and fight for 
the public land hunting and fishing oppor-
tunities we too often take for granted. We 
need to join forces and stop this public land 
grab for good.  If we don’t, who will? n

Tim Brass is the 
Southern Rockies coordinator 
for Backcountry Hunters & 
Anglers. You can reach him at 
tim@Backcountryhunters.org. 

Tim Brass, at 13 years old, poses with the first deer he killed while hunting 
in Lac Qui Parle County in western Minnesota. Brass grew up hunting with his 
family on public lands. Photo courtesy Tim Brass.

THE VOICE OF THE OUTDOORS®
We are ...

“  ”— COLLEEN MINIUK-SPERRY ,  Chandler, AZ, member since 2010

Being a member in OWAA has led to unrivaled personal growth and diversified business opportunities. 
In just four short years of  membership, it’s helped me elevate and extend my voice as outdoor photogra-
pher and writer into new profitable realms like blogs, books, and fresh editorial markets. It’s also enabled 
me to establish lasting friendships with extremely talented outdoor communicators across the country.
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National Affairs and the Environment

The National Shooting Sports 
Foundation, representing the 
firearms and ammunition industry, 

supports the right of hunters to choose am-
munition products that best meet their per-
sonal requirements and budgets. For some, 
that will be traditional ammunition contain-
ing lead components; for others it will be 
ammunition with projectiles made of copper 
or other metals that substitute for lead.

Hunters have used ammunition contain-
ing lead for more than a century without 
adverse impact on wildlife populations, the 
environment or human health caused by 
eating game taken with such ammunition. 
Given that the push to ban traditional am-
munition plays on emotion and misinforma-
tion, the foundation urges those who report 
on the issue to fully evaluate claims made 
by ban proponents and to consider their 
underlying motivations.

Some hunters might not realize that 
supporting a ban on traditional ammunition 
amounts to casting their lot with anti-
hunting groups, most notably the Human 
Society of the United States. The Humane 
Society, which recently filed a petition with 
the Department of the Interior to eliminate 
hunting with traditional ammunition on 
public lands, is on record as committed to 
ending hunting. 

In its recently exposed “playbook,” 
the Humane Society reveals its dominoes 
strategy of using California’s decision to 
ban traditional ammunition as a model to 
achieve restrictions in other states. 

We must keep in mind that wildlife man-
agement policy is based on managing popu-
lation impacts, not on preventing isolated 
instances of harm to individual animals 
in a species. Feral cats, power lines, wind 
farms and window strikes all rank far higher 

than traditional ammunition as causes of 
bird mortality. No evidence links the use 
of traditional ammunition with wildlife 
population-level declines. Rather, popula-
tions of bald eagles and other raptors have 
increased dramatically in recent decades—
concurrent with hunters’ use of traditional 
lead ammunition. 

California’s ban lacks the science to 
support it. For five years, the state banned 
the use of traditional ammunition in condor 
areas, yet even with 99 percent of hunters 
complying with the regulations, condor 
blood-lead levels didn’t fall. What’s not 
been acknowledged is that lead exposure 
can come from other sources such as land-
fills and industrial sites.

The scare-tactic claim that consuming 
game taken with traditional ammunition is 
a health risk is refuted by a 2008 study of 
North Dakota hunters. Conducted by the 
Centers for Disease Control and Preven-
tion, the study shows that those who eat 
game taken with traditional ammunition do 
not have higher blood lead levels than the 
average American. Additionally, the Iowa 
Department of Public Health, a state agency 
that has tested the blood lead level of Iowa 
residents for over 15 years, reports, “IDPH 
maintains that if lead in venison were a 
serious health risk, it would likely have 
surfaced within extensive blood lead testing 
since 1992 with 500,000 youth under 6 and 
25,000 adults having been screened.” Iowa 
has never had a case of a hunter having 
elevated lead levels caused by consuming 
harvested game.

The manipulative “We’ve banned lead 
in paint and gasoline, why not in ammuni-
tion?” is supposed to sound like common 
sense until you consider that lead com-
pounds once used in those products were 
soluble and easily absorbed in the blood 
stream, while the metallic lead used in am-
munition is different and relatively insolu-

ble in digestive tracts. 
Who would doubt that hunters forced 

to pay more for ammunition will buy less? 
Alternative ammunition can cost up to 190 
percent more than equivalent traditional 
ammunition. A decline in sales will mean a 
reduction in conservation funding from the 
11 percent excise tax collected on tradition-
al ammunition. And alternatives in many 
hunting calibers can be difficult to find.

True intentions are exposed when groups 
try to force bans but ignore voluntary, edu-
cational, non-ban measures such as ammu-
nition coupon programs and asking hunters 
to bury the entrails of field-dressed animals 
to reduce exposure. Such measures work, 
gain the cooperation of hunters and are not 
divisive.

For years, the Arizona Game and Fish 
Department and other groups have asked 
hunters to voluntarily switch to using alter-
native ammunition in northern Arizona, a 
condor reintroduction area. Not surprisingly 
given their traditional support of conserva-
tion, hunters showed an 80 to 90 percent 
participation rate. Utah plans a similar 
approach.

No ban is necessary. n

Editor’s note: The use of lead ammuni-
tion continues to be a contentious national 
issue. This article was written in response to 
one in the August/September 2014 issue of 
OU advocating a ban on lead ammunition.

Hunters should have their choice of  ammunition
BY LAWRENCE G. KEANE

Lawrence Keane is senior 
vice president and general 
counsel for NSSF.
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THE VOICE OF THE OUTDOORS®
We are ...

“  ”— TOM HUGGLER ,  Sunfield, MI, member since 1974

“I cannot imagine any outdoor communicator who wants to improve his craft, expand his markets, 
and develop life-long networking contacts not becoming an OWAA member. For more than 30 years, 
OWAA has done more for my career and business bottom line than any other influence. Writing is a 
lonely business and my OWAA friendships alone have brought immeasurable wealth.”
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Diversity

Rod Torrez and Max Trujillo remember trips to the moun-
tains hunting and fishing with family and friends while 
growing up. They didn’t, at the time, call themselves 

“conservationists,” but getting outside and appreciating wildlife 
was a big part of their lives and the Latino community in general.

Today they embrace the label and encourage other Latinos to 
as well through their work with HECHO — Hispanics Enjoying 
Camping, Hunting and Outdoors. 

The organization, which debuted last fall during the Congressio-
nal Hispanic Caucus Institute’s annual conference, is meant to pro-
vide a voice for people who aren’t always part of the conversation 
about conservation, said Torrez, who serves as director of HECHO.

“We’ve not really been that involved in conservation as a unified 
group,” he said.  “We need a place to gather. How do we express 
this long-felt need to protect these lands and aspects of our culture 
that we don’t want to lose?”

Trujillo can’t remember a time when he wasn’t eager to get out-
doors and explore. He’s hunted and fished most of his life, explor-
ing New Mexico’s streams and wilderness areas. It’s a way of life 
for Latinos in the Southwest.

“Latinos hunt, fish and use our public lands as much as every-
body does,” he said. “But I feel like the Hispanic population is 
grossly underrepresented in the conservation movement. I feel like 
they need to take their seat at the table. Part of it is they don’t real-
ize that they’re conservationists.”

A HECHO poll released in June showed 93 percent of Latinos in 
Colorado and New Mexico believe the government should protect 
public lands for recreation and the health of the environment. Both 
states have seen significant increases in oil and gas drilling on 
public lands. More than 70 percent of respondents, no matter their 
political affiliation, said they would favor a candidate who sup-
ported conservation and protecting public land.

The poll highlighted the economic clout of Hispanics who hunt, 
fish, camp and hike. During the year before the poll, 88 percent of 
the respondents bought equipment for outdoor activities with 54 
percent in Colorado and 57 percent in New Mexico spending more 
than $250. The fact that Hispanics make up the fastest-growing seg-
ment of the population heightens the impact they can have, Trujillo 
and Torrez said.

The survey confirmed what Arizona state Rep. Mark Cardenas, 
of  Phoenix and a HECHO board member, expected.

“Familial ties with the land, water and agriculture — they’re all 
incredibly important to the Latino community that’s been here for 
generations and generations,” he said.

Cardenas traveled to Washington with a group of students push-
ing for smarter use of the Colorado River, already overtaxed by the 
millions of people in the West who rely on it. 

While the poll results underscored conservation’s importance to 
Latinos, Torrez and Trujillo say there are challenges when it comes 
to reaching younger generations. 

“I grew up in a family of 11,” Trujillo said. “All our neighbors 

had big families. It was a weird day if we kids were indoors.”
Torrez, who grew up in the Denver area, said his family spent 

weekends in the mountains and hunted and fished in northern Ari-
zona and New Mexico. 

These days, videos, cell phones and similar distractions can be 
tough competition for the great outdoors. HECHO is reaching out 
to families and kids to keep people connected to nature. Torrez 
recently spent time with college students as part of the Hispanic Ac-
cess Foundation’s efforts to raise awareness among young Latinos 
about conserving public lands. He met the students at the Great 
Sand Dunes National Park and Preserve in southern Colorado.

In August, Trujillo helped organize an outing for families at the 
Las Vegas National Wildlife Refuge.

“I try to encourage people to get out to our wildlife refuges and 
national parks,” he said. “People experience things out there that 
are lifetime memories.” 

It’s enough to turn them into conservationists. n

Outdoor group gives Latinos voice in conservation
BY JUDITH KOHLER

(Top) Max Trujillo, 
joined HECHO as 
deputy director this 
spring. Photo by 
Garrett VeneKlasen.
(Bottom) HECHO 
Director Rod Torrez 
grew up loving the 
outdoors Photo by 
Joe Camacho.

Judith Kohler is the regional communications manager 
for the National Wildlife Federation in Boulder, Colorado. 
Before joining NWF in 2011, she covered the environment, 
energy, politics and general news stories for The Associated 
Press in Colorado and Wyoming.
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2015 EIC Contests and Rules

n TELEVISION/VIDEO/WEBCAST
 The entrant must select one or more of following roles on the en-
try form: Producer/Director, On-Camera Talent, Videographer, and/
or Editor. The entry shall be judged only for the entrant’s role(s) in 
the production.
Categories: 
 1. Hunting or shooting sports — This includes hunting for both 
large and small game, and competitive or recreational shooting. 
This includes archery, firearms and other methods. Recreational 
shooting stories can be human interest stories or inspiring stories 
about a competition.
  2. Fishing — This includes freshwater and saltwater, any tackle. 
Emphasis should be on human interest or adventure within the 
sports. 
  3. Conservation or nature — Emphasis on successes or chal-
lenges within conservation; interesting new discoveries within 
nature; or a fascinating tale about a creature, plant or ecosystem. 
  4. Humor — Better be funny and outdoors oriented.
  5. Gear/technical — Must be informative about gear; or in-
structional in how to use outdoor equipment in an entertaining yet 
easy-to-understand manner.
  6. Outdoor fun and adventure — Best outdoor recreation story 
from the various non-consumptive sports. This includes, but is not 
limited to, outdoor sports such as camping/backpacking, boating, 
hiking, birding, snow skiing, orienteering, mountain biking and 
general outdoor activities. 
  7. Family Participation/Youth Outdoor Education — Rec-
ognizes excellence in communicating the value and enjoyment of 
family participation and youth education in the outdoors.

n RADIO/PODCAST
 Encompasses all forms of audio-specific production. Entries 
must be submitted as originally produced for air, podcast or sub-
scription.
Categories: 
 1. Hunting or shooting sports — This includes hunting for both 
large and small game, and competitive or recreational shooting. 
This includes archery, firearms and other methods. Recreational 
shooting stories can be human interest stories or inspiring stories 
about a competition.
  2. Fishing — This includes freshwater and saltwater, any tackle. 
Emphasis should be on human interest or adventure within the 
sports. 
  3. Conservation or nature — Emphasis on successes or chal-
lenges within conservation; interesting new discoveries within 
nature; or a fascinating tale about a creature, plant or ecosystem. 
  4. Humor — Better be funny and outdoors oriented.
  5. Gear/technical — Must be informative about gear; or in-
structional in how to use outdoor equipment in an entertaining yet 
easy-to-understand manner.
  6. Outdoor fun and adventure — Best outdoor recreation story 
from the various non-consumptive sports. This includes, but is not 
limited to, outdoor sports such as camping/backpacking, boating, 
hiking, birding, snow skiing, orienteering, mountain biking and 
general outdoor activities. 
  7. Family Participation/Youth Outdoor Education — Rec-
ognizes excellence in communicating the value and enjoyment of 
family participation and youth education in the outdoors.

n The OWAA Excellence in Craft contests recognize and honor the best work of  outdoors communicators during each year.

n Who can enter? The Excellence in Craft contests are open to all OWAA members.

n Contest descriptions and rules follow. Please pay close attention to deadlines and fee schedules. 

n Sponsors will be added in the coming months. 

If  you have questions, contact OWAA headquarters. Please check for updates at www.owaa.org/eic.

CONTESTS: 

“Published” shall be either in traditional media or on the Internet. All entries must be related to the outdoors and must be a professional 
effort, meaning the member has received direct payment or otherwise derived income through advertising or other sponsorship related to 
the entry.

Excellence in Craft 
Contests & Rules

2015
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CONTINUED ON PAGE 24

n MAGAZINE/E-ZINE 
 The entry must be published during 
the contest period in a printed magazine 
or on a website (e-zine) with a periodic 
frequency that is weekly or less fre-
quently, such as monthly or annually.
Categories: 
 1. Hunting or shooting sports — 
This includes hunting for both large and 
small game, and competitive or recre-
ational shooting. This includes archery, 
firearms and other methods. Recre-
ational shooting stories can be human 
interest stories or inspiring stories about 
a competition.
  2. Fishing — This includes freshwa-
ter and saltwater, any tackle. Emphasis 
should be on human interest or adventure within the sports. 
  3. Conservation or nature — Emphasis on successes or chal-
lenges within conservation; interesting new discoveries within 
nature; or a fascinating tale about a creature, plant or ecosystem. 
  4. Humor — Better be funny and outdoors oriented.
  5. Gear/technical — Must be informative about gear; or in-
structional in how to use outdoor equipment in an entertaining yet 
easy-to-understand manner.
  6. Outdoor fun and adventure — Best outdoor recreation story 
from the various non-consumptive sports. This includes, but is not 
limited to, outdoor sports such as camping/backpacking, boating, 
hiking, birding, snow skiing, orienteering, mountain biking and 
general outdoor activities. 
  7. Family Participation/Youth Outdoor Education — Rec-
ognizes excellence in communicating the value and enjoyment of 
family participation and youth education in the outdoors.

n NEWSPAPER/NEWS WEBSITE
 The entry must be published during the contest period in a 
printed newspaper or on a website on a periodic frequency that is 
daily through weekly.
Categories: 
 1. Hunting or shooting sports — This includes hunting for both 
large and small game, and competitive or recreational shooting. 
This includes archery, firearms and other methods. Recreational 
shooting stories can be human interest stories or inspiring stories 
about a competition.
  2. Fishing — This includes freshwater and saltwater, any tackle. 
Emphasis should be on human interest or adventure within the sports. 
  3. Conservation or nature — Emphasis on successes or chal-
lenges within conservation; interesting new discoveries within 
nature; or a fascinating tale about a creature, plant or ecosystem. 
  4. Humor — Better be funny and outdoors oriented.
  5. Gear/technical — Must be informative about gear; or in-
structional in how to use outdoor equipment in an entertaining yet 
easy-to-understand manner.
     6. Outdoor fun and adventure — Best outdoor recreation story 
from the various non-consumptive sports. This includes, but is not 
limited to, outdoor sports such as camping/backpacking, boating, 
hiking, birding, snow skiing, orienteering, mountain biking and 

general outdoor activities. 
     7. Family Participation/Youth Out-
door Education — Recognizes excel-
lence in communicating the value and 
enjoyment of family participation and 
youth education in the outdoors.

n BLOG
     The entry must be published during 
the contest period. 
Categories: 
    1. Hunting or shooting sports — 
This includes hunting for both large and 
small game, and competitive or recre-
ational shooting. This includes archery, 
firearms and other methods. Recre-
ational shooting stories can be human 
interest stories or inspiring stories about 

a competition.
  2. Fishing — This includes freshwater and saltwater, any tackle. 
Emphasis should be on human interest or adventure within the 
sports. 
  3. Conservation or nature — Emphasis on successes or chal-
lenges within conservation; interesting new discoveries within 
nature; or a fascinating tale about a creature, plant or ecosystem. 
  4. Humor — Better be funny and outdoors oriented.
  5. Gear/technical — Must be informative about gear; or in-
structional in how to use outdoor equipment in an entertaining yet 
easy-to-understand manner.
  6. Outdoor fun and adventure — Best outdoor recreation story 
from the various non-consumptive sports. This includes, but is not 
limited to, outdoor sports such as camping/backpacking, boating, 
hiking, birding, snow skiing, orienteering, mountain biking and 
general outdoor activities. 
  7. Family Participation/Youth Outdoor Education — Rec-
ognizes excellence in communicating the value and enjoyment of 
family participation and youth education in the outdoors.

n COLUMN
 From newspaper, magazine, website or blog. Three samples 
required. This can be on any outdoor recreation, nature or conserva-
tion topic, but must be a regularly published, opinion-style column, 
not a general news or feature story.
 Categories: 
 1. Overall — 1st, 2nd, 3rd. No subject-based categories.

n BOOK/E-BOOK
 A work of 30 pages or more on any outdoor subject. A book can 
be entered in only one book category.
 Categories: 
 1. General audience — Must be a factual and informative book 
about an outdoor recreation or conservation topic.
 2. Youth audience — Must be a factual and informative book 
about an outdoor recreation or conservation topic and written for a 
youth audience.

CONTESTS OPEN OCT. 1
To enter the 2015 

EIC contests,
fill out entry forms and upload 
digital copies  of your entries* 

at www.owaa.org/eic.

*Television/Video/Webcast, Radio/Podcast  
and Book/E-Book contests require mail-in entries.

2015 EIC Contests and Rules
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2015 EIC Contests and Rules

n CHILDREN’S STORY IN A NEWSPAPER,  
MAGAZINE OR WEB PRODUCT
 Can be a feature or informative story about outdoor recreation 
or conservation that is clearly aimed at a youth audience. (The only 
NON media-based contest.)
 Categories: 
 1. Overall — 1st, 2nd, 3rd. No subject-based categories.

n ILLUSTRATION/GRAPHIC 
 Must be published in newspaper, magazine or online. Cartoon/
cartoon strips accepted. (Excludes photographs.)
 Categories: 
  1. General/overall outdoor — Based on outdoor recreation or 
nature.
 2. Outdoor humor — Better be funny and based on outdoor 
recreation or nature. 

n PHOTOGRAPHY 
 Black-and-white AND color photos. The entry must be pub-
lished; sold as fine art in a gallery, on a website or other public 
display; or have otherwise created revenue for the photographer or 
a nonprofit organization as a donation by the photographer, during 
the contest year.

 Categories: 
  1. Action — Captures action (movement, motion) in an outdoor 
subject.
 2. People — Primary subject is one or more people in an outdoor 
setting. 
 3. Scenic — Portrayal of a landscape or other outdoor scene in 
which the general view, rather than a specific person, animal or 
plant, is the theme of the image.
 4. Flora — Wild plant(s) is the main subject in its natural setting. 
 5. Fauna — A wild animal, bird, fish, insect or other live crea-
ture is the main subject in its natural setting. Human beings are 
excluded from the subject matter.
 6. Outdoor fun and adventure — Best outdoor recreation story 
from the various non-consumptive sports. This includes, but is not 
limited to, outdoor sports such as camping/backpacking, boating, 
hiking, birding, snow skiing, orienteering, mountain biking and 
general outdoor activities. 
 7. Family Participation/Youth Outdoor Education — Rec-
ognizes excellence in communicating the value and enjoyment of 
family participation and youth education in the outdoors.

PRIZES:
Prizes will be awarded to the top three entries in each 
category. Honorable mentions may also be awarded at the 
judges’ discretion. A minimum of three entries are required 
in a category; prizes will be awarded at the judges’ discre-
tion. If no prizes are awarded in a category due to insuf-
ficient entries (minimum of three), then entry fees for that 
category shall be returned to participants. 

EXCLUSIVELY-SPONSORED CATEGORY 
 Value in cash plus prizes, distributed as follows:
1st: $350 + plaque     
2rd: $200 + certificate 
3rd: $125 + certificate     
Honorable mention: Certificate only

SPONSORED AND UNSPONSORED CATEGORY 
 All sponsorship proceeds plus portion of entry fees 
divided equally and distributed as follows:*
1st: 50% (up to $500) + plaque   3rd: 10% (up to $100) + certificate
2nd: 20% (up to $200) + certificate   Honorable mention: Certificate only
*Aside from disbursing monies to 1st, 2nd, and 3rd place winners, 20% will go toward the price of plaques and administrative costs.

In addition to cash prizes, prize packages may also include product prizes at the discretion of OWAA and category sponsors.

DEADLINES:
CONTEST   DEADLINE      EXTENDED 
            DEADLINE
Television/Video/Webcast  Jan. 12, 2015      Feb. 2, 2015
Radio/Podcast   Jan. 12, 2015      Feb. 2, 2015
Magazine/E-zine   Jan. 12, 2015      Feb. 2, 2015
Newspaper/Website  Jan. 12, 2015      Feb. 2, 2015
Blog    Jan. 12, 2015      Feb. 2, 2015
Column    Jan. 12, 2015      Feb. 2, 2015
Book/E-book   Dec. 1, 2014             —
Children’s Story   Jan. 12, 2015      Feb. 2, 2015
Illustration/Graphic  Jan. 12, 2015      Feb. 2, 2015
Photography   Jan. 12, 2015      Feb. 2, 2015

Entry forms for the 2015 EIC contests
will be available Oct. 1 at www.owaa.org/eic.
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ENTRY FEES:
$10 per digital entry. $20 per entry sent via postal mail.*  
*All CDs, DVDs and book entries are $10 per entry even though they are sent via postal mail. 

Entry fees can be paid by individual or employer. Limit of two entries per category. All entries submitted electronically (or postmarked, if 
applicable) after Jan. 12, 2015, will be assessed a late fee of $5 per entry. Late fees must accompany entries submitted after Jan. 12, 2015. 
Entries received after Feb. 2, 2015, will be disqualified. Entry fees will not be returned in event of disqualification. Entry fees will be re-
funded for those submitted to any category that did not receive enough entries (minimum of three) to be judged. 

Electronic payment (credit card or PayPal) is encouraged. Personal checks will also be accepted. See website for details.

CONTEST RULES:
n TELEVISION/VIDEO/WEBCAST
Television/video entries shall be submitted by DVD, accompa-
nied by the entry form available on the OWAA website. All en-
tries should be viewable using Quicktime and Windows Media 
Player. One entry per DVD. 
A. Entries must have been broadcast between Jan. 1, 2014, and 
Dec. 31, 2014.
B. Submit via postal mail: Three DVDs, plus proof (such as a letter 
from station manager) of broadcast date. On each DVD, include the 
airdate, the network, your name and your role(s) in the production. 
DVDs must contain ONLY the segment to be judged. Any DVD 
that contains multiple entries will be disqualified.
C. Copies of entries will not be returned.

n RADIO/PODCAST
Radio/podcast entries shall be submitted as mp3 files on CD, ac-
companied by the entry form available on the OWAA website. 
One entry per CD.
A. Entries must have aired between Jan. 1, 2014, and Dec. 31, 2014.
B. Submit via postal mail: Three CDs, plus proof (such as a letter 
from station manager) of broadcast date. Include title of program 
on each copy. Do not include entire broadcast. CDs must contain 
ONLY the segment to be judged. Any CD that contains multiple 
entries will be disqualified.
C. Copies of entries will not be returned.

n MAGAZINE/E-ZINE and NEWSPAPER/NEWS WEBSITE
Magazine/E-zine and Newspaper/News Website entries shall be 
submitted as PDF/JPEG files, accompanied by the entry form 
on the OWAA website.
A. Entries must have been published between Jan. 1, 2014, and 
Dec. 31, 2014.
B. Remove article from magazine or newspaper section. 
C. Submit two PDFs/JPEGs: Submit one legible PDF/JPEG with 
publication name, date and byline included and one legible PDF/
JPEG for judges with bylines and photos credits rendered unread-
able. (If names and photo credits can still be seen through black 
marker, etc., entry will be disqualified.) Headlines, photos and 
graphics accompanying the article need not be removed.

n BLOG
Blog entries shall be submitted as text-only PDFs along with a 
web address that links to the original source. If public access to 
the original source is not available, the entrant should provide 
an additional PDF or image of the blog which shows the original 
web page. These files and links shall be accompanied by the 
entry form on the OWAA website. 
A. Entries must have been published between Jan. 1, 2014, and 
Dec. 31, 2014.
B. Submit two PDFs: Submit one PDF with blog name, date, 
byline and web address included and one PDF for judges with web 
addresses, bylines and photos credits rendered unreadable. If this 
information can still be seen through black marker, etc., entry will 
be disqualified. 

n COLUMN
Column entries shall be submitted as PDF/JPEG files, accompa-
nied by the entry form on the OWAA website.
A. Entries must have been published between Jan. 1, 2014, and 
Dec. 31, 2014.
B. Three samples required. This can be on any outdoor recreation, 
nature or conservation topic, but must be a regularly published, 
opinion-style column, not a general news or feature story.
C. Remove article from magazine or newspaper section. 
D. Submit two PDFs/JPEGs of each sample: Submit one legible 
PDF/JPEG with publication name, date and byline included and 
one legible PDF/JPEG for judges with bylines and photo credits 
rendered unreadable. (If names and photo credits can still be seen 
through black marker, etc., entry will be disqualified.) Headlines, 
photos and graphics accompanying the article need not be removed.

n BOOK/E-BOOK
Book entries may be submitted hard-bound or paperback; e-
books shall be submitted as PDF files on CDs.
A. Entries must have been published between Dec. 1, 2012, and 
Nov. 30, 2014. 
B. Submit via postal mail: Three CDs or three copies of each hard-
bound/paperback book. Entries will be donated to judges.
C. If your entry is a second edition, at least 20 percent of the book 
must be revised or contain new material.
D. Copies of entries will not be returned.
E. Special deadline: Deadline for this contest is Dec. 1, 2014. No 
exceptions.

2015 EIC Contests and Rules
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ADDITIONAL RULES:
n All entries must be related to the outdoors and must be a professional effort, meaning the member has received direct payment or other-
wise derived income through advertising or other sponsorship related to the entry. 
n Members must pay 2015 dues prior to submitting entries. 
n Letter of verification from editor/publisher must accompany newspaper and magazine entries not containing bylines or containing pen 
names. 
n Co-authored, co-photographed and co-produced creations may be entered only once, regardless of how many people received bylines/
credits. For co-authored entries, all authors must be OWAA members. The prize will be split among the co-authors and one certificate will 
be awarded with all co-authors’ names on it.
n Entry constitutes a waiver of copyright restrictions on reprinting or reproducing entries by OWAA and the contest sponsor for the pur-
pose of circulating entries between OWAA and other interested parties.
n Family or friends may enter deceased OWAA members’ works, published or broadcast during the contest year.
n Award certificates and checks are made out to individuals, not organizations, publications or broadcast stations.
n Entries submitted during a previous contest year, even though re-published or re-broadcast, may not be entered.
n For entries that are to be sent via postal mail, send to: Contest Coordinator, OWAA, 615 Oak St., Ste. 201, Missoula, MT 59801.
n Entries will not be returned. No exceptions.

n CHILDREN’S STORY
Children’s story entries shall be submitted following entry 
format guidelines for applicable media as instructed in other 
contests. (For example, if  submitting a magazine article, follow 
submission guidelines for Magazine/E-zine contest), accompa-
nied by website entry form. 

n ILLUSTRATION/GRAPHIC
Illustration/graphic entries shall be submitted electronically 
(300 dpi, high-resolution PDF/JPEG at a maximum size of 
10MB), accompanied by the entry form on the OWAA website.
A. Entries must have been published between Jan. 1, 2014, and 
Dec. 31, 2014.
B. Submit two PDFs/JPEGs: Submit one legible PDF/JPEG from 
magazine, newspaper, book, brochure or calendar/calendar page 
with publication name, date and photo credit included, and one 
legible PDF/JPEG for judges with photo credits, mug shots of 
yourself, and bylines rendered unreadable. (If names still can 
be seen through black marker, etc., entry will be disqualified.) 
Captions need not be blacked out. The judging copy may include 
only the entry to be judged. (Extraneous photos must be Xed out, 
covered or removed.) One image constitutes an entry; multiple im-
ages entered as a single entry will be disqualified (excluding comic 
strips). 
C. Each entry must have a title.
D. When naming files to be uploaded to the EIC website, each 
entry should be named as follows: “[your-full-name]-[entry-title]-
byline.pdf” and “[your-full-name]-[entry-title]-byline-removed.
pdf.” Examples: “Joe-Smith-Silly-Cartoon-byline.pdf” and “Joe-
Smith-Silly-Cartoon-byline-removed.pdf”. Please use hyphens to 

separate words, do not use spaces or periods.

n PHOTOGRAPHY
Photography entries shall be submitted electronically (300 dpi, 
high-resolution JPEG at a maximum size of 10MB), accompa-
nied by the entry form on the OWAA website. 
A. Photos may have been taken at any time, but must have been 
published or sold as fine art between Jan. 1, 2014, and Dec. 31, 
2014. Calendar entries must carry 2014 date.
B. Submit two PDFs/JPEGs: (1) Submit one high-resolution JPEG 
as it was submitted for publication or display. (2) Each entry shall 
be accompanied by a JPEG or PDF of the image as it appeared in 
publication, if applicable. If a tear sheet or visual proof of display 
is not available, then proof of revenue to the photographer or to 
the charity to which the photographer donated the photo art must 
be submitted. The proof of publication or display must include 
a photo credit or otherwise show the photographer’s name. The 
judges will only receive the original photograph (not the tear sheet) 
so they are not influenced by the quality of reproduction.
C. When naming files to be uploaded to the EIC website, each 
entry should be named as follows: “[your-full-name]-[contest]-
[category]-[entry-title]”. Example: “Joe-Smith-Photography-Flora-
YellowDaisy.jpg”. Please use hyphens to separate words, do not 
use spaces or periods.
D. Winning entries may comprise the OWAA traveling photo 
exhibit during 2015-2016 and will be displayed at the OWAA an-
nual conference. Suitable prints of winning images will be made 
by OWAA and may be used for one year in the traveling photo 
exhibits. Winning entries may be reproduced for exhibitors to use 
for publicity purposes. 

Entry forms for the 2015 EIC contests
will be available Oct. 1 at www.owaa.org/eic.
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Association Update

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/

Thomas Clarkson II, 4525 E. Semi-
nary Ave., Richmond, VA 23227. (H) 
804-264-9335, (C) 804-687-1869, (W) 
804-272-6362, tsclarkson@virginiaoutside.
com, http://virginiaoutside.com. Writes the 
outdoors column for the Richmond Times-
Dispatch which appears twice weekly in 
the sports section. Writes consistently for 
Virginia Wildlife magazine and Virginia 
Sportsman and has articles in other publi-
cations as well. (Megan) Skills: CNOW; 
Subject Matter: ABCELRS; Sections: 
Magazine, Newspaper. Applying for Active 
membership; sponsored by Mark Taylor.

Amy Grisak, Endless Endeavors Inc., 
2809 Wells Fargo Dr., Great Falls, MT 
59404. (C) 406-750-1700, amygrisak@
gmail.com, www.amygrisak.com. Freelance 
writer and photographer for 15 years and 
previous member of OWAA. Focused on 
gardening and homesteading topics for the 
past several years, but stepping back into 
the realm of outdoor recreation. Writes for 
national magazines, regional publications, 
and websites sharing information on hik-
ing, fishing, and any outdoor activities that 
catch her interest. “Pest Patrol” expert for 
plantersplace.com, telling readers of this 
national website not only how to deal with 
deer in the garden, but how to live with 
wildlife in their midst. Outdoors section 
writer, Great Falls Tribune, plus their spe-
cialty publications. As for unpaid activities, 
organizes hikes and outdoor activities (such 
as map and compass reading and fire start-
ing workshops) for local families. Practi-
cally every week a group goes on a hike, 
and now the mothers are requesting special 
“Moms Only” events. Also coordinates 
hiking events with the Montana Wilderness 
Association for local homeschool groups to 
provide additional opportunities for the kids 
in her area. (We’re all better off if we can 
get them hooked early!) Since people are 
often asking where to go, even if they can’t 
join her hikes, developing the site  

familyhikesofmontana.com to share her 
adventures so people know where they can 
go in her beautiful state. Plans to turn the 
experiences into a published guide. (Grant) 
Skills: BNOSWX; Subject Matter: ACDF-
GLMOPQST; Sections: Magazine, Media/
Communications, Newspaper, Photography. 
Applying for Active Membership; spon-
sored by Lisa Ballard.

Dennis Guldan, Guldan Group, 563 17th 
Ave. NW, New Brighton, MN 55112. (H) 
612-868-9169, (C) 612-868-9169, (W) 612-
868-9169, publisher@bird-dog-news.com, 
www.bdarn.com. Writer and publisher since 
1992 for Bird Dog & Retriever News maga-
zine both online and in print. (Ellen) Skills: 
DEILOPSW; Subject Matter: CDELOQU; 
Sections: Magazine. Applying for Active 
membership; sponsored by Bill Graham.

Joseph P. Novak, 501 E. Bay Ave., 
Barnegat, NJ 08005. (H) 609-698-1300, 
(C) 848-992-1168, jnovak609@gmail.com. 
High school student with an interest in 
writing, photography and the outdoors. His 
father is an OWAA member and he hopes to 
lean more about these topics by becoming a 
member as well. Skills: OS; Subject Matter: 
BCDEGHJKNP; Sections: Photography. 
Applying for Student Membership; spon-
sored by Alex F. Majewski.

Taylor Pardue, 5231 US Hwy. 21, 
Jonesville, NC 28642. (C) 336-428-5938, 
taylor.j.pardue@gmail.com. Freelance writ-
er with several magazines, frequent contrib-
utor to North Carolina Sportsman magazine. 
Attended North Carolina State University 
for undergraduate degree, graduating in 
2012 with a bachelor’s degree in fisheries, 
wildlife and conservation biology. Worked 
for Civitas Media as a reporter for two sister 
papers simultaneously and did his own pho-
tography work for both papers. Left Civitas 
to return to the University of North Caro-
lina at Greensboro to complete a second 
undergraduate degree, this time a bachelor’s 
of arts in communications studies. Avid 
waterfowl hunter, archer and fly-fisherman. 
Also writes short story fiction, and operates 
a Christian devotional blog called Devout 
Duck Hunter. It ties in Biblical teachings 
with anecdotes and parallels between the 
Christian life and waterfowl hunting. Skills: 
COS; Subject Matter: ACDF; Sections: 

Magazine, Photography. Applying for Ac-
tive membership; sponsored by Tim Mead.

David Veldman, 23060 Albion Ave., 
Farmington Hills, MI 48336. (C) 248-789-
2673, daveldman8@gmail.com, www.sport 
dogphoto.com. Began writing on his blog 
several years ago. Has also studied photog-
raphy for nearly 20 years. Works locally 
with the Ruffed Grouse Society, and has 
been shooting around Michigan for RGS 
events for the past few years. Approached 
last year by RGS magazine editor Matt 
Soberg to put together an aticle along with 
photos for the magazine. Has now provided 
photos for a couple different issues and 
currently working on some video projects 
for RGS. Looking to expand his horizons 
in the outdoor writing world. Specializes in 
hunting dog photography, but shoots vari-
ous other outdoor related activities. (Sara) 
Skills: COSW; Subject Matter: CEGL; 
Sections: Magazine, Photography. Applying 
for Associate Membership; sponsored by 
Matthew Soberg.

Fred Vreeman, Alaska Department of 
Environmental Conservation, 1554 Scenic 
Loop, Fairbanks, AK 99709. (H) 907-374-
3908, (C) 530-356-8174, (W) 907-451-
2181, gerritvreeman@gmail.com, http://
dec.alaska.gov. Environmental scientist, 
writer, entrepreneur and engineer. Promotes, 
documentes and initiates ecological con-
tamination cleanup and pollution prevention 
programs at many beautiful places in his 
great state through work with the Alaska 
Department of Environmental Conserva-
tion. Alaska’s representative on several 
interstate commissions. Specializes in 
developing innovative solutions to protect 
Alaska’s wildlife and wilderness areas. Has 
documented and communicated outdoor is-
sues throughout Alaska’s state and national 
parks, and in California’s Sierra Nevada 
at Kings Canyon, Sequoia and Yosemite. 
Writes both technical and scientific guid-
ance as well as public information docu-
mentaries and releases. Writing appears in 
both private and government publications. 
(Janet) Skills: CI; Subject Matter: OR; Sec-
tions: Media/Communications. Applying for 
Associate Membership; sponsored by Mark 
Freeman.
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Marianna Treviño Wright, National 
Butterfly Center, 3333 Butterfly Park Dr., 
Mission, TX 78572. (H) 956-648-7117, 
(C) 956-648-7117, (W) 956-583-5400, ext. 
754, marianna@nationalbutterflycenter.org, 
www.nationalbutterflycenter.org. Execu-
tive director, National Butterfly Center. 
Responsible for all public relations includ-
ing newspaper and magazine pieces, as 
well as freelance work including writing, 
photography and speaking engagements 
to promote the Rio Grande Valley nature 
tourism industry on a state and regional 
level. Member, South Texas Nature Co-op. 
Blogger, contract ghost writer and publisher 
of annual reports for entities such as the 
Woodlands Town Center Improvement Dis-
trict. Former publisher and editor, monthly 
B2B magazine. Web and print graphic 
designer and content author. Most recent 
article published in South Texas Outdoors 
magazine: “Nature camps build better, 
healthier children.” (Matt Crocker) Skills: 
CDEINOQSW; Subject Matter: QS; Sec-
tions: Magazine, Media/Communications, 
Newspaper, Photography, Radio. Applying 
for Active Membership; sponsored by Chris 
Hunt.

REINSTATED MEMBERS
Reinstated member listings include 

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

Alex Brant, (Active Member) 260 Ban-
gall Rd., Millbrook, NY 12545. alex.brant@
btconnect.com, www.drivenshooting.com. 
 
 
 
 

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/.

Creative Culinary Solutions Inc., 
719 Wexford Way, Hartland, WI 53029. 
Contact:  Daniel Neumann, president. (W) 
262-369-9450, (F) 262-369-9455, info@
marinadeexpress.com, http://marinade 
express.com. Manufacturer of a patented 
home appliance, the Marinade Express. 
The only vacuum marinade delivery system 
available for the home appliance customer 
that offers 20-plus flavors and the benefits 
of the patented Grovac Process. Improved 
Tenderness. More Juicy cooked meats and 
fish. Extended shelf life, fresh or frozen. 
Better, fresher taste. Healthier for you and 
your family. Eliminates food borne bacteria. 
Doesn’t add sodium to your food. Puts you 
in control. Supporter Resources: GIP.

HECHO (Hispanics Enjoying Camp-
ing, Hunting and the Outdoors), 1801 
Seventh St., Las Vegas, NM 87701. 
Contact: Max Trujillo, deputy director. (W) 
505-617-1857, (F) 505-425-9662, max@
hechoonline.com, www.hechoonline.com. 
Secondary contact: Rod Torrez, director, 
505-927-1798, rod@hechoonline.com. 
HECHO is a group of sportsmen and wom-
en who love our public lands and believe 
that energy development should not come at 
the cost of losing the places where we have 
gone for generations to recreate. Supporter 
Resources: CIO.

Litefighter Systems LLC, 602 Eastwyck 
Place, Ridgeland, MS 39157. Contact: Ste-
phen Coachys, Partner. (W) 601-954-6572, 
scoachys@litefighter.com, http://litefighter.
com. We are the No. 1 small tent supplier 

to the U.S. Military. We are a family run, 
service-disabled veteran-owned small busi-
ness and made in the USA. Due to popular 
demand, we are expanding our product 
line to include hunting/fishing and the Boy 
Scouts. Our one- and two-person tents are 
of the highest qualities and are combat 
tested to withstand Mother Nature. We have 
several colorful patterns to meet any needs 
of the consumer. We are proud we are made 
in the USA, yes, but we take it one step fur-
ther. This USA-made tent is the best made 
tent in the world. Supporter Resources: GIP.

Ocean Conservancy, 600 First Ave. N., 
Ste. 301, St. Petersburg, FL 33701. Contact: 
Brandon Shuler, outreach constituent. (W) 
727-369-6617, bshuler@oceanconservancy.
org, www.oceanconservancy.org. Promot-
ing best practices in ocean conservation and 
management - inclusive of marine restora-
tion, fisheries management, etc. Supporter 
Resources: C.

SpoolTek Lures, 2240 N. Federal Hwy., 
Ste. D, Pompano Beach, FL 33062. Con-
tact: Greg Shaughnessy, vice president of 
marketing. (W) 305-538-6071, (Toll Free) 
800-338-2216, greg@spoolteklures.com, 
www.spoolteklures.com. SpoolTek Lures 
feature concealed leader technology. The 
SpoolTek’s concealed leader deploys after a 
strike occurs, enabling anglers to fish lighter 
leader or none at all. A deployed leader 
distances the lure from a fish’s mouth, neu-
tralizing head shake and greatly improving 
the ratio of strikes vs. landed fish. SpoolTek 
strives to move the peg forward along the 
timeline of innovative fishing lures. We seek 
to take raw innovative ideas, put them to the 
grindstone that is optimization until we’ve 
honed hyper-effective, disruptive baits. We 
subscribe to the highest level of customer 
service and are adamant that the dialogue 
between customer and company is as strong 
as possible. Supporter Resources: GIP. n

ASSOCIATION UPDATE CONTINUED

Jobs and editorial-needs listings are updated frequently.
Don’t miss an opportunity; sign up for daily updates!

www.owaa.org/ou/category/market
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You asked, we listened
Evaluation suggestions from the 2014 

conference in McAllen, Texas, and their 
impact on the 2015 conference in Knoxville, 
Tennessee:
n “Instead of so many sessions consider 

having fewer but better quality sessions.”
We will be running only two session con-

currently in Knoxville and as much possible, 
make them non-competing sessions, so you 
don’t miss a thing.
n “Find more accessible locations.”
Knoxville is located within a day’s drive 

of nearly half of the nation’s population and 
nearby McGhee Tyson Airport is serviced by 
six different airliners.

 n “Would like to see expanded outdoor 
demo day with water access.”

Immediately out the back door of the hotel 
and convention center is World’s Fair Park 
with shallow water access for fishing demos 
and small boat demos and the Tennessee 
River is only a short walk down the road. We 
will be on the river for the Welcome Din-
ner on Friday night and hope to incorporate 
paddle boarding and boating demos.

 n “More supporting member sessions 
to improve attendance once members are 
on-site.”

With only two other sessions running at a 
time, we could easily incorporate program-
ming for our Supporting Group representa-
tives – if you have programming or speaker 
suggestions, email Jessica Seitz at jseitz@
owaa.org.
n “Definitely need to move the photo 

group meeting to the beginning of the confer-
ence. It is scheduled too soon before the 
banquet and there is not enough time to go 
back and get ready for the banquet.”

Per the photo section feedback, the photo 
section meeting will be held the first day of 
conference and will be expanded into an hour 
and half long PechaKucha event. Look for an 
email from your photo chair for more details.

Pre- and post-conference trips/spouse, 
partner and family activities

As some of the lower-rated portions of 
conference this past year, this will be an 
area of focus for next year. With our hotel in 
downtown Knoxville and a free downtown 
trolley, there is a wide range of activities 
available in walking or riding distance from 
conference headquarters. In addition, read 
this month’s article from Visit Knoxville for 
a primer on some pre- and post-conference 
activities in the region. n

2015 Conference Preview: Knoxville, Tennessee

Adventure awaits
In Knoxville, Tennessee

If you are headed to OWAA’s annual conference in Knoxville, Tennessee, 
chances are you like to get outside. The good news is you won’t have to go far 
for adventure.

Knoxville’s Urban Wilderness features 1,000 acres of green goodness just five 
minutes from downtown. 

The Urban Wilderness is an outdoor playground for adventurers of all ages and 
skill levels with 86 miles of greenway, 10 parks, 40 miles of recreational trails and 
four Civil War sites. The trail system features a variety of terrain from rocky out-
crops to rolling fields and farmland. 

To help you explore, check out the free South Loop Mobile Map app by visiting 
www.outdoorknoxville.com/urban-wilderness-mobile-trail-map. You can plan your 
route, pinpoint your position on the trails and track your trip in miles and elevation 
changes. The South Loop trail system crosses city, county, state and private land 
to connect parks, neighborhoods, schools and natural areas. It’s a perfect place for 
walkers, hikers, trail runners and mountain bikers to explore.

 Much of the South Loop trail system is single-track and natural surface. Don’t 
worry if you don’t bring your bike; there’s places to rent, like at the Ijams Nature 
Center, ijams.org, where you can also jump on nine miles of beginner and intermedi-
ate bike trails weaving through woodlands and along the former quarry gorge. You’ll 
want to hop off the bike and explore the Ross Marble Quarry loop with unforgettable 
views from the rock bridge and below through the “keyhole.”

If you are more of a water person, there’s plenty for you to do, too. Ijams also 
rents canoes, paddleboards and kayaks to explore Mead’s Quarry Lake.

Interested in trying something new? Head over to the Outdoor Knoxville Adven-
ture Center where local company Billy Lush has an active showroom for Tennessee-
made longboards, skateboards and stand-up paddleboards. These boards are engi-
neered by a group of locals who have a love for both surfboards and skateboards. 
Checkout the showroom, located on the river. Then rent a paddleboard or canoe to 
get on the water. Explore on your own or book a guided trip or lesson with the com-
pany. Check them out at billylushbrand.com.

Looking for more adventure? Turn the page. n

Knoxville, Tennessee is one of  those places that has it all when it comes to outdoor 
activities. There’s even hiking, biking and paddling minutes from downtown. Photo 
courtesy Outdoor Knoxville.
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2015 Conference Preview: Knoxville, Tennessee

There’s more to explore 
Climbing, fishing, hiking and world-class whitewater beckons

Pick your favorite activity and you can like-
ly do it in Knoxville, Tennessee. Hikers, 
bikers, climbers, paddlers and fishermen 

and women will all find exceptional adventures. 
Read on and start planning what you want to see 
and do in Knoxville.

Fishing:
Lakes, rivers and right out the front door — 

that’s the kind of fishing Knoxville offers.
A waterfront city there’s parks with shoreline, 

piers and boat ramps providing easy access to 
reservoirs, lakes and ponds and the bluegill, catfish, 
crappie and bass that live within.

Within the Cherokee National Forest there are 
approximately 625 miles of streams where trout 
naturally reproduce. The nearby Great Smoky 
Mountains National Park has an additional 220 
miles of wild trout water where you can find brook, 
rainbow and brown trout. Trout are so abundant in 
these waters that stocking isn’t needed. 

Great Smoky Mountains National Park:
Less than an hour's drive away lies a labyrinth of 

trails appeasing the recreational and the long-distance hikers. More 
than 800 miles of scenic trails weave through Great Smoky Moun-
tains National Park, ranging from short leg-stretchers to strenuous 
treks and there’s plenty of places to camp if you want to spend a 
few days in the park. The park trails are well-maintained, signed 
and easy to navigate for day hikes and extended backpacking trips. 
Hikes will take you to waterfalls, fire towers and balds — large 
meadows at higher elevations perfect for picnics. 

Whitewater paddling:
Surrounded by exceptional whitewater, Knoxville is regarded 

as one of the best paddling towns in the country. To the north and 
west are the Obed Wild and Scenic River area and the Big South 
Fork National River, both protected, free-flowing rivers offering 
excellent whitewater paddling. South and east of Knoxville, rivers 
run through the Great Smoky Mountains National Park and the 
Cherokee National Forest. These classic mountain streams rely 
primarily on winter and spring rains to raise water levels enough for 
paddling while the dam-released Ocoee, Hiwassee, and Pigeon Riv-
ers provide whitewater during the summer months long after most 
free-flowing rivers have slowed to a trickle. 

Rock climbing:
Knoxville is sandwiched between Kentucky’s famous Red River 

Gorge and the up to 1,000-foot formations of North Carolina, mak-
ing it the perfect hub with more than 5,000 routes within a three-
hour drive. 

But you don’t need to go even that far. One of the most popular 
local spots is the Obed Wild and Scenic River area where you’ll 
find sandstone cliffs 300-feet tall and bullet hard with formations 
ranging from pockets to cracks to gigantic ledges and the tiered 
roofs the area is especially known for. Those roofs provide shade 
that allows year round climbing and athletic tests of strength and 
flexibility. There’s also a boulder field featuring entry level prob-
lems up to micro-crimping V12s, as well as several unfinished 
routes. While a pad is not absolutely necessary on all of the prob-
lems, they are recommended for some of the highballs and corridor 
climbs.

Biking:
Singletrack, doubletrack, or old roadbeds — any natural surface 

trail that winds through woods or open fields beckons fat tire enthu-
siasts. Whether you prefer to ride flat and easy or tight and twisty 
or somewhere in between, Knoxville has trails for your enjoyment 
within the city and miles more just outside. 

Knoxville also offers an almost endless ribbon of scenic coun-
try roads that are relatively traffic free, meander through canopied 
woods, skirt open farmland and are perfect for road biking. Expect 
some hills no matter which of the many routes you decide to take. 
Local shops offer guide books, maps and bike rentals. n

— Information from Outdoor Knoxville.  
For more visit www.outdoorknoxville.com.

The Obed Wild and Scenic River area is one of  Knoxville, Tennessee’s most popular local climbing spots. The area is 
known for its overhanging ledges, but there are also cliff  faces and a bouldering area. Photo by Mark Large.
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The most highly rated programs from McAllen, Texas, will be back in 
Knoxville, Tennessee. 

n Newsmakers
These panels offer-up experts on current outdoor-related issues giving  
you insight, context and sources so you can head home ready to file a 
story. Look for panels on topics like public lands and water issues in 
Knoxville.

n Weed Walk
This morning walk with local naturalists has gotten rave reviews at the 
past two conferences. We are working with Rich Patterson to bring 
this back for Knoxville.

n Honorary Awards Banquet
After revamping this event from previous years, this final night tradi-
tion was truly a time to celebrate the amazing accomplishments of our 
members and the changes received positive feedback all around.

Conference favorites return

Come to conference to perfect your craft, 
network and get outside. Photo courtesy Visit 
Knoxville.


