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 PRESIDENT’S CORNER 
By Marianne Burke, Louisiana Department of Wildlife & Fisheries 
mburke@wlf.louisiana.gov  
 
The 2007 conference was hot—hot with great information that is!  Ellie Horwitz, Marion Larson and 

the rest of the Massachusetts Division of Fisheries and Wildlife did a fantastic job organizing the conference and 
providing us with great speakers.  We covered topics ranging from climate change to marketing our agencies.  It was 
a week packed with great information. 
 
This issue of the Balance Wheel is our “proceedings issue” and we hope it provides an in-depth look at the 
information we shared at the conference, plus links to several PowerPoint presentations from the speakers.  We 
started the proceedings issue a few years ago and it has become rather popular with the members. That’s no 
surprise to me—it’s the next best thing to being there.  Many agencies cannot send an entire staff to the conference 
so this issue offers the next best thing.  If you have not read our proceedings issue before, now is the time.  I think 
you will be surprised how much you learn in the short time it takes to read the Balance Wheel. 
 
In addition to the great sessions, we had another award-winning event on the closing night.  Congratulations to all the 
winners of the 2006 ACI Awards Competition.  A list of winners is on the Web site.  We also had two special 
acknowledgements this year to Lydia Saldaña and Nancy Herron, both from Texas Parks and Wildlife Department.  
Lydia received the “ACI Spirit Award,” an award given to a member for outstanding service and commitment to ACI.  
Her years of service with ACI go back to the early 1990s with service on various committees, as a board member and 
as our current secretary.  Lydia’s enthusiasm is contagious to those who have the pleasure of working with her.   
 
Nancy Herron was awarded a lifetime membership in ACI for more than 10 years of unselfish dedication to the 
association’s Web site. Nancy started the Web site in the early 1990s and has been our Web guru throughout the 
process.  Her determination to create, maintain and improve the Web site has not gone unnoticed.  Even as she 
steps down from the Web master position, she continues to assist us with the new site and the selection of a new 
Webmaster.  Nancy is also a two-time ACI Spirit Award winner.  Congratulations to both of these women. 
 
I’ll keep my message short this time.  There is plenty of reading ahead of you and I don’t want to slow you down.  
Enjoy the conference information, and please share it with your coworkers. 
 
Marianne Burke, President 
La. Dept. of Wildlife and Fisheries 
 
 
 
PROCEEDINGS FROM THE 2007 ACI CONFERENCE 
The Changing Climate of Conservation  
July 8–12, 2007  
Eastover Resort  
Lenox, Mass. 
 
Following is a collection of presentation abstracts from the ACI Conference.  The abstracts provide an overview of the 
subject matter covered during the presentations.  For those who attended to conference, these abstracts will help jog 
your memory about that great new program you were planning to implement!  For those who were unable to attend, 
perhaps these presentation abstracts will be useful examples of the high-quality programming at all ACI conferences 
and will be helpful for securing travel funding for the 2008 ACI Conference in Nashville, Tenn.  We have also posted 
copies of many of the PowerPoint presentations that were used in these sessions on the ACI Web site at www.aci-
net.org. From the home page, simply click on the “Conference” link to find the PowerPoint presentations.  Happy 
reading! 
 



TBW/Fall 2007 3 

 Monday, July 9 
 
Confronting Climate Change 
Presenter:  Dr. Stephen Nodvin, International Union of Concerned Scientists, e-mail: snodvin@mountida.edu 
 
Climate has varied throughout the 4.5 billion years of Earth history.  However two things are unique about the 
changes currently in process within the Earth’s climate system.  First, real-time global measurements and estimates 
from proxy data of past levels of various climate parameters show us that the rapid rates of change in climate factors 
occurring today is unprecedented compared to change rates occurring during the past 650,000 years.  Second, unlike 
all pervious shifts in Earth’s climate, the current rapid warming of the Earth is a global event primarily driven by 
human activities. 

Biological species have always responded to changing climates.  Abrupt and long-term changes in local climates 
have been major drivers of speciation in the evolutionary process.  Regional and global shifts in climate in the past 
have resulted in both altitudinal and longitudinal shifts in species distributions.  Migrations of species ranges in 
response to changing climates have been possible in the geologic past for many types of plants and animals.  
However, 1) given the rapid current and expected future rates of climate change and 2) due to habitat fragmentation 
and human-created barriers to species movements, biotic movement needed for the preservation of some species 
will likely be too slow or too impeded to prevent local or global extinctions without human interventions.  Furthermore, 
wild land managers working to conserve certain species of plants or animals and even certain species-associations 
within their geographical management boundaries may find the ground literally “shifting below their feet.”  Changes in 
climate in some areas will modify local habitats to the extent that historically-present animals and plants are no longer 
fit for the new climatic and habitat conditions.  Preservation of certain species will require increased cooperation 
across land management agencies and even across local, state, regional and national political boundaries.  
Preservation of some species types may even require the development of seed banks and the development of more 
zoo-like preservation areas.   

The challenge for communication professionals will be how to best explain to the inquiring public both 1) the physical 
and biological changes occurring in our wild land areas (which will become increasingly apparent) and 2) the new 
management goals, policies and strategies that will have to be adopted in response to the realities of the rapidly 
changing climate system.  

   
 

Changing Demographics 
Presenter:  Charles Jordan, President, The Conservation Fund 
Abstract Prepared by:  Dottie Head 
 
The No Child Left Inside movement heralded by Richard Louv is important.  We have to connect 

people and children with the outdoors.  We cannot reconnect them because they are not connected now!  It is 
important that we spend some quality time together and figure out how we are going to get all hands on deck.  
Americans have a history of great starts but terrible finishes….some examples include No Child Left Behind and the 
War on Poverty.  We can do nothing in isolation!  We are in this together.  Everything is connected!  We need to look 
out and see what everyone is doing and collaborate.  We can accomplish more working together than we can working 
apart.   
 
Collaboration does not come naturally. The Conservation Fund has an economic development charter that allows 
them to go in and build communities, to connect people to people and provides a broader environment in which to 
work.  In order to make the environmental movement successful, we must get people of color involved.  This will not 
be an easy task. 
 
What can we do?  We have to realize that we can’t leave people out.  We must bring people of color into the 
movement.  The majority of blacks are urban people being served by urban parks.  That is where we can reach these 
folks.  Urban parks serve millions of blacks daily.  We’ve got to provide more than fun and games.  The black 
community faces many challenges, including low self-esteem and young mothers.  We need to continue to work with 
urban parks and set aside the issues of skin color, manner of worship.  If we do this, we can work together. 
 
We also need to get the ministers involved.  They have a responsibility to take care of His garden.  Churches have a 
moral responsibility to be good stewards.  
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We need to get into this movement for the long haul.  Do not look for major changes by next year.  A Chinese proverb 
states that the time to influence the life of a child is 100 years before that child is born!  Can we do this in 100 years?  
I don’t know but we can go a long way and not look back.  We must give our best right now! 
 
The African proverb says it takes a whole  village to raise a child.  Our communities are not whole.  If our 
communities are not whole, they cannot raise a child.  We need to work towards this by helping to provide education, 
employment, housing, transportation, health and welfare, safety and other resources that make up whole 
communities.  What does this have to do with conservation?  It has everything to do with conservation!   
 
We want every child to go home to a functional family.  Every kid CAN be saved, but NOT every kid WILL be saved.  
We need to stop trying to solve the problem and instead prevent the problem. 
 
 

Our Professional Shift, From the Sports Page to the  Front Page 
Presenter:  Jim Martin, Conservation Director, The Berkley Conservation Institute 
 
In 38 years in the business, our profession has moved from the sports page to the front page.  Instead 
of being the decision maker on trivial decisions like deer seasons, our primary responsibility must be to 

be the trusted source to the people, media and political decision-makers on incredibly important decisions like land 
use, water quality, biodiversity and global climate change.  The great challenge for the future will be the collision of 
rapid development and climate change…and wildlife will be caught in the squeeze.  The good news is that people 
care about nature and wildlife…the bad news is that they don’t understand the choices.  Our job is to explain and 
recommend sensible conservation strategies.  Agencies are like a person with one foot on the dock and one foot in 
the boat….we are stretched between our sportsmen’s responsibilities and our general public responsibilities.  We 
need to do both well and we need diversified funding and better training to meet our multiple responsibilities. 
 
 

Changing Perceptions of Wildlife: Valuable Natural Resource or Intolerable Pests?   
Presenter:  Dr. Rob Deblinger, Deputy Director, Massachusetts Division of Fisheries and Wildlife  
 
Wildlife populations in suburbia often conflict with human activities.  Some species cannot adapt to 

human development while others apparently benefit.  For species such as white-tailed deer or coyote, suburban 
conditions offer plentiful food, water and cover.  If not controlled, populations of these species can easily increase 
beyond the human wildlife acceptance capacity by causing property damage or threatening public health or safety.  
Traditional wildlife management techniques are often unacceptable to suburbanites.  As wildlife populations continue 
to expand beyond tolerance limits, they are no longer viewed as valuable natural resources but instead are labeled as 
pests.  When this occurs, land and wildlife conservation efforts suffer.  A conceptual model has been created to 
illustrate the links between wildlife biological parameters and socio-economic conditions.  Depending on the species 
and such conditions, certain types of short-term and long-term solutions can be implemented with the goal of creating 
a dynamic equilibrium between people and wildlife at a population level within acceptable tolerance limits.  We use 
the history of beaver populations in Massachusetts as an example of how a wildlife population was first restored, then 
managed using regulated trapping and finally exploded due to a ballot referendum that banned trapping.  The beaver 
population explosion created so many conflicts in suburbia that the law was changed four years after the ballot 
referendum to allow the use of previously banned traps. 
 

 
Public Tolerance Toward Predators – The Coyote Stor y 
Presenter:  Tom O’Shea, Assistant Director, Massachusetts Division of Fisheries and Wildlife  
Abstract Prepared by:  Dottie Head 
 
Coyotes have captured people’s attention and emotion for years.  Depending on your viewpoint, coyotes 

are considered a value or a conflict.  Coyotes are very adaptive. They eat a variety of foods and can live in a wide 
range of environments.  Coyotes used to occupy the grasslands regions of the U.S.  Now they have spread into 
Massachusetts and other states.  People see them everywhere. 
 
In recent years, a new ecological paradigm has emerged…the view that the balance of nature is more important than 
humanity over nature.  Ninety-three percent of people think that predators are an essential part of nature.  Some of 
the perceived values of coyotes are ecological and as a furbearer resource.   Conflict with coyotes arises when 
property damage occurs, such as taking unsupervised pets and livestock.  Habituation- where coyotes become 
acclimated to humans and view humans as a source of unnatural food, and public safety -such as coyote dens near 
residential areas, diseases and attacks on pets and people, are also listed as “conflict” issues.  
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In dealing with coyotes, Massachusetts has adopted the following goals:  1) public education about the values and 
conflicts; 2) preventing conflicts; 3) regulating harvest as a furbearer resources and 4) targeted removal of problem 
animals.  
 
 

Reaching Into Cities 
Presenter:  Laurel Remus and Ann Harrison on behalf of Brother Yusuf, New York Department of 
Environmental Conservation 
Abstract prepared by:  Dottie Head 
Please look for the PowerPoint presentation from this presentation at www.aci-net.org.  

 
The New York Department of Environmental Conservation (NYDEC) has three programs that reach out to city 
dwellers and other diverse audiences. The goal of this program is to provide outdoor experiences for under-served 
communities, primarily in urban areas, that would not normally have these experiences with hope that some of these 
youth will pursue environmental careers down the road.   New York is using three approaches to reach out to these 
populations:  1) Environmental Education Centers; 2) After-School Conservation Clubs; and 3) Summer 
Environmental Education Camps. 
    
Environmental Education Centers 
New York has four environmental education centers that have diversity programs.  Two are located in the suburbs of 
Albany and Buffalo, one is located in Poughkeepsie and a fourth is located in a rural area.  There is no public 
transportation to any of these sites and no easy way to get there without a car.  In an effort to reach out to 
underserved populations, including minorities, seniors and individuals with disabilities, NYDEC worked with bus 
companies to provide free or very low cost transportation to special events and festivals.  They have also established 
partnerships with various organizations to provide equipment and demonstrations showing disabled individuals how 
to use their facilities 
 
Education center staff reach out to organizations and schools in Environmental Justice Communities with school 
programs and teacher training workshops, including Projects WILD and WET.  At this point, success is being 
measured by attendance, but NYDEC is looking into surveys and other methods to more thoroughly evaluate this 
program. 
 
After-School Conservation Club 
NYDEC sponsors After-School Conservation Clubs targeting elementary school students who participate in after- 
school programs operated by two non-profit groups (United Neighborhood Houses and After School Corporation) in 
the New York City area.  There are 10 total sites in five underserved communities that have involved more than 350 
children per session.  The 10-week program runs in the fall and spring for four hours per week.  The children spend 
half the time learning about an environmental concept during a fun, environmental education activity and the other 
half is spent working on a stewardship project, such as developing an aquarium, creating recycling programs for 
schools, or cleaning up a park.  NYDEC has received funding for this program through the National Fish and Wildlife 
Foundation and the New York City Environmental Fund of the Hudson River Foundation.  
 
In addition, NYDEC trains staff at 10 project sites and they have developed a binder for program leaders to use that 
includes Project Learning Tree, Project WILD and Project WET activities along with lesson plans and information on 
getting started with stewardship projects.  NYDEC has two AmeriCorps members help teach environmental education 
activities.   
 
This program will reach 350 additional New York City students this fall and they are looking to start After-School 
Conservation Clubs in other areas as well. 
 
Summer Environmental Education Camps 
NYDEC’s Summer Environmental Education Camps are celebrating their 59th year.  There are four camps.  Three 
serve 12-14 year olds and one caters to 15–17 year olds.  The youth arrive on a Sunday afternoon and stay through 
Saturday morning.  While there, they are exposed to a series of field/ecology lessons, pond/stream studies, hiking, 
camping, optional hunter safety training, fly-tying, fishing, and other recreational activities.     
 
For many years, NYDEC has been offering “Camperships,” or scholarships for low-income children, but not many 
people took advantage of them because the camps were in remote areas and the target families had no way to get 
the kids to camp.  In addition, many of the children in target areas had never had outdoor experiences and were 
intimidated by them.   
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In recent years, NYDEC has developed a camp diversity program where we work with organizations and their 
students and provide pre-camp experiences so they have an opportunity to test out kayaks, go hiking, or spend the 
night in a tent.  In other words, they provide the youth with experiences so that when they get to camp, they are 
familiar with the experiences that a lot of the traditional campers have already had.   
 
As a follow-up to the camps, NYDEC provides post-camp opportunities and career-focused opportunities, like trips to 
the College of Environmental Science and Forestry and visits to paper companies who hire conservation officers.   
 
Older students who have been to camp, mix in with recruits and share experiences and mentor them along.  A 
collaborative program with the Hudson River group takes youth out on a sloop where they learn water sampling, 
seining and river history.  A recent three-day leadership program for youth recently had 15 of the 21 total participants 
who were former NYDEC campers.  
 
The Future 
NYDEC has been extremely lucky in that the administration has provided the staff to operate the programs.  Hiring 
Brother Yusuf was a great coup for NYDEC.  He has spent a lot of time working with faith-based organizations to 
reach inner city youth.  There are also educators in New York City and Long Island.   
 
The goal is to have a seamless program that reaches diverse audiences where they reach children through the After- 
School Program who go on to become campers, counselors-in-training, and then counselors. Then they head off to 
college and come back to work for DEC or related organizations, become camp directors and perpetuate the cycle.   
“We’re in it for the long run,” says Ann Harrison, an environmental educator with NYDEC.  “We are not just offering 
one week of camp, but we are looking to build interest in and skills to become future environmental leaders in New 
York.   
 
Ann credits the partnerships with a variety of groups and non-profit organizations as one of the keys of the program’s 
success.   By developing good relationships with other groups who are not the usual hunters, trappers, and hikers, 
they are tapping into urban league and other community groups and reaching out to new audiences.  
 
For more information on the NYDEC Programs, contact Ann Harrison at (518) 402-8032 or email 
aeharris@gw.dec.state.ny.us . 
 

 
Reaching Restless Travelers 
Presenter:  Mary Jeanne Packer, Fermata Inc. 
Abstract Prepared by:  Dottie Head 
 
Experiential tourism attracts people to places and the nature, history and culture of the area.  It is a 

low-volume, low-impact, high-yield model that allows visitors to experience authentic, indigenous features of the area.  
This market is growing incredibly quickly and most of these tourists are coming from urban areas. 
 
Eighty-nine percent of Americans travel in America.  The most popular activities are shopping (34 percent), outdoor 
recreation (17 percent), historical places/museum (14 percent) followed by beaches and cultural events.  Americans 
spent over $87 million on leisure trips in 2002.  Activities that are growing in popularity include kayaking, 
snowboarding, jet skiing, riding snow mobiles, viewing wildlife, backpacking, camping and birdwatching. 
 
The typical nature tourist is 52.1 years old, with 48.3 percent being male and 51.7 percent female. Their average 
income is $61,962 and there are 2.45 persons living in their house.  Most take 10 or more trips per year and spend an 
average of 3.31 days per trip and 2.38 nights. 
 
So what motivates these people to travel?  Seventy-six percent want to go somewhere they’ve never been before, 48 
percent want to go somewhere remote or untouched, 57 percent are attracted to an area’s culture and 44 percent 
want to learn a new skill.   
 
This “creative class” of tourists prefers active, authentic, participatory experiences that they can have a hand in 
structuring.  This is not the motor coach crowd!   
 
Many of your states have something to offer these tourists.  Look at your state parks, historic sites and wildlife 
management areas to see what is available for these tourists.  Identify and assess the natural and cultural 
opportunities in your state, find things that are made locally and make site enhancements.  Trails are popular but they 
need good directional and interpretive signage.  Advertising is a great tool for educating and informing the citizenry 
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about the opportunities in your state.  As Teddy Roosevelt once said, “do what you can with what you have where 
you are.”   
 
 

Best Practices in Reputation Management 
Presenter:  Judy Stokes, New Hampshire Fish and Game 
Abstract Prepared by:  Dottie Head 
 
Problem Statement:  Discover the best practice for managing and measuring reputation of state 

conservation agencies to maximize agency effectiveness in carrying out public trust responsibilities.   
 
What we learned:  1) Agencies operate only with the consent of the public and 2) Managing relationships with key 
publics is extremely important in helping an agency achieve its mission.  The top two effectiveness factors are agency 
credibility with the legislative body and governor and public support for and satisfaction with the agency.   
 
Relationships are the key.  Good relationships save money by saving litigation costs and pressure campaign costs, 
they make money through donors, consumers and legislators and they increase the likelihood that employees will be 
satisfied with the organization which, in turn, makes them more likely to support the agency. 
 
The 10 Best Practices are as follows: 

1) Empower agency employees. 
2) Don’t try to be all things to all people.  Focus on strategic publics. 
3) Build relationships by involving the public in your work in meaningful ways. 
4) Let the media tell your story. 
5) Your agency relationships are like a married life.  They require daily attention. 
6) Elected officials can be powerful allies.  Involve them in meaningful ways. 
7) Be a good partner in your community. 
8) Communicate broadly to traditional and non-traditional audiences. 
9) Sell your solutions and live your promises. 
10) Measure your reputation.  It matters! 
 

 
Involving the Media 
Presenter:  Rachel Brittin, Association of Fish and Wildlife Agencies 
Abstract Prepared by: Dottie Head 
 
The Association of Fish and Wildlife Agencies (AFWA) recently held a media tour for Teaming with 
Wildlife (TWW) to support the State Wildlife Action Plans.  The media tour was held in Kearney, 

Nebraska on the Platte River.  Many sandhill cranes stop over on the Platte River on their annual migration, but water 
diversion is shrinking rivers leaving the birds with nowhere to go.  The media tour was designed to call attention to the 
plight of the sandhill cranes and to raise awareness about issues that affect both the Platte River and the birds that 
use this resource. 
 
A media tip sheet was developed that covered the following topics as they affected the Platte River:  water diversion, 
invasive species, endangered species and climate changes.  AFWA hosted both a media tour and a press 
conference.  More than 30 local and national media attended along with several TWW coalition members.  The tour 
was a great success, especially considering that this is a rather out-of-the-way destination.   
 
For more information and ideas on how to host a media tour in your state to support State Wildlife Action Plan 
objectives, check out the new TWW Web site and www.teaming.com or contact Rachel Brittin at 
rbrittin@fishwildlife.org.  
 
 

Minority Imagery in State Conservation Magazines 
Presenter, Lydia Saldaña, Texas Parks and Wildlife Department 
To view the full version of Lydia’s research report or the PowerPoint presentation, including tables of the 
magazines included in this survey, go to http://www.aci-net.org/diversity/resources.htm and click on the report 
under the “Research” heading. 

 
 

 One of the most challenging issues facing natural resource conservation agencies in the U.S. is a lack of diversity in 
those who participate in outdoor recreational activities. The vast majority of participants in hunting, fishing and other 
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outdoor pursuits are white, and as the demographics of our country change, it is of great concern to the conservation 
community that just a fraction of the minority population is participating in these activities. If this trend is not reversed 
and the growing minority population in this country is not engaged by state conservation agencies, then public 
support will wane and these agencies will lose relevance and public support for their activities. 

     
 Communication efforts play a key role in increasing awareness and participation in various outdoor activities. 

Conservation agencies across the country spend millions of dollars annually on information and education initiatives 
with an emphasis on printed publications. Many of these agencies produce glossy four-color magazines as a 
signature product designed to inform, entertain and encourage readers to get involved in outdoor recreational 
activities and support conservation efforts. Many of these magazines have been published for decades and their 
primary readership consists of hunters and anglers. However, they are also used as outreach tools to encourage 
those who don’t currently hunt and fish to become interested in outdoor pursuits. 

  
 As part of her research, Lydia examined five state conservation magazines from various parts of the country to 

determine the extent to which minorities are represented in the images illustrating the publications. Are minorities 
depicted in these publications to the same extent that they appear in the general population or the population of the 
state’s hunters and anglers? To answer that question, magazine issues from 1996 and 2006 were examined from 
several states in which the conservation (or fish and game) agency publishes a government-sponsored magazine.  

 
 The states examined in this paper vary in their diversity, as reflected in the percentage of the population considered 

to be white by the U.S. Census Bureau. California is most diverse, with only 43.8 percent of the population being  
white  followed by  Texas at 49.2 percent,  Arizona with 60.4 percent,  Florida with 62.1 percent and Iowa with a 91.5- 
percent white population (U.S. Census, 2000). 

 
 The primary research questions were: 

1) Are minorities represented in the imagery in state conservation magazines to the extent that they are 
represented in the general population of the state?  

2) Are minorities represented in the imagery in state conservation magazines to the extent that they are 
represented in the population of citizens in the state who hunt and fish?  

3) Has the imagery that includes minorities in these magazines increased over time? 
 
A total of 2,346 images of people were counted in the two sample years and 800 contained women or ethnic 
minorities. Calculating percentages for the entire sample shows that 34 percent of the total images were minority or 
women. However, if you remove the number of women from the equation, the picture is much paler. Of the 2,346 
images of people in all of the magazines examined, only 7.3 percent are ethnic minorities. That number reflects an 
aggregate of all of the states examined and a state-by-state analysis will provide more meaningful information from 
which to draw conclusions. Demographic information in the following five tables is drawn from U.S. Census data and 
the National Survey of Fishing, Hunting and Wildlife-Associated Recreation (NSFHWAR). 
 
U.S. Census figures show that Iowa is the least diverse state in the sample, with 95 percent of the population being white. 
The 2001 NSFHWAR indicates that 99 percent of hunter/anglers are white, and 75percent are male. The 1996 samples of 
the Iowa Conservationist magazine reflect a higher percentage of females within its pages than are reflected within the 
ranks of Iowa hunters and anglers, but well below the population level. African-Americans are actually over-represented 
when compared to both the general population and the population of hunter/anglers in 1996 and although their number 
decreases in 2006 it is still above hunter/angler representation in 2006.  In fact, the numbers in all categories are down in 
2006. 
 
Florida has an 80.4-percent white population (U.S. Census, 2000) and the NSFHWAR indicates that 92 percent of the 
state’s hunter/anglers are white with 72 percent of them being male. Similar to the Iowa data, the 1996 samples of Florida 
Wildlife magazine reflect a higher percentage of females within its pages than are reflected within the ranks of Florida 
hunter/anglers, but it’s still below the population level. In 2006 that percentage decreases to below the percentage of female 
hunter/anglers.  In the 1996 samples, African-Americans are represented in percentages below the general population but 
very close to the percentage of Florida African-Americans who hunt and fish. However the percentage nearly doubles in the 
2006 sample and is nearly twice the percentage of African-Americans in the hunting/angling population. Hispanics and 
Asians are not represented at all in either sample.  
 
Arizona’s population is 87.4 percent white (U.S. Census, 2000) with 82 percent of the state’s hunter/anglers being white and 
75 percent male (NSFHWAR, 2001).  The female images in Arizona Wildlife Views in both sample years are below the 
representation of women in the actual hunting/angling population and well below that of the general population, although the 
percentage did increase over time. African-Americans are over-represented in 1996 but that percentage drops to zero in 
2006.  In fact, images of ethnic minorities decreased over time and the pages of the 2006 issues of the magazines represent 
less ethnic diversity than issues in 1996. 
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The population of Texas is 83.2 percent white (U.S. Census, 2000) with 81 percent of the state’s hunter/anglers being white 
and 73 percent male (NSFHWAR, 2001).  The percentage of female images in Texas Parks & Wildlife magazine in 1996 
was above the representation of Texas female hunter/anglers but below the percentage of the general population and that 
number decreased over time to dip just below the representation of females in the state’s hunting/angling population. 
Hispanic representation increased over time, but it’s still well below both the percentage of Hispanic hunter/anglers as well 
as the state’s population. African-American imagery decreased over time, perhaps replaced with Asian-American images, 
which increased a corresponding amount. Both African-American and Asian-American representation in magazine imagery 
is above that of the hunting/angling population, but below that of the overall population. 
 
California is the most diverse state of those sampled with only 43.8 percent of the population being white. The percentage of 
females in the state’s population is 50.1 percent (U.S. Census, 2000).  Female images in both 1996 and 2006 were over-
represented when compared to the state’s hunting/angling population, but below the general population. Hispanic images 
more than doubled from 1996 to 2006, but are still below the percentage in both the hunting/angling population and the 
general population. Both African-American and Asian-American imagery increased over time, but only by just over 1percent 
which is well below the representation of these ethnicities within the hunting/angling population. 
 
Conclusion 
 An examination of the imagery in state conservation magazines makes it clear that there is room for improvement in 
representation of minorities in these publications. In no case did these magazines represent the complexion of the state’s 
“face” but perhaps that’s an unreasonable expectation. It is not unreasonable, however, to expect these magazines to at 
least reflect the demographics of the state’s hunting and angling populations. 
 
All of the magazines did a fairly good job of representing women in their pages. The statistics gathered on the African-
American images confirms the findings of previous research. In the Arizona, Iowa and Texas publications, African-
Americans were over-represented in 1996 when compared to the population of African-American hunter/anglers. While 
those figures decreased in 2006 in all states but Florida, African-Americans remain over-represented in the publications in 
all states but California.  Asian-American imagery is virtually non-existent in the pages of these conservation magazines. 
This is probably explained by the fact that according to the NSFHWAR, Asian-Americans do not appear to be participating in 
hunting and fishing activities in most states. It is likely that more Asian-Americans participate in California than any of the 
sample states due to the relatively large number in the general population, but without better data it is hard to know for sure. 
At any rate, the state conservation agency could do a better job of representing Asian-Americans within the pages of 
Outdoor California. 
   
It is in the area of Hispanic imagery that all of the state magazines have the most room for improvement. In every single 
case and in both sample years, Hispanics are under-represented when compared to the percentage of hunter/anglers who 
are Hispanic. This lack of Hispanic imagery in all of the samples is consistent with the findings of other research that found 
that Hispanics are underrepresented. 
 
Evaluating these results in the context of communication theory leads to some thought-provoking conclusions. The social 
cognitive theory of mass communication holds that media play a role in shaping behavior and that media consumers tend to 
focus on models that are similar to themselves (Knobloch-Westerwick & Coates, 2006). The findings of this research study 
suggest that state conservation agency publications are not providing adequately diverse models within their pages, which 
can affect how receptive minorities will be to the idea of participating in outdoor activities and getting involved in 
conservation efforts. 
    
One of the barriers to achieving the goal of more diverse imagery may be the demographic makeup of the outdoor 
communication field itself. Research studies referenced in this paper have confirmed the lack of diversity among mass 
media in general and the outdoor communication field is even less diverse than mainstream media because those who 
cover the outdoors are hunters and anglers themselves. Like the ranks of hunters and anglers, they are primarily white and 
male. Most outdoor publications, including many state agency magazines, draw on free-lance outdoor writers and 
photographers to fill the pages of their magazines. If there is going to be progress in changing the face of outdoor 
publications, recruitment of minorities into the ranks of the profession is necessary as well as a commitment to obtain and 
publish images of minorities participating in hunting, fishing and other outdoor activities. Recruitment of minorities into state 
agency communication operations should also be a priority. 
   
State conservation agencies must make a conscious and deliberate attempt to ensure representation of minorities in all 
publications. This portrayal should be at the very least to the extent that minorities are represented in the population of 
hunters and anglers in each state.  To do less than that works against the goal of increasing diversity among those who 
hunt, fish and support state conservation efforts with their dollars. As the population of America continues to grow more 
diverse, the future of the North American conservation model is at stake and will hinge on engaging new and diverse 
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constituents who understand and value hunting, fishing and other outdoor recreational pursuits and feel connected to and 
responsible for the resource. 
 
To view the full version of Lydia’s research report, including tables of the magazines included in this survey, go to 
http://www.aci-net.org/diversity/resources.htm and click on the report under the “Research” heading. 
 
 

Environmental Education and Outreach to Minority Au diences  
Presenter:  Yvonne Garcia, Lean on Me Family Center, Holyoke, Mass. 
Abstract Prepared by: Dottie Head 
 
The Lean on Me Family Center services roughly 100 families in the Holyoke area. The program was originally 
based on science and math but it has expanded from there.  The program presently has no budget and is run 
entirely by volunteers. They began with a salmon project where the youth grew salmon from eggs and 

released them into a local river. The salmon project generated a lot of interest and new participation. 
 
There are two teams at the Lean On Me Center.  HEAT is an acronym for Holyoke Environmental Action Team. This team 
has a goal of sharing environmental messages with others. The team name was chosen by teens and the program is run by 
teens.  COF stands for Choosing our Future. This is another program the kids started because they wanted to know what 
happens to fish when mercury comes down the river.   
 
Look around for the small programs.  These are the ones that are most creative.  There is no arguing over money because 
there isn’t any!  Kids are like sponges.  If you give them great information, they’ll soak it up!   
 
 

The Color of Tomorrow:  An NCTC Webcast  
Presenter:  Jim Stewart, Recreational Boating and Fishing Foundation 
Please look for the PowerPoint presentation used in this session at www.aci-net.org.  
 

"The Color of Tomorrow" live broadcast and webcast from the National Conservation Training Center 
provided an in-depth look at recruitment and diversity issues for natural resource agencies and 

organizations. 

The program featured efforts across the nation and natural resource leaders who are engaging new audiences and 
making a difference in their communities. A panel of experts in race and community relations candidly discussed 
barriers and opportunities to move forward at this critical time. 

An online discussion (http://groups.google.com/group/diversity-recruitment/) is now available to community 
representatives, organizations, and agency personnel. Share what works, what doesn't, and how to move forward as 
we face the realities of changing how we do business. Frontline staff rarely have an opportunity to gather at national 
conferences, and rarer still is having targeted audiences in the discussion. This is an unprecedented opportunity to 
exchange ideas across communities and cultures. 
 
You can watch the program and view a list of resources, links and program guests on the ACI Web site at 
http://www.aci-net.org/diversity/resources.htm.   
 

 
� � �
Tuesday, July 10 – Marketing Day 
PowerPoint presentations used in the Marketing Day sessions may be found at www.aci-net.org.  
 
Take Me Fishing in Idaho—Angler Recruitment and Ret ention 

Presenter:  Roger Fuhrman, Oregon Department of Fish and Wildlife 
 
Idaho, like many states, is seeing a decline in participation in hunting and fishing.  Between 1996 and 2004, Idaho’s 
population grew by 17percent.  For a brief period, fishing license sales increased along with the state’s population.  In 
1999, however, sales began to slide, and by 2004, were down 7percent.  That decline cost the department $732,000 
in lost revenue from license sales and associated federal funding.   
 
In 2005 and 2006, Idaho Fish and Game worked with the Recreational Boating and Fishing Foundation on a pilot 
effort to identify ways to reverse the trend.  The “Take Me Fishing” campaign targeted lapsed male anglers between 
25-54 years of age and encouraged them to renew their fishing licenses.  Anglers were put into one of three target 
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groups based on their license-buying history.  An integrated outreach campaign, using direct mail, advertising on 
radio and television and public information material was run between early May and mid-July.  In 2005, the campaign 
focused on two of seven administrative regions.  In 2006, the effort was expanded to four administrative regions.  
Control groups were established within each target region and in adjacent regions.  Individuals in the control groups 
did not receive direct mail and presumably were not exposed to advertising or other public information material.  In 
both years, license sales to individuals in target groups in all regions exceeded sales to individuals in the control 
groups.   
 
The best results were obtained by targeting individuals who had purchased a license the previous year and at least 
one of the two years before that.  The renewal rate by those exposed to advertising and direct mail was 8 percent 
higher than renewals by those who had not been contacted by direct mail or exposed to advertising.    
 
The 2005 effort is credited with selling an additional 1,651 licenses and netting an additional $39,193 in revenue for 
the department.  The 2006 effort is credited with selling an additional 2,051 licenses, generating an additional 
$44,050 in revenue.  While these amounts are not significant in terms of the overall department budget, they do 
demonstrate that license sales can be increased through an active recruitment and retention effort.   
 
Individuals in the target groups were well aware of the “Take Me Fishing” campaign.  A follow-up survey in 2006 
showed that more than half recalled seeing “Take Me Fishing” advertising.  Additionally, 76 percent recalled receiving 
a postcard mailed to their home and 16 percent said the postcard influenced their decision to renew their license.   
 
Additional information on the 2005 and 2006 Idaho recruitment and retention efforts is available at www.rbff.org.  
 

 
 
 
Florida’s Five-Year Fishing Promo and Sustainable M arket Strategies  
Presenter: Scott Ball, Florida Fish and Wildlife Conservation Commission 

 
The Florida Fish and Wildlife Conservation Commission (FWC), like many states, is struggling to find a balance 
between promoting safe and sustainable recreational fishing and dealing with crowding and potential over-harvest of 
some species.  This presentation will discuss a number of tactics we have used but focuses on our five-year 
freshwater fishing license promotion. 
 
Habitat enhancement, stocking, improved access, regulation management, law enforcement patrol and other tactics 
are all of central importance to providing safe and sustainable recreational fishing.  However, those efforts require 
funding that comes primarily from the sale of fishing licenses or Federal Aid in Sportfish Restoration funds that are 
indirectly dependent on license sales.  This creates a dilemma in that the more you promote fishing and market 
licenses the greater the potential for crowding and overharvest.   
 
In 2003-04 Florida switched to a “total licensing system” (TLS) that centralizes license-sales data from point-of-sale, 
Internet, toll-free phone calls and tax collectors into a single, real-time database.  We now have three years’ worth of 
data, which is opening new horizons to us for analyzing our customers and doing market segmentation to allow more 
targeted and effective marketing efforts. 
 
One such effort is to begin looking at anglers who have historically bought licenses but are becoming exempt due to 
their age.  Generalized advertising in regulation summaries and at point-of-sale has not resulted in significantly more 
revenue from this audience, but we have high hopes that a more focused, direct-mail campaign using the TLS data 
will bring a more positive return on investment. 
 
Nonresident anglers are another prime market for us because their licenses cost more, they tend to spend more 
money locally, they use guides who frequently insist (at least in fresh water) on catch-and-release, and they spend 
less time fishing than residents do.   
 
A significant solution to the paradox of: “Should we promote fishing or just support existing fishing interests?” is (to 
put it bluntly) focus our marketing efforts so we get the most money but increase participation as little as possible.   
Thus a significant solution to the paradox of whether a state agency should promote fishing or just support existing 
fishing interests is to focus marketing efforts where funding is maximized, but increases in fishing pressure are 
minimized.   
 
To date, one of our most successful efforts in this arena has been a five-year freshwater fishing license promotion.  
We know from survey work that these anglers already planned to be fishing, so up-selling them to a five-year license 
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helps stabilize and increase our funding with a minimal increase in pressure.  Soliciting corporate sponsors who 
benefit from direct marketing to our most avid customers helps foster partnerships and a win-win-win opportunity. 
 
Five-year sales were fairly flat and insignificant for the first five years they existed.  Then we decided to try a 
promotional effort using a value-added package of goodies donated by the industry.  By up-selling avid anglers to a 
five-year or lifetime license, we reduce churn and both increase and stabilize our funding without actually increasing 
pressure.  Simultaneously, we develop better partnerships with the industry; because they benefit from direct 
marketing to this targeted audience, and we enhance angler satisfaction by giving them something for free.   
 
We found that the greater the advertised value of the promotion the greater the response.  In addition, awareness 
from our advertising has increased year-round base sales of five-year licenses and had a corollary effect on hunting 
and saltwater licenses. 
 
Base sales have increased roughly seven-fold, while peak sales have gone from about a hundred in a great month to 
as high as 1,200 in a promotional month.   
 
We used counter-top ads with our promotions where sponsors donated free product, premiums or coupons.  The 
FWC did not pay for any of them.  In the early years we stored, boxed and mailed the promo packages ourselves.  
The mailing lists were provided weekly by our licensing office when they became available. More recently, we have 
used fulfillment houses to accomplish those tasks.  This has proved to be both cost-effective and much smoother, 
greatly reducing the staff time involved. 
 
This program has become a clear win-win-win.  The agency up-sells anglers to a five-year license that typically is 
worth at least $17 more than had the angler continued to buy annual licenses.  Part of this is due to the typical gap 
time between when a license expires (ours are 365 days from date of issue) and when they next renew.  In addition 
the license draws five consecutive years of Federal match and is invested in an interest-bearing account.  We only 
use one year’s worth of license money ($12 of the $60) each year for programs, so it helps stabilize our funding.  The 
angler gets all this free stuff—often worth more than the cost of their five-year license.  The sponsors get great 
advertising, put their product in the hands of our most avid anglers in an extremely timely manner and get their 
addresses for direct marketing or market research. 
 
Angler surveys have demonstrated their satisfaction with the program, Florida fishing and the Division of Freshwater 
Fisheries Management efforts.  Fishing-trip satisfaction rates are also excellent, with more than half very satisfied and 
only 3 percent dissatisfied. 
 
Some interesting points about these anglers: 39 percent went on more than 20 freshwater fishing trips in the previous 
12 months and 79 percent also fish in Florida’s salt waters.  About 15 percent also fish outside the state.  Their last 
fishing trip lasted about 4.4 hours and they spent just under $70 on gas, tackle, ice and snacks during their last trip. 
 
This year, the Florida Legislature passed (and Gov. Crist signed) the first price-hike for fishing licenses since 1989 – 
effective October 1.  The new prices will be less than the inflationary increase since 1989, so they represent less of a 
burden on the angler than they did in 1989 or for that matter, 1929, and they remain below the national average.  
However, typically when prices go up, unit sales go down.  The protest (reduction in sales due to the price increase) 
without marketing is estimated at 12-14 percent.  Consequently, innovative marketing approaches will become even 
more critical for Florida in 2007-08. 
 
Conclusion:  The quality of the resource, access and the fishing experience still reign supreme – but marketing can 
help.  It doesn’t matter what you’re marketing as long as you get the word out. 
 

 
 
 
Break Free Tennessee!  A Hunting License Sales Camp aign  
Presenter:  Jay Langston, Tennessee Wildlife Resources Agency 
 

Hunting license sales in Tennessee can be increased! This has now been proved by results from an integrated 
marketing, advertising and public relations campaign implemented in 2006.  
 
The Tennessee Wildlife Resources Agency (TWRA) sold 1,220 more licenses  in the “treatment” area (where 
campaign strategies were implemented) than would have been sold had the campaign not been implemented.  The 
license sales increase brought in $48,683 more than would have been generated had the campaign not been 
implemented.     
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What’s the Problem? 
The percentage of the general public in the East South Central census region (Tenn., Ky., Miss., Ala.) who annually 
participate in hunting fell from an estimated 14 percent in the mid-1950s and early-1960s, to 11 percent in 1991, to 10 
percent in 1996, to 9 percent in 2001 (the most recent year data are available). According to the 2001 national 
survey, the 320,000 Tennessee residents who annually hunt represent only 7percent of the total population in 
Tennessee. (Source: 2001 National Survey of Fishing, Hunting, and Wildlife-Associated Recreation, U.S. Fish and 
Wildlife Service, and Census Bureau, 2002).   
 
What’s the Solution? 
The actual number of hunters in Tennessee is much greater than the number of hunters represented in these recent 
participation calculations. A 2005 survey of the Tennessee general public (18 years and older) asked, “Do you 
consider yourself to be a hunter?,”  and 20 percent of respondents indicated, “yes.”  (Source: Public Opinion on Fish 
and Wildlife Management Issues, Tennessee, Southeastern Association of Fish & Wildlife Agencies, 2005).   
 
Why the discrepancy? Of the 20 percent who say they are hunters, only seven percent are hunting every year. The 
other 13 percent who say they are hunters can be characterized as “lapsed” or occasional hunters. This lapsed 
hunter group can be estimated at about 558,000 Tennesseans. Only one out of three people who consider 
themselves hunters actually buy a license each year!  This matches the churn data found in the initial analyses 
conducted as part of this project. 
 
TWRA, along with state agencies throughout the country, has attempted to alleviate the monetary problems that arise 
from long-term hunting participation declines by increasing license prices. Periodic price hikes are necessary, but 
often only provide marginal help, as they also drive some people away from hunting. A much more efficient solution is 
to reduce the churn rate; that is, increase the number of hunters who buy a license each year.  
 
The purpose of the 2006 Tennessee hunting license sales campaign was to pilot test an integrated approach to 
increase license sales. Hunter and angler recruitment and retention are words on the lips of every conservation 
agency director in the nation. But, good intentions don’t compel hunters to purchase licenses; energy and actions do, 
and TWRA has taken energetic actions to turn things around. 
 
Results 
After only one season of effort in a selected pilot area, TWRA successfully slowed the bleeding—that is, helped stem 
the long-term decrease in hunting license sales (see Graph 1). Sales of Combination, Sportsman, Big Game Gun, 
Archery and Muzzleloader licenses all fared better in the 10-county treatment area when compared to sales in the 
control area. A marketing campaign that is evaluated and improved each year based on the previous year’s results 
will help TWRA continue to stem and, ultimately reverse the long-term loss of hunters. A multiple-year campaign will 
provide the greatest opportunity for long-term revenue gains. 
 
Graph 1 
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Results are summarized for campaign license sales data and survey findings. Each evaluation method provides 
independent insights into the campaign’s impact, including what strategies compel hunters to purchase hunting 
licenses. 
 
License Sales Analysis 
License sales in the treatment area outperformed license sales in the control area. (See Table 1). 
Specifically, the treatment area: 

·  Generated more revenue than the control area  
·  Experienced more positive results in license units sold than the control area (when comparing both areas to 

the five-year sales trend) 
·  Consistently outperformed sales in the control area, when comparing percent-difference in sales over the 

five-year trend.  
 

Table 1. Treatment vs. Control 
License Sales: Sept.-Dec. 2006 compared to five-yea r trend in Sept.-Dec  
  Additional Revenue Generated 

in Treatment vs. Control 
Counties 

Gross Change in All 
Licenses Sold in 
Treatment Counties vs. 
Control Counties 

How Much Better Did 
Treatment Counties Perform 
Compared to Control Counties 

Combination $4,489.24 1% 49.64% 
Sportsman $19,665.81 8.3% 22.47% 
Big Game Gun $16,513.36 4.3% 32.28% 
Archery $3,078.16 2.8% 49.46% 
Muzzleloader $4,936.67 2.8% 20.67% 
Total $48,683.24 3.80%   

 
By using a five-year average as the baseline, we actually underestimate the campaign results. License sales have 
been on a multi-year decline in Tennessee, and the analysis compares 2006 sales to a much higher 2001-2005 level. 
If we were able to use 2005 as a base year, we’d expect higher results. TWRA targeted all hunters and multiple 
license types. Campaign results show the highest license sales increases resulted from the sale of Sportsman and 
Big Game Gun licenses. 
 
Any effective corporate marketing campaign would only target those customer segments more likely to respond, 
resulting in a greater return on investment. Since this was the first year of the campaign, the optimal customer 
segments were unknown. Next year, results from the first year’s effort can be used to identify which customer 
segments responded the best, allowing future campaigns to bring in even more revenue.  
 
Survey Results 
Effects of the marketing campaign were evaluated further by asking 4,000 “lapsed” hunters (hunters who did not hunt 
in 2005, but who had hunted in at least one of the years between 2001 and 2004) in the treatment area to take an on-
line survey; n = 274.   
 
The survey revealed: 
 

·  Almost half (49 percent) said they saw one of the campaign strategies and it reminded them to go hunting. 
Extrapolating these data statewide—and if a statewide license sales campaign were initiated—we would 
predict that ~273,000 lapsed hunters (or 49percent of the estimated 558,000 in the “lapsed hunter pool”) 
would be reminded to go hunting (over and above the ~7percent of the Tennessee population that would go 
hunting anyway).  Results calculated at a 90-percent confidence interval level, meaning 273,000 lapsed 
hunters  is +/-5 percent, or 200,880-301,300 

 

·  Of the lapsed hunters who saw a hunting reminder, 38 percent had already purchased a hunting license; but 
24 percent indicated the reminder influenced them t o purchase a license  (and the balance were not 
influenced to buy a license). Extrapolating these data to the general public, if a statewide license sales 
campaign were initiated, we would predict that an additional 65,600 hunters would buy a license.   
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Results calculated at a 90 percent confidence interval level, meaning 65,600 is +/-7 percent, or 38,200-
84,600. 

 

·  Even though “one license sold” does not directly equate with “one additional hunter afield” (because of 
multiple license requirements), for purposes of informed guesstimation (and based on survey results), an 
annual statewide license sales campaign may increase annual hunting participation to about 385,000, from 
the current (approximate) 320,000 hunters (16 yrs and older), pushing participation closer to 9 percent 
statewide (versus current 7 percent)—and hopefully even more in subsequent years. 

 

·  Assuming each of the 65,600 hunters purchased one or more hunting privileges at a total cost of ~$40, 
additional annual revenue generated may exceed $2.5 million. 

 

·  Most effective campaign strategies appeared to be magazines, newspapers, TV, and TWRA officer and field 
staff interviews on TV or radio.  

 

·  Not surprisingly, conventional media and methods proved to be the most effective in reaching TWRA 
customers. But, Tennessee, like every other state, has untapped marketing potential through non-traditional 
methods. For example, TWRA places officers in a booth to hand out literature and answer questions at local 
fairs and community events. Only 8.2 percent of survey respondents said that they heard the “go hunting” 
message through these events. Interestingly, 11.3 percent said they heard the “go hunting” message at a 
church event. Apparently, the little-used church event strategy enjoyed a 38 percent performance spread 
above the widely used community events method. (However, neither of these efforts was widely used in the 
pilot campaign.) 

 
 
�
Hooking Iowa Anglers:  A Fishing License Marketing Campaign Success Story  
Presenter:  Kevin Baskins, Iowa Department of Natural Resources 
Abstract Prepared by: Dottie Head  
 

In 2004, the Iowa Department of Natural Resources began exploring the trend of decreasing annual fishing license 
sales. With a new electronic licensing system that allowed, for the first time, analysis of purchase behaviors and 
demographics of anglers, the Iowa DNR discovered surprising insights and substantial opportunities for improving 
sales. 
 
Among its discoveries, the Iowa DNR found that 66 percent of past buyers did not purchase licenses every single 
year. Understanding why this occurred, who these anglers were, and finding ways to increase purchasing 
consistency became the core of marketing campaign goals and strategies in 2005 through 2007.  
 
The marketing campaign goals were to increase license sales and connect Iowans with the outdoors.  Some of the 
campaign strategies included creation of a family fishing guide, theatre advertisements, live radio remotes, a Web 
site, license vendor promotions and a new Iowa lottery ticket called “Reeling in the Cash.”   
 
The campaign resulted in a 16.2 percent increase in targeted license sales.  Lessons learned during the initial 
campaign were that a multi-faceted approach has the most impact, that the direct-mail campaign had high 
awareness, but needed a stronger call to action and that a it is important to build on successes and not just make it a 
one-year campaign. 
 
In 2006, the campaign focused on lapsed anglers.  The strategies included a direct-mail letter from a biologist with 
information on where to go fishing and what to bring as well as fishing tips.  Post-campaign surveys revealed good 
recall rates on the campaign materials.  In 2007, Iowa plans to build on successes by testing radio and TV 
advertising. 

 
�
�
�
How to Get the Best Campaign Money Can’t Buy  
Presenters:  Darcy Bontempo 
Abstract Prepared by:  Dottie Head 
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Texas Parks and Wildlife was able to tap into the resources of GSD&M (a nationally recognized agency with clients 
such as BMW, MasterCard and AT&T) by enlisting them to serve on a high-profile taskforce whose charge was to 
increase outdoor recreation and conservation awareness among Texans, especially "unengaged" urban 
families.  The result of this partnership has been the development of the "Life's Better Outside" campaign, and an 
estimated $500,000 in pro bono (free!) research, creative, media and marketing services from this top notch agency. 
The campaign is on its third year and has the potential to be a national marketing platform for states interested in 
motivating urban audiences to be more involved in the outdoors.  
 
Step 1 was the Research Phase that consisted of a review of secondary research on changing leisure habits as well 
as conducting qualitative research on families use of leisure time.  They found that many families with at least one 
child aged 5–13 have never visited a park or beach, fished, hiked or nature watched.  They also found that 
unengaged young families are tough to reach. 
 
Step 2 was conducting Qualitative Research of unengaged parents using telephone surveys, visitation journals and 
focus groups.  This research revealed that unengaged parents recognize outings to parks as an opportunity to 
improve quality time and memory-making opportunities. Most could name a local park, but few could name a state 
park.  
 
Step 3 was the Creative Testing of the “Life’s Better Outside” slogan.   
 
In addition to the relationships with GSD&M, Texas was able to get advertising money from Toyota in return for 
running the Toyota logo in the ads.  In October 2007, the “Life’s Better Outside” campaign will be the beneficiary of 
proceeds from a music festival. 
 
 
 

Gift Cards—Making our Products and Services More Co nvenient  
Presenter:  Michael Gray, Kentucky Department of Fish and Wildlife Resources 
Abstract Prepared by:  Dottie Head 

 
Gift cards have become a huge item in the U.S. and have great potential to enhance your agency’s marketing 
strategies as we look to for future new ways to increase revenue 
 
According to statistics released by the National Retail Federation, gift cards are a $40 billion industry annually!  Gift 
card sales grow 20 percent a year and holiday gift card sales hit $18.8 billion in 2005 and $25.5 billion in 2005.  Gift 
cards are most popular among 25–34 year olds.  Seventy-five percent of adults have purchased or received a gift 
card and 93 percent of U.S. teens have purchased or received a gift card.  Sixty percent of gift cards are purchased 
around the holidays and birthdays are the most popular occasion to give gift cards.  In 2005, gift cards become the 
most popular gifting item surpassing the apparel industry.  Seventy-five percent of people who receive a gift card 
spend more money than the value of the card when using gift cards. 
 
Why Gift Cards?  They energize new sales and drive significant income growth.  They capture more customer dollars. 
They improve operating efficiency and customer satisfaction.   
 
Among the marketing/promotion strategies that Kentucky is looking at are instore, online, agency license vendors to 
consumer, agency incentives, third party license specialists, new customer promotions, and as a hook to promote 
other products.   
 
Gift cards are a new and effective way to market our products.  Kentucky is looking to use them for promotional 
contests. For example, if a consumer spends X number of dollars on vendor merchandise then he/she will receive a 
$5 - $10 gift card that is good for purchasing certain products.  They can also be used at grand openings or as part of 
agency marketing campaigns. 
�
There are endless possibilities.   
�
�

�
�
Stop the Drop—Utah’s Fishing License Retention Camp aign 
Presenter:  Robin Thomas 
Abstract Prepared by:  Dottie Head  
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Looking for ways to recruit and retain anglers sometimes feels like being on a quest for the mysterious fountain of 
youth.  The Utah Division of Wildlife Resources has tried a number of new strategies to improve retention on their 
annual fishing license sales.  When the agency shifted to a 365-day license, they found that people were waiting until 
they were actually going fishing to buy a new license.  Legislators worried that people would accidentally fish with an 
expired license and the Utah Division of Wildlife Resources agreed to mail printed postcards to customers reminding 
them that their license was about to expire.   
 
In an effort to measure success of the campaign, Utah split the group evenly with half receiving reminder cards and 
the other half receiving nothing.  The campaign encouraged anglers to present their fishing license to receive half-
price admission to state parks.  They also ran advertisements at AAA baseball stadiums and created billboards 
encouraging people to re-purchase licenses.  In the first year, there was no discernable difference in re-purchase 
rates between those who received the cards and those who did not. Utah is exploring additional ways to increase re-
purchase rates in the coming years. 
 
 

State Programs—Marketing Made Easier for All States  
Presenter:  Stephanie Hussey, Recreational Boating and Fishing Foundation 
 
Recruitment and retention is critical to the success of state fish and wildlife agencies and RBFF has 
made it a priority for this year, taking its pilot state efforts to the next level with a nationwide program 

that all states can use. 
 
RBFF is developing an easy-to-use how-to guide to enable state agencies to implement successful marketing 
programs to increase fishing license sales.  Recognizing that organizational, legal and technological infrastructure 
varies from state to state, RBFF will focus on developing a core program with variations to accommodate local needs. 
 
The guide will provide proven best practices techniques and instructions for how to implement an integrated, direct 
mail marketing program targeting lapsed anglers.  All states will be able to use the guide, which will include 
customizable marketing material templates. 
 
RBFF has convened a working group composed of state fish and wildlife agencies’ marketing staff to help develop 
the program, and plans to have it in place by December of 2007. 
 
�

Technical Roundtables 
Look Inside InDesign 
Presenter:  Rob Underwood, InDesign, Inc. 
For more information contact Rob Underwood at runerwood@aquent.com.  
 

This class was an introduction to InDesign, with a focus on the advantages of InDesign over Quark and vice-versa. 
The beginning of the class was primarily a chance to introduce the class to the basics of Workspaces, Navigation, 
Frames, Text, Images, and basic page management inside of InDesign. The second half of class focused on more 
advanced features inside of InDesign including Object Styles, Microsoft Word Import Options, Nested Styles, Next 
Styles, Color Management, Effects, and Output. 
 
It was quite a mixed crowd, from people who used InDesign everyday, to Quark users wanting to know the 
advantages of InDesign. Since I started the class with the basics, there was something for everybody. The people 
who were currently using InDesign got a ton of tips and tricks that will enable them to speed up their workflow, while 
the Quark users had a chance to look at InDesign’s unique features. I was always quick to point out how Quark 
works, even in the new version, versus the way InDesign handles the task at hand. 
 
At the end of the class I made sure to make it a point that everyone understood that the conversion from Quark to 
InDesign is not one to be taken lightly. During a time of conversion, many things must be taken into account; the re-
building of templates, the clean-up of font libraries, libraries, and whether or not you will need to open up legacy 
documents. I wanted to make it clear that just buying the plug-in Q2ID to convert your Quark documents was not 
enough, and that documents converted this way usually act different than normal InDesign documents. It was at this 
time I encouraged everyone who was interested in converting to email me at runderwood@aquent.com if they had 
any further questions. 
  
Overall the people who attended were both friendly and astute and eager to ask questions. This made my job easy. I 
ended the class by showing some of the new features of InDesign CS3, for all of the InDesign users considering an 
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upgrade. And they were really impressed by some of the fantastic new features. I look forward to working with all of 
you in the near future. 
 

 
 
The Ten Most Dynamic Steps for Talking to the Media /Putting Your Best Voice 
Forward—How to Make the Most of Your Voice and Keep  Your Audience Spellbound 
Presenter:  Karen Schadow, NYU Talking in Sound Bites 
 

Karen Schadow, President of The Voice of Success, and a well-known voice and presentation skills 
coach and media trainer, was invited back for her second year to lead two seminars for the 2007 ACI Conference in 
Lenox, Massachusetts. On Tuesday Karen spoke on “How to Make the Most of Your Voice and Keep the Audience 
Spellbound, and on Thursday she presented ”The 10 Most Dynamic Steps for the Best Media Interactions.“ The large 
group of attendees at each seminar agreed that speaking dynamically and confidently to the media and to live 
audiences is very beneficial to the work of all fish & wildlife departments and can make all the difference in the 
perception of their work. 

Karen reminded the group that “the medium is the message,” and any distractions to the audience -- in the voice, in 
demeanor, in incomplete preparation for the encounter, in the confidence of the speaker -- can contribute to lower 
acceptance of the message by the audience. 

In giving her Tips for Better Media Interactions, Karen suggested that it is important to build positive relationships with 
all the media, both print and broadcast. She recommended that to increase your department’s awareness with the 
public you must think about “pitching” positive stories to the media. Call the Assignment Desk at your local TV 
station(s) to ask for coverage of your current projects -- e.g., animal relocation, tagging, land preservation. There are 
many “slow news days” when stations are happy to have stories to use as “fill.” They can shoot your story and have it 
“in the can” for future use. 

Karen also suggested that you check out the public access channels and pitch stories to them. They have to fill 24 
hours a day! You can even shoot the extended stories yourself and deliver the finished product for air. Conservation 
and “green” issues are now a hot topic. Use the attention to create more awareness with the public. Be positive: The 
public wants to know!  

To keep on top of your message, always have an “elevator speech” ready (what you would say to someone in the 30-
60 seconds in the elevator.) Think ahead about what your office wants the public to know about the current issues 
and prepare and constantly update your message as the issues change. Also, keep notes with the key points of 
current issues by the phone, in case you are called by the media unexpectedly. Be prepared! 

On How to Make the Most of Your Voice, Karen taught that proper breath support is most important for an effective 
voice. For a dynamic and energetic voice, it is important to know that breathing for effective speech is opposite 
breathing for living. A quick inhalation followed by a slow controlled exhalation when speaking, will keep the voice 
strong and the energy up. Always take a breath before speaking. She suggested keeping a sign by the phone, saying 
“Breathe” so that you’ll remember to answer the phone with energy!  People do form impressions of us from our 
voices. 

Karen also covered pitch placement, enunciation and articulation, vocal resonance, and energy vs. monotony in the 
voice. Opening your mouth more and really seemingly “over-articulating” the words will actually make it easier for the 
audience to understand what you are saying.  It is also important to remember that “nobody knows that you are 
nervous but you” - and to smile and feel confident, even if you are not!  Engaging in a few warm-up physical 
exercises before speaking can rid your body of the tension that you feel before speaking and will loosen up your 
voice.  Breathing from the bottom of the lungs and the diaphragm will bring the energy away from the throat and 
upper chest. Thus, a lot of tension in the throat (and the voice!) will be eliminated -- and the result will be confidence 
and energy. 

Karen also emphasized that “Less is More” when doing presentations. Speeches and presentations should be edited 
often, to eliminate repeating points and losing the audience.  She presented the five steps of Attention, Need, 
Satisfaction, Visualization, and Action to follow when writing a speech -- steps which follow the natural thought 
processes of the audience. 

A complete packet of information on the voice, on media interaction, and on presentation skills, was given to each 
participant. For copies of the handouts and more on Karen’s seminars in voice and presentation skills and media 
training, Karen can be contacted through her web site at www.thevoiceofsuccess.com . 
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Digital Tools and Solutions 
Presenter:  Peter Sanelaris, Great Northern Video of Concord New Hampshire 
 
Peter Sanelaris presented participants with the latest tools and cost-effective solutions available to 

agencies for producing and distributing materials for broadcast television, video and audio productions, DVDs and 
streaming or podcasting on the Web.  He showed attendees how the latest video cameras and nonlinear editing 
systems work, including Apple Final Cut Pro. The presentation was followed by a roundtable discussion by 
participants on what their agencies are doing to stay on the cutting edge. 
 
 

Working with Editors 
Presenters:  Trudy Tynan, Associated Press, retired and Judy Cartwright, Newsday 
Abstract Prepared by:  Dottie Head 
 

At the most basic level, the reporter’s job is to convey information from you to the public.  The easier you make that 
job, the more effectively your message will get across.  When talking with reporters, keep your information as simple 
as possible and speak in complete sentences, otherwise you will be quoted in fragments. 
 
If dealing with bad news, some kind of explanation is always better than saying “no comment” and you would rather 
they get the facts right.  Also, don’t ask to read or review the story before it’s published. However, it is okay to ask a 
reporter to summarize what he or she believes you said, especially if it is a complicated subject. 
 
One of the best ways to get your agency’s name out there is to be quoted regarding an issue that is relevant to your 
mission.  That means be there when the news media needs to put the events into context.  If possible, offer a local 
angle on each story.  If they don’t use it, don’t be offended just keep trying. 
 
If you have time, prepare some printed material before an interview, even if it’s only an outline of your position.  A list 
of statistics and where they came from is also helpful.  This is particularly helpful when there are a lot of numbers 
involved as it minimizes the chances that a reporter will transpose numbers or misunderstand figures.  
 
Generally, holding press conferences in a place like Western Mass. won’t work.  You won’t see dozens of reporters 
fighting over who is going to ask the next question. You might not even get anybody to show up, even if there’s 
breaking news.  A better idea is to call the organizations you want to talk to and say you have an announcement to 
make, you’ll be available for questions from 1-3 p.m. and would they like to reserve a specific time for a one-on-one 
phone interview? 
 
If you are happy with what a reporter has written or broadcast, call and say thanks for a good job.  This helps build 
relationships. If you are unhappy, be careful. The best approach is a gentle one.  Call the reporter first. If that doesn’t 
work, call the editor. Don’t fly off the handle and demand a correction.  The more reasonable you are, the better your 
chance of finding out what went wrong, fixing the problem and avoiding it next time.   
 
The 10 Commandments of Media Relations: 
1)  Thou shalt always send press releases that are clear, concise and short. 
2)  Thou shalt always have a game plan for your news conference. 
3)  Thou shalt not be secretive when dealing with the media. 
4)  Thou shalt never duck a reporter’s question. 
5)  Thou shalt always know your market. 
6)  Thou shalt always respond to requests. 
7)  Thou shalt always have a Crisis Management Policy in place. 
8)  Thou shalt always know the media’s schedule. 
9)  Thou shalt always remember the reporter’s deadlines. 
10)  Thou shalt always understand the language of the media. 
 
Helpful Hints When Working with the Media 
·  Do let reporters know when an event has been cancelled or postponed. 
·  Do write in understandable English. 
·  Do find out the deadlines of the news organizations and times at which they are most busy. 
·  Don’t tell a reporter how to write the story or to ignore certain elements. 
·  Do think about the story you are pitching in advance. 
·  Don’t use telephone numbers in the text and expect them to be published. 
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·  Do think about the press conference you have scheduled. If it’s an opportunity for tape, treat it as such.  Make 
sure the information is worthy of a press conference. 

·  Don’t insist that the reporter stay for a drink or dinner.   
·  Do call in advance and give a brief synopsis of the event. 
·  Don’t blame the editor when your release is thrown away because the time or place of the event is missing. 
·  Do include pertinent background data on speakers. 
·  Do study various media outlets to determine how you are going to get your message across. 
·  Do study audience demographics and the corresponding impact your message will have on the readers, viewers 

or listeners. 
·  Don’t waste your message by distributing it without thought, at the wrong time, or to the wrong news 

organization. 
 

� Thursday, July 12, 2007  

 
The Ecology of Hope 
Presenter:  Cheryl Charles, President, Children & Nature Network.  
Abstract Prepared by:  Dottie Head  
For more information, visit www.cnaturenet.org.  
 
Richard Louv’s book, Last Child in the Woods, is now number 25 on the New York Times National Best Seller List.  
There is still a lot we don’t know, but there is a growing body of research about the disconnect between children and 
nature.   There are 20 premiere studies posted on The Children & Nature Network Web site at www.cnaturenet.org.   
 
Among the findings: 
·  There has been a 30-percent decline in bicycle riding 
·  Children are attached for 40-plus hours a week to an electronic umbilical cord 
 
Among the benefits to a nature connection: 
·  Higher self-esteem 
·  Greater problem-solving ability 
·  Higher cognitive function 
 
The Children & Nature Network will continue to foster new research.  The evidence is there and the evidence is 
growing, but there is a great story to tell about all of the benefits of a connection with nature. 
 
In November 2005, Richard Louv gave the keynote speech to a group of fish and wildlife agencies.  By April 2006, 
the Children & Nature Network had been launched at a meeting of the National Press Club.  By Sept. 2006, there 
was a national forum on children in nature.  On June 19, 2007 there was a front-page story in The Washington Post 
and in July 2007 there will be a National Forum on Children in Nature.   
 
Parents are stressed. They do not have much free time and they don’t know how to get their kids outside.  Our role is 
to inspire confidence through successful outdoor experiences. 
 
Key points: 
·  Open the door and reach out to different allies! 
·  Leave turf aside.  We’re more effective together. 
·  Stand on credibility and respect.  Also stand on the evidence! 
·  Treat people with respect.  You may not like everyone, but be respectful of them. 
·  Build and demonstrate tangible results. 
·  Go outside…..and take a child!  Mentoring is huge! 
·  Keep hope alive. Many kids are depressed. Let children know that the world can be better.  There are safe, 

beautiful outdoor places that kids can go. 
 
Let us be the generation that unfurls the wings of hope and works together to heal the world! 
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No Child Left Inside, Reconnecting Today’s Youngste rs to the Outdoors 
Presenter:  Diana Joy on behalf of Gina McCarthy, Commissioner, Connecticut Department of 
Environmental Protection 
 

No Child Left Inside , Connecticut’s major state initiative, is designed to reconnect families with the outdoors, build 
the next generation of environmental stewards and showcase Conn.’s state parks and forests. 
 
Introduced in 2006 by Conn. Governor M. Jodi Rell, and coordinated by the Department of Environmental Protection 
(DEP), No Child Left Inside  features an enhanced State Parks and Forests Interpretive Program to increase the 
number of natural, educational, cultural and historical activities in the parks and forests, as well as a variety of new 
programs focused on the outdoors being developed by DEP in cooperation with other state agencies, schools, 
libraries and a number of organizations across the state.   
 
No Child Left Inside  is composed of many programs but the key element, The Great Park Pursuit, The 
Connecticut State Parks Family Adventure , is specifically designed to put this initiative at the forefront of public 
consciousness and introduce families to state parks and forests. The Great Park Pursuit, The Connecticut State 
Park Family Adventure  is a multi-week game that takes families on an interactive tour of parks and forests across 
the state. By decoding clues, the game allows families to experience different parks and participate in a wide variety 
of activities tied to either recreational offerings or historical significance found in the park system. 
 
As part of No Child Left Inside  the DEP is taking steps to ensure that urban families, including inner city families, 
have an opportunity to enjoy the outdoors.  This year Family Fishing Day was held in seven urban areas across 
Connecticut.  Families enjoyed fish stocking and education from wildlife biologists, who were on hand those days to 
assist both novices and seasoned anglers alike.  
 
This year during the Great Park Pursuit  bus transportation was provided from three major cities - Bridgeport, 
Hartford and New Haven - for registered participants. Many families took advantage of this opportunity to make travel 
to the state parks easy and affordable.  
 

 
AFWA’s Conservation Education Initiatives 
Presenter:  Rachel Brittin, Association of Fish and Wildlife Agencies 
For more information see AFWA’s Web site at www.fishwildlife.org.  
 

Conservation education is one of the most vital tools for shaping long-term conservation and 
enjoyment of fish and wildlife resources. Each member agency of the Association of Fish and Wildlife Agencies 
(Association) offers a variety of programs to educate children and adults about the conservation of fish, wildlife and 
other natural resources. Some of these programs include instructions on how to participate in recreational activities 
such as fishing, boating, hunting, bird watching and more.  

The Association also decided to strengthen and unify conservation efforts of Association member agencies and 
partners and in March, 2005, approved the Association's North American Conservation Education Strategy. This 
effort began as a result of a Conservation Education Summit held December 2004 

Association of Fish and Wildlife Agencies' North Am erican Conservation Education Strategy  

Mission:  To unify and strengthen conservation education efforts of the Association of Fish and Wildlife Agencies 
member agencies and partners in a manner that effectively advances the Association's Strategic Plan and the North 
American Model of Fish and Wildlife Conservation*. 

Vision:  Conservation Education becomes an effective, dynamic means for the Association of Fish and Wildlife 
Agencies, its members and partners to achieve the Association's Strategic Plan through an informed and involved 
citizenry that: 

·  Understands the value of our fish and wildlife resources as a public trust;  

·  Appreciates that conservation and management of terrestrial and water resources are essential to sustaining fish 
and wildlife, the outdoor landscape and the quality of our lives;  

·  Understands and actively participates in the stewardship and support of our natural resources;  
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·  Understands, accepts and/or lawfully participates in hunting, fishing, trapping, boating, wildlife watching, shooting 
sports and other types of resource-related outdoor recreation;  

·  Understands the need for and actively supports funding for fish and wildlife conservation.  

[For the purposes of our Association of Fish and Wildlife Agencies' members, Conservation Education is defined as a 
process by which we achieve this vision.] 

Goals: 

·  Elevate the value of Conservation Education  

·  Advance the Association's Conservation Education agenda  

·  Achieve excellence in Conservation Education  

·  Maximize partnerships Secure funding  

Underlying Principles:  

·  Conservation Education is the foundation to overall conservation success.  

·  Base all planning, development, implementation, training, and evaluation on Best Practices.  

·  The development and implementation of this Strategy is a continuing process, regularly assessed and modified 
as needed.  

 GOAL # 1: ELEVATE THE VALUE OF CONSERVATION EDUCAT ION  

Recognize Conservation Education as a mission-critical management component of every fish & wildlife agency. An 
educated, informed and involved citizenry is critical for effective management and protection of natural resources. 

·  Strategy: The Association develops agreement among fish & wildlife agencies and partners of Conservation 
Education's value, which will lead to a more vital function of Conservation Education internally and externally. To 
achieve this, it is imperative that the Association continue a North American dialog on Conservation Education. 

·  Strategy: The Association members and partners commit to a North American Conservation Education agenda. 

·  Strategy: Demonstrate that Conservation Education is mission-critical. 

GOAL #2: ADVANCE THE ASSOCIATION'S CONSERVATION EDU CATION AGENDA  

To effectively manage fish and wildlife resources, fish and wildlife agencies and partners must establish themselves 
as a leader in Conservation Education in order to develop an informed and involved citizenry. The Association can 
facilitate this process by generating momentum for Conservation Education, by developing a support system and by 
helping agencies recognize Conservation Education's value as a management tool. 

·  Strategy: Establish North American Conservation Education goals, needs and objectives that are consistent with 
the 2005 Association Strategic Plan and North American Model of Fish and Wildlife Conservation.  

·  Strategy: Identify fish and wildlife management issues to be addressed through Conservation Education. 

·  Strategy: Develop a North American momentum and a support system for Conservation Education. 

GOAL #3: ACHIEVE EXCELLENCE IN CONSERVATION EDUCATI ON  

The Association will support and enhance Conservation Education programs within fish & wildlife agencies and 
partners by providing resources, training, and expertise for optimizing their effectiveness.  

·  Strategy: Base Conservation Education on sound education models, best practices and guidelines for 
excellence.  

·  Strategy: Facilitate and strengthen professional development.  
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·  Strategy : Enable, assist and encourage practitioners to evaluate the effectiveness of programs and materials.  

GOAL #4: MAXIMIZE PARTNERSHIPS  

Partnerships, at both a North American, national and state/provincial level, are a vital component of the Conservation 
Education Mission. These partnerships will extend and multiply conservation efforts at the state, provincial, regional, 
and national level. 

·  Strategy: Assess where partnerships can further the continued development and implementation of the 
Conservation Education Strategy.  

·  Strategy: Maximize existing and pursue new partnerships at the state, provincial, regional and national level 
through the Association.  

GOAL #5: SECURE FUNDING  

Recognizing that funding is critical for Conservation Education efforts, additional funding sources are needed in order 
to improve overall effectiveness of Conservation Education. 

·  Strategy : The Association takes a leadership role in obtaining funding through Multistate Conservation Grants 
and other state fish and wildlife grant programs.  

·  Strategy : Fill a self-supporting position within the Association to increase funding in 501-C-3 America 's Wildlife 
Association for Resource Education Program (AWARE) and explore grants and/or partnerships with industry. 

·  Strategy : Explore any opportunity to include financial support for conservation education when seeking any 
source of funding.  

·   Strategy: The Association advocates for State Wildlife Grant Program funding to be available for state wildlife 
education funding.  

NEXT STEPS  

Conservation Education Concepts :  The Association developed an agreed-upon list of conservation education 
concepts that relate to fish and wildlife. In March 2006 the top 11 concepts were brought before the Association's 
membership and approved. The longer list of concepts was reviewed and approved by the Education Outreach and 
Diversity Committee. 

Moving Forward:  Several subcommittees of the Association's Education, Outreach and Diversity Committee are 
working to further develop each goal.  Support for these activities will be needed to reach the full potential of the 
Strategy 

 
Working through Faith Communities 
Presenter:  Rev. Brendan Whittaker, Brunswick, Vermont 
 
Fish, wildlife and natural resources agencies can find allies in many religious faith communities in 
resources education and outreach. In recent decades all of the world’s major religions have produced 
teachings and study materials about the created world and humans’ responsibility for its stewardship.  

  
Since all religions deal in values, those working in conservation and resources management can bring their expertise 
as well the values of their particular resources discipline to faith groups. Many adult and youth church or community 
learning groups are constantly looking for speakers and materials; modern wildlife and forestry I&E people will make 
excellent sources for these presentations.  
  
With so many state resources departments over-worked and short of funds, a model perhaps could be that of the 
volunteers in Hunter Safety Programs, where citizen outdoor people could be referred out as speakers to requesting 
faith communities.  
  
A source of material on Faith and the Environment has been "The National Religious Partnership for the 
Environment"  (NRP.Org) which has fostered and coordinated environmental conservation work among many North 
American religious groups. 
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State Expositions 
Presenters:  Dave Lockman, The Weatherby Foundation, Gary Zima, Massachusetts Division of 
Fisheries and Wildlife 
 
In the United States today 18 states are conducting 26 “hands-on” outdoor expo education events.  In 
2007 over 250,000 people will attend and participate in these events.  These events are “free” and 

provide many “hands-on” activities related to outdoor skills in the areas of camping, mountain biking, hiking, wildlife 
watching, fishing, hunting, shooting sports, and wildlife conservation.  Outdoor expos have proved to be an excellent 
way to target constituent groups and introduce families, young people, minorities, women, the disabled, etc. to the 
outdoors and the pathways (mentor programs, organization programs, agency programs) to life-long recreation and 
careers in the outdoors.  Outdoor Expos are also an excellent way to bring together a diverse outdoor community 
(wildlife watchers, hunters, anglers, conservation organizations, conservation agencies, landowners, and others) to 
produce an annual event.  Weatherby Foundation International provides grants, planning support through workshops 
and training materials, and networking through its Outdoor Expo Campaign.  Visit the Web site at www.weatherby-
foundation.org  for more information on how to start an Outdoor Expo in your state.    
 
 

New Communications Technologies 
Presenter:  Larry Bouthillier, Harvard Business School 
Abstract Prepared by:  Dottie Head 
For more information on this presentation or to view file links, go to: 
http://www.learningapi.com/files/acilinks.html 

 
 
The architecture of the Web is constantly changing.  The Internet has been around since 1995 or so.  The emergence 
of the Internet was followed by the dot com boom that came to a screeching halt in 2000.  It started accelerating 
again in 2004 because of changes in architecture and how sites and tools interact.  There are many new tools out 
there: blogs and syndication, podcasting and video, plus totally new stuff like mashups.  There’s something new all 
the time. 
 
A little Web 1.0.  HTTP stands for hypertext transfer protocol and is the standard way for computers to ask for page 
content.  It’s a network protocol to deliver Web pages in a universal format.  HTML is an open, public device- and 
platform-independent language for creating Web pages that can be viewed on any computer.   
 
Being online is not new. Prodigy, AOL and CompuServe have been around for a while. What was new about the 
Internet was the openness. Anyone could play… vendors, software developers and anyone with some technical 
skills.  Interactivity and media, such as streaming, threaded discussion boards, Geocities, ofoto, and mp3.com were 
out there as were people looking at things online and occasionally posting things for other people to look at.   
 
After 2004, the Web began changing and we’ll call that Web 2.0.  During this generation, architectures of participation 
emerged 

·  Streaming = You Tube 
·  Threaded discussions = Trackback and Blog Comments 
·  GeoCities = Blogging, MySpace, Facebook 
·  ofoto = Flickr 
·  mp3.com = Limewire, Napster, Bit Torrent 
·  Brittanica Online = Wikipedia 

 
Now there are people and tools and Web sites looking at Web sites and user generated content by design.  The 
value has moved from the Web site to the network.  In the end, the value of these sites is derived not from content 
generated by the sites owners, but from the emergent relationships among users and the content they create and 
consume. 
 
There were two key elements in the creation of Web 2.0:  1) The explosion in User Generated Content (UGC) and 2) 
Technology Changes.  Other items also fueled the growth, including broadband, faster PCs, highly capable Web 
browsers and Web services. 
 
There are some specific tools and technologies available to organizations that use the Web to reach out to users. 
They are: 
·  Blogs/RSS (Rich Site Summary) 
·  Podcasting 
·  Video 



TBW/Fall 2007 25 

·  Geographic/photo “mashups” 
 
Let’s start with blogs.  Blogs are a simple publishing engine with content authored by one or more authors and posted 
chronologically and by categories.  You can host yourself with Moveable Type, Expression Engine or Wordpress.  
These are all software packages you can download yourself for less than $125.  Or, you can use a service like 
Blogger or Typepad.  You can sign up for accounts that cost anywhere from $0 - $25 per month.   
 
So what makes a blog different from any kind of Web site?  They are easy to use and they employ a more informal, 
conversational tone.  Conversation can run two ways due to syndication features.  An example of syndication out is 
RSS.  Examples of syndication include RSS, Flickr, Trackback, and comments.   
 
The thing that drives traffic to blogs is interest level and links.  By referencing other blogs, you increase your own 
exposure.  Google is your friend.  Google indexes pages based on words that appear on them.  You need to write 
your copy and your title to reflect key words and phrases. Pick a handful of likely (and useful) search terms and use 
them a few times in different contexts.   
 
Podcasts are also useful.  A podcast is a series of audio or visual programs usually published periodically as 
individual episodes of a series.  The can be automatically downloaded to a subscribers MP3 player when new 
episodes are available.   
 
RSS (Rich Site Summary) is the big thing that makes podcasting podcasting. Users subscribe with a Podcatcher 
such as iTunes.   
 
To make an effective Podcast, you will need to: 
·  Choose a format – news blurbs or radio storytelling, interviews, roundtables 
·  Podcasting is narrow-casting—stick to the audience’s interest 
·  Style counts – keep it conversational and informative 
·  Stick to the point – people have other things to do with their time 
·  Engage your audience – ask for feedback 
·  Remember:  Text is searchable! – Combine your blog with good textual notes and consider offering a transcript. 
 
There are several steps to creating make a podcast. First, you must create a podcast channel.  These are all one-
time tasks and include: 
·  Create an RSS file for your podcast that describes your podcast series and lists episodes 
·  Place RSS file on your Web server 
·  Register with iTunes Podcast Directory (free) 
·  Add link to your Web page 
 
Then you need to create your podcast episode: 
·  Record your MP3 file  
·  Place it on your server 
·  Add an entry to the RSS file that refers to the new episode 
 
Some general guidelines for podcast recording: 
·  Equipment matters but it does not have to be expensive ($200 will get you a good microphone) 
·  Write a script first 
·  Keep it short 
·  Software:  Audacity is a free recording/editing program.  MP3 format is universal.  For hardware, you need a 

good microphone and a quiet room 
 
To create the RSS feed for your podcast: 
·  RSS is a plain-text list of podcast episodes that podcatchers regularly download 
·  It is easy to create 
·  Tools make it easier to manage feeds:  FeedforAll, PodPress 
 
Finally, you publish your podcast feed by publishing a link on your Web site, either an XML link or itsc://link and add it 
to the iTunes Podcasting Directory (for details on how to do this, see link to PowerPoint presentation.) 
 
To create and post video on your Web site, you will need to produce it, encode it (using target devices, target 
platforms and target bit rates), and distribute it. There is no standard, public format for video.  The best for general 
public distribution is probably Flash Player at 1.31 MB.  Windows Media Player, Quicktime Player and Real Player 
are other options.  Your bit rate determines the video quality while bandwidth determines the experience of the user. 
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If bit rate is greater than bandwidth, the user will have to wait. If bit rate is lower than bandwidth, the video will play 
right away. 
 
There are three dimensions of video quality: 

1) Frame Size – aspect ratios 
2) Frame Rate 
3) Image Quality 

 
Some simple production techniques for producing video: 
·  Get to the point – Web audiences have lots of options 
·  Good lighting – avoid gradients 
·  Tripod or handy cam – camera motion uses up a lot of bits 
·  Start with the highest quality originals you can find 
 
There are a variety of creation tools out there: 
·  First party vendor products – RealProducer, WindowsMedia Encoder, Quicktime Pro and others 
·  Third Party Vendors – Sorenson Squeeze is probably the best 
·  For more on encoding go to http://www.akamaii.com/html/perspectives/whitepapers_content.html 
 
There are a variety of Hosting options: 
·  Destination sites – YouTube, Metcafe, Google 
·  High quality syndication – Brightcove, VideoEgg 
·  CDN (Content Delivery Network) – Akamaii, Vital Stream, mirrorImage, Limelight 
 
For more information on this presentation or to view file links, go to: http://www.learningapi.com/files/acilinks.html.  
 

 
 
How Do We Know if it Worked? 
Presenter: Katie Paine, KD Paine & Associates 
To view the PowerPoint slides used in this presentation, please go to 

http://www.measuresofsuccess.com/speeches+and+conferences/speech+archives/default.aspx.  You will be asked 
to enter your email address to view the slides.    
 
If you've been in communications more than a couple of minutes, it's likely that someone, somewhere, has posed the 
question: "How do I know this is working?" My theory is that communications people are from Venus and bean 
counters are from Mars.  It has nothing to with the effectiveness of your program or the  gender of the people in 
charge, but it has everything to do with fundamental human tendencies.  
 
There are people in this world who understand numbers. They tend to do well in arithmetic, major in math or science 
or economics and frequently end up managing corporations. Too many words make their eyes glaze over. We'll call 
them Martians. 
  
Then there are word people. Word people communicate through writing or talking, using lots of words and as few 
numbers as possible. They tend to major in English, Sociology, History or Communications. Charts and graphs and 
spreadsheets put them to sleep. They tend to work in marketing, advertising, corporate communications, PR, public 
affairs and community relations. We'll call them Venutians.  
 
The problem is that Martians and Venutians speak different languages, and have different customs, which makes it 
difficult for the two groups to talk to each other. This is the reason that marketers make jokes about operations and 
that operations thinks marketers go frivolously through their days, having much more fun than people who do "real" 
work –i.e. building things and managing operations. Part of the problem lies with earlier generations of Venutians 
whose idea of success was expressed in clip counts or awards from some obscure industry association for a catchy 
ad and was all too frequently unrelated to organizational goals.  
 
No wonder the bean counters' perennial (and totally justified) refrain remains: How many widgets did it sell? Everyone 
else in operations presents results once a month or once a quarter, in the form of attractively formatted charts whose 
squiggly lines all (presumably) go up and to the right. Marketing's voice, on the other hand, tends to attract the first 
questions, suffer the first budget cuts and experience the first layoffs, because they have no measurable results to 
display that can justify their expenditures.  
 
When budgets are flush, it doesn't much matter how you measure results, as long as there is a perfunctory number 
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that shows up next to your department every so often.  But times aren't always flush, and the bean counters are 
getting more demanding.  
 
Today, most professional communicators have heard the call for accountability, yet, few know how to answer it. The 
standard response a dozen years ago was, to quote David Ogilvy, "I know half of my communications is working, I 
just don't know which half."  To say today that communications is intangible or too "warm and fuzzy" to be measured 
is no longer an acceptable answer. So more and more communications professionals struggle to figure out what to 
measure and how to fit measurement and evaluation into already tight budgets. 
 
Measuring your success is not just another buzzword that follows Six Sigma, TQM (Total Quality Management), and 
paradigm shifts . It is a key strategic tool that helps you better manage your resources, your department, and your 
career.  There are half a dozen advantages to setting up a measurement program no matter where you were. They 
are:  
 
Reason # 1 to Measure Results: It helps preserve bu dget and staff 
I once used a competitive media analysis to indicate the need for a PR staff for a major semiconductor company. We 
analyzed the clients presence in key media vs. three other competitors to determine who was earning the greatest 
share of ink. As it happened, over a two-year period, there was very little difference between the competitors, with 
each of the four organizations earning about 25 percent share of ink each month. But the clients results took a dive in 
September. All of a sudden its share of ink dropped to about 2 percent. I presented the results and asked the 
audience,  which included about 14 Martians and two Venutians what had happened. The answer: "That was when 
we reorganized and eliminated the PR effort."   I demonstrated that for the next nine months the market had about 
nine times more opportunities to see news about the competition's products than their own. The last I heard, the PR 
staff was up to about 10 people and the budgets were growing ever year.  
 
Reason #2: Strategic Planning 
Deciding how to best allocate resources is arguably the most important responsibility of any communications 
manager. But without data you are forced to rely on gut instinct. What you need is data. Data that tells you where and 
how to communicate key messages, impact your reputation and effect outcomes. Only with such data can you 
accurate allocate your resources.  
 
Reason #3: Measurement reveals strengths and weakne sses 
Measurement isn't something you should do because you're forced to. It should be approached as an essential, 
strategic tool to more effectively get your messages out.  
 
Reason #4: Measurement gives you reasons to say no 
All too often making decisions based on gut feeling rather than data leads to overworked communicators with unclear 
priorities. There is simply no good argument for which to say "NO." However, if you can study the results of programs 
when timing was rushed or materials not prepared far enough in advance, you frequently gain the ammunition to just 
say "no" to one more request.  
  
An ideal measurement program has seven basic steps: 
 
Step 1: Identify the audiences  
Every organization continuously communicates with numerous audiences, whether it wants to or not. While you may 
think you are communicating only to customers and prospects with your advertising, in reality it is may also be seen 
by your employees, the media, your partners and your investors. With the advent of the Internet, most of the time you 
also are communicating to those same audiences around the world.  
 
The accountable organization understands and prioritizes those audiences, to ensure consistency, and also to better 
understand its reputation. The best way to agree on your audiences is to put all the communications people in your 
organization in a room and ask them whom their audience is. You may be surprised at the answer. The idea is to get 
as many as possible down on paper, and then to ask them to prioritize the list.  
 
 
Step 2: To What End? Defining objectives for each a udience.  
The next question you need to ask the group is, “How does the organization's relationship with that public benefit the 
company?”  The answers should relate back to strategic corporate goals, like increasing market share, or owning a 
position in the marketplace, or for non-profits, fulfilling a mission.  
 
Once these larger goals are set, and at least one should be set for each audience, you can prioritize your efforts 
according to which benefits are most important to your organization. Force rank each audience, no ties allowed.   
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Step 3: Establishing criteria for success  
You can't start to measure success until you know what success means for you. To help people clarify their 
objectives, we surveyed corporate communications professionals to see what they thought was the number-one 
objective for their PR program. Eighty-five percent cited product or corporate awareness as the number-one 
objective. Other typical objectives included the following.  
 

¨  Increase exposure for the company name or product 
¨  Increase dissemination of company or product messages 
¨  Educate certain publics 
¨  Generate leads 
¨  Move prospects along the purchase cycle 
¨  Sell product 

 
Each objective, of course, requires a different type of measurement. Some criteria are tied to output measures — like 
getting messages out to a particular audience. Others may be outtake measures, like raising awareness for your 
brand. And still others may be outcome measures, like getting people to attend your event, or download something 
from your Web site.  
 
Interestingly, when you ask what measures most corporate communicators have in place, the most frequent 
response is counting clips, which doesn't in any way show "awareness." Stacks of clips may or may not have raised 
awareness for your brand or organization. Until you analyze those clips to determine whether in fact the brand is 
prominently mentioned, whether the media outlet in which the clip appeared was even read, and if it was read, was it 
visible enough to be remembered.  
 
Another typical problem occurs when groups have mixed objectives. For example, one of the most frequently 
mentioned goals we hear is "to reach our target audience with our key quality message." This goal is great as long as 
the target audiences are the same. But what if one product group is targeting seniors and the next is targeting college 
students. Quality may mean different things to different audiences. The best solution is to look at what the exposure 
was, within that population of the given message.  
 
The best objectives are specific and measurable, and they MUST include a timeframe.  
 
Step 4: Decide upon a benchmark 
The key point to remember about any evaluation program is that measurement is a comparative tool: you need to 
compare one set of results to something else. The most effective comparisons are to yourself over time, to your 
competition and peers or to an industry average.  
 
Even if you're in the non-profit sector, you are still competing for share of wallet. Ideally you would select two to three 
competitors — a stretch goal, a peer company and an underdog who's just beginning to nip at your heels.  
 
If you are comparing your company to its past performance over time, don't just arbitrarily pick a calendar year or 
quarter. Time your benchmark around a significant event, like when a new CEO joined the company or when a new 
agency signed on.  
 
Step 5: Select a measurement tool 
Measurement tools and systems have advanced tremendously in the last decade or so. The ability to gather data, 
whether from media outlets or customers has become faster better and cheaper every year. But the most 
sophisticated measurement tool is worthless if it can't measure the goals and criteria that you defined in step 3. 
 
Ultimately you will want to establish a system that measures your processes, your outputs, (did your messages get 
out there)  your outtakes (what did your publics take away from your efforts as well as your outcomes. Combining a 
variety of measurement tools is the best approach to looking at the big picture impact of what you do.  
However, we understand that most organizations and budgets can't accommodate instant implementation of a full 
scale measurement program, so we'll start with some very basic tools and work upwards from there.  
Essentially, you will be collecting data in one of several ways:  
1. Primary research via telephone mail or online survey of your audience 
2. Secondary research of other data available 
3. Primary research in the media including Internet sources  
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If your objectives are to increase product/service awareness or preference, or your goal is to educate an audience, 
you need a tool that measures opinion — essentially the outcome of what you've done. Opinion research is by far the 
oldest and most widely used form of measurement.  
 
In PR, pre/post surveys are the instruments applied most commonly to determine if a particular program changed 
opinions or awareness. An initial study establishes a baseline, and a follow-up study determines if opinion has 
shifted.  
 
Surveys can be conducted by email, mail or by phone. Typically, results from a mail survey take 8-10 weeks. Phone 
surveys are faster, but can cost 30- to 50- percent more.  Online surveys are rapidly becoming the methodology of 
choice because they are cheap and relatively easy to field. However, they are only valid if all of your publics have 
access to a computer and an email account.  
 
High technology is affecting measurement in a few different ways. Interactive phone sampling techniques is just one 
example. If you watched the presidential debates, you saw this technique in action. A sample of voters was polled, 
and constituency reaction to the candidates' statements were recorded via the voters' phone lines.  
 
Electronic access to data from thousands of media outlets combined with automated content analysis has 
revolutionized the clipping and content-analysis business. You can now get daily analysis of your clips delivered to 
your desktop 24/7.  
 
Awareness Measurements 
If you are introducing a new product or concept to a marketplace, one that has never been seen or discussed before, 
it is reasonable to assume that prior to your activity awareness was at zero.  If you already have some presence in 
the marketplace you will need to establish a baseline measurement against which to measure any change in 
awareness.  
 
The key to measuring PR's involvement in any change in awareness is the ability to isolate the PR activities from any 
other communications efforts. So PR's effectiveness needs to be tested before any advertising blitz begins. 
Alternately, if advertising and other communications efforts can be maintained at a constant level for a given time 
(typically 26 weeks), and a PR program is implemented or changed, then the impact of that program can be charted.  
Awareness can only be determined by surveying members of the audience at which the PR program is directed.  
 
Preference Measurements 
"Preference" implies that an individual is making a choice; therefore, all preference measurements must include 
alternatives—products/companies that are competitive or that are perceived as being competitive. To determine the 
impact of Public Relations outputs on audience preference, you need to expose the audience to the specific output 
(article, white paper, speech) and determine whether the piece leaves the member of the target audience more or 
less likely to do business with the company. 
 
This exposure can be done in focus groups, panels or a randomly selected sample of the population. This last 
method will generate the highest level of statistical accuracy; unfortunately, however, it is the most expensive of the 
three.  
 
Measuring Messages 
If your objective is exposure and communication of key messages, measuring media content is by far the cheapest, 
easiest and fastest form of measurement. In the past, people believed output measurement was simply counting clips 
or column inches. But let me ask you this: Which do you think is a more successful program? A fat notebook 
containing 500 articles? Or a skinny little folder containing 75 articles? Without examining the content, you have no 
way of knowing. The former might represent a surge in negative references about the company. The latter might 
represent a program in which the client communicated its key messages in 75 percent of the articles, and reached all 
of its target audiences and 95 percent of its key publications. 
 
Measuring output encompasses far more than calculating sheer volume. It includes looking at the content of each 
article to determine whether it contains your key message, how the article leaves the reader feeling, and what 
messages it communicates. In other words, measuring the quality of your PR output. 
 
Measuring Outcomes and Behavior  
The ultimate test of the effectiveness of your communications efforts is whether the behavior of the target audience 
has changed as a result. This is also the most difficult to measure because of the other communications efforts that 
the typical company undertakes. The most effective way to measure behavior change attributable solely to your 
efforts is to study specific programs carried out by your team — for example, a PR program designed to increase 
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traffic to a restaurant or a museum, or a fundraising effort.  
 
Instant access to Internet data has offered the communications professional a tremendous advantage. Most Web 
sites already use some form of traffic analysis such as Web trends. These systems can tell you specifically where on 
the site visitors go each day. If you provide a specific URL for a specific press release you can track editors and 
consumers behaviors by what actions they take on your Web site 
 
Step 6: Compare results to objectives & draw action able conclusions  
Once you've collected all of your results, avoid the temptation of focusing on only the most exciting. Many reports I've 
seen gloat that "press coverage increased by 50 percent this month!" but fail to mention the fact that reach into the 
highest priority audience segment dropped by 15 percent or that the key messages about a particular product were 
never communicated. 
 
To make information meaningful and actionable, relate each conclusion back to your original objectives. Compare the 
length of your message communication bar this quarter to its length last quarter.  The language of business is charts 
and graphs. Therefore, to put measurement to work for you, you must learn to translate your raw numbers into charts 
and graphs with short headlines that draw conclusions from the data.   
 
You will never be as powerful or persuasive as when you present your results to those Martians so think ahead about 
what actions, including the following, you want them to take, and plan your presentation accordingly. 
 

1. Ask for money : Many clients I've worked with received from their Martians additional budgetary dollars on 
the spot, just by showing their results. 

2. Get commitment : Make sure you have upper management along to answer questions that are sure to 
arise. 

3.  Manage timing : When you present results in the form of graphs and charts to show how effective strategic 
timing can be, it's amazing how many Martians you can convince to do it your way. 

4.  Buy influence :  Use your results to win other departments over to your point of view and approve your 
programs. 

5.  Get outside help : Convince those Martians that you really need more help if they want to achieve their 
desired results. Coverage for one client we were working with skyrocketed in August and continued at vastly 
increased rates. I couldn't figure out what happened, until I presented results. Then I learned that the client 
had doubled his staff in July. Conversely, another client saw its share of ink disappear. When I asked what 
had been going on internally, I learned that disappearing press coverage coincided with a reorganization 
that had included dissolving the PR department. 

6. Just say “no:”  All too often we hear from overworked marketers with unclear priorities looking for ways to 
figure out where to put their limited resources. By using the data from results to demonstrate what doesn't 
work, you can frequently dissuade managers and colleagues from making the same mistake twice.  

 
Step 7: Make changes, measure again 
The most important element to any measurement program is to analyze the data, draw conclusions and then 
measure the impact of those changes. Make sure that you have the data when you need it.  The rule of thumb is that 
you should allocate 10 percent of your overall communications budget for measurement (half for up-front research,  
half for evaluation).  
 
Get t ing the Da ta 
There are two ways to get data on your target audience: directly and indirectly. Direct data accumulations can come 
from surveys, focus groups and chat rooms on the Internet. Indirect data can be retrieved from secondary sources, 
e.g., syndicated industry sources and the media. If you are going to survey an audience, here's what influences the 
cost:  

¨  Number of surveys conducted  
¨  Length of surveys  
¨  Cost of collecting names  
¨  Difficulty in getting people to respond  
¨  Customized vs. syndicated research  

 
Cost factors in content analysis include:  

¨   How many media outlets you are analyzing: 
¨  Are you collecting everything, or just those stories that have the greatest likelihood of being seen? 

 
If you have no budget at all:  
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¨  Be someone’s homework :  We at The Measurement Standard are blessed with the proximity of the 
University of New Hampshire, which has an excellent market research lab. Most MBA courses and 
undergraduate colleges offer some sort of survey research class. With a bit of luck and persuasion, you can 
get them to conduct the research for you. 

 
¨  Start with baby steps :  An annual measurement program can be a sizeable undertaking, and if your 

organization hasn’t done one before it is a daunting process. I highly recommend beginning with a pilot 
program, either a three-month benchmark or a targeted program aimed at a particular launch or event. This 
relatively painless route will get people addicted to the numbers—and they’ll invariably ask for more.  

 
 
 
 

UPCOMING EVENTS & DEADLINES  
 
2007 Association of Fish and Wildlife Agencies (AFW A) Annual Conference, Sept. 16-21, Louisville, Ky. 
 
The Wildlife Society (TWS) 14th Annual Conference , Sept. 22-26, Tucson, Ariz. 
 
Southeastern Association of Fish and Wildlife Agenc ies (SEAFWA) Annual Meeting , Oct. 21-24, Charleston, 
West Va.   
 
68th Midwest Fish & Wildlife Conference , Dec. 9-12, Madison, Wis. 
 
International Boating & Water Safety Summit, Apr. 16-19 2008, San Diego, Calif. 
 
2008 ACI Annual Conference , July 14-18, Nashville, Tenn. 
 
 
 
 
 
 

  SPECIAL SECTION 
�
Minutes of ACI Business Meeting - Eastover Resort, Lenox, Massachusetts 
Thursday, July 12, 2007 
Eastover Resort, Lenox, MA 
 
7:56 a.m. EDT Marianne Burke called the meeting to order. 
 
ROLL CALL-Lydia Saldaña conducted roll call. 
 
In attendance: 
Alabama Department of Conservation and Natural Resources 
Arkansas Game & Fish Commission 
Association of Fish and Wildlife Agencies 
Colorado Division of Wildlife 
Florida Fish and Wildlife Conservation Commission 
Georgia Department of Natural Resources 
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Iowa Department of Natural Resources 
Louisiana Department of Wildlife & Fisheries 
Kentucky Department of Fish and Wildlife Resources 
Minnesota Department of Natural Resources 
Missouri Department of Conservation 
National Park Service 
New Hampshire Fish and Game Department 
New York Department of Environmental Conservation 
Ohio Division of Wildlife 
Oklahoma Department of Wildlife Conservation 
Oregon Department of Fish and Wildlife 
Recreational Boating and Fishing Foundation 
South Carolina Department of Natural Resources 
Tennessee Wildlife Resources Agency 
Texas Parks & Wildlife Department 
U.S. Fish and Wildlife Service 
Utah Division of Wildlife Resources 
West Virginia Division of Natural Resources 
Wyoming Game and Fish Department 
 
PRESIDENTS REPORT- Marianne Burke 
Marianne reported that ACI will be hiring a Webmaster and that a position description will soon be available.  She 
asked that members take a look at it and let us know if you or anyone you know might be interested. She also noted 
that Thomas Gresham needs some assistance with the awards program for next year. He is still looking for category 
chairs. Dottie Head needs some help with Balance Wheel and is looking for both contributors and potential sub-
committee members. Steve Wilson also needs assistance with the auction. 
 
TREASURERS REPORT – Bob Wines 
Bob handed out the report and proposed budget.  In the interest of time, he did not go into detail. (Financial Report is 
Attachment A to the minutes.) In short, it was a prosperous year for the organization. We started with $15,000 in the 
bank and ended with $28,000.  
 
Judy Stokes made a motion to approve the financial report.   Thomas Gresham seconded the motion.   
Action: Motion approved. 
 
Bob then briefly discussed the proposed budget. He told members the budget had been approved by the board. He 
mentioned that agency dues are down from last year and that we’ve lost one sponsoring member, two associates and 
four individual members.  Interest income at 5.5% is being earned on a $50,000 CD. The board moved to put an 
additional $10,000 into that fund.   
Interest income:  $50,000 CD invested at 5.5% interest.  Board moved to put $10,000 into that fund. He is presenting 
a balanced budget for consideration.  
 
Ellie Horwitz made a motion to approve the budget.  Scott Ball seconded.  Action: Motion approved. 
 
MEMBERSHIP-Bob Wines 
We lost Indiana as a member and the National Park Service.  There’s a possibility we may get Maine on board. 
Membership directories have been distributed, three per agency. Bob asked all members to assist in building 
membership.  
 
Committee reports:  
AWARDS - Thomas Gresham 
There were 25 categories but we are giving awards in only 21 categories. States are not turning in submissions in 
some categories. Thomas noted that the most important thing about the competition is not whether you win an award, 
but the peer review.  
 
MEMBERSHIP-Bob Wines 
We lost Indiana as a member and the National Park Service.  There’s a possibility we may get Maine on board. 
Membership directories have been distributed, three per agency. Bob asked all members to assist in building 
membership.  
 
ACI TRAVEL STIPEND 



TBW/Fall 2007 33 

Marianne Burke told members that ACI has established a travel scholarship called the Geoffrey Schneider 
Scholarship in honor of an ACI member who passed away last year after battling cancer. Micah Holmes has stepped 
up    to the plate with Jim Sciascia as co-chairs of a committee to handle recommendations. Micah noted that we’ve 
had travel scholarships for the last couple of years and there is an emphasis on using it to get new members here. He 
also noted that current board members and officers are not eligible to receive it.  
 
AUCTION- Steve Wilson 
Steve thanked everyone who helped on the auction. We raised $2,800 this year. Micah Holmes and Jim Stewart will 
be assisting Steve on next year’s auction. 
 
BALANCE WHEEL- Dottie Head 
Dottie will be coordinating getting all presentations on the Web. She asked any presenter to send presentations so 
they can be placed on ACI Web site. Also need abstracts and PowerPoints for the website. She hopes to have 
proceedings online by Sept. 1. She also thanked subcommittee for help and support and said that serving on the sub-
committee involves three conference calls a year that don’t last more than 45 minutes. She welcomes participants on 
the subcommittee. She also thanked Scott Ball for his superior editing skills and Rachel Brittin for her contributions to 
the newsletter. 
 
CONFERENCE SITES – Kay Ellerhoff 
Kay reported on conference sites: 
2008 
Tennessee Wildlife Resources Agency. Downtown Nashville, July 14-18. Contact:  Don King  
 
2009  
Louisiana Department of Wildlife and Fisheries, Baton Rouge (?). Contact:  Marianne Burke 
 
2010 possibility for discussion 
Colorado Division of Wildlife. Contact: Jim Holeman 
 
2011 possibility for discussion 
Virginia Department of Game and Inland Fisheries (David Whitehurst) and West Virginia Division of Natural 
Resources (Hoy Murphy, Bob Wines) hosting at NCTC (Steve Hillebrand, Craig Rieben)  
 
2012 possibility for discussion 
Ohio Division of Wildlife (Marc Sommer) and Kentucky Department of Fish and Wildlife Resources (Mike Gray), 
conference co-hosts  
 
The Futures List: 
Iowa Department of Natural Resources. Contact: Kevin Baskins 
South Dakota Department of Game, Fish and Parks. Contact: Chuck Schlueter 
Minnesota Department of Natural Resources.  Contact: Mark LaBarbera 
Granite Ranch; Jackson, WY 
 
WAYS AND MEANS- Nels Rodefeld 
Nels reported on our newly hired Wyoming lawyer, Sean Scroggins. Scroggins has provided advice on travel 
scholarships and whether there is any issue with a non-profit giving out money/scholarships. Scroggins advised it 
was okay as long as those who control the money (the board) don’t access it.  
 
MEMBERSHIP- Bob Wines  
Bob reported that the board voted to go to an online only directory. The new Web site will be more efficient and every 
agency will be able to update information on-line. 
 
Liaison Reports  
 
ASSOCIATION OF FISH AND WILDLIFE AGENCIES – Rachel Brittin  
Rachel’s report is attachment D. 
 
NORTHEASTERN ASSOCIATION OF FISH AND WILDLIFE AGENC IES- Judy Stokes  
Judy reported that there is less and less activity and the I&E folks used to be more active but are in semi-disarray 
now. But they’re going to attempt to pull it back together. She reported that at the recent conference in Connecticut, 
Jim Martin gave an inspiring talk about six mentors and leaders and Gina McCarthy also spoke.  
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OUTDOOR WRITERS ASSOCIATION OF AMERICA- Kay Ellerho ff 
As with every other organization in the country, every year is a mixed bag of progress, postponements, and some 
setbacks. Good years are those where instances of progress outweigh the other two. By that measure, this has been 
a good year for the Outdoor Writers Association of America.  
 
For example: a bylaws change that put OWAA’s relationship to its corporate and other “supporting” members on a 
more professional footing, progress of the Internet Design Committee, progress on revision of the Business 
Guidelines Manual, a revamped application process, and the near-reality of a “Becoming an Outdoor Communicator” 
workshop. Executive Director Kevin Rhoades is working on an OWAA outreach campaign that included attendance 
and the midyear Board of Directors meeting at this year’s SHOT show. Membership recruitment efforts will also target 
attendees at regional writers’ conferences and those who attend national meetings, such as ACI. We’ve shortened 
the length of the conference and expanded member input into choosing that conference site.  
  
In the words of OWAA’s Executive Director Rhoades, “Our new members increasingly reflect the diversity of outdoor 
recreational pursuits.” So, after a rewarding meeting in Roanoke, Virginia--featuring keynote speaker Richard Louv 
talking about his book, “Last Child in the Woods: Saving Our Children From Nature-Deficit Disorder,” OWAA is 
moving into a new year with renewed energy.  
 
We’d like to get some of you ACI folks on the bandwagon. Next year’s conference is in Bismarck, North Dakota, June 
21-24. If you join OWAA in the next month and a half, OWAA is prepared to offer you $200 off the full registration fee 
of $390. In addition, Kevin is offering a $50 reduction in the initiation fee--from $75 to $25. So take a look at some of 
the material I’ve brought along - some current issues of Outdoors Unlimited, the OWAA newsletter; the OWAA 
brochure, some of Kevin’s cards, a list of various membership categories. Give it some thought. And don’t hesitate to 
contact me with questions or suggestions.  
 
SOUTHEASTERN ASSOCIATION OF FISH AND WILDLIFE AGENC IES-Marianne Burke 
Marianne reported that the I&E committee was not well attended. The discussion centered on a pilot program 
template for to be used for Children and Nature efforts, Arkansas stepped up to the plane. They approached teachers 
to attend a conference and they got great response. They gave professional credit and 750 wanted to participate. 
They only had room for 500,  
 
WESTERN ASSOCIATION OF FISH AND WILDLIFE AGENCIES- Judith Hosafros 
She had no report but will get something out to folks if those who attended get something to her.  
 
MIDWEST ASSOCIATION OF FISH AND WILDLIFE AGENCIES- 
The liaison position is vacant. Scott Pengelly had filled that role for awhile.  
 
New business-  
 
AUDITING COMMITTEE- Jon Charpentier 
Jon reported that he and Thomas Gresham met with Bob Wines and went over the audit report.  They had no 
discrepancies to report.  
 
Jon Charpentier made motion to accept the report. M ichael Seraphin seconded the motion.  ACTION: Motio n 
approved. 
 
LIFETIME MEMBERSHIP  
Marianne noted that Nancy Herron has been an active and enthusiastic member of ACI for years and 10 years ago 
took over the role of ACI Webmaster. She has spearheaded development of a new Web site for ACI. Marianne is 
suggesting we make Nancy a Lifetime Member of ACI.  
 
Ellie Horwitz made motion to approve.  Judy Stokes seconded.  ACTION: Motion approved, 
 
BOARD ELECTION 
The nominating committee is composed of Don King, Scott Ball, Liza Poinier and Jon Charpentier. They reported that 
we have a good crop of candidates to choose from. Liza and Jon handed out ballots to the membership. They are 
suggesting re-electing the current officers: 
 
Marianne Burke- President (LA) 
Nels Rodefeld- Vice-president (OK) 
Lydia Saldaña- Secretary (TX) 
Bob Wines- Treasurer (WV) 
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There are seven candidates interested in the three open board slots. They are: 
Lorna Domke (MO) 
Judith Hosafros (WY) 
Stephanie Hussey (RBFF) 
Monica Linnebrink (SC) 
Kim Nix (AL)   
Marc Sommer (OH)  
Robin Thomas (UT) 
 
Board candidates all gave short speeches (or provided written comments) about why they are interested in being on 
the board. Ballots were handed out and the states were reminded only one ballot per state.  
 
The votes were tallied.  The current officers were all approved. 
 
New board members for the next three years are:   
Stephanie Hussey (RBFF) 
Kim Nix (AL)   
Robin Thomas (UT) 
 
2008 CONFERENCE 
Don King briefly reported on next year’s conference in Nashville, Tennessee. We’ll be downtown and he promises a 
great conference and a very good time!    
 
There was no other business to take up.  
 
Marianne Burke adjourned the meeting at 8:56 a.m.  
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