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PRESIDENT'S CORNER: Looking Forward
By Nels Rodefeld, Oklahoma Department of Wildlife Conservation, nrodefeld@odwc.state.ok.us

>

Growing up on a beef and dairy farm, | learned about hard work, integrity and pride in a job well
done. My dad loved the land, and even after our family left farming, he continued to champion the rural way of life.

I inherited my father’s love of the land, but my passion was the outdoors. Dad encouraged me to spend time hunting,
fishing and trapping, and supported my dream of sharing the outdoors through printed words. He used to say, “If
you're going to dream, dream big. No dream, no matter how large, is out of reach with hard work and dedication.”

Through time, | have come to realize his wisdom. | can say that my dreams have come true — | am one of the lucky
few who have been entrusted to carry the outdoor message and perpetuate our outdoor traditions through



conservation education programs and outreach efforts. You too are one of the lucky ones, and | am proud to work
beside you, the membership.

Our jobs are a way of life, not just a paycheck, and if you're like me you're always looking for a way to work better,
smarter and faster. ACI is an organization that helps us do that — | know it has for me. Not only has my professional
knowledge and skill set increased, my philosophies and my overall outlook on our work has been influenced by you.

Every day when we come to work and do our jobs well, we make a difference. We make the outdoors more
accessible and more enjoyable for more people. | am proud to be a part of ACI with you, because you share my
outlook on our profession, at least on the important issues, like the importance of sharing the outdoor experience with
kids and about keeping our outdoor traditions alive and strong. You and | believe that what we do, and more
importantly, how we do it, makes a difference.

I am honored and humbled at the chance to take my turn at the ACI steering wheel. | never imagined | would have
this chance when | attended my first ACI conference in Toledo, Ohio. | will be working hard to give back to the
membership a little of what you have given me over the years.

These days with the e-mail, the twitter and iPhone, a person can get a lot done with a project or colleagues a
thousand miles a way. But none of these things will ever replace a handshake and face time. That is why ACI
conferences are such a key to our success. Most of us only see each other once a year, so it is critical that we
maximize this opportunity that lasts only a few days each year. We have had some excellent conferences over the
years, but | am confident we can do even better. | will be a strong advocate to spending our time and resources on
these events — to go from great to the best.

At no time in ACI's 70-year history have we been on such solid financial footing. Soon | will be proposing specific,
intentional ways we can be good stewards of these funds. Part of that effort will be to help the travel scholarship
grow and flourish. The Board of Directors will also be looking at ways to provide host states the funds they need to
put on a first-rate conference. We've already implemented a way to increase the membership by waiving the annual
dues for new or cash-strapped agencies.

If you have been on the ACI sidelines | would encourage you to jump in, we need all the help we can get. We'll be
tackling some big projects in the future (marketing, diversity, recruitment and more), and | know that | speak for the
ACI membership when | say we want and need your perspective and expertise.

See you in Baton Rouge, and thanks for making a difference.

Nels Rodefeld, President
Oklahoma Department of Wildlife Conservation

PROCEEDINGS FROM THE 2008 ACI CONFERENCE
July 14-18, 2008
Millennium Maxwell House Hotel

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 the conference, these abstracts will help
jog your memory about that great new program you heard about at ACI! For those who were unable to attend,
perhaps these abstracts will be useful examples of the high-quality programming at all ACI conferences and will be
helpful for securing travel funding for the 2009 ACI Conference in Baton Rouge, La. 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!

Tuesday, July 15

Children in Nature
Presenter: Dr. Jim Byford, Dean of Agriculture and Applied Sciences, University of Tennessee at Martin
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Abstract prepared by: Dottie Head, Editor, The Balance Wheel

Many of you have been working in the outdoor education arena for many years. Your motive has been to teach
people about hunting, fishing and natural resources so that they can be good stewards. The only way to be good
stewards is to have a passion, and the only way to have a passion is to be exposed to natural resources. People
don’t think about natural resources on a daily basis. Instead, they think about jobs, the economy and other issues
that are pertinent to their everyday life.

There used to be a strong connection between people and the land. We hunted and fished to eat and logged to build
our houses. We have moved beyond that as a society, and it has caused us to disconnect with our natural
resources.

Richard Louv’s book, Last Child in the Woods, sparked a national interest in this issue. Louv is a journalist who
pulled together research that showed the importance of reconnecting kids with nature. He has grabbed the attention
of mainstream society.

The Problem
Too few children have unstructured play time outdoors. Most children’s activities today revolve around structured
play Here are some statistics:

20 percent of children are clinically obese

There has been a 36-percent increase of obesity among 2-5 year olds

40 percent of 5-8 year olds are at cardiac risk

2/3 of American kids can't pass a basic physical

40 percent of boys and 70 percent of girls can’'t do more than one pull-up

Attention Deficit Hyperactivity Disorder (ADHD)

Between 1990 and 1995, the use or Ritalin and Dexedrine (medications to control ADHD) increased 60 percent. The
side effects of these medications can include sleep deprivation, depression and growth depression. Each hour of TV
watched by preschoolers increases by 10 percent the likelihood of being diagnosed with ADHD by age 7.

Our children are too busy with structured activities. Directed attention equals directed attention fatigue. Too much
time in structured activities leads to impulsive behavior, agitation, irritation and inability to concentrate.

Allergies

The recent increase in allergies among children has been connected with less time spent outdoors. Exposure to
indoor air pollution, toxic molds, carbon dioxide and lead dust has increased. The allergen levels of newer, sealed
buildings can be up to 200 percent higher than in older structures.

Ecophobia

Ecophobia is defined as the fear of ecological deterioration. It is the belief that humans are going to destroy the
earth. Classrooms are filled with examples of ecological abuse. The lack of direct experience with nature has
created a fear of apocalypse rather than a feeling of joy and wonder. We need to be careful what we teach kids so
that they can experience joy, rather than fear, in nature.

More outdoor play equals more exercise, less obesity and better fitness. A recent study conducted in Sweden looked
at two daycare centers. In one, children played outside every day. In another, children seldom played outside. The
kids that played outside had better fine motor skills and longer attention spans.

When play areas are dominated by play structures, it creates social hierarchy based on physical competence. When
play areas are dominated by grassy areas, there is more fantasy play and the social hierarchy is based on language
skills, creativity and inventiveness.

Children playing on asphalt have more interrupted play. Green playgrounds create long-term play that continues
from day to day. Children who play in green areas score 20 percent higher on standardized tests than children who
play on asphalt. In video games, children use the creativity of others. During unstructured outdoor play, children use
their own creativity to build forts and sail boats made of leaves and sticks. They use creativity, reasoning and the
principles of physics.

In an effort to increase test scores, many schools have cut out playtime and turned playgrounds into parking lots.

In a recent study, Finland scored 1% among 31 countries for education. Here are a few interesting facts about
Finland’s school systems:
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Finland children do not start school until age 7

There are no special classes for gifted children

There must be 15 minutes of unstructured outdoor play for every 45 minutes of class time
They moved a substantial amount of their class time outdoors

Other Benefits of Outdoor Play
Accentuate the senses
Psychological survival skills. It helps them detect real danger.
Increases self-confidence
Gives them a sense of place
Reduces stress

The Reason for the Problem
- We don't let kids go outside because we are afraid something will happen to them.
Fear of abduction. While 200 — 400 children disappear every year, almost all of them are abducted by family
members or friends.
Fear of outdoor danger, such as snakes, spiders or poison ivy
Fear of liability

Only 12 people die of snake bites each year, but 47,000 people die in car accidents. We're afraid of snakes, not
cars, because we understand cars.

What We Can Do
We need to get these issues and benefits into publications, including medical journals, education journals and
the print media.
We need to remember our own outdoor experiences growing up and recreate them for children...not only our
children, but also our neighbors’ children, grandchildren and other kids.

Green Hearts Institute for Nature in Childhood
Presenter: Ken Finch, President and Founder, Green Hearts Institute for Nature in Childhood
Abstract prepared by: Dottie Head, Editor, The Balance Wheel

Nature play is timeless but it may not be eternal. It is rapidly becoming a thing of the past and, as a
consequence, our children are becoming disconnected from nature. We are conducting an experiment in childhood
and we have no idea how it will turn out! However, we are starting to get some indications, and the results aren't
pretty.

Richard Louv’'s book Last Child in the Woods is a phenomenon. Kids today spend 27 percent of their time on the
computer, watching TV or with other electronic devices. Only 1 percent of their time is spent outdoors. The average
2-year old spends four or more hours a day with electronic media. Children average 30 minutes per week of
unstructured outdoor play.

We are seeing the impact of a generation that is not connected with nature in several ways, including falling license
sales. On any given day, children are six times more likely to play a video game than to ride a bike. Eighty percent
of America lives in urban or suburban environments. While kids are in far more danger during soccer practice, they
are terrified of snakes. It's the boogeyman syndrome! Parents fear child abduction even though abduction by
strangers is no more common now than it was 20 years go. The difference is that the media has distorted the issues
and increased our fear. Parents are afraid of litigation and they are hyper-parenting by overbooking their children’s
free time.

Play is child’s work, and as a species we need to play outdoors to learn good judgment and other lessons. The
outdoors is the perfect spot for childhood. It is dynamic, ever-changing and it has loose parts that can be re-
arranged. In nature, there is challenge, adventure and discovery; and it is a great place for social and individual play,
active and passive play, and it gives us a sense of place.

In other words, nature is good for kids, AND kids are good for nature. We need to develop future conservationists,
and environmental education is having very little lasting value.

What creates conservation values?
Significant life experience
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When adult conservationists are asked what influenced them, they invariably answer “nature play.”
Influences on conservation values include: 1) nature play; 2) mentors; 3) outdoor youth groups; 4) negative
environmental experience or 5) education/formal schooling.

The heart comes first and then the head. Children must first fall in love with nature, and then they will want to learn
about it. Since 1980, there have not been any significant changes in nature education. Nature education is a mile
wide and an inch deep.

In 1970, 47 percent of those surveyed said the environment was the biggest problem facing the United States.
Today, only 1-2 percent give that answer. We have gotten away from visible problems and moved onto more difficult
issues, like global warming. There is an environmental crisis being driven by the current energy crisis. It's being
driven by the wallet, not by a conservation ethic. It's not that we don't care about these issues; we just don’t care
about them as much as other stuff.

We have been working on a cognitive learning paradigm. Learning DOES NOT drive personal behavior. Behavior is
driven by a whole slew of impacts, and learning is only a small one. The key is frequent, unstructured play in a
natural setting! If nature play is the most important thing and nature play is vanishing, what are we to do to develop
future conservationists?

There are three key dimensions to nature play:

1) The right place. It must be a wild place and an unregulated place. It doesn't have to be a natural park. It can just
be a back lot, but it must be available and it must be “rough ground.” When children have rough ground, they will do
damage. Flowers will be picked and crushed, branches broken and holes dug. We have to get comfortable with this
damage.

2) The right type of activity. It must be unstructured with no schedule, no goals and no objectives. When we were
kids, our instructions were to be home by dark or when the streetlights came on. Nature play is about catching frogs
and fireflies. It is not just about playing in nature; it is about playing WITH nature. Nature play is not prescriptive.
Not all kids who played outside are conservationists.

3) The right frequency. Natural activities need to be part of the daily rhythm of life. It has to be in the yard or the
community. We have come to think of environmental places as places we go to, such as parks, environmental
education centers or summer vacations. That doesn’t do it!

What can we do?

. Embrace the power of play. We must encourage play in everything we do!
Huge media interest. We need to tell the media that nature is good for kids and kids are good for nature.
Growing up green. We need to appeal to nostalgia and manipulate our audience. We need to plant
conservation values the same way we plant forests. It takes 30-40 years to see the results.
Everybody gets it. Sportsmen and conservationists come together on this concept. Democrats and Republicans
also agree. Nature play brings people together.
Common ground. We have to reinvent parks and recreation. We must instill love before we instill learning. We
need to get kids comfortable with the outside again. We must value nature play and develop new approaches to
incorporate unstructured outdoor play into our programs.

What is being done?
- Richard Louv’s book was HUGE!
A lot of places are trying but not a lot is getting done.
Martin Arboretum in Chicago has created an outdoor nature play area for $14 million.
Others are doing the same thing with a lot less.
Dayton, Ohio is developing a program to train “play naturalists” to lead kids in activities then back off and let
them play.
There are lots of collaborative efforts among parks, hospitals, nature centers, etc.
We need to change the rules and stop telling kids what they can’t do!

We are conservationists trying to create a thriving society that lives in harmony with the outdoors. We now
understand that outdoor play is critical. Bringing nature play into our programs does not have to be hard. Just put
out a giant pile of sand and see what happens!

Marketing Session
Presenter: Stephanie Hussey, Recreational Boating & Fishing Foundation, shussey@rbff.org
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RBFF State Initiatives Director Stephanie Hussey hosted a Marketing Session on July 15 about RBFF’s Direct Mail
Marketing Program. Hussey provided more than 50 attendees with a program overview, details about the
development of the Direct Mail Marketing Kit and next steps. RBFF’s Direct Mail Marketing Program, which launched
earlier this year with 30 state agencies, includes the distribution of postcards, letters and self-mailers to about 1.5
million lapsed anglers across the country to increase fishing license sales.

The Direct Mail Marketing Program is based on state pilot programs and, as part of the program, RBFF formed a
State Marketing Working Group to guide the development of a Direct Mail Marketing Kit. The kit is a how-to guide
with step-by-step instructions to help state fish and wildlife agencies implement a direct mail marketing program
targeting lapsed anglers. The Direct Mail Marketing Kit was produced and distributed to state agencies in December
2007.

RBFF’s goal was to work with 13 states to implement the program this year and by February 2008, 30 states had
signed on to the program. In January 2008, 44 people from 27 state agencies attended RBFF's State Marketing
Workshop in Texas to officially launch the program. The workshop gave participating states an opportunity to review
the kit in detail, ask questions, network and share ideas.

In spring 2008, RBFF re-launched the Take Me FishingT'\’I campaign, which focuses on the excitement and memories
associated with fishing and boating. The direct mail materials were updated in March 2008 to align with the new look
and feel of the Take Me Fishing campaign. And starting in late March, states began implementing their direct mail
programs, with the bulk launching in April.

In support of their programs, states utilized public relations tool kits distributed in March to communicate about their
programs and promote their efforts locally. In addition, RBFF placed local radio and online advertisements to support
each state’s program. Ads directed people to visit the state pages on TakeMeFishing.org, where they can link
directly to their state fish and wildlife agency to purchase a fishing license. A number of states also partnered with
their local Triple-A baseball team to take part in the Take Me Fishing promotion and sell fishing licenses at games.

Several states enhanced their direct mail marketing program with creative incentives. For example, North Carolina
partnered with the Durham Bulls and a local dealership to sponsor an incentive where you buy one ticket and get one
free admission with a current fishing license at their Wednesday home games. lowa offered a drawing for a two-night
stay at a new state park with a free boat rental. Mississippi offered a free day of fishing, including park admission and
boat launch fee, to one of their fishing lakes. Missouri offered a $5 Bass Pro Shops gift card to the first 100 fishing-
license purchasers and eligibility for a $250 gift card drawing.

Evaluations for the 30 state programs are under way, and preliminary results will be shared at the AFWA Annual
Meeting in September 2008. In addition to the lapsed angler program, RBFF is working to develop additional phases
to include recruitment and retention programs. RBFF’s plans include piloting a retention program with two states with
a series of e-mail communications to current anglers and exploring an angler recruitment program targeting anglers
who have moved out-of-state.

Following the presentation, attendees spent two hours participating in a round-table discussion. Participating states
shared program highlights, including creative incentives and promotional efforts. Darcy Bontempo (Texas) shared
details on their program incentive, which includes discounts with various retailers. Nels Rodefeld (Okla.) talked about
their agency Marketing Committee and the involvement of staff. Robin Thomas (Utah) showed examples of their
supporting promotional efforts, including window cling-ons for vendors and advertising on trains. Jon Charpentier
(N.H.) discussed their presence at their AA baseball team games where they sold licenses and promoted the
program. Michael Gray (Ky.) shared details on their DVD and magazine incentive and fulfillment process.

Attendees also shared successes, lessons learned and ideas to build on the program for next year. Participating
states discussed internal differences among agencies and processes, including working with large versus small
marketing budgets and large or small marketing/program staff. The group also discussed factors affecting response
rates, such as weather and impacted fisheries, as well as undeliverable addresses and the agency processes for
handling.

To help RBFF as it prepares to develop a retention program for agencies, the group shared various e-mail collection

methods within agencies and the associated challenges in utilizing them. Many agencies face restrictions on use and
internal road blocks, however some utilize opt-ins for limited agency communications.
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Participating states also discussed internal program processes. Some states have limited staff involvement, whereas
some agencies involve numerous divisions in the process. States shared ideas with each other and various ways to
build upon the processes for next year.

The state Direct Mail Marketing Program results will be communicated via RBFF's e-newsletter, NewsWaves, this fall.
RBFF is also working to gain commitment from 10 new states to implement the program next year. RBFF will host
another Marketing Workshop in November 2008 with current and new state participants.

Songwriting — The Power of Lyrics and Melody

Q’;;*':(? Presenter: Woody Bomar, President and CEO, Green Hills Music

Abstract prepared by: Dottie Head, Editor, The Balance Wheel

There is a real connection between music and nature. Nashville’s image as “Music City USA” sprung up from the
Grand Ole Opry. Other industries sprang up as a result of the Opry, including recording industries, studios and a
variety of other music-related businesses.

The booking business emerged up as a result of these other industries. Right now, the Kenny Chesney tour is the
biggest grossing tour in the history of the United States!

Music publishing came along in the mid-1950s, and they signed both the songwriters who write the music and the
artists who sing them.

There is a real connection between music and nature. Music is a very powerful way to teach children. Whenever
your agency is working with children, whether it is through camps or workshops or school programs, try incorporating
music into the programming.

You can also use music in media campaigns. There are popular songs that tie in with the broadcast media. It is very
easy to get copyright permission to use the songs.

If you use copyrighted music in a media campaign, it is necessary to acquire the rights to do so. You must negotiate
the use of the song from the publisher of the music. If you are using a recorded version, you must get permission
from the owner of the recording (usually a record label.) There are companies who specialize in helping you acquire
these rights:

In New York

La La License — Maxine Kozler — http://myspace.com/lalalicense
Creative License — Dave Rich — www.creativelicense.com
Platinum Rye — Perry Greenspan — www.platinumrye.com

In Nashville
Cheryl Smith — Clearance Quest — clearancequest@comcast.net

If you would like to hire a musician as a spokesperson, you can usually find contact information for their management
company on their Web site.

Finally, you can create music yourself, like Don King has done for Tennessee Outdoors! Music creates a very
powerful identity for radio and TV campaigns!

Hunting and Fishing Regulations Publications

Presenter: Liberty Press and J.F. Griffin

J.F. Griffin Abstract Prepared by: Drew Kelly, J.F. Griffin Publishing, drew@jfgriffin.com; and Liberty
Press Abstract by Guy Van Dyke, guyvandyke@libertypress.org

J.F. Griffin

As the single largest communication piece most agencies produce (and in some cases the only interaction a
customer has with the agency), the hunting & fishing regulation guides present a unique opportunity to make a
positive and professional impression.
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J.F. Griffin Publishing is a full-service publisher dedicated to improving hunting & fishing regulations. The company
works exclusively with fish and wildlife agencies to produce high-quality, magazine-style hunting and fishing
regulations. States have found that the support of a publishing company in the formatting of articles, public
information bulletins, or specific agency initiatives, coupled with a high-quality printing on magazine quality stock can
have a real impact on those programs. Included as part of their full-service approach, the company also specializes
in selling advertising into the publications to offset costs.

In order to get and keep customers’ attention, all communications need to be of the highest quality possible. State
fish and wildlife agencies need high-quality publications to compete with magazines, TV, the Internet and other media
that sportsmen and women have to choose from today.

Presenting programs in a magazine-style publication has shown results. An example that was discussed was the
New York state bow hunter survey, an item that had been run for many years in the regulations guide and was
reformatted by J.F. Griffin’s design staff. The item was presented in an article format, offering a more readable and
accessible way for people to understand the states’ needs and respond. The reformatting and representation of this
item, in a high-quality, magazine-style guide has increased the response rate significantly, with staff now receiving
survey results during every week of the hunting season.

Improving the quality of regulations guides, with the help of a professional publishing company can not only increase
the effectiveness of the communications but can also save money as more advertisers appreciate the quality of the
publication and decide to advertise in the guides.

Also discussed was the new ‘digital edition’ that J.F. Griffin is providing to customers, allowing for a higher quality,
faster and easier to view PDF of the regulations. This provides a more interactive guide for users as well as 30-
second video spots for agency PSAs.

Liberty Press
Liberty Press has been in the printing and publishing business for over 30 years. At Liberty Press we work very hard

at setting new standards in service to our customers, loyalty to our employees and quality of our work. Printing the
state hunting and fishing regulations is a part of our commitment to American sportsmen, wildlife, state resources and
the laws that protect them. Liberty Press is the only choice for a one-stop shop in this industry!

Liberty Press is the nationwide leader in providing state agencies with a comprehensive program that includes: ad
sales, collections, design, production, printing, binding, mailing and shipping. At Liberty Press, we are committed to
maintaining the integrity of the regulations guides, leaving full control of the content in the hands of the state agency
representative. Liberty Press can customize a plan to fit every state’s budget and needs, whether it is one book or
10, one year or 20. We have a plan and a system that will work for you.

Wednesday, July 16 — A Day at the Renaissance Cente r in Dickson, Tenn.

Transitioning to High Definition — What you need to know
Presented by Butch Smith and Ray Comfort, M-bits
—2\ _  Abstract prepared by: Dottie Head, Editor, The Balance Wheel

On February 17, 2009, all broadcasts will be switching to high-definition television.

What will happen?
- All major TV stations will turn off analog transmitters
Some TV stations will switch channels
You may have to rescan your TV channels
Viewers with cable and satellite will not be affected until 2012 (in 2012, cable companies may cut off analog
without giving you a converter box)
Not all TV stations will transmit in HDTV
Many stations will transmit multiple programs simultaneously
The HDTYV picture will be better than the best analog picture
There will be lots of questions!

Why is the switch being made?
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Itis NOT about better pictures

Broadcasters asked for a better system

It's all about the money!

TV channels 42-69 will be auctioned off to the highest bidder

What should | do?
You must have an ATSC TV to receive off-air DTU broadcast
Set- top converter boxes will solve many problems

SDTV-Standard Definition TV (480i)
480 interlaced scanning lines
Lower resolution but lower bandwidth

What is HDTV (High Definition Television)?
More scan lines than we now have in analog TV
1080p, 1080i or 720p
No broadcasts are transmitted in 1080p today.

How do | deal with Different Aspect Ratios?
Aspect ratio is the ratio of horizontal width to vertical height. 4:3 is the traditional analog aspect ratio.
Letterbox — full width but doesn't fit screen
Crop
Zoom
Side pillars
Horizontal stretch
Horizontal edge stretch (stretch outer 20 percent)
Be aware of what may happen to your picture.

quh Def (HD) or Standard Def (SD)?
Your client will set the standard
SD is lower in cost but the price delta is narrower
HD lite is a third option
HD lite can save you money
Advantages of HD lite — cost, ease of use, deliverability
Disadvantages of HD lite — fragility & size
HD lite equipment: Canon, Grass Valley, Hitachi, JVC, Panasonic, Sony

Factors in going HD

. Life span of content — during transition, you will have to mix formats. 720p/1080i. Your client will determine
which format to use.
Current equipment — some cameras are switchable (4x3/16x9).
Shoot 16x9 with a 4x3 safe area
Delivery Formats: client specified. Tape is going away, but you can use optical disk, satellite, DVD, fiber, hard
drive, file transfer or solid-state memory

Work Flow Factors
Tape vs. file-based — filed-based is much faster
Field or studio? — HD lite is great for field use but more difficult in studio
Scene logging and selection
NLE editing (non-linear editing) — Avid, Edius, Final Cut, Vegas

Other considerations
Delivery formats
Work Flow

Budget options
Stay where you are as long as you can. The prices will come down over time. HD prices are falling. In the
meantime, shoot SD 16x9 with a safe area of 4x3. Move to HD before your clients require HD.
Field cameras — HD $25,000 — $60,000 or HD lite for $5,000 — $12,000
Studio cameras — HD run $50,000 — $100,000 or HD lite for $25,000 — $30,000
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Beyond the Broadcast
Presenters: Jeff Recker and Ryan McNeary, MyOutdoorTV.com, mcneary@myoutdoortv.com and
Don King, Tennessee Wildlife Resources Agency, don.king@state.tn.us

Many agencies have a treasure trove of video resources in the form of TV programs and other
finished productions sitting on storage shelves. After a TV program has aired once or twice and other productions
have been shown at schools and civic group meetings, they tend to be under-utilized.

Jeff Recker and Ryan McNeary talked about the willingness of their company to work with agencies to re-purpose
their video content on the Web. Success stories were shared regarding several states' increased visibility by adding
streaming content and player technologies offered free by MOTV.

Anyone interested in working with MOTV was urged to contact Ryan McNeary at rmcneary@myoutdoortv.com

Don King continued the discussion by describing TWRA's distribution to government community cable channels. He

stressed the importance of knowing that these channels, mandated by the government as part of the cable provider's
community service, are hungry for programming. He pointed out that wildlife agencies produce content that fits within
the non-profit, community service criteria they look for in their programming considerations.

Ray Cash, from Texas Parks and Wildlife, added that their TV program received extra airings on similar channels
across their state.

Wildlife Photography

Presenter: Byron Jorjorian, Nature Photographer, www.byronjorjorian.com or
www.naturephotocentral.com.

Abstract prepared by: Dottie Head, Editor, The Balance Wheel

Byron Jorjorian has published more than 12,000 photos. He is represented in six stock agencies and is doing exactly
what he loves...... photographing nature.

Photography is a Greek word that means drawing with light. You have to get beyond your camera and think about
the art that can go into each shot. Painters decide what to put in the image. In photography, you have to decide
what to take out! A photographer’s job is to find all the patterns that nature has. Jorjorian very rarely uses Photoshop
and, if he does, it is just for sharpening images when printing poster sized photographs.

Look for things that can function on an entirely different level....a picture within a picture. Jorjorian calls it “throwing
the rectangle” when he looks around with an idea in his head. Once you find the shot, then set up the picture.

His biggest tip is to ALWAYS USE A TRIPOD! If you don't have one, tuck your elbows in tightly, plant your feet and
make your body a tripod, but always use a tripod if one is available. It doesn't really matter what kind of camera you
have. It's the photographer that is important! There are a lot of good pictures in every type of camera. The camera
is a tool but the composition comes from you!

Another tip: your feet are the best zoom lenses you will ever have. Zoom lenses cause you to lose resolution.
Always get as close as possible before choosing to zoom.

Some of his best pictures have come from his back yard. There are pictures everywhere. You just have to slow
down to see them!

Digital Imaging Tips
Shoot in raw format — it increases the available range and color depth dramatically
Control the light — always carry a piece of painters’ drop cloth!
Composition — find the picture within the picture.

The concepts that follow are guidelines, not hard rules
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Rule of thirds — put the point of most interest at the corner of a tic-tac-toe board. A time to break this rule is when
the image or face takes up the whole picture.

Use a leading line — follow an “S” curve to add interest to the picture

Create a powerful foreground

Anticipate the action — prepare for what you think might happen. Then be patient and wait for it to happen!
Patience is a nature photographer’s best friend!

The biggest mistakes that amateur photographers make
“Dan Rather Syndrome” — composition in dead center of picture
Not using a tripod so the image is sharp. Image stabilization helps, but it is not enough!
If you can’t use a tripod, then become a tripod yourself — tuck arms in, press camera against face, set feet
Practice composing images
Become familiar enough with your camera to be able to anticipate how it will react

Main reasons to use a stock agency to sell your photographs
They will get you into markets that you would never otherwise be exposed to
Does not recommend using iStock for photos
Find an agency that markets the type of work that you produce

State Conservation Magazine Roundtable Session
Presenter: Kim Nix, Moderator, Alabama Department of Conservation and Natural Resources,
kKim.nix@dcnr.alabama.gov

The State Magazine Roundtable session began with a PowerPoint presentation by moderator Kim Nix,
editor of Outdoor Alabama. In an online survey conducted prior to the conference, magazine editors from agencies
were asked a series of questions and that information was compiled and presented to the group.

Key information included
- Out of 50 states polled, 38 responded to the survey
33 state magazines are being mailed to a subscriber list
23 of the 33 are sent as paid subscriptions
The majority of the magazines have a mailing list of between 20,000 and 50,000 people
Nine magazines contain advertising
Most budgets (excluding staff) fall between $100,000 and $500,000

After the presentation, Dave Baker, editor of Kentucky Afield, summarized his experience with advertising. Kentucky
Afield began accepting advertising a short time ago. The advertising contract was bid out and is handled by an
agency who receives a commission. The agreement excludes advertising for alcohol and tobacco products. While
Kentucky has received a few thousand dollars, they have not received as much as the advertising agency predicted.
As long as it is not costing them anything, Kentucky will continue using advertising in this way with the hope the
profits increase.

Dave also listed some ways in which Kentucky Afield has saved some money
Downgraded paper to slightly lighter weight
Raised subscription prices to help cover production costs
Reduced complimentary subscriptions

At least two states, South Carolina and New York, have conducted sweepstakes in connection with their state’s
magazine. A prize package of donated or purchased items is awarded at the end of the sweepstakes. While the
sweepstakes is open to everyone and the purchase of a subscription is not mandatory, the program seems to
generate new subscriptions because people may believe they have a better chance if they purchase a subscription.
New York has done this a couple of times and Laurel Remus commented that it has been very successful. Monica
Linnenbrink of South Carolina reported that they are conducting their very first sweepstakes, and while the results are
not in yet, it seems to be working. It was noted that before a sweepstakes is conducted, you need to learn about your
state’s regulations regarding what can and can’t be done. One example given was that the holding of the prizes by a
state agency is not always allowed due to a state’s property inventory regulations.

Several states shared information about new things they are doing. Some examples were
New York has created a “Conservationist for Kids” magazine.
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Alabama designed Outdoor Alabama “Love to Fish” tattoos for kids that were given away at the state fair.
Utah now has an online version of their magazine. They have about 1,500 people who have signed up to be
notified when a new one goes online.

A couple of states are putting online versions of their print magazine on the Web using page turning
software.

Kentucky is providing license vendors with tear-off pads of magazine subscription forms.

The Art of the Voice-over
Presenter, Joe Loesch, Owner, Creative License
Abstract prepared by: Dottie Head, Editor, The Balance Wheel

There are a variety of ways to prepare yourself if you are going to be doing voice-over work. You should always carry
a bag of lemons with you. Sucking on a lemon will help clear your throat. Eating apple slices will also help soothe
your throat if it is dry. Avoid hot and cold beverages, especially dairy, as they tend to cause your throat to constrict.
Room-temperature water is the best thing to drink.

PLEASE do not blow into the microphone to see if it is working! There are a lot of tiny ribbons in there that can be
damaged. Speak into the microphone to determine if it is on! It is best to speak beneath the microphone or to the
side as opposed to directly into it. You can also use a wind screen to avoid the “pops” on “p” sounds.

Different microphones yield different sounds for different voices. Find out which one works best for you!

If you're just getting started in voice-over work, $100 per hour is a good starting rate. You can negotiate up or down
depending on the job and what is entailed.

If you're hiring voice talent, don’t be afraid to tell them what you want the narration to sound like or to ask them to

repeat a phrase. That's what you've hired them for, and qualified voice talent should be able to offer you a variety of
different “deliveries” for the same phrase.

Thursday, July 17

Internal Communications; Building Strong Internal Relationships within Conservation
P Agencies

Presenter: Judy Stokes, New Hampshire Department of Fish and Game, Judy.stokes@wildlife.nh.gov
and Lydia Saldafia, Texas Parks and Wildlife. lydia.saldana@tpwd.state.tx.us

There are many definitions of public relations — or communications management, if you prefer. Judy thinks about our
work as a management function that builds and maintains relationships with key publics on whom the success or
failure of the agency depends. Many of our internal partners (customers) share the view that our work is pivotal and
critical to the success of agency missions.

Judy recently interviewed some directors as part of a research study and learned some interesting things from these
discussions. Her research and Judy’s and Lydia’s combined years of working in an agency setting is reflected in the
items offered as “best practices.”

Know Your Audience
o Just as you would research your audience before you write or speak, make sure you know your
agency’s business and your colleagues. Demonstrate how your efforts can help achieve the
strategic goals of the organization.
Use Language Your Audience Understands
o Most of our work colleagues speak the language of science — we can too. Set measurable
objectives, evaluate your outcomes and report to agency on your progress against strategic agency
goals. Watch out for the “whiz-bang” factor of our work products that sometimes leaves the
impression we are having too much fun at work and that we are not serious “social scientists” and
professional communicators.
Start Small, Build on Success
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o In working with a new program leader offer to help with a small problem they have identified. When
your assistance leads to a solution, you have made a new ally for your program. This is how N.H.
started a video program.

Don’t Accept the Spin Doctor Title

o Believe it or not, we are sometimes viewed as political operatives and spin doctors and our
colleagues are not comfortable working with us. Show yourself to be a principled individual who
takes a strategic approach to the agency’s work — a person who inspires trust.

Develop Your Skills

0o Become an expert and source of information on how to connect and communicate with a broad
constituency in changing times. Take some workshops, join a professional organization and keep
current in your field.

Share Your Skills

o Offer your colleagues opportunities to learn from you. Dealing with the media is probably one of
the things most dreaded by your co-workers. Assist them in being as prepared as possible by
developing a media training program and then offering it at staff meetings in the field. Public
presentation training is another area that offers opportunities to assist your colleagues.

Develop and Nurture Relationships

o Go out of your way to develop positive interpersonal relationships with your colleagues throughout
the organization. That goes for not only division heads and program leaders, but their support staff
as well. Take the time to get out into the field to meet new staff, introduce yourself and make sure
they know what services you have to offer and assistance you can provide. Then make sure you
do what it takes to maintain those relationships.

Model Positive Actions, Messages and Behaviors

o0 Be a positive influence in all encounters with your colleagues. Look for common ground instead of
focusing on differences. Remember that a positive message is almost always more effective than
a negative one. Remember the Golden Rule, and put it into practice every single day.

Diversity and Outreach: Reaching out to Hispanic A udiences

Presenter: Marcella Gomez, Hispanic Marketing Group, Nashville, Tenn. www.hispanicmarketing.net
Please see PowerPoint presentation located at www.aci-net.org.

Abstract Prepared by: Dottie Head, Editor, The Balance Wheel

When talking about “Hispanic Marketing,” you first must determine which market you want to target. Hispanics come
from 22 countries, 15 social classes and several subcultures. According to new estimates by HispanTelligence, U.S.
Hispanic purchasing power has surged to nearly $870 billion in 2008 and is projected to reach as much as $1.3 trillion
by 2015. During the past decade, the rate of growth was more than two times the overall national rate.

The rising affluence of the nation’s 44.3 million Hispanics is increasing at a blistering pace. U.S. Hispanic purchasing
power has been growing at a compound annual growth rate (CAGR) of 5.8 percent since 1980, more than twice as
fast as the 2.52-percent rate for total U.S. purchasing power during the same period.

Hispanic Americans will continue to grow in the U.S. Since 2000, members of racial and ethnic minorities have
become a majority of youngsters under 15 in two of the nation’s fastest-growing states: Florida and Nevada, with
Georgia, Maryland and New York poised to follow. From 2006 to 2007, the Census Bureau said, the Hispanic
population grew by 3.3 percent, compared with 2.9 percent of Asians, 1.3 percent of blacks and 0.3 percent of non-
Hispanic whites

This growth represents a wealth of marketing opportunities. The rising rate of purchasing power is even more
impressive over the 10-year period from 1996 to 2006, during which U.S. Hispanic purchasing power posted a
compound annual growth rate of 6.96 percent, versus just 2.8 percent for total U.S. disposable income.

There are multiple factors stimulating the expansion in Hispanic purchasing power:

¢ Improving educational levels

¢ Rapid employment growth

«  High population growth rates

¢ Changing labor profile in the Hispanic population.

« Higher-paying managerial and professional jobs are some of the fastest-growing occupational categories for
Hispanics, up from 10.9 percent of Hispanic employment in 1990 to 17.0 percent in 2006, according to the
Bureau of Labor Statistics.
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Together, California and Texas accounted for more than 47 percent of all Hispanic purchasing power and nearly half
of the entire U.S. Hispanic population resides in one of these two states in 2006. There is also partial evidence of
mobility/migration of Hispanics to different states, which thereby increases purchasing power on a regional level for
states, counties and cities.

Nationwide, Hispanics make up 14.78 percent of the total population. In New Mexico, they account for 44.03 percent
of the population. They make up 35.86 percent of California and 35.67 percent of the Texas population, but their
numbers are growing across the nation. (For specific state population statistics please see the PowerPoint
presentation that accompanied this presentation at www.aci-net.org.)

Keep in mind that the Hispanic population in the U.S. is different from any other Latin culture in the world.

Hispanic Population by Country of Origin
It has become very clear to U.S. companies and Latin American companies that the new market to target is the
growmg U.S. Hispanic market. However this group is a complex and diverse market:

66.8 percent are from Mexico

9.0 percent are from Central America

8.6 percent are from Puerto Rico

5.3 percent are from South America

3.8 percent are from Cuba

3.1 percent are from the Dominican Republic

3.4 percent are from “other” locations

Hispanics are divided by their level of assimilation into their new country:

Low Degree of Anglo Identity
¢ Isolated — See themselves as completely Hispanic — minimal contact with or interest in mainstream U.S.
culture. This group consists primarily of new immigrants and older first-generation Hispanics.
¢ Mainstream — Low identification in either culture — detached, insulated individuals.

High Degree of Anglo Identity
« Acculturated: Represents Hispanics who want to keep their Hispanic identity while incorporating the
mainstream culture into their experience.
« Assimilated: Consist of those who want to replace or have already replaced their Hispanic identity with a
mainstream American identity.
¢ The research shows that Hispanics tend to acculturate more than assimilate.

Assimilation Scale
« Recentimmigrants or isolated individuals are those who see themselves as completely Hispanic. They have
minimal contact or interest in mainstream U.S. culture. This group consists primarily of new immigrants and
older, first-generation Hispanics. These individuals have a low identification and are culturally detached.
. The more acculturated Hispanics become, the more comfortable this population is in their Caucasian
environment and vice-versa. There are areas where the two segments live side-by-side, but the more
acculturated tend to spread their wings and try new neighborhoods, products and schools.

The Hispanic community is a market in constant motion
Assimilated: 10-13 percent
Acculturated: 59- 61 percent (Bicultural)
Isolated: 29 percent (Mono-cultural)

For marketers, acculturated Hispanics represent the prime market — sophisticated consumers with considerable
income who differentiate themselves by maintaining their Hispanic heritage. The acculturated segment is the largest
and fastest-growing segment, increasing at an annual rate of 11.9 percent.

Keep in mind that...
In the Hispanic market the decision making is not in the individual like in the general market, it is the family.
These families more than likely have members with different levels of acculturation.
Children may be English dominant, the father may be bilingual, the mother may be Spanish dominant, and then
there is the grandmother or aunt who lives with them and is definitely Spanish dominant.

Characteristics of the major socio-economic groups include the following:
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Characteristics of the Elite
¢ Relatively small numbers of people
«  Comfortable living in their home countries but prefer to live in the United States
¢ Mostly bilingual
¢ Afraid to live in their own countries due to crime and kidnapping
« Retirees who remember their shopping sprees in the U.S. and have decided to live their retirement here
« Expatriate employees of corporate America companies
Graduate students
Go back and forth from their countries to the U.S.
Live a cosmopolitan existence
Likely to have servants or housekeepers whom they bring from their countries
« Not the best group to define the Hispanic market in the U.S.

Characteristics of the Middle Class
. Relatively small group

Strong attachment to their status back home

Some of them bilingual

For example, a doctor, lawyer or business person who might find it difficult to start again in the U.S.

They make the sacrifice of coming to the United States only when economic pressure is very strong.

. The business men or women who do migrate to the United States do extremely well, due to good education
and entrepreneurial skills.

Characteristics of the Working Class Mass
e This group is the bulk of the U.S. Hispanic consumers in the United States.
Many have come to the United States illegally to find a better standard of life.
Majority speak only their native language.
Had very little in their home countries
« Many of these immigrants come from subsistence farming backgrounds.
¢« Many of them produced what they consumed — Had very little or no extra money
«  Come to the United States for survival, not for luxury
¢ Their attachment to their home countries is not for status but to family and friends
* They stay loyal to their land because of family attachments.
¢ These are people who might have been factory workers in cities.
«  Many send money to their country routinely to help support family.

The little they learn about their new life is taught to them by those who preceded them.
Those brands that had done a good job in penetrating the market back home are perpetuated in the minds
of new arrivals.

¢ These new arrivals tend to be courageous young men.

« Eventually these young men start saving money, moving to better occupations and decide to marry or bring
the women or wives they left behind.

e These new couples start having children.

¢ These children learn English in school and a modest Spanish at home. Many of them bring the English
language home and teach their parents about the world of consumerism in the United States.

Keep in mind that language preference is dynamic and changes with acculturation. Most studies segment Hispanics
into the following language categories:

¢ English-preferred

¢ Spanish-preferred, and

« Bilinguals.
Normally, the degree of English or Spanish proficiency is linked to the level of acculturation — the more Spanish
Hispanic consumers prefer, the less acculturated they are.

The more English Hispanic consumers prefer, the more acculturated they are likely to be. Spanish-preferred is at 65
percent.

The world we come from is
Highly diverse: ethnic, cultural, linguistic and historical background
Collectivist societies
Family-oriented
Endurance to face adversity and uncertainty
Informal systems
Inefficient systems
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Sophisticated ‘invisible’ unwritten rules
The baggage we bring

Values
- Spontaneity valued more than planning ahead
Imagination
Emphasis upon family networks & relationships
Solidarity
Respect for traditions
Trust and reciprocity
Emphasis upon spirituality (sense of the sacred)

Social Capital

. Diversity
Endurance and determination
Strong work ethic
Capacity to deliver
Leadership skills
Respect for traditions
Trust and reciprocity
Solidarity
Fun

Also weak spots
. Fatalism or resignation

Unbalanced gender roles

Non-negotiated dispute resolution
Distrust in formal institutions and authority
Ignorance of current laws and norms
Poorly developed civic society

Hispanics and the Environment

When you are asked about “nature” — what emotions or feelings come to mind? Twenty-six percent respond good
emotions, such as happiness, peace or tranquility; 25 percent respond trees, green, forests or outdoors; 13 percent
say preservation; 6 percent say bad emotions, such as sorrow or anger; 6 percent say animals; 5 percent say clean
air and water; 3 percent say God; 6 percent say “other;” and 10 percent say nothing comes to mind.

When asked, “How important are outdoor activities — like fishing, hunting, camping, or visiting the national parks — to
you and your family?” 88 percent said very or somewhat important and 11percent responded “not important.”

When the same question was asked and separated out by English vs. Spanish speakers, 86 percent of English
speakers said very or somewhat important and 91 percent of Spanish speakers said very or somewhat important.

When asked, “How often do you go fishing?” 31 percent said very often or once in a while, and 68 percent said
seldom or never.

Most popular activities with Hispanics:

Going to the beach 36 percent
Exploring the national parks 31 percent
Picnics 27 percent
Fishing 20 percent
Camping 17 percent
Hiking 10 percent
Hunting 4 percent

What We Know
e Hispanic market is always growing. Fueled by births and immigration
«  We are a younger community
¢ Not everybody who speaks Spanish is a Hispanic Market Specialist
¢ Translating is not enough
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Know and respect the culture

We are NOT all the same

Become involved with the community you want to serve
Hispanic Marketing = Relationship Marketing

What Should You Do Now?

CoNooA~LDOE

Include the Hispanic market in your business plan

Identify which of your programs appeal to this market

Provide bilingual information/customer service

Make cultural sensitivity/awareness a priority within your company
Develop bilingual signage and materials

Create brand awareness

Get involved and sponsor events specific to the Hispanic community
Utilize Hispanic media to communicate your message

Get personally involved

The Approach

Conventional Media

1.

PN

Hispanic Radio

e  Spots

e PSAs

¢ Radio remotes

¢ Radio station events
Direct Mail — bilingual pieces
Door Hangers — bilingual pieces
Newspapers

e Ads

e Atrticles
Out-of-home

¢ Billboards

e Bus benches

Grassroots Approach — Word of Mouth

CoNooRr~ONE

Hispanic organizations — Hispanic chambers
Non-profits that help Hispanics in your area
Hispanic churches

YMCA

Girl and Boy Scouts programs

ESL programs

Public school system

Soccer leagues

Hispanic Heritage Month events (Sept. 15 - Oct. 15)

Integrate the Hispanic Cultural Cues into Your Marketing Mix

Brand Loyal
¢ Laundry Detergent — Ariel
¢ Toothpaste — Colgate
Family Oriented
*  The decision-making process is cumbersome (everyone is involved)
Traditional
¢ Values are important.
«  Family unity (Eating meals together)
« Religious
Relationships
e Take time and patience
e Gain our trust
*«  Word of mouth
e Spokespeople
Spanish Language
¢ Family decision making
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« Time and effort to speak our language
e Spanish or Bilingual Advertising / Promotions
« Preferred language for decision-making

Moving Forward
¢ Hispanic-targeted media is available and growing. Use it!
« Don’t miss this growing target
e Cater your products or services to meet the needs of Latinos
« Don't just work on the front lines
« Keep in mind there is NO BOX in Latin culture

Social/New Media Technologies: Web 2.0
\ Presenter: Michelle Rogerson Dragas, Reina Communications. Please look for links to Web sites
referenced and for more information on PR in the Web 2.0 world on Michelle’s blog site at
www.WhatMakesUCIick.com
Abstract Prepared by: Dottie Head, Editor, The Balance Wheel

12 Best Practices in public relations for effective ly communicating with opinion leaders of virtual
communities

1) Monitor online conversations. Find out what is being said about you online. Technorati and Google
are a good place to start. Identify your industry’s “blog stars” and subscribe to their RSS feeds. Make sure to extend
your monitoring to videos, podcasts and online community forums as well.

2) Collaborate with online publics. Rather than simply expressing your message, facilitate a discussion. Allow
publics to collaborate with you to find solutions for your organization. Allow publics to create, participate and share
ideas for a mutually beneficial relationship.

3) Evaluate your Web site’s usability. ~ An easy-to navigate Web site where information can be retrieved quickly is
more efficient than e-newsletters, because online opinion leaders prefer to seek out specific information rather than
receive general information. Regular usability analysis of your organization’s Web site will ensure online publics find
exactly what they need.

4) Offer multimedia press releases.  Instead of issuing press releases targeting traditional media, create online
press releases that incorporate video, tagging, links, images and comments. Make sure to include all of your
information online because bloggers are not going to call you for additional details. Allow interested stakeholders to
subscribe to your press releases via RSS.

5) Be transparent. Public relations practitioners must trade off controlling the message for credibility. Online publics
are savvy and will not tolerate attempts at astroturfing or other forms of fakery. Rather than pitch an online
community, offer a valuable information exchange. Always be upfront with who you are and the organization you
represent.

6) Learn about Web 2.0. It is not acceptable to plead ignorance regarding new media. Your publics are using Web
2.0 technology, which means you must understand the various elements of online social media. Read blogs,
download podcasts and videos and join the online communities that are particularly relevant to your industry.

7) Participate online and be a content creator. Share comments and position yourself as a thought leader. Add
sincere value to the online conversation, rather than only observing. Create your own blogs, podcasts and videos to
share online. This is a proactive way to engage in dialog. Make sure your content has a strategic purpose and ties
back to your overall public relations goal.

What Makes U Click?

8) Make your content easy to tag.  Help visitors to your site categorize the content they find interesting or useful.
Provide links to popular tagging services, such as del.icio.us. This will help online publics document and retrieve your
information for continued use.

9) Keep in mind real-time.  Monitor the online environment in real-time. The Internet is always on, so it is important
to act immediately. Often the Internet is a source for breaking news in traditional media. Acting while stories are
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unfolding online is the best way to approach a crisis. Also, realize that once you release content or make a comment
online, there is no taking it back.

10) The Internet has no boundaries.  Remember that online you are communicating with a global audience. Given
the global nature of the Internet, it is essential to have a multi-cultural approach to online communication. Be
prepared to respond to concerns that are expressed from international publics and value their feedback. Offer your
Web content in multiple languages. If you represent a global organization, identify the popular blogs, podcasts and
online social networks for those countries.

11) Establish an organizational Web 2.0 policy. Allow employees to blog and share other content online. Blogs
carrying your organization’s name are an extension of your brand, so establish ground rules to keep the content
within your organizational standards. Train employees who wish to represent your organization online.

12) Seek new ways to measure your success. Establish measures to evaluate the success of your online
campaigns. Monitor feedback from online communities and track comments about your organization. While top
agencies offer sophisticated tools for tracking online conversations, this can be done on a budget by using online
monitoring tools, such as CoComment.com.

Public Relations in the Web 2.0 World
Social media usage is trending towards the general Internet population
Online opinion leaders are now viewed as credible sources of information
40 percent of online adults were reading blogs in 2006

Web 2.0 = Social Media, New Media: There is a unique set of characteristics that make the new Internet different
from the old Internet
. RSS technology

Collaboration or “Wikinomics,” sites such as Wikipedia and Flickr where community shares info

Open platforms, such as Google maps

Social Networking, such as Facebook and Digg

Multiple Devices. People use cell phones, iPods and computer to get information

RSS
Must subscribe to a reader service
Set up different feeds to come to your in box
Click on RSS sign or click “add subscription”

Blogs
Technorati is a popular blog search engine (www.technoratic.com)
Google also has blog search (http://blogsearch.google.com)
Google alerts are a quick way to see what's being said about your organization o line (www.google.com/alerts)

Participation
Transparency: Let people know who you are and whom you represent
Relinquish control: You must allow comments on your blog sites.
Train and develop Web community ambassadors: people who will speak up for your organization.

Online Social Networks
- YouTube - Video (www.YouTube.com) and Flickr — Photos (www.Flickr.com)
Facebook (www.facebook.com) and Twitter (www.twitter.com)
Linked In — Professional Networking (www.LinkedIn.com)
Digg — news ranking community (www.digg.com)
MySpace (www.myspace.com)

Tagging and Social Bookmarks
De.licio.us — Web Pages (http://Del.icio.us)

Social Media Press Releases. Here you will find templates of press releases in formats that bloggers will use
Shift Communications Template (http://www.shiftcomm.com/dowloads)
Edelman (http:/www.edelman.com/news/stortycrafter/EdelmanNews.aspx?hid=181)
Ford (http://ford.digitalsnippets.com/environment/)
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Making the Education Connection: Hosting Tennessee’ s First Outdoor Classroom Symposium
Presenters: Tami Coleman, Project CENTS Coordinator, Tennessee Department of Education and Department of
Environment and Conservation tamara.coleman@state.tn.us and Patricia Miller, Aquatic Education Program
Coordinator, Tennessee Wildlife Resources Agency, patricia.miller@state.tn.us

Children today are getting very few opportunities to experience the outdoors for various reasons, including
urbanization, limitations brought on by the No Child Left Behind Act, "Stranger Danger" fears, and many others. The
implications of this disconnect from the outdoors are multiple, both from the personal level of the child’s development
to the lasting impact on our society.

In many areas of the country, school grounds have become the back yards for children, especially in urban
neighborhoods. Even in rural areas, children are often “plugged-in” to electronics and are less inclined to be outdoors
during free time at home.

A child’s life at school is the biggest part of their waking hours as educators have them for 10 months of the year,
seven and one-half hours a day. It is important that school grounds are used in more creative ways to increase the
opportunities for children to learn about the importance of nature. For many children the outdoor classroom will be
the primary ‘nature’ experience in their childhood.

Considering these facts, three Tennessee wildlife- and education-related agencies and organizations decided to host
an all-day outdoor classroom symposium on April 25, 2008. The purpose of the symposium was to encourage
teachers, school administrators and parent/teacher organizations to utilize their school grounds or nearby open areas
for outdoor experiences and to provide the necessary tools to begin those projects. Sessions offered a variety of
methods to create, maintain and utilize outdoor classrooms to enhance instruction in all subjects.

The organizations were Project CENTS (Conservation Education Now for Tennessee Students), a joint project of the
Department of Education (TDOE) and Department of Environment and Conservation (TDEC), the Tennessee
Environmental Education Association (TEEA) and the Tennessee Wildlife Resources Agency (TWRA).

With a committee formed of both staff and volunteers from Tennessee State Parks, Metro (Nashville) Parks and
Recreation Department, David Lipscomb Elementary School (a local private elementary school), TDEC, TDOE, TEEA
and TWRA, the plans were laid. The Georgia Division of Natural Resources shared the idea, their organizational
guidelines, and 10 to 11 years of experience in hosting such an event.

With the help of these guidelines, eight planning committees were set up: Program Planning; Fundraising/Budget;
Promotion; Site Logistics; Registration; Materials, Resources and Exhibits; Photography/Videography; and
Evaluation.

Program Planning: We called on the expertise of our TEEA members, put out a request for proposals, sought out
existing outdoor classrooms and invited those teachers to present. We were already aware of our keynote speakers,
as they have received national attention for their work.

An opening session with welcome, overview, logistics and inspiration was followed by two concurrent breakout
sessions in the morning, then lunch with keynote address, and two more concurrent sessions in the afternoon
including the choice of a field trip to a local elementary school. Each breakout time offered five or more concurrent
workshops, with more than 20 topics to choose from. The TWRA'’s Region |l office offered an ongoing rain garden
installation demonstration throughout the day.

Participants found out that the disciplines of study in outdoor spaces are not limited to “just” biology. Language arts,
history, math, physics, astronomy and more can be taught outdoors. Topics ranged from “Show Me the Money!”
about grant writing, “Developing and Using a Wetland,” “Gardening for Wildlife,” Cultivating Your Natural Intelligence,”
“All About Native Plants,” “Gearing Up for the Garden,” “Birds as Educators,” “Mapping My State,” “Ponds for
Education,” “Organic Composting” to “The Naturalist’'s Journal” and “Music Outdoors.”

The keynote speakers had everyone totally amazed at how a small “failing” school could reach national award-
winning status through the development of an exceptional outdoor classroom.

Nearly 40 participants chose to take a two-hour field trip to a local elementary school to observe an operating outdoor

classroom. Here elementary students and teachers demonstrated the varied educational opportunities found in an
outdoor classroom with lessons in math, science, language arts and social studies.
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Fundraising/Budget: Sponsors included the Tennessee Department of Agriculture, which provided the building
space; the Lipscomb University Institute for Sustainable Practice designed and installed a rain garden on-site with an
on-going demonstration that day; Cool Spring Press donated 150 copies of The Green Gardener’s Guide; Gardens of
Babylon, a local nursery, loaned plants for table centerpieces and for the stage. The Tennessee Department of
Education covered the cost of substitute teachers for each participant from the state’s school system and the travel
expenses of the keynote speakers.

Contributions were solicited from businesses that are active participants in the Tennessee Pollution Prevention
Partners program, whose goal is for the businesses to ‘green’ their operations. Some businesses contributed their
products (Frito-Lay and Lodge). Others wrote checks, and the collected money was used for mini-grants awarded to
teachers that day.

Promotion was done by sending out flyers, listing the event on the Web site www.eeintennessee.org, and sending
direct emails from the TDOE Assistant Commissioner of Education to all superintendents, supervisors and principals
in the state. The response was phenomenal; the goal of 150 participants was reached, and about 50 others were
turned away due to space constraints!

Team attendance was encouraged by offering reduced rates for each participant (teachers, parents and
administrators) after the first one from a school. The fee was $75 for the first participant and $50 each for any others
from the same school. Fees included a membership to the TEEA.

Site Logistics: Five buildings and outdoor areas were utilized for sessions at the Ellington Agricultural Center in
Nashville. In addition, a field trip was offered to a local elementary school. The school provided its bus for transport.
A shuttle service was offered for those who needed help getting from one building to another on the Ellington
campus. Arrangements were made for technical support in each meeting area.

Registration: Participants downloaded registered forms and mailed them in with payment prior to the event. They
also chose their sessions ahead of time via e-mail. Each one received their schedule when they checked in the
morning of the Symposium.

Materials, Resources, and Exhibits: Each participant received a bag made of recycled materials (designed for use as
a grocery-shopping bag), a mug, a frog-calls CD, a book titled “The Green Gardener’'s Guide,” a “Safety Hankie”
bandanna, flower seeds, bird and butterfly cards, and other educational materials. In addition, there were door prizes
and mini-grants for the lucky ones.

There were exhibits set up for sharing ideas and making educators aware of the many free resources available to
them from state government and others. Flyers and posters were available for pickup.

Photography/Videography: There were three video teams on site from TDOE, TWRA, and “Tennessee’s Wild Side,”
plus photographers.

Evaluation results from the participants who rated ease of registration, conference site, costs, keynote address and
concurrent sessions, are listed:

e« Onascale of 1 (poor) — 5 (excellent), 90 percent of our participants rated each of these categories “5.”

e 72 percent of participants gave a rating of “5” for the symposium overall.

From the beginning, a conscious decision was made to have the smallest environmental impact possible. For
example, the lunch caterer used many local food sources to save on “food miles,” offered a vegetarian entrée option,
and used real plates and silverware. Participants used the mugs they received in their goodie bags for all beverages
throughout the day, as cans and plastic bottles were not offered. Bandannas were used for lunch napkins, and
everyone was encouraged to use the compost bin for their table scraps. Recycle bins were paired with trash
receptacles. Table centerpieces were pots of flowers and herbs that were loaned from a local nursery and later
returned. This approach was well-received by the participants.

What are the next steps? TWRA's television show “Tennessee’s Wild Side” will do a segment featuring the
Symposium. There will be an article in the “Tennessee Wildlife” magazine, a video will be produced on developing a
rain garden, and a resource will be developed for teachers on the Tennessee Outdoor Classroom Web pages on the
Department of Education Web site.

Next year's Outdoor Classroom Symposium is already planned for May 8, 2009, at a local state park whose facilities
can handle larger groups.
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Research has indicated that children have to develop their own “sense of place” before they can extend their
understanding and appreciation to other areas of the world. Their school’s “outdoor classroom” is one place where
this can happen.

& > Outreach: What's Working in Tennessee
== Presenter: Donald Hosse, Don Crawford and Lance Rider, Tennessee Wildlife Resources Agency,
Don.crawford@state.tn.us

National Archery in the Schools Program

Mission Statement: The National Archery in the Schools Program (NASP) is a joint venture between state
departments of Education and Wildlife. Several archery equipment manufacturers and organizations are also
partners. The program promotes student education, physical education and participation in the life-long sport of
archery. The program'’s focus is to provide international-style target archery training in physical education classes for
students in grades 4-12.

This is a physical education curriculum titled “Archery: On Target for Life,” co-created by the Kentucky Departments
of Education and Fish & Wildlife Resources. It can also be taught in math, history, science, health or wellness
classes.

The program is a two- to eight-week archery course designed to teach international style target archery in 4" 10"
grades. The students shoot at bulls-eye targets placed in front of an arrow-resistant net in their gymnasium. The
core content covers archery history, safety, technique, equipment, mental concentration, core strengthening,
physical fitness and self-improvement, which are necessary in order to participate in and enjoy archery as a life-long
activity. The safety and instructional guidelines were adopted from the National Archery Association (NAA) and the
National Field Archery Association (NFAA). Before presenting the program, schools must send at least one teacher
to an eight-hour training course to become a certified archery instructor. This training is conducted by the
Tennessee Wildlife Resources Agency (TWRA).

The curriculum includes reading and writing assignments, physics and science projects, history lessons and other
essential scholastic achievements that turn a simple recreational activity into a fun and powerful learning
experience.

The total cost for the equipment is approximately $3,000. This includes: 12 Genesis bows (10 right-handed and 2
left-handed), 5 dozen 1820 Easton aluminum arrows, five targets (Rinehart, Morrell or Block), one bow rack, one
arrow-resistant net (8'x30") by BCY Inc., and one repair kit from Pape’s. TWRA offers a $1,000 reimbursable grant
to the schools to help fund the archery kits.

We launched NASP in Tennessee in October 2004 and now have 63 schools from across the state participating.
We were the 17th state to join this new and exciting program. At this time there are 46 U.S. states and Australia
participating in the program, with other states and countries (Mexico and Nova Scotia/Canada) coming on board
each month.

The national school dropout rate is 10 percent. Most students (88 percent) who drop out of schools indicate they
were not involved in extra-curricular activities. Archery taught by NASP is accessible to all students of nearly all
ages, gender and physical and mental abilities. Educators are reporting that NASP "engages the unengaged" and
inspires students to greater achievement in school. As far as safety is concerned, archery is safer than all ball
sports except table tennis, and extra insurance is not required by the schools to teach archery.

In the past year, we have begun presenting at school teacher in-services and various other school administrators
and teachers organizations with great success in attracting schools to join NASP. We have been doing this for both
public and private schools. Also we have been contacting home school organizations and seeing some good
results.

We held our 2nd annual Tennessee State NASP Tournament in Cookeville on the campus of Tennessee Tech
University, March 10, 2008 with 222 students representing 18 schools in attendance. A total of 91 students
qualified and participated in the National NASP Tournament held May 10, 2008 in Louisville, Ky. A grand total of
2,856 student archers participated in this event, with 28 states and Australia being represented.
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If you need any more information or have questions please contact Don Crawford at don.crawford@state.tn.us or
(615) 781-6542; or Matt Clarey in Region 3 at matt.clarey@state.tn.us or 1-800-262-6704.

More specific and detailed information is available at www.archeryintheschools.org.

Scholastic Clay Target Program - Lance Rider, TWRA

The Scholastic Clay Target Program (SCTP) was developed by the National Shooting Sports Foundation (NSSF). In
Tennessee, the SCTP is a joint effort/partnership between the Tennessee Wildlife Resources Agency (TWRA) and
the Tennessee Wildlife Federation (TWF). SCTP is designed to teach youth the importance of firearms safety while
instilling values of discipline, leadership, teamwork and to promote healthy competition that will help mold the future
sportsmen and women of Tennessee.

SCTP provides Tennessee's youth, grades 5-12, with an opportunity to compete in clay target shooting competitions
with their peers from across the state. There are three (3) disciplines; trap, skeet and sporting clays. Each individual
participates with a team of shooters. Most teams are recognized as a school endorsed program, local 4-H clubs or
other community groups, such as Boy and/ or Girl Scouts or Venture Crews.

Since the programs inception in 2001, participation in the program has grown enormously. Currently, more than 1800
youth are registered SCTP shooters in Tennessee.

Approximately 640 young trap shooters participated in the Tennessee SCTP State Trap Championship Shoot in
2008. Also for the first time we held state championships in skeet and sporting clays which added another 200
participants.

Apart from being the nation's leader in youth shooting sports programs, the Tennessee SCTP offers an opportunity
for Tennessee's young men and women to experience the fun and excitement of competing in one of the fastest
growing sports in the country.

We have been trying to increase the participation in hunting and sale of hunting licenses for SCTP students by
hosting various hunts. These hunts (duck, dove, rabbit, etc.) are for SCTP youth only and are becoming very
popular. This is one way to introduce these young folks to other outdoor avenues that the target shooting sports can
lead to. This program offers some of the best public relations for our agency by involving not only the student, but
their entire family. The TN SCTP was featured in more than 20 publications across the country, including the
National Geographic Magazine. Also target shooting and hunting can be family activities that everyone can enjoy.

Outreach Programs - Donald Hosse, TWRA

The Becoming an Outdoor Woman (BOW) events remain very popular. Our annual weekend workshop held in
Crossville at the Clyde York 4-H camp on the 3rd weekend in June continues to fill up with 125 ladies from across
Tennessee and other states. The women choose four activities to in which to participate throughout the weekend
from a list of about 20, which includes: ATV riding, Cajun cooking, photography, GPS navigation, turkey hunting,
fishing, and other activities. The cost is $150 which includes food, lodging and a Tenn. regular hunt/fish license. We
have also been offering at least 3-4 times a year one-day BOW programs where the participants get to enjoy two
subjects on that day. The cost is $50 which includes lunch and Tenn. regular hunt/fish license. Advanced one-day
courses have been popular for those ladies wishing to learn more about a specific topic. We offer bird watching (ID
by hearing and sight, capture and banding), canoeing and fishing clinics. We offer three weekend hunting trips as
well for the ladies, which include a fall deer — muzzleloader only, winter duck and spring turkey. At each event,
participants learn the specifics of each type of hunting in a classroom setting before going afield as well as spending
time on the firing range shooting the particular firearm required for that species. The price is $150 which includes all
meals and regular hunt/fish license. These are becoming more and more popular so we are looking into expanding
theses hunts across the other three regions in the state.

The numerous youth hunts we host throughout the year are; deer, turkey, quail, squirrel, rabbit, duck and dove. The
deer hunts have really grown with the county wildlife officers getting involved. There were 12 juvenile deer hunts
offered across the state last year. These hunts are making a difference, especially when we offer a mentor for a
youth if they do not have someone to take them. If that is the case we encourage the parent/guardian to go along as
well in hopes of getting them started in the sport of hunting and continue taking their kid(s). We have had some great
success with offering some of our premium dove fields for adult + youth only. The parent/guardian must bring a
hunting youth with them in order for them to hunt. The squirrel, rabbit and quail hunts require a little more
coordination and a lot more people because we use dogs and their owners/handlers. Each team will have no more
than six kids, so you can tell it will take a lot of folks and dogs to accommodate 35-50 youth, but it is worth it to get the
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kids out in the field to hunt and watch the dogs hunt, especially if they have never hunted with dogs. We are
averaging about two of each of these hunts a year.

¢ Great Ideas: An Open Forum for Sharing What's Work  ing!

& \« “Fast Facts” in Florida

Presenter: Scott Ball, Florida Fish and Wildlife Conservation Commission, scott.ball@myfwc.com

Has this ever happened to you?

You were doing some public speaking. Maybe it was a TV interview...or giving a presentation at a meeting of the
Mystic Knights of the Sea...or maybe a slightly larger group.

Sure as shootin’ somebody will ask you a question, and you ought to know the answer. It's usually related to some
factoid or statistic like — “How many hunters do you have in your state?” or “How many wildlife officers does your
agency have?” or “How much land in your state is open to public hunting?”

But all you can do is scratch your head and stammer while you try to smooth-talk your way out of it.

What you need is — “Fast Facts”! That's what we call it in Florida anyway.

Our version folds up to the size of a business card. We include the sort of information that makes up the nuts and
bolts of most after-lunch speeches to the Kiwanis Club. Things like:

How many employees we have, including numbers of officers and numbers of scientists.

Statistics about our state — like square miles of land, miles of rivers and streams, acres of lakes and public-
hunting areas.

How many different species of fish and wildlife.
How many hunters, anglers, birdwatchers — resident and nonresident.

What really seems to impress people is the data about the annual economic impact and number of jobs supported by
hunting, fishing, boating and so on.

If Southwick Associates has ever done an analysis for your agency, they can put things in a great context. A recent

report they did for Florida included this one: “In 2006, all state residents who participated in wildlife viewing activities
in Florida could fill FSU’s Doak Campbell Stadium nearly 39 times and UF’s Ben Hill Griffin Stadium at Florida Field

nearly 37 times.”

It's more than just a “cheat sheet” for answering questions at the civic club luncheon or in media interviews. It's a
terrific reference source when you’re writing a news release, magazine article, etc.

We get our figures from several sources, including the U.S. Fish & Wildlife Service’s 5-year survey, and we have an
economist who knows how to update the economic data between surveys.

One tip from the voice of experience: If you have scientists who help gather the information, make sure they get
along with each other and agree on the “most reputable” reference source. Then make a note of it for future
reference.

We also have an online version, which is easy to update in between printings. Our latest printing was earlier this
year. We paid about $1,000 for 10,000 copies.
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After School Conservation Clubs, New York
Presenter: Laurel Remus, New York Department of Environmental
Conservation, Lkremus@gw.dec.state.ny.us

The After School Conservation Club engages elementary school students in
environmental education activities and stewardship projects at 10 sites
throughout New York City. This 10-week program runs for three hours a week
and involves about 300 children each session. The goals are to encourage a
connection to nature and the urban environment for inner-city students,
develop hands-on stewardship projects for students to help them understand
natural processes, and to train staff from participating sites to conduct
environmental education programs. It is a collaborative effort among the NYS Department of Environmental
Conservation, United Neighborhood Houses and The After-School Corporation, with funding from the New York City
Environmental Fund of the Hudson River Foundation and other foundations.

UPCOMING EVENTS & DEADLINES

AFWA Annual Meeting — Sept. 7-12, Saratoga Springs, N.Y.

Southeastern Association of Fish and Wildlife Agenc ies (SEAFWA) — Oct. 11-15, Corpus
Christi, Texas

North American Association for Environmental Educat ion (NAAEE) Annual Conference —
Oct. 15-18, Wichita, Kan.

Aquatic Resources Education Association — Oct. 17-21, Corpus Christi, Texas
The Wildlife Society 15" Annual Conference — Nov. 8-12, Miami, Fla.

ACI Annual Conference — July 12-15, 2009, Baton Rouge, La.

% SPECIAL SECTION
‘/J Association for Conservation Information

AN Annual General Business Meeting

.Ajm' Thursday, July 17, 2008

Nashville, Tenn.
8:04 a.m. CDT —Marianne Burke called the meeting to order.
ROLL CALL — Lydia Saldafia conducted roll call.
In attendance:
Alabama Department of Conservation and Natural Resources
Arkansas Game & Fish Commission
Association of Fish and Wildlife Agencies

Florida Fish and Wildlife Conservation Commission
Louisiana Department of Wildlife & Fisheries
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Kentucky Department of Fish and Wildlife Resources
Minnesota Department of Natural Resources
Missouri Department of Conservation

New York Department of Environmental Conservation
North Carolina Wildlife Resources Commission

Ohio Division of Wildlife

Oklahoma Department of Wildlife Conservation
Oregon Department of Fish and Wildlife
Pennsylvania Game Commission

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

TREASURER’S REPORT — Bob Wines (W. Va.)

Bob Wines reviewed the 2008-09 budget and provided a financial report, which contained a transaction ledger of all
financial activity for ACI over the last year. Bob commented that obviously we’re in very good financial shape. He
handed out a yellow sheet with the proposed budget approved by the Board. He also provided copies of the audit
done by an outside CPA firm. The audit was completed July 7 and did not show any problems.

Judith Hosafros (Wyo.) made a motion to approve the financial report and budget.
Scott Ball (Fla.) seconded.
ACTION: Motion approved

AUDIT COMMITTEE REPORT - Judith Hosafros (Wyo.)
Judith Hosafros, Micah Holmes and Craig Rieben served on the audit committee. They reported that they went
through the report, and all records and found everything to be in good order.

POLICY AND PROCEDURES — Nels Rodefeld (Okla.)
Membership dues waiver

Nels reported on a new policy approved by the Board to assist states who need relief on membership dues. Any
member agency or potential member agency is eligible. If for some reason your state has financial difficulties that
hinder the ability to pay for membership dues, there is now a process for requesting those fees be waived. The
process is simple. The Division Chief of Information and Education (or its equivalent) must submit a letter to ACI
requesting relief for a year. The request is for one year, but it can be requested in subsequent years if needed. Until
such time as the Board takes action on the request, the requesting agency will remain a member in good standing.
We are on very solid financial ground, and we need to do everything we can to retain members and recruit new
members.

COMMITTEE REPORTS:

MEMBERSHIP — Jon Charpentier (N.H.)

Marianne Burke commended Jon Charpentier for the diligent efforts this year to recruit new members. Jon reported
that we launched a membership drive in April 2008 with the help of 10 volunteer ambassadors. We were able to
reach out to individuals and new members and lapsed members...to stimulate new blood into our organization. It's
been very gratifying to see a positive response. This year we had some members not renew because of funding
issues, and the membership dues waiver will help us there. We have picked up five new members, which is good.

NOMINATING — Scott Ball (Fla.)
Election of new board members and officers

Scott passed out ballots for the slate of officers. He explained that three new members of the Board of Directors will
serve for three years. For the slate of officers, members can approve or disapprove. There are two candidates for
Secretary (Scott Ball, Jon Charpentier). There are five nominees listed for the three available board slots (Michael
Gray, Micah Holmes, Judith Hosafros, Monica Linnenbrink, Marc Sommer). Confer with other folks from your state
and submit one vote per agency or member organization. Individual members get one collective vote.

Result of voting:
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Officers approved —

President — Nels Rodefeld (Okla.)

Vice President — Lydia Saldafia (Texas)
Secretary — Scott Ball (Fla.)

Three new board members selected:

Michael Gray (Ky.)
Micah Holmes (Okla.)
Monica Linnenbrink (S.C.)

FUTURE CONFERENCES - Judy Stokes

2009 — Baton Rouge, La, July 12-15

2010 — Colorado Division of Wildlife had expressed interest at one time....we're checking to see if that's confirmed.
2011 — National Conservation Training Center — VA, WV and USFWS would co-host

2012 — Ohio and Kentucky may partner, possibly in Kentucky

lowa, South Dakota, New Hampshire, Minnesota and Granite Ranch in Wyoming have all expressed interest in
possibly hosting upcoming conferences after that.

Judy said that Kay Ellerhoff sends her regards. She will be here next year!

THE BALANCE WHEEL - Dottie Head

Dottie briefed the membership on Balance Wheel production this year. There were four issues produced, including
the proceedings of the 2007 Conference in Lenox. The BW subcommittee generates a lot of ideas for articles, but we
are always open to new ideas and subcommittee members. It's a great way to “get your feet wet” with ACI. This
year we created two new sections including a “news of the weird” section and “on the horizon” to keep readers
abreast of issues, both serious and zany. The fall issue of the BW will once again be dedicated to the proceedings of
the 2008 Conference in Nashville.

GEOFFREY SCHNEIDER TRAVEL SCHOLARSHIP — Micah Holme s (Okla.)

Micah reported that we finally got the “i"s dotted and the “t’s crossed to begin providing these scholarships this year.
We received seven applications for the scholarship by the June 13 deadline. Next year we’ll promote it to the
membership earlier. Micah and Jim Sciascia recommended approval of six applicants for lodging and registration.
(Nancy Herron from Texas asked that her application be withdrawn because agency funds had been identified for her
trip.) For two of the six applicants, this will be their first conference. Special thanks to this year’s scholarship
sponsors: XONTV and DJ Case and Associates.

AUCTION - Steve “Wildman” Wilson

We had a great auction this year...the committee made it work. Thanks to Micah Holmes, Jim Stewart, Randy Zellers
and Jeff Williams. Tennessee folks were great. We've got a tough act to follow next year. The first time we broke
$5,000 was in Arkansas a few years back...well, this year we are happy to report we raised $6,999! In order to make
it at least $7,000, we're passing around this jar for you to drop your change in as a final donation. We’'ll report back at
the end of the meeting what the final tally is. Marianne thanked Steve for all his hard work to make the auction such
a success over the years.

LIASION REPORTS — Reports will be in TBW

In the interest of time, the liaison reports will appear in the BW instead of being reported at this meeting.

NEW BUSINESS — None

OLD BUSINESS — None

Incoming president Nels Rodefeld commended Marianne Burke for her service to ACI and noted that she has been
an active and long-term member of ACI. He said he looked forward to serving as president: “I have a passion for
communication and education. What we do is very important and is a real critical cog in the conservation machine. |
feel that ACI has a huge role to play. We have connections with each other, and that makes us better at what we do.
We're financially healthy, and | will be working with the Board to spend that money on our annual conference and on
membership benefits.”
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Marianne closed the meeting by encouraging members to get more involved, to volunteer to help with the various
committees. There are many benefits, both personal and professional, to ACI membership.

Wildman piped up at the end of the meeting to announce the final auction total was $7,107.62. (Top that,
Louisianal!!!)

ADJOURN

Marianne Burke adjourned the meeting at 8:45 a.m. CDT

-END Fall 2008 TBW ISSUE-
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