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PRESIDENT'S CORNER

Make This Holiday a Green Holiday
By Marianne Burke, Louisiana Department of Wildlife and Fisheries

By the time you sit down and read this issue of The Balance Wheel, you will no doubt be halfway through your
Christmas shopping list. Before you get too far, take a few minutes and consider making this a “green” holiday
season for family and friends. This year, why not focus your Christmas giving on gifts that help the environment long
after the holidays are over. Here are a few suggestions from my friends, co-workers, family, and, of course, the
Internet for having a green Christmas.

Happy holidays everyone and have a very Merry, green Christmas.
Marianne Burke
President

Give a wildlife gift. Adopt an endangered animal or habitat in a friend’s or family member’'s name. Many
national and international conservation groups offer these options.

Create a wildlife path for someone who enjoys yard work. Help a neighbor create a wildlife habitats in their
back yard.

Take someone fishing or hunting.

Make a donation in a friend's name to your local conservation chapter.

Give a gift of your time. Volunteer time with a conservation effort or environmental group in your hometown.
Give “time cards” to friends and family who need an extra pair of hands during the year. Offer to take the
children to the park, WMA or the nearest conservation area for a picnic.

Plant a tree.

Buy a real tree from a Christmas tree farm. After the holidays donate it for artificial reefs, mulch, or other
natural landfill projects.

Buy a live tree and plant it in your yard after the holidays.

Make your own wrapping paper. Use comics, maps, used coloring books, magazines, old gift bags, cloth
remnants, or brown grocery bags. Recycle paper wrappings by shredding it and using it as muich, or as gift
box stuffing during the year.

Recycle last year's Christmas cards. Cut off the greeting side, write your own greeting on the front (or
reverse side) and use them as gift tags.

Use everyday dishes, and ask family to help clean up after Christmas dinner. Avoid paper or plastic
dinnerware.

Give a gift subscription to a conservation magazine, preferably one from your own agency.

Donate a conservation magazine subscription to a school.

Make your own gifts or buy from a local artist. These gifts require less transportation efforts, thus less effect
on the environment.

The same goes for buying locally grown foods. You can do this all year and not just for Christmas dinner.
And it is not just better for the environment but better for your health too.

W NATIONAL NEWS

Helping Fish and Wildlife Survive Global Warming
By Kevin Coyle, National Wildlife Federation, Vice President for Education

Several years ago, the National Wildlife Federation began focusing on how global warming might affect the condition
of fish and wildlife species in North America. A number of scientists were expressing serious concerns, and their



forecasts were raising alarms among many fish and wildlife managers. The idea that an average rise in temperature
of a few degrees by 2100 might completely alter our agquatic, marine and terrestrial ecosystems seemed almost
unbelievable and was extremely sobering. What it comes down to is that a century-long effort to protect wildlife
species and habitats could be undone through global warming.

We quickly learned that many of the “projected” changes spoken of in the science literature, such as shifts in water
temperature, earlier spring snow melts, the spread of invasive species, rising sea levels, and alterations of bird and
fish migrations had already begun. And, while initially subtle, they are now occurring on a massive scale. This
compelled our own team of science specialists, researchers, policy advocates and educators to examine how to
make the overarching threat of global warming more visible to the public, fish and wildlife managers and policy
leaders.

Step one was to work with a group of leading scientists to compile existing research on the impact of global warming
on fish and wildlife. We had to better understand where the threats were the greatest and begin to shape strategies
to address them. In 2001 NWF supported a compilation of research titled “Wildlife Responses to Global Warming” by
Dr. Stephen Schneider of Stanford University and Dr. Terry Root of the University of Michigan. Three years later,
NWEF scientists collaborated with members of The Wildlife Society to examine how wildlife management might need
to be adapted to meet the challenges of a warming climate.

In 2002, NWF began publishing a series of reports on how global warming will affect a range of wildlife species such
as songbirds, waterfowl and salmon. We have also been reporting on how important wildlife regions such as the
Great Lakes, the Chesapeake and the Puget Sound would be affected. In order to make the impact on ecosystems
more apparent, NWF has also published reports on forest health and global warming, a gardener’s guide and more
focused reports on climate’s potential effects in each state.

Some highlights of these reports include the effects anticipated by 2100:
The disappearance of many official state birds from their existing ranges;

The loss of over half of the prairie wetlands breeding grounds responsible for 50 percent of North America’s
waterfowl;,

The warming of 20 percent of our cold-water fishery areas for trout and salmon;
The possible inundation of as much as one half of our coastal wetlands; and
A four-fold increase in forest destruction.

There are hundreds more implications.

A second facet of NWF’'s work has been to seek the passage of federal legislation that would put a cap on carbon
emissions and use some of the revenues generated by that program to fund habitat restoration and adaptation. We
describe this as helping fish and wildlife survive global warming. Federal global warming control legislation has the
potential to generate enormous amounts of public revenue through a robust new carbon trading and auction market
and NWF has been successful at making funding for habitat restoration a part of every major bill considered by
Congress today.

We also recognize that, for many, the idea that global warming could have profound negative effects on the health of
fish and wildlife species is not immediately apparent. This caused NWF to launch a series of education programs
geared toward activists and leaders in the fish-and-wildlife and natural-resource-conservation communities. We have
developed one-day training programs for watershed managers, wildlife specialists and others. Importantly,
throughout 2007, we have been delivering state-by-state training programs to hundreds of active and respected
leaders in the hunting and angling community. We plan to continue this work in the coming years.

Hunters and anglers are an independent breed traditionally expressing skepticism over what they might call
environmental alarmism. But while they may be conservative in their views, they are also spending significant time
examining the patterns and movements of nature. They are now seeing changes in bird migrations, with species that
once wintered along the Gulf Coast “short-stopping” in the Midwest. They are also seeing traditional ice fishing
areas posted with “thin ice” signs and overall declines in mule deer, moose and other favorite colder-climate species.
Some of the recent changes are alarming, such as summer 2007’s closing of blue ribbon trout streams in Montana
due to high temperatures, while others are more subtle such as snow melting off the mountain a few weeks earlier
than in the past, disrupting salmon spawning beds.



The long-term survival of fish and wildlife species is important for many reasons. The species themselves have
inherent value as do the ecosystems that support them. But, these ecosystems also support human survival,
providing clean water, food and fiber and much more. At NWF we see the human species as one of the many we
need to help survive global warming.

To see and download the reports discussed above visit: www.NWF.org.

Back to Nature

For years, Service employees have been connecting children with the land and with the agency’s conservation
mission. Today those efforts may be more important than ever.

By David Eisenhauer, U.S. Fish and Wildlife Service

At four-feet, six inches, 9-year-old Lexi Monroe isn’t much taller than the clump of native bunchgrass she is trying to
plant. Her knees are sinking in mud, and her shovel is losing its battle with the hard-packed soil, but the freckled
fourth grader is steadfastly determined to get her plant in the ground.

Monroe and 36 of her classmates at Rockledge Elementary in Bowie, Md., are spending the warm spring morning
installing vegetation in the school’s backyard “wetland” under the guidance of Fish and Wildlife Service biologist
Carolyn Kolstad. The knee-high trench behind the school serves as a living laboratory, where the youngsters learn
how to build habitat for local wildlife and receive a first-hand lesson in environmental conservation.

As director of the Chesapeake Bay Field Office Schoolyard Habitat program, Kolstad provides a combination of
biological expertise, onsite technical and design assistance and hands-on training for teachers and students — all the
necessary components for implementing a successful student-led restoration

project on school grounds. The students are involved every step of the way,

from planning and design through grant writing, planting and community

outreach.

To date, the Service has assisted approximately 150 Maryland schools in
completing wetland, meadow and forest projects involving more than 30,000
students. An additional 50,000 to 60,000 students have used the restored
habitat sites as part of an integrated curriculum approach. Annually, the
program provides training for hundreds of teachers and involves thousands of
students in projects on school grounds that create habitat for wildlife, help to
improve water quality and provide outdoor classrooms where students can
interact with and observe natural resources daily.

The Schoolyard Habitat program not only teaches children about natural
systems, Kolstad says, but it also sows seeds of conservation in their budding
young minds.

“This may be the first time some of these students have ever planted a plant,”

she says. “The experience can forge a life-long connection to the natural

world.” Engaging children in conservation

and restoration efforts gives them a
These kinds of lessons are taking place at refuges, hatcheries and Service sense of connection to the natural
field stations across the country — from the "Kids in the Creek" program, world. (Steve Hillebrand/USFWS)
where high-schoolers in Chelan County, Wash., assess stream health by

identifying aquatic insects to the Prairie Wetlands Learning Center in Fergus Falls, Minn., where students spend a
semester studying traditional subjects in an outdoor learning environment.

For years, Service employees have taught children about nature and respect for natural resources while
accomplishing important wildlife habitat goals. But today those efforts may be more important than ever.

Mounting evidence shows an increasing number of children are becoming disconnected from nature, preferring to
spend time indoors immersed in a virtual reality of television, video games and iPods rather than explore the natural
reality outside their front doors. Author Richard Louv, whose book Last Child in the Woods: Saving Our Children from
Nature Deficit Disorder, chronicles this trend, argues that increased urbanization, parental anxiety, residential
development restrictions and structured play have kept children on a tight leash. This separation from the natural
world can result in a host of physical and mental ailments, Louv warns — from childhood obesity to Attention Deficit
Hyperactivity Disorder — and erode future support for conservation.



“If this gap between children and nature continues to widen,” he asks, “where will future conservationists come from?”
Sparking a conservation ethic

As the nation’s primary conservation agency, the Service has a significant stake in answering that question. Alarmed
by Louv’s conclusions and steady declines in hunting and fishing license sales, the Service, The Conservation Fund
and Louv organized a national dialogue on children and nature at the National Conservation Training Center (NCTC)
in September 2006 to discuss the how to reconnect a generation of youth with the natural world—and secure the
mental and physical health benefits that go with it.

About 350 educators, health professionals and conservationists participated in the meeting, including Secretary of the
Interior Dirk Kempthorne, Service Director H. Dale Hall, The Conservation Fund'’s President Larry Selzer, Executive
Director of the North American Montessori Teachers’ Association David Kahn and Yale University’s Stephen Kellert.

“Fishing and just playing around in the woods was an important part of my childhood,” Hall says. “Our kids need to
have a chance to tromp through a woodlot or muck around in a creek. That's the foundation of a healthy relationship
with the outdoors and a way to spark a conservation ethic.”

In January 2007, the Service Directorate listed connecting people with nature as one of the agency’s six top
conservation priorities and created a national Children and Nature Working Group of field and regional office
representatives from each program to map a course of action for the future. In December, the working group is
sponsoring a national workshop at NCTC that will give Service employees new skills and training to help children and
families develop strong life-long connections with the natural world.

NCTC Director Rick Lemon, who leads the Service’s Children and
Nature Executive Team, says the agency — with its extensive land base
and passionate and knowledgeable employees — is well positioned to
help children reconnect with nature. But while the Service already
provides public-use opportunities — ranging from hunting, fishing,
observing and photographing wildlife, to simply exploring and
discovering connections to nature on refuges — Lemon says an “even
greater and more focused effort is needed.”

“With big issues like climate change impacting our conservation
mission, we will need every American to become part of the solution.

Service biologist Carolyn Kolstad, Engaging children in our conservation and restoration efforts — from
director of the Chesapeake Bay Field planting a tree to banding a duck — gives them a sense of connection
Office’s Schoolyard Habitat program to the natural world and personal empowerment that they can make a
explains the intricacies of wetland plant difference,” Lemon said. “Whether they grow to be a biologist, a banker
plugs. (Lavonda Walton/USFWS) or a mechanic, we will need them to be aware and care about the

natural world. That starts with connecting them with nature when they
are young. When you see the light in a child’s eyes when they come in
contact with a wild animal, you know that you have kindled a flame in their soul.”

Making the connections

The Service hasn’t been sitting on the sidelines when it comes to connecting children with nature. Dozens of hands-
on conservation projects help restore habitat and wildlife species and teach children outdoor and scientific skills.
Service employees also regularly give presentations at schools, provide expertise on field trips, conduct training for
teachers, participate in summer camps, and help develop curricula and lesson plans that deal with natural resource
issues.

The Refuge System’s nearly 100 million acres provide plentiful opportunities to reconnect children and family with the
outdoors through the System'’s “Big Six” recreational uses — hunting, fishing, wildlife observation, nature photography,
environmental education and interpretation. Nearly 40 million visitors enjoy refuges each year, and more than 300
refuges annually offer environmental education programs for some 700,000 students and teachers. Likewise, many
hatcheries also provide excellent recreational and educational opportunities for schools and communities and
regularly host events to share the Service’s conservation message.

Most programs and initiatives are done in collaboration with a variety of partners, including watershed groups,
scouting groups, refuge and hatchery friends groups, volunteers and junior naturalist programs. The Service also



regularly teams up with national conservation organizations such as Audubon, the Recreational Boating and Fishing
Foundation, the National Wildlife Federation and the National Fish and Wildlife Foundation.

Lemon says he is encouraged by the wide range of Service programs that connect children with nature, but suggests
the agency needs to integrate existing and new programs with its five other top conservation priorities (National
Wildlife Refuge System, endangered and threatened species, landscape conservation, aquatic species, and
migratory birds) seek nontraditional partners, incorporate new technologies to reach kids and speak with one voice.
The Service’s children and nature initiative will include:

Develop a consistent message and materials to raise awareness within the Service and externally about the
importance of connecting children to nature.

Identify opportunities within each region to connect children with nature. These will be either new efforts or
a refocusing of existing efforts that better target children.

Reach out to urban environments and/or with traditionally underserved audiences.

Identify national campaigns or develop one Service-wide campaign to connect children to nature.

Develop a Web site to provide a one-stop source of readily accessible information, outreach materials,
curricula and lesson plans and a community of practice where practitioners can interact in posting best
practices, success stories, questions and issues.

Analyze existing training courses and make adjustments and/or create new courses to build competency in
Service employees to connect children with nature.

Work with traditional and nontraditional partners such as the health care community, educators, technology
and medical companies to link efforts to get children outside into nature.

“The core mission of the Service has not changed,” Lemon says. “However, stressing the wellness benefits from
connecting with nature in our outreach message is a paradigm shift for the Service; one that will surely reap rewards
in terms of increased advocacy and conservation.”

Discovering the passion
For Service staff like Carolyn Kolstad, connecting children with the outdoors is second nature.

She sits on the ground behind Rockledge Elementary, encircled by a gaggle of young onlookers as she explains the
intricacies of wetland plant plugs. Kolstad describes the different plant characteristics — roots, leaves, and in some
cases, flowers — and explains that wetland plants have a unique ability to live under water.

Her words are sinking in.

“The Chesapeake Bay is a really good resource,” says student Lisa Chen, 8, as she carefully pats the soil around tiny
vegetation that will soon be submerged. “The Bay gives you food and powers the city.”

"Nitrogen and phosphorus make the fish die in the Chesapeake Bay," pipes in 10-year-old Taylor Peterson. “A
wetland is a natural filter. It gets out all the chemicals.”

Kolstad’s duties as a teacher extend to her role as a member of the Service’s Children and Nature Working Group
and her life as a working mother. She says she spends most of her “free time” with her 2-year-old son playing outside
and exploring the universe of living things in her own back yard. For her, connecting children with nature isn't a job;
it's a labor of love.

“The Service’s children and nature initiative is important to me because | can see the connection kids are making with
the outdoors,” Kolstad says. “I see it in the eyes of children I've been fortunate to meet in my experience at work, and
| see it in my own child’s eyes. It's gratifying to know the passion | have for the outdoors is being passed to the next
generation — not because | tell them they should have this passion, but because they have been given the opportunity
to discover it on their own.”

For more information about the Service’s children and nature initiative, visit www.fws.gov/childrenandnature/ or e-
mail Janet Ady, Chief, Division of Education Outreach at the National Conservation Training Center, at
janet_ady@fws.qgov.

David Eisenhauer is a public affairs specialist in Washington DC. Claire Markgraf is a Truman Fellow in Washington
DC. Additional reporting by Cathy Rezabeck, outreach coordinator in Anchorage, Alaska, and Janet Ady, Chief,
Division of Education Outreach at the National Conservation Training Center in Shepherdstown, W. Va.



RBFF States Initiative Aims to Find, Catch and Keep  Anglers
Program Helps Increase Participation in Fishing and Generate Funds for
Conservation

By Stephanie Hussey, Recreational Boating and Fishing Foundation (RBFF)

You have to have the right tackle to catch fish. And you have to have the right

marketing tools to reel in anglers. That's the idea behind the Recreational Boating

& Fishing Foundation’s (RBFF) States Initiative, which is taking the organization’s
pilot state efforts from the last eight years and creating a nationwide recruitment and retention program that all states
can use to help increase fishing license sales among lapsed anglers.

The States Initiative, which is slated for a spring 2008 rollout, is a big priority for RBFF because it not only will
increase participation in the sport, but also it will help generate funds for state agency conservation and management
programs.

“Our pilot state experience and partnerships have taught us what works and what doesn’t, and we know what we
need to do,” said RBFF President and CEO Frank Peterson. “This knowledge puts us squarely in position to develop
and deliver an effective recruitment and retention program that all states can use to increase fishing license sales.”

This summer, RBFF convened state marketing personnel and created a working group to discuss the challenges
facing state agencies in implementing marketing programs. The working group, which includes Association of Fish
and Wildlife Agencies (AFWA) Past President Ed Parker and state agency marketing staff from Colo., Fla., lowa, Ky.,
Ore., S.C. and Texas, examined the pilot state results and helped develop a how-to guide for state agencies to
successfully increase fishing license sales.

Since organizational, legal and technological infrastructure varies from state to state, RBFF and the Working Group
focused on a core program with variations to accommodate different local needs. A Direct Mail Marketing Kit was
developed that includes:
- Step-by-step instructions for planning, executing and managing a license-renewal campaign.

Materials based on RBFF’s national advertising campaign.

Three direct-mail templates with customizable photos and incentives.

Four proven direct-mail marketing strategies.

State agency case studies, best practices, research findings and support resources.

The preliminary product was introduced at the AFWA Annual Meeting in September and was so well-received that 42
states expressed interest in the program.

“This product, in my view, is the most important one to be developed since RBFF came into existence,” said lowa
DNR Fisheries Chief Marion Conover. “It will provide the know-how for states to stay and/or get engaged in fishing
license marketing. RBFF has brought marketing awareness to all the states...now let's get them engaged.”

RBFF would like to partner with as many as 30 state agencies to implement the program in 2008. RBFF’s
commitment includes:

Developing the Direct Mail Marketing Kit

Matching funds of up to $25,000 (minimum contribution of $15,000) to implement the program in 2008
License database analysis and Tapestry™ lifestyle segmentation data

Conducting program evaluation

Designating RBFF’s State Outreach Manager as the program point of contact

Dedicating staff time to provide guidance in implementing the program

Providing a peer state contact as a program mentor

Travel expenses for up to two people to attend the Marketing Workshop on Jan. 16-17, 2008 in Dallas
Three-year commitment to continue the program

National advertising campaign support

National consumer communications through public relations efforts and Web site

The state agency’s minimum criteria must include:
Electronic fishing license database
Minimum of one year of lapsed angler data
State funds of up to $25,000 (minimum contribution of $15,000) to implement the program in 2008
Designating a program point of contact
Dedicating staff time to implement the program
At least one person to attend RBFF’s Marketing Workshop on Jan. 16-17, 2008 in Dallas



Three-year commitment to continue the program

So far, Ark., Ind., lowa, Ky., La., Neb., N.C., Ore., S.C. and Texas have officially signed on to RBFF’s States Initiative.
The Kentucky Department of Fish and Wildlife (KDFW), the first state agency to confirm their participation, is eager to
get started.

“Our Department relies solely on license and boater registration fees and federal grants as a revenue source,” said
KDFW Commissioner Jon Gassett. “Our recent partnership with RBFF and their direct marketing efforts are an
excellent opportunity to maintain or increase our fishing license sales.”

The States Initiative has the potential to make a huge impact on fishing participation. If RBFF can engage 30 states to
each mail to 50,000 lapsed anglers and generate response rates in the range of the organization's pilot programs, it
could mean 375,000 new fishing licenses. At about $15.14 per license, that's $5.68 million for the states.

If you'd like to learn more about RBFF’s States Initiative, contact RBFF State Outreach Manager Stephanie Hussey

at shussey@rbff.org or (703) 778-5152.

ACI CONFERENCE UPDATE

ACI Heads to Nashville in 2008
By Dottie Head, Editor, The Balance Wheel

ACI will be heading to Nashville, Tenn. in July for the 2008 Annual Conference. Don King and the Tennessee Wildlife
Resources Agency are busy planning a great agenda. More information on theme and sessions will be announced in
future issues of TBW, so stay tuned!

The conference will be held July 14 — 18 at the Millennium Maxwell House Hotel in Nashville. The hotel is located a
few miles from downtown, but there are free shuttles to and from the airport, downtown and other locations. ACI has
secured a rate of $107 per night, which includes free parking. Don reports that the hotel has excellent (and air-
conditioned) facilities. A day at the Renaissance Center (a non-profit educational center that does multi-media
productions and helps the state produce its TV show “Tennessee’s Wild Side”) is also in the works and will include
meals, meeting and a variety of technically oriented sessions.

Those who have attended past conferences will note this year's conference has been shortened by a day, based on
input from a number of AClI members. The conference will now begin on a Monday afternoon and end on a Thursday
evening. It is hoped that this will help with travel budgets and allow additional people to attend. Even though we have
shortened the conference, the Millennium Maxwell house will extend the room rate on both sides of the conference.
Tennessee is putting together a variety of field trip opportunities, including a trip to the Grand Ole Opry on Friday,
July 19 for those who wish to extend their stay and enjoy all of Nashville’s entertainment and resource offerings.

Look for more information on the conference in future issues of TBW, but go ahead and get the dates on your
calendar today!

SKILL BUILDING

Seven Tips for an Effective Agency News Program
By Jim Low, Missouri Department of Conservation

To prove the old saw that “no good deed goes unpunished,” Balance Wheel Editor Dottie Head asked me to write
about developing an effective agency news program. The “crime” that earned me this sentence was sweeping ACI's
2006 print news competition.



Winning a contest proves only that the judges liked your work. However, other evidence suggests that All Outdoors,
the weekly news release package that | produce for the Missouri Department of Conservation, succeeds in getting
our news to the public.

All Outdoors is a weekly press release package consisting of three to six stories of about 500 words each. The stories
are accompanied by one or two photos, illustrations or graphics.

A one-month newspaper clipping survey in 2002 showed that the average All Outdoors story appeared in 31.3
newspapers with a combined circulation of 1.24 million. The average newspaper is read by 2.2 people, so our
material reaches a little more than 2.7 million readers each month. This is a general audience, not the narrowly
demographic slice of the population that we reach with our magazine and other publications that “preach to the choir.”

Here are seven tips for duplicating these results.
#1 HIRE PROFESSIONAL JOURNALISTS

The fundamental thing to remember about agency news programs is that they can succeed only with the active
participation of commercial news media. Our agencies don’t own printing presses or broadcast facilities. To get
access to those assets, we must provide the media a product — news — in a form they can use. To do this, there is no
substitute for real-life news experience, particularly at a daily newspaper.

Even top journalism schools cannot teach things like news judgment and dealing with sensitive issues. Those skills
take years to acquire. People who possess those skills can make covering your agency so easy for news media that
they can'’t afford not to use your material. People without news skills tend to produce bureaucratic junk that goes
straight into editors’ round files.

If you need help finding someone with bona fide news credentials, enlist the aid of your state press association or a
top-notch journalism programs like the ones at the University of Missouri-Columbia and Columbia University.

#2 MAKE THEM PARTNERS

A good news person will make your agency his “beat.” This means building trust and relationships with the rest of the
agency staff. You can speed up this process by impressing on biologists and administrators that your news people
are their best friends when it comes to handling — or even heading off — difficult management problems. Encourage
everyone in the agency to bring their good news and their public relations nightmares to your attention before their
phones start ringing and the mobile television truck raises its antenna outside their offices.

Also — and this is critical — teach them to come to your news staff with PEOPLE not PROGRAMS. If they have a new
quail-management incentive program they want to promote, they need to give us more than cost-share percentages
and application deadlines. To get the best coverage, we need human stories. News people have a saying — “People
are news.” Show us real people living our programs, and we can sell those programs.

#3 LET THEM DO WHAT THEY KNOW

Resist the temptation to muzzle your news staff. They know the pitfalls of playing games with the news media. Listen
to them when they counsel openness, rather than taking what feels like the easy way out and hiding dirty little
secrets. Remember Ben Franklin’s aphorism, “Three may keep a secret if two of them are dead.” Secrets always
come out. Let your communications professionals tell the story before someone less friendly to your cause tells it in a
way you won't like.

Besides personally respecting their judgment about tricky issues matters, be prepared to go to bat for them when
other divisions want to dictate news policy. | occasionally point out to fisheries biologists that they know as much
about managing news releases as | do about managing the fish. It makes as little sense for them to tell me how to
cover news as it would for me to tell them how to manage a lake.

Finally, don't fiddle with their writing. They know what news organizations want and the form the want it in. The more
you micromanage their work, the less it will look like news to editors, and the less print and air time it will get.

#4 RUN THEM OUT OF THE OFFICE

The most important thing that sets my winning contest entries apart from others’ is the drama and color gleaned from
doing things in real places with real people. Concrete details lend immediacy and interest to otherwise dull,



bureaucratic topics. FORCE your writers to travel to the sites of their stories, and they will bring back writing awards
in addition to expense vouchers.

#5 DON'T TURN THEM INTO SHILLS

Your news people are reporters. The willingness of news organizations to use their stories depends on their
perceived integrity. If someone above your pay grade decides to stonewall reporters or dissemble about something,
keep your news staff out of it. That is what you have lawyers and administrators for.

#6 BE RELIABLE AND INDISPENSABLE

If your releases are good news products and they unfailingly come out on schedule, newspapers, magazines and
radio and television stations will come to rely on them.

When reporters call for help with stories, photos or art, drop what you are doing and meet their needs. This shows
that you understand the demands of their work, and it will ingratiate you to them so they are more likely to call for
your side of stories before reporting them.

#7 CHANGE WITH THE TIMES

Technology can enhance your news efforts. Ten years ago, All Outdoors was distributed exclusively by mail. Now
it's 90 percent by Listserv. The shift has cut our expenses dramatically and reduced our reliance on commercial
media. Since we no longer have to spend money on printing and mailing, we can send our material to anyone who
signs up to receive it. We also post the material on our Web site.

Google Alerts — One way to find out what they're sa  ying about you in cyberspace
By Scott Ball, Florida Fish & Wildlife Conservation Commission

You know you're getting on in years when you start off more and more conversations with something like, “I
remember the way we used to do such-and-such.”

In this case | remember when the standard way to find out what the media were saying about our agency was to read
the major dailies in Florida, cut out stories that pertained to us, tape them on sheets of paper and circulate copies to
the bosses. | paid my dues by stopping at the newsstand each morning and picking up seven different Florida
papers for three of us to scan. Mondays meant lugging three days’ worth of each paper, and the Monday after
Thanksgiving was a hernia-in-waiting.

| also remember my car’s 8-track tape deck and getting out of the chair to change the TV channel (of which there
were only three), but | digress.

These days your agency probably subscribes to an online service that delivers a collection of digital news clippings
based on a set of keywords you provide. Some services cost more than others, and some are better than others. A
friend tipped me off about a free alert service from Google. It's far from the be-all, end-all, but it does find a few
items — especially blog entries — that the traditional online clipping services don't.

Signing up is simple. Go to www.google.com/alerts, and follow the prompts. For Search Terms, | simply entered my
agency’s name, so | get alerts only when we’re mentioned by name. But you can set yours according to whatever
you wish — likewise with Type (hews, blogs, video, etc.) and Frequency (as it happens, daily, weekly). You have to
provide your e-mail address, but | haven’t gotten any spam as a result. (Although that may be attributable to our IT
security measures.) You can't beat the price, and of course you can cancel whenever you want.

You kids today have it too easy!
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Like...Totally YouTube-ular
By Tim Smalley, Minnesota Department of Natural Resources

We have been allowing other states and agencies to use the water safety TV PSAs we have created for about 20
years. By now, over 35 states plus several federal agencies and organizations in Canada have used one or more of
our TV ads to promote boat and water (and ice) safety.

When we do a spot, | also make a generic version (no logos or ID at the end) so it's
easy for another state to add their own tag and logo at the end. Their only cost is for
the dub ($75 or so) and whatever it costs them to have their logo tagged at the end,
plus have it re-voiced, so they can deal with their own talent fee issues.

Here’s what happened in the past: a boat and water safety or I&E person from another

state sees one of our spots at a conference or perhaps just hears about them. They'd

contact me and ask if they could have a VHS (or DVD) copy of them so they review the

ads and perhaps use one or more in their state, or in the case of the Royal Life Saving Society and Ontario Provincial
Police — in Canada.

It was a bit of a pain to stop and make a VHS dub, (now a DVD) and mail it. Of course, there was usually some sort
of rush scenario involved (not of my doing!) so after the requisite amount of their whining, pleading and begging, I'd
drop everything to help them out.

Along came YouTube. Now, all | have to do is post all of our TV PSAs on YouTube. When someone contacts me
about using one of our ads, | send them a link to my playlist | created on YouTube that has 17 of our ads posted. |
have them pick which one(s) they wish to use. The link has a neat little picture that they just click on, which is a lot
easier than having them try to type the actual link URL which is the ungawdly mess of
www.youtube.com/view_play list?p=F6D12855AF23C803 - They then send me a signed request on agency
letterhead officially requesting use of whichever spot(s) they need. | fax them back a signed copyright release from
the State of Minnesota, giving them the right to use the ad and where to order the dubs.

Besides using YouTube simply to store our ads, | tag each spot with something that might make someone who is just
browsing videos, stop and watch. Tags like “funny”, “boating”, “crash”, “scary”, “accident” and so on will likely to be
picked up by a browser just surfing through You Tube. Why not? If | can get someone to watch a boating safety
message, | don't really care if they are from Minnesota, Montana or Madagascar for that matter. At least the water
safety message is getting out!

If you would like to see Tim Smalley’s boat and water safety ads, go to YouTube and search on “MN DNR PSA.”

Social Media in a State Agency
By Joseph M. Schaffer Jr., Texas Parks and Wildlife Department

There is a question that commonly arises nowadays: should social media be used in a state agency? It's the latest
buzz. It's the perfect “viral marketing” medium in this Web 2.0 world. It is a brave new world with many new and
exciting opportunities. But that said, it is important to do it smartly, or it could be ineffective or even counter-effective
to your efforts.

Some things to take into consideration include (but are not limited to):

Are there any legal implications that should be considered (such as accessibility, licensing agreements,

etc.)?

Are you comfortable giving up control of your content since many sites have a Terms of Service clause

giving them ownership of all things posted to their site?
There are a lot of websites cropping up out there that want to use your content in order to further
their own web traffic and revenue. They often request all your videos, audio files, or other content in
order to post ads next to them (or in them), thus generating ad dollars for their site. Not only do you
not get revenue, you might find your content next to a beer, tobacco or other advertiser you are not
comfortable with.



Can you live with the possibility that something you post might be reused, parodied, or vandalized with foul
comments and without permission?
For example, using a picture obtained from Flickr, Virgin Mobile was sued for using a young girls
picture without her consent. This picture was used in an embarrassing “renegade” advertisement
causing her to be deeply humiliated. Imagine the PR nightmare!

Is the time involved to execute the new media going to be time well spent as far as results?
For example, California DMV started posting traffic safety videos on YouTube about 7 months ago and
at the time of this article their most popular video had reached less than 10,000 people. The 2006
census showed that there were about 36,457,549 people living in California.

Who does the media reach?
Try to learn as much as you can about the demographics of the audience using the social media
applications you are considering. Make sure the media you use is reaching your target audience.

RSS is a highly flexible social media platform that reaches large audiences and thus far does not
appear to have many downside risks. It makes it possible for you to offer various types of content
from your own website. RSS feeds can even be embedded on other websites to dynamically put
your video, audio, or textual content on someone else’s website—keeping you in full control of your
content, while still putting it in the hands of many.

Twitter is another media platform that uses RSS. It's basically a mini-blog site in which you post
frequent short updates. This is the perfect medium as an “announcement engine.” Live Earth
implemented a perfect example. During their concert they gave regular updates via Twitter. Now
that the event is over they still update with various tidbits of ‘green’ information.

Using RSS based platforms such as iTunes, and other similar services, is another excellent way of
getting your information out by utilizing podcasting or vodcasting.

A huge benefit is that you get automatic access to a very large audience (estimates range from
70% to 90% of digital downloadable audio/video market share). iTunes even has a special section
specifically for government agencies. Podcasting pages are served in RSS and are customizable,
allowing you to link back to other sections on your site that may be of interest to your constituency.
This is a great way to expose them to other products, programs or initiatives they may not have
previously been aware of.

For a better understanding, it is helpful to try social media applications as a personal user. In addition to ones in this
article, you might want to check out: WordPress, del.icio.us, Digg, or use Google to search for other social media
sites.

Hopefully state agencies will make good use of these new social media opportunities and share with each other what
has been successful or what have turned out to be lessons learned.

Recommended reading on social media is the SEOmoz Social Media blog.

Article by Joe Schaffer, a promotional web administrator at Texas Parks and Wildlife Department. Joe invites
comments and dialogue on this topic from all ACI members.

— —— OTHER NEWS

ACI 2.0: Automated and up-to-date
By Jeff Eschler, AClI Webmaster



ACI recently hired Jeff Eschler as our new Webmaster. Welcome Jeff! Jeff will be taking over the transition of the
ACI Web site from its old location to our new Clubrunner-based site. Many thanks to Nancy Herron for the countless
hours she invested in ACI's Web site over the years. She passes the torch to Jeff with great delight!

As the Internet continues its trend toward user-generated content, ACI follows suit. The ACI Web site upgrade is
nearing completion. It now features a content management system that automates the updating process. Members
can log in to keep their contact information current, post comments in discussion forums, and add their own news
stories or articles.

The transition to the new site should be complete by December 31. | hope it will be a valuable tool to enhance your
communication with other AClI members. If you have any questions or comments about the site, please e-mail me at
jeffeschler@utah.gov.

Look for more information about how to update your agency'’s listing and other details on the new Web site in future
issues of TBW.

7~ A\ News of the Weird
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If you encounter bizarre headlines from your state that we can include in future issues of The
Balance Wheel, please send the story or a link to Dottie Head, TBW editor, at
dottiehead1@yahoo.com. A few caveats: 1) they must involve agency personnel and 2) they
should be humorous, but not tragic....in other words, nobody was seriously injured or killed. Enjoy!

Got Gator?
Submitted by Scott Ball, Florida Fish & Wildlife Conservation Commission

Florida seems to have a bit of a corner on the weird news market. Recently, a 21-year-old Florida man was charged
with possessing a dead alligator after he tried to sell meat and legs to an off-duty law enforcement officer. A flat tire
stopped him in his tracks after he tried to leave the scene.

Tyler Davidson walked into a towing business in Sneads, Fla. on a Friday afternoon and asked if anyone wanted to
buy some alligator meat or legs, said Lt. Stan Kirkland, spokesman for the Florida Fish and Wildlife Conservation
Commission (FWC). Davidson’s timing couldn’t have been worse, Kirkland said. Ben Johnson, an off-duty FWC
officer, was in the business when Davidson made the alleged offer.

It's a misdemeanor to possess an alligator in Florida without a permit, Kirkland said, but alligators can be bought
packaged from a licensed dealer.

Davidson backed out the door when someone told him Johnson worked for the FWC. Johnson followed Davidson
and called for backup. Several miles northwest of Sneads, Davidson’s truck got a flat tire, and he pulled over.
Johnson took Davidson into custody without incident. Officials reported they found marijuana in Davidson’s truck,
along with a .45-caliber semiautomatic handgun on the front seat. Johnson had noticed the gun in Davidson’s
waistband earlier, Kirkland said. Davidson was charged with illegal possession of an alligator, carrying a concealed
weapon and possession of less than 20 grams of marijuana, Kirkland said. The charges are misdemeanors.

Davidson told officials that he ran over the alligator, but Kirkland said officials could not tell if that was true because
the animal already was cut up. Officers found the reptile’s tail in Davidson’s mother’s refrigerator, Kirkland said.

Man Charged for Hitting Deer in Fast Food Parking L ot

More weird news from Florida! A Crestview man was charged with taking a deer by an illegal method after an FWC
officer learned that he had struck and killed a deer in the parking lot of a fast-food restaurant.

A witness reported seeing the man “intentionally” run over the deer, stop and look at it and then drive away. The
occupants of another truck at the same restaurant picked up the deer and drove away. The witness followed the
second truck and called in the complaint.



A woman in the home where the officers were headed heard her address on the scanner. The two individuals then
dumped the deer in a wooded area. When questioned by the officer, they first said they didn’t want the deer to be
wasted. Later, they gave the name of the individual who ran the animal over.

The deer was photographed as evidence. The two who took the deer were issued written warnings for willful and
wanton waste of wildlife.

“Goodbye. I love you!”
Submitted by Scott Pengelly, Minnesota Department of Natural Resources

Minnesota Conservation Officer Dustie Heaton received a phone call from a hunter who had questions about bear
licenses. At the end of the conversation, the hunter said, “Good bye. | love you!”

The terribly embarrassed hunter then stammered, “Oh my gosh, I'm so sorry. | always say that to my girlfriend at the
end of phone calls.”

UPCOMING EVENTS & DEADLINES

Teaming With Wildlife Fly-In Day, Feb. 26-27, 2008, Washington, D.C.

73" North American Wildlife and Natural Resources Conf  erence, March 25-29, 2008, Phoenix, Ariz.
International Boating and Water Safety Summit, April 16-19, 2008, San Diego, Calif.

64™ Annual Northeast Fish and Wildlife Conference, April 27-30, Galloway, N.J.

ACI Annual Conference, July 14-18, 2008, Millennium Maxwell House Hotel, Nashville, Tenn.

AFWA Annual Meeting , Sept. 7-12, 2008, Saratoga Springs, N.Y.

The Wildlife Society 15" Annual Conference, Nov. 8-12, 2008, Miami, Fla.
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RBFF Announces Collaborative Effort with ESPN Outdo ors

The Recreational Boating & Fishing Foundation (RBFF) recently announced a collaborative effort with
ESPNOutdoors.com that gives their Web site visitors direct access to the TakeMeFishing.org database of more than
11,000 places to boat and fish. RBFF, who created the database and TakeMeFishing.org Web site as a one-stop
resource for those seeking boating, fishing and conservation information, views the project as an important step
towards increasing participation.




"This project is very important because ESPN is enabling us to reach their audience and opening channels to
promote participation in the sport,” said RBFF President and CEO Frank Peterson. "This link helps us reach more
people with the 'How to' and 'Where to' information needed to plan a day on the water."

A new and improved TakeMeFishing.org was launched in April 2007 with an expanded ‘Where to Boat and Fish'
locator that identifies places to boat and fish in all 50 states and local information on Family Friendly Hot Spots. The
Web site, which has received more than 760,000 unique visitors since the re-launch, also offers visitors a wealth of
information on a variety of boating and fishing topics, including:

Convenient access facilities, such as launch ramps, marinas and fishing piers with maps that pinpoint their
location

Services including local weather, charter operators, boat sales and rentals, fishing retailers and bait and
tackle shops

Educational information including how to choose the right boat, where to take boating safety courses and
links to local fishing organizations

The Kids' Fishing Hall of Fame section where parents, grandparents and friends can share kids' fishing
experiences and photos with friends and family across the country and around the world.

A Note from Rachel Brittin

| wanted to take a moment to let you know that after more than three years, | am leaving my position at the
Association of Fish and Wildlife Agencies. | have accepted a new position as Outreach Program Specialist at the
National Oceanic and Atmospheric Administration (NOAA) for the National Marine Fisheries Service, Office of Habitat
Conservation - Restoration Center.

I have really enjoyed my time working at the Association and feel lucky to have had the opportunity to work with all of
you. Thank you for the support, guidance and encouragement that you have provided throughout the last few years. |
will truly miss all the friends I've made along the way, but hope that my new job will allow me to cross paths with you
often.

My new position at NOAA will focus on internal and external outreach and tracking legislative activities for Restoration
Center's programs, including work focused on coastal wetland planning, protection and restoration; national, regional

and community-based restoration efforts; damage assessment following oil spills, toxic releases and ship groundings;
and emerging restoration techniques and technologies.

After November, | hope you will stay in touch. | can be reached at my personal email address, rbrittin@gmail.com I'd
love to hear from you.

Jim Stewart Leaves RBFF

Jim Stewart recently left RBFF for a new position where he will be creating a national organization to support and
promote the growth of college angling. “It is an exciting start-up operation working with dedicated, talented and
committed individuals and a very rare professional opportunity that pairs my talents and skills with my passion. | look
forward to continuing to work with all of you in this new endeavor.” Good luck Jim!

Mark LaBarbera Leaves Minnesota DNR to Join Safari Club International

Mark LaBarbera has left his post as communications director for the Minnesota Department of Natural Resources to
join Safari Club International in Tucson, Arizona. In the newly created position of SCI marketing director, LaBarbera
will oversee all marketing operations for the worldwide organization and will be involved in other SCI operational
matters.



"We are all excited to have Mark join the SCI team, said SCI Executive Director John Eichinger. "We know his rich
background of experience will give a tremendous boost to SCI in accomplishing our mission and goals."

LaBarbera is the former senior vice president of the North American Membership Group and a co-founder of Wildlife
Forever and the Outdoor Heritage Education Center. He is a past president of the Outdoor Writers Association of
America and has served on the boards of many conservation and outdoor sports organizations.

The Minnesota DNR has not yet named his successor.

Kim Nix named I&E Chief for Alabama

Kim Nix has been named Information and Education Section Chief for the Alabama Department of Conservation and
Natural Resources. She has been with the department for six years and serves as editor of Outdoor Alabama
magazine. Kim replaces Jerry de Bin, who recently left the department for a job with Academy Sports & Outdoors.
Congratulations Kim!

Robin Thomas and Family Welcome Baby “Grace”

Grace Rachel Thomas was born on September 10, 2007, at 6:31 a.m. She weighed in at
7 Ibs even and was 20.5" long. Robin reports, “The first weeks were a major adjustment
for my husband, Brandon, and me, since it has been just him and me for the past 11
years. We do have a dog, but the frustrations we had training the pooch now seem
insignificant compared to the mountains of diapers we've changed.”

“She is smiling and making all sorts of cute sounds now; it just makes you melt,” says the proud mama. “l knew I'd
love her, but | wasn't prepared for how completely she'd fill my heart. And I'm finally starting to feel like a real person
again because she has started sleeping 6 hours at a time at night - thank goodness. Oh, oh! She went to her 2-
month check up this week. She gained 3 pounds and grew 3 inches.”

Congratulations Robin!

Liza Poinier and Family Welcome Baby “Elliott”

Liza Poinier, with the New Hampshire Fish and Game Department delivered Elliot Poinier
Clendenning on Nov. 30. He weighed 6 Ibs, 3 0z. and was 19” long! His proud daddy, Bruce
reports, “We think he is beautiful and perfect.” Liza is reportedly doing well and at home on
maternity leave. Congratulations Liza!

-END WINTER 2008 TBW ISSUE -



