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SECTION ONE

TREE LINE

“Life is a bit like climbing trees, crossing swing bridges, or 

mountaineering. Never look down.”

LOOK UP



PHOTO CREDIT: KRISSIE MASON
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SECTION ONE

It’s been a mad dash trying to pull this issue together.
Seems everyone has been traveling beyond the reach 
of cell towers and signals for two  months! Myself 
included. This is a good thing for the Spirit of course, 
but challenging when trying to meet a deadline, or 
gather content! In addition, our summer calendars are  
jammed with events, meetings, reunions, and over-due 
deliverables. And yet this issue of HORIZONS is com-
plete and here we  are on the verge of  the 2017 annual 
conference. Y EAH!

As a native Minnesotan and a frequenter of the U.S./
Canadian border waters I’m looking forward to time 
spent enjoying the recreational and sporting opport-
nities that Joe Henry and crew have awaiting at Des-
tination: Lake of the Woods. It certainly appears that 
between the LOTW Tourism Board, generous spon-
sors, Learn It  presentations, and combined Corporate/
CVB Super Break Out event we are in for a smashing 
conference! (Add to that the Awards in Craft, campfire 
sing-a-longs under the stars, and late night hospitality 
opportunities and well, some may never go home! You 
know who you are.)

Content creation opportunities to benefit our hosts 
and corporate members will be plentiful while recon- 
noitering and connecting with colleagues. As a matter 
of fact, I hope to see some contributions in the next 
HORIZONS! 

For a perspective on how to leverage the social media 
platforms while in attendance, maybe gaining eyeballs 
and engagement as you land a whopper walleye, check 
out the article entitled, “It’s Social Hour. Don’t Sit in 
the Corner” on page 16 by my friend and guest contrib-
utor, Josh Dahlke.

Then, on page 22, Barb Carey shares first-hand how 
putting down the note pad and picking up her iPhone 
allowed instantaneous, on-the-fly content creation as 
she explored Greenbay during a recent Writer’s Camp.

Looking to price, pitch, and place content with a more 
thoughtful approach to your craft? Steve Griffin has 
penned a super Craft Improvement piece that may 
prove helpful pre- and post- conference. Be sure to 
check out his contemplative plan starting on page 12. 
Thank you for another excellent piece, Steve!

For many, Lake of the Woods is all about monster wall- 
eyes and ferocious muskellunge. But, as we heard from 
Joe in the last issue, there is so much more. Grouse 
hunting for example! For those who venture beyond 
the lake and into the woods, I’ve included a recipe for  
smoked ruffed grouse breast that is off the hook! So 
easy, and super delicious. You’ll find it on page  26.

In this issue we also get to welcome many new mem-
bers to our ranks. We sincerely are so pleased you have 
chosen to join us and hope we get a chance to meet you 
at the conference in September. (See page 32.)

As  always, thank you so much for reading HORI-
ZONS. Please consider contributing. We truly want to 
hear from you.

See you in September!

Be well, km-
krissie@scratchandholler.com

EDITORS MESSAGE |  KRISSIE MASON
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PRESIDENTS MESSAGE |  BRANDON BUTLER

PHOTO COURTESY OF BRANDON BUTLER

Joe Henry, the Executive Director of Tourism for Lake of 
the Woods and chief architect of our upcoming annu-
al conference, and I were discussing the details of my 
President’s Reception. I told him I wanted two things: 
an open bar and a lakeside walleye fish fry. He tried to 
negate my idea (not about the bar of course) by inform-
ing me we’re having fried walleye the next night at the 
welcome reception. I told him that’s great news and if 

he really wants to make me happy, he’ll figure out how 
to serve fried walleye on Tuesday, too. 

The Annual AGLOW Conference is hands 
down one of my favorite weeks of the year. It’s 
part business, part outdoor adventure and part 
family reunion. 

You see old friends and make new ones, and certainly 
leave with numerous business leads that may pay divi-
dends for years to come. You experience the culture of 
the place you’re visiting. Lake of the Woods is the Wall-
eye Capital of the World. Hence the doubling down on 
fried walleye, which is not a regular staple of Missouri 
cuisine. 

This is the event that ties all the reasons you 

“...I can hit a golf ball into Canada from the boat dock. 
If you don’t believe me, bring a driver and a $20 bill.“

PHOTO COURTESY OF JOE HENRY
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SECTION ONE

belong to AGLOW together. If you want to 
make the most of your membership, then you 
must attend the annual conference. 

My first AGLOW conference was in Ashland, Wiscon-
sin in 2010 and I have not missed one since. This means 
I wasn’t at the 2008 Lake of the Woods conference, but 
I believe the fact we are returning only nine years later 
speaks volumes about the quality of the destination. 
I’ve heard tell the 2008 conference was one of the best 
in memory for many.

 I hope when September 30th rolls around, and 
members are dispersing to homes across the 
country, the new narrative is the 2017 Lake of 
the Woods conference was the best anyone can 
remember, and boy are we set up for success. 

First of all, the location of this year’s conference is 
astounding. Sportsman’s Lodge sits right on the shore 
of the Rainy River. I can hit a golf ball into Canada 
from the boat dock. If you don’t believe me, bring a 
driver and a $20 bill. It’s a remote location and a little 
hard to get to, but isn’t that what we outdoor com-
municators like? I know I do. I want to be able to step 
outside my door and start fishing, and that’s the cast at 
this conference site. There are plenty of other outdoor 
opportunities, as opportunities for hunting, paddling, 
hiking, birding and more abound in the region. You’re 
not stuck in some city convention center. You’re in 
a wilderness setting surrounded by people who love 
wilderness settings. 

I belong to a number of outdoor communicator 
organizations and people often ask me to ex-
plain why. I tell them all of these groups have 
strong suits and all offer great reasons to join. 
The return on investment of each of my many 
memberships is positive. But AGLOW is my 
favorite. And it is because more so than any 
other outdoor communicator organization, we 
spend time doing things outdoors. Seems sim-
ple, but is overlooked by most others.
 

Breakout Day, Shooting Day, Learn It Sessions, 
Awards-in-Craft, A Day in the Field and hospitality 
nights, oh the hospitality nights where Lesmeister 
shines. These activities make the annual conference a 
must attend event. But really, more than anything, it’s 
the people. The members of this organization love the 
outdoors and love sharing the outdoors through words, 
photographs, videos, radio, art and other forms of com-
munication. So if you have been waffling on whether 
or not to attend, choose yes, and register today. Who 
knows, you may even get to see Pat Kalmerton in a 
dress…again.

See you down the trail.

BB-



PHOTO CREDIT: KRISSIE MASON

“These are outdoor communicators. You must get them 
outdoors if you want them to produce content. More 

opportunities in the field leads to more opportunities 
for storylines, photos, etc.”
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The 2017 AGLOW annual conference is right at our 
doorstep and it is my favorite time of year.  The plan-
ning and logistics can get a little hectic but just seeing 
my AGLOW family makes it all worth while.  People 
ask me all the time “What makes AGLOW so special?”.  
Truth is, I don’t know exactly what it is.  I just know 
that I am not the first, and likely will not be the last, to 
refer to it as my AGLOW family.

Regarding the conference, in direct response to the 
survey that I sent out after the 2016 conference, there 
are some significant changes.  Most noticeable is that 
there are opportunities to be out in the field every 
day of the conference.  The reason for this is twofold.  
First, it allows opportunities for fishing and hunting to 
more members that are in attendance. The second, and 
perhaps most important, is to get more media produced 
about the host area.  The host CVB of any given con-
ference has hundreds of hours and thousands of dollars 
invested in hosting our event and they expect, right-
fully, to see some return in the form of media exposure 
which promotes their area.  The small amount paid for 
the registration fee to attend doesn’t even come close to 
covering the meals, not to mention cocktail receptions, 
speakers, hunting and fishing trips, other excursions 
afield, and transportation to and from the various 
events.  This is the number one topic of conversation 
when I am recruiting a CVB member to bid a confer-
ence “How much media exposure can I expect from 
hosting this event?”  My answer to that, every time, is 
that these are outdoor communicators, you must get 
them “outdoors” if you want them to produce.  More 
opportunities in the field leads to more opportunities 

for storylines, photos, etc.

Another significant change with this conference is an 
emphasis on electronic communications.  Like it or not, 
the world of outdoor communications has changed, 
and is still changing.  The foundation of our member-
ship used to be writers who wrote for newspapers and 
magazines.  Those folks have not become extinct, but 
are surely on the “endangered species” list.  At the very 
least a working understanding facebook, twitter, and 
instagram (to name a few), blogging, podcasting and 
producing written, audio and video content specifically 
designed to be distributed on the internet is a must.  
There are a variety of sessions being offered throughout 
the conference to achieve a better understanding of 
these outlets for both beginners and more advanced us-
ers.  You will notice that the sessions have been spaced 
over the entire conference rather than all in one day.

Also in response to the survey returns, the Corporate 
and Tourism Break-Out days have been combined and 
moved to Thursday afternoon.  This has been done to 
boost the attendance at both events.  Real Avid will 
once again host an open bar during the Break-Out and 
that no doubt will not hurt attendance.  This will also 
afford the opportunity for the Corporate and Tourism 
members to attend the auction, as it will immediately 
follow the Break-Out Day. 

It is not too late to register, but I really wish you would 
do it already! 

‡‡‡

EXECUTIVE DIRECTORS MESSAGE |  MARK C.  SMITH

PHOTO COURTESY OF MARK C SMITH
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SECTION TWO

BIG MOUNTAIN 
DREAMING

“Stay close to anything that makes you feel you are glad to be alive. 

Plant the seeds for a sustainable future. Connect, respect and listen 

to nature, for nature is our greatest teacher”

KEEP CLIMBING
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Craft Improvement Committee chair Mike Schoonfeld 
posed an interesting question to me: 

“How do you establish the amount for which 
you are willing to work?”

Not, How do you find markets that pay decent fees? 
Get your mainstay markets to pay more? Expand your 
base of markets?

No, this question is between me and me: 
When is it worthwhile to sit down at the 
keyboard (or pick up the mic, or still or vid-
eo camera)? And when is it not?

It’s a bedrock question we don’t consider often enough, 
particularly the full-timer freelancer.

For much of my career, I’ve done whatever work was 

offered me, a bag of groceries at a time. For newspapers 
I’ve covered speedskating races, pipe-smoking contests, 
plastic-surgeon services, oil-well fires, new-business 
openings and things just as odd or odder, all to keep 
the wolf from the door. 

I wrote for any magazine that gave me a 
go-ahead, even if (when) getting paid was 
harder work than writing the story.

With the backing of school-teaching wife and de-
spite some utility turn-off notices and some insuffi-
cient-funds-check fees, it worked, mostly, but the pace 
was wearying.

Then, teaching a magazine and feature writing course as 
an adjunct instructor in Central Michigan University’s 
Journalism Department (one of several income-sweet-
eners through the years, I did the math. Ostensibly a 

MAGIC NUMBERS by Steve Griffin

“I’ve covered speedskating races, pipe-smoking contests, plastic-
surgeon services, oil-well fires, new-business openings and things just 
as odd or odder, all to keep the wolf from the door. ” 

PHOTO CREDIT: STEVE GRIFFIN



PHOTO CREDIT: KRISSIE MASON

PHOTO CREDIT:  MACFORMAT MAGAZINE
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SECTION TWO

lesson for my students, it changed my view of the busi-
ness. I’ve updated some of the numbers here.

The U.S. Census Bureau says that in 2017, median in-
dividual annual income in the U.S. was about $46,000. 
To make the math easy, let’s bump it to $50,000, and 
figure we’re worth it.

Year in and year out, my schedule C (Profit 
or Loss from Business or Profession) shows 
my profit at about one-half of my sales, 
after deducting the expenses of running my 
business and producing stories. (I keep clean 
books, and passed a four-hour IRS audit-
from-hell.)

If my net income target is $50,000, that means selling 
$100,000 worth of work. Five days a week, 50 weeks 
a year. That’s 250 work days, and each needs $400 in 
sales. Plan, research, travel, draft, refine, sell, file and 
collect. Do it again tomorrow, and the next day. Not all 
those steps on a single article in a single day, of course, 
but at year’s end, have done it all.

Taking on a $200 magazine story? If you’re 
aiming to net $50,000 a year, you’d better 
be able to write it and another today -- and 
do it again tomorrow, and the day after. It 
could take four or more newspaper stories 
per day to hit the mark.

Maybe you can do it. I can’t.

Frankly, I adjusted my expectations, lowering my in-
come aim in exchange for a lifestyle I love. 

At the same time, I’m no longer bot-
tom-feeding. I’ve established reasonable 
income standards, a daily production num-
ber, and I honor it as best I can. I plot a 
proposed project against that number and, if 
it doesn’t measure up, I take a nap, play the 
tuba, or go fishing. 

I’m fairly skeptical of far-flung adventures. I can 
almost always sell more stories – and inevitably net 
more money -- by staying home.

Yes, I do take some trips because they sound 
like fun, and take on a few g igs below my 
self-assigned hourly rate just because they 
appeal to me. Some for free, even -- like this 
one.

I’ve also found some other sources of writing work for 
which I bill an hourly amount, which is very comfort-
able

And to be frank, my energy and interest levels are de-
clining gracefully, in an arc similar to that of the print 
media industry.

But a funny thing happened as I turned 
down some work that didn’t clear the bar: 
My overall sales didn’t sag much. Instead, 
I’ve found myself more refreshed, better able 
to propose, undertake and complete my ‘good 
work,’ and maybe even explore some new 
areas for sales.

Larry Kirwan, founder of the recently disbanded Celtic 
rock band Black 47, was asked what advice he would 
offer someone aiming to get into the music business. 
“The very first thing is find a trade or a job that will 
pay you $300 a day,” said the New Yorker. “Then, use 
whatever time you have left in the day and weekends to 
work on music.” 

That’s probably not bad advice for a writer, either.

Otherwise, fulltime or part-time, set your income goal. 
Double it for a sales target. Divide it by days or hours, 
and test projects against it. Turn down bad assign-
ments. And get to work.
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Old Man Print is still trudging up the media moun-
tain, but his Social cousin continues to reach new 
heights at an effortless stride. In this race to the top, 
modern content producers—young and old—need to 
realize we’re all on the same team. And everyone has 
the fortitude to go home with a trophy. 

“It’s not what you know, it’s who you know.” That 
adage will never lose its relevance. In personal life and 
in business, fruitful relationships are almost always the 
key to growth and success. It’s rare that any person or 
endeavor makes a memorable mark without the support 
of someone else. For those of us in the business of writ-
ing headlines (or subject lines, or video titles, or posts), 
it’s a relationship with our audience that matters most. 

Without eyeballs and engagement we go 
extinct. So unless you want to join the di-
nosaurs at the spa for a meteor shower and 
a long nap, you’d better learn how to reach 

your audience via social media.  

SOCIAL MEDIA ISN’T CHILD’S PLAY
 
Like. Share. Emoji this. Meme that. It’s easy to glance 
at the surface of social media and giggle or grimace 
with disdain. Many of us did the same thing when we 
listened to the squealing tones of a dial-up Internet 
connection during the early 1990s. Laughter among 
traditional media outlets and media professionals 
quickly turned into panic as many struggled to accept 
the fact that the World Wide Web—and its exponential-
ly exploding audience—was on a fast track to become 
the dominant platform upon which information and 
entertainment would be served and consumed.  
 
The sophistication of dot coms escalated rapidly, soon 
giving our audience venues to provide immediate 
feedback and exchange meaningful dialogue—message 
boards and forums being a couple of the first “social 
media” platforms. Following the inauguration of social 

“...unless you want to join the dinosaurs at the spa for a meteor shower...
you’d better learn how to reach your audience via social media. ”

PHOTO COURTESY OF  JOSH DAHLKE

IT ’S SOCIAL HOUR.
DON’T SIT IN THE CORNER

by Josh Dahlke
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media came accessibility to Web development, allow-
ing any average Joe or Josie to build a website and … 
become a publisher! Fast-forward to 2017 and now 
everyone can be an “expert” in any given vertical if they 
own a website and gain a following on Facebook. 
This phenomenon can be disturbing, dejecting and 
disenchanting to card-carrying members of the “real” 
media. But the only way to fight the good fight of pro-
fessional content dissemination is to fight smarter, and 
that means going social. 

LEARN THE PLATFORM, BE YOURSELF

Dip your toes into social media by starting with one 
platform. If you have a knack for the written word, 
break the ice with Facebook. Photography is your 
thing? Sign up for Instagram. Videos are your strong 
suit? Get a YouTube channel. 

Once you’ve signed up, it’s time to get to work—and 
it is work. I see so many folks get discouraged because 
they start a social media account, post some content—
often very high-quality content—and then expect a 
hungry audience will come running. Not so fast. You 
can only leverage these platforms to their full potential 
by researching their tools (free and paid, internal and 
third-party) and becoming proficient in manipulation 
of the platform. 

Need me to draw a tangible parallel? OK: Writing 
consistently compelling headlines and ledes in print 
will attract and retain a loyal readership—people who 
will look for your byline every time they drop a nickel 
on your pub. It’s much the same on a platform such as 
Facebook, where posting valuable, eye-catching, timely, 
unique information or entertainment is essential. Every 
once in a while those tidbits go viral.  

However, social media requires you to take 
it a step further—you must be an active 
member of the community, participate in 
conversation, and be personable. 

On top of that, you need to dissect the science of 
the platform and discover how to push your content 
without being too pushy. Watch some of the top social 

dogs and pay attention to their moves, because at least a 
good fraction of their moves will be calculated; they’ve 
already become masters of the game. 
 
Most importantly, be authentic and stay 
humble. When you decide to open up the 
social media curtain—whether you’re well 
dressed or comfortably naked—just be your-
self. The social community can smell a fraud 
faster than you can click “Like.” Your genu-
ine voice is everything. 
 
Wait a minute. You were expecting me to reveal the 
“secret tricks” of being a social media savant? Sorry, 
there’s no magic bullet. Just like your degree in jour-
nalism or communications, or your hard-won success 
as a freelancer who clawed your way onto a masthead, 
your skills and rep in social also need to be earned. It’s 
all within reach. Without naming names, I’ve watched 
a number of old-school outdoor writers dive headfirst 
into social media without the first clue of how to “do 
it,” and now they command some of the biggest and 
most qualified followings in their respective niches. 
They got there by adhering to another timeless adage: 
Strap on your boots and go to work.

-Josh Dahlke is Vice President of Operations and Content for Scout-
Look—a mobile app provider and content producer catering to hunters 
and anglers. He’s a freelance contributor to several national hunting 
publications, and also host of an online hunting film series called 
THE HUNGER. When his three freezers aren’t full of wild game, he 
suffers from anxiety and depression. ###

PHOTO CREDIT: KRISSIE MASON
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come join Us at

Lake of the woods
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SECTION THREE

GO EXPLORE
“Without wilderness, we will eventually lose the capacity to 

understand America. Our drive, our ruggedness, our unquenchable 

optimism and zeal and elan go back to the challenges of the raging 

seas and untrammeled wilderness..”

BE CHALLENGED
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Recently, I attended the AGLOW  “Writers Camp” in 
Green Bay, WI. Our host was Brenda Krainik, Director 
of Marketing for the Greater Green Bay Convention & 
Visitors Bureau. Corporate sponsors included Yakima 
Baits, St Croix Rods, and Wolf Pack Adventures.

Writers Camps are a new format for AGLOW. They 
have replaced the “Cast and Blast” events that had been 
offered for several years. Having previously attended 
Cast and Blasts, I was intrigued about this new concept, 
and was honored to be invited

A common theme with recent conversations in 
AGLOW and throughout the corporate world is return 
on investment. The ability to produce instant, on-the-
fly content is critical.  Tracking views and having tangi-
ble numbers available that count impressions and clicks 
has been a way for corporate sponsors to get feedback 
on their ROI. 

Sure, we can provide print media circulation numbers, 
but we can’t know for sure who is reading and who 
is lining the cat box with our work. Print is still very 
important though, and long-term numbers sell them-

WRITER’S CAMP: 
GREENBAY

Story & Photos by Barb Carey

“We can provide print media circulation numbers, but we 
can’t know for sure who is reading and who is lining 
the cat box with our work.”
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selves. For example, when Paul Smith is in the area, we 
all know that anyone mentioned in his article has the 
benefit of excellent work, both in story telling, photog-
raphy, and the reach one of the more popular newspa-
pers in the Midwest. I will never be as skilled as Paul, so 
I try to earn my keep in other ways.

I came on the trip not with a note pad, but with 
an iPhone. We stayed at the Quality Inn and Suites 
Downtown, and the first night we were treated to a 
dinner at Mackinaw’s Grill and Spirits. It was a very 
nice place and for me it was a real treat as I rarely eat at 
nice places. One of the first things I did was check in 
on Facebook to let my social media contacts know. That 
quick and easy check-in created conversations including 
comments of their positive dining experiences at the 
place, and some shared great memories of time spent 
at Mackinaw’s.  Those that had never been there, asked 
questions. I followed up my  check-in with comments 
about what I had for dinner and how the food was 
delicious.

Following the dinner, I went to the Yelp website and 
gave reviews on the restaurant. I had so many nice 
things to say and I am sure it is no coincidence, as Bren-
da chose a quality venue. 

The next two days, we fished with Wolf Pack Adven-
tures. Using my iPhone, I videoed footage of us catch-
ing fish with St Croix Rods and using Yakima Tackle. 
We were having fun; using rain gear in a bad storm, and 

sharing a lot of excitement with future customers. I 
was able to showcase some great videos with the Yakima 
Baits and learned alot more about their products. I am 
lucky, as my passion for fishing made me a great candi-
date for seeing their products. I can honestly say that 
as a result of this experience I am very excited to add 
Yakima Baits to my tackle box.

One of the goals that Brenda wanted to accomplish was 
to have Green Bay recognized as a great fishing destina-
tion, and not just the Packers football team. The funny 
thing is, I only thought of Green Bay for its fishing. 
That being said we did go to the 1919 Restaurant locat-
ed at Lambeau Field. I was impressed beyond belief. 
I am still telling people about the great food, and the 
impromptu tour of Lambeau Field has made me want 
to go to a Packer Game. 
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I continued to use check-ins and social media over the 
course of the days we spent in Green Bay; live Facebook 
videos, videos to post later, restaurant reviews, photos, 
hash tags and tweets. One video had over 5000 views 
before we left. Within two weeks, Wolf Pack Adven-
tures had three boats that had booked charters based 
on my recommendation. Paul Smith’s article in the 
Milwaukee Journal Sentinel paper was released within 
one week. 

We live in a day of instant, brief, and repeated interac-
tions with fans, followers, and consumers. One person 
can reach thousands with a few clicks of a cell phone. 
I will continue to share information about Green Bay 
as a quality-fishing venue. I gave feedback to Brenda 
on how hotels in the area can better market to anglers 
by advertising boat parking and a place to plug in your 
boat.

As a professional promoter, I have the ben-
efit of multiple facebook pages and partners 
to share dig ital media with that have an 
extended reach. I found a way for me to con-
tribute, even thought my writing is not as 
skilled as Kristen Monroe, or Paul Smiths. 
I know my photos aren’t as good as Gary 
Nski’s .  But, I do have a reach, I can gen-
erate g reat content, and I know how to get 
it in front of the consumers. Once I stopped 
trying to do what other media professionals 
were doing, and just focused on what I was 
good at, my results improved dramatically. 

Each person has to find their own way to produce 
content, deliver it to consumers, and have it benefit 
our host. If you can do that, it is a win win. Even small 
things do not go unnoticed. We all received a goodie 
bag when we arrived. One of the items in there was 
some artisan soap by the Long Rifle Soap Company. 
I was sure to go to their facebook page and send them 
a message thanking them. I then posted a link to their 
page and told my social media platforms about their 
business and what a great gift idea it would be for 
someone. Those little things, made a big difference.

‡‡‡
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The Lake of the Woods area of Northern Minnesota 
holds both promise and providence for any sporting 
chef’s table. From the thousands of acres of grouse 
filled public forests to the abundant comestibles of 
field, lake, and stream one can welcome guests to a wild 
table set with plates sure to intice all sorts of adventur-
ers.  

Though the mention of Lake of the Woods, (LOTW), 
may not immediately cause the mind to leap to 
upland bird hunting, it could. Last year a brace of ruff-
ies found their way to my wild pantry via friends who 
hunted the area.  My dilema was how to cook, and what 
bottle of wine to pair? (So stressful, right?) 

I had read about an small-batch venison and upland 

bird charcuterie in  rural Scotland that smoked birds.  
It sounded like a great way to prepare my LOTW ruff-
ies.

Unlike many wild game cooks, I am late to 
smoking meats. Mostly because I thought 
only a log burning, welded steel behemoth 
from Texas was capable of producing the 
slobbery delicious results that would satisfy 
a discerning smoked meat eater. 

I also assumed it was going to be difficult. As many of 
you will attest, I was wrong on both points. Regardless, 
it was time for me to venture into smoked charcuterie. 
Though I lacked experience, it did nothing to curb my 

SMOKED GROUSE BREAST

“ . . .the to-die-for outer bark and the succulent, moist, 
smoky depth that permeates the meat...has me googly 
eyed for my Bradley.”

Recipe & Photos
by Krissie Mason
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enthusiasm, nor impede the delicious dishes I’ve been 
able to produce ever since.

My garage space is limited and I typically work with 
sub-primal cuts of meat, or game birds, so I needed a 
smoker that was portable, easy to use, and yet delivered 
competition results. After a fair amont of research, 
and asking hunting, fishing, and culinary friends, I 
found myself with a Bradley 4 rack digital smoker.  It’s 
ease of use, built in temperature set, digital smoke and 
temperature timers, small footprint, variety of wood 
bisquettes, (including premium blends that are the 
wood equivalent of craft beer), have turned me into a 
chain smoker! But mostly, it is the to-die-for outer bark 
and the succulent, moist, smoky depth that permeates 
the meat that really has me googly eyed for my Bradley.

For each breast you’ll need:

1 teaspoon Morton’s Tender Quick Curing Salt
1 thick cut slice of streaky bacon
2 sprigs fresh rosemary

Method:

1. Sprinkle each breast and underside with the 
curing salt and massage into the meat for about 
30 seconds. 

2. Wrap the breasts tightly in plastic wrap, or vac-
uum seal. Allow to cure for 2-4 hours.

3. Rinse and dry the breast. Lay the two sprigs of 
rosemary on the breast and wrap with bacon. 

4. Place into a smoking smoker that is preheated 
to 220 degrees.

5. Cook for approximately 45-60 minutes depend-
ing on heat regulation.

6. Remove and cover with foil for 10 minutes to 
allow juices to be taken back up into the meat.

Far and away my this has been my favorite smoked wild 
game charcuterie so far. It turned out great:  delicate, 
moist and tender with a flavorful soft Maple smoke. 
Slice and eat it right off the smoker, or reserve for other 
recipes like a smoked grouse crostini topped with goat 
cheese, arugula, toasted pecans, and blackberry reduc-
tion. Nom, nom!
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TEND THE FIRE

“Live in each season as it passes; breathe the air, drink the drink, 

eat the meat, taste the fruit, 

and resign yourself to the influence of the earth.”

STAY PRESENT
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A warm welcome to our newest members. We 
are so happy you’ve joined us!

CONSERVATION/NON-PROFIT MEMBERS:

Michigan United Conservation Clubs: Contact: Daniel 
Eichinger, PO Box 30235, Lansing, MI  48909. Web: 
www.mucc.org.  Referred by Brandon Butler

Conservation Federation of Missouri.  Contact: Bran-
don Butler, 728 West Main St., Jefferson, MO  65248.  
Web: www.confedmo.org. 

CORPORATE MEMBERS:

TR Imports.  Contact: Austin Cole, 5770 Park Vista 
Circle, Suite 104, Fort Worth, TX  76244.  Web:  www.
trimports.com.  Referred by Brian Smith.

Flir Systems, Inc., Contact: Haley Ellison, 27700 SW 
Parkway Av., Wilsonville, OR  97070.  Web:  www.flir.
com.  Referred by Josh Lantz.

Johnson Outdoors Marine (Humminbird, Minn Kota, 
Cannon): Contact: Heather Miller, 440 Wells St., Suite 
103, Delafield, WI  53018.  Web: www.humminbird.com 
& www.minnkotamotors.com.  

GRAB A CUP. STAY AWHILE

photo credit @kylepeyton
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ACTIVE MEDIA MEMBERS:

Robert Halver: Grand Rapids, MN. NFLCC Magazine, 
ORCA Magazine, Whitefish Press.

Derek Sigler: Manton, MI. Full Time Outdoor Com-
municator. Expertise: Magazine, Photography, Web and 
Public Relations.  Outdoor Hub, Petersen’s Hunting, 
Wheels Afield, Game & Fish, North American White-
tail, ATV.com, Snowblower.com, UTV Planet, Success-
ful Farming.

Kevin Wright: Canton, IL. Full Time Outdoor Commu-
nicator.  Newspaper, Magazine, Photography.  Canton 
Daily Ledger, Fur-Fish-Game, Adventure Sports Out-
doors, Midwest Outdoors, American Trapper, Upland 
Almanac, Countrylife.net, Homestead.org, Illinois 
Country Living.

Ben Gruber: Auburndale, WI.  Part Time Outdoor 
Communicator.  Newspaper, Magazine, Web.  Hub 
City Times (Marshfield, WI), On Wiconsin Outdoors, 
The Country Today, Wisconsin Natural Resources.

Kent Weil:  Springfield, IL. Part Time Outdoor Com-
municator.  Magazine, Photography, Trade Journals.  
American Trapper, Fur Taker’s Magazine, Illinois Out-
door News, Michigan Outdoor News, Ohio Outdoor 
News, Wisconsin Outdoor News, Minnesota Outdoor 
News, Trapper’s Post.  Referred by Kristen Monroe

Bill Sherck:  Minneapolis, MN.  Toyota “Going Places” 
Scholarship Recipient.  Full Time Outdoor Commu-
nicator.  Magazine, Television, Web.  NBC, History 
Channel, Fox Sports North/Wisconsin, Outdoor Chan-
nel, Sportsman Channel, KARE 11, ESPN, NBC Sports.  
Referred by Tim Lesmeister.

Cynthya Porter: Winona, MN. Toyota “Going Places” 
Scholarship Recipient.  Award winning freelance writer 
and photographer specializing in travel 

Joe Albert:  Bloomington, MN.  Toyota “Going Places” 
Scholarship Recipient.  Freelance Outdoor Writer and 
Book Author

Paul Wait: New London, WI.  Full Time Outdoor 
Communicator.  Magazine, Photography, Web, Public 
Relations, Video.  Delta Waterfowl Magazine, Deltawa-
terfowl.org.  Referred by Jeff Helsdon.

Jim Servi: Athens, WI.  Part Time Outdoor Commu-
nicator.  Magazine, Photography, Web.  On Wisconsin 
Outdoors, The Business News, Wisconsin Outdoor 
News, Merril Foto News, Wausau Daily Herald, Trap-
per and Predator Caller.Radio, Television, Web, Books, 
DVD’s.  Concealed Carry Magazine, B-Metro BLOGS, 
Pacifiers & Peacemakers on USCCA Blog, GunBlog 
Variety Cast TV/Radio, Armed American Radio, NRA 
TV Youtube, USCCA channel, Scholastic Shooting 
Sprts Foundation, Women’s Pistol and Self-Defense 
Fundamentals, How to Choose Your concealed Carry 
Handgun, How to Safely & Discreetly Carry Your Fire-
arm, Situational Awareness: How to Not Look Like a 
Victim, Kids & Guns: Your How-To Guide to Keeping 
Children Safe Around Firearms.  Referred by Kevin 
Michalowski. 

Matt Soberg:  Baxter, MN.  Full Time Outdoor Com-
municator.  Magazine.  Ruffed Grouse Society Maga-
zine, Covey Rise Magazine, Upland Almanac, Minne-
sota Sporting Journal, AGLOW Horizons.  Referred by 
Krissie Mason.

Timothy Traver:  Taftsville, VT.  Full Time Outdoor 
Communicator.  Newspaper, Magazine, Books, Lec-
tures, Gov. Info/Education, Consultant to U.S. Nation-
al Parks. Vermont Woodlands Magazine, Orion Mag-
azine, MA Audubon Magazine, Wisconsin Outdoor 
News, Valley News (CT), Cape Cod Times, Falmouth 
Enterprise, Providence Journal, Chelsea Green Pub-
lishing, Vermont Digger, Upper Valley Magazine, Kids 
Stuff, Appalacia Magazine, The Outside Story.  Re-
ferred by Dan Small.

Student Media Members:

James Pann (Student) Grand Marais, MI. North Ameri-
can School of Outdoor Writing.

‡‡‡
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Lake of the Woods is a hunting and fishing mecca.  In 
addition, there are many other activities for the out-
door adventurer.  We are happy to offer a variety of 
trips both before and after this year’s conference to 
media.  

If you have an activity in mind not listed or if you 
would prefer to set something up during another 
season, please feel free to reach out to Joe Henry with 
Lake of the Woods Tourism.  

1. Walleye Fishing aboard a Lake of the Woods 
Charter.  Experience firsthand why Lake of the 
Woods is The Walleye Capital of the World.  
Climb aboard one of our resort charter boats 
with a licensed charter captain all geared up for 
walleyes.  The fall is a great time to target wall-
eyes as they have the feed bag for the upcoming 
winter.  Everything is provided.  Enjoy a day 
or two on a charter.  There are two decisions 
you need to make, “What should I wear and 
what should I eat?”  We find the fish, you catch 
them, and we clean them!

2. Grouse Hunt The Walleye Capital.  There are 
literally thousands of acres of grouse filled 
public forests with three species of grouse in 
the area.  Ruffed grouse are by far the most 

common and sought after.  Spruce grouse are 
also in good numbers and prefer more of the 
pine forests.  Sharp tailed grouse also encoun-
ter the area and prefer the edges of wooded 
areas in agricultural areas.  Let us assist you in 
hunting some of the best grouse habitat the 
Midwest has to offer.

3.  Duck Hunting.  Lake of the Woods hosts both 
puddle ducks and a variety of diver ducks.  
There are a variety of areas to hunt including 
fields, backwater off the lake, big bays, and 
amongst the 14,552 islands of the lake.  Experi-
ence what duck hunting in walleye country is 
all about.

4. Fish the NW Angle.  It’s the northernmost 
point of the contiguous United States and the 
very tip of MN called the NW Angle.  This 
area is the start of the 14,552 islands amongst 
Lake of the Woods.  Enjoy the breathtaking 
scenery as you fish some of the best waters on 
the planet for walleyes, pike, smallmouth bass, 
muskies and crappies

5. Create your Own Adventure.  In some cases, 
you may want to take a unique perspective 
on a story.  In other instances, the dates don’t 
quite work out.  Maybe you want to do a “cast 
and blast”.  No worries, work with Joe Henry, 
Executive Director of Tourism to fine tune a 
trip to your liking.  

We work hard to accommodate all legitimate win-win 
requests.  In some cases, spots are limited.  Please reach 
out if interested.  Joe Henry, Phone:  320-260-7727   
Email:  joe.henry@lakeofthewoodsmn.com

‡‡‡
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TRAIL MARKERS

2017 AGLOW CONFERENCE SCHEDULE 

Monday, Sept. 25

 5:00am – 11:00am:  Duck Hunting
 8:00am – 11:30am:  Fishing
 8:30am – NOON:  AGLOW Board of Directors Meeting 
 8:30am – 4:00pm:  Conference Registration Table Open 
 8:30am – 2:30pm:  Press Room Open 
 10:00am – 11:00am:  Keynote Tourism Workshop 

11:30am – 12:45pm:  WHITETAILS UNLIMITED WELCOME LUNCHEON 
 1:00pm – 1:30pm:  New Member Orientation 
 1:00pm – 1:30pm:  Past Presidents Meeting 
 1:00pm – 1:30pm:  Spouse Reception 
 2:00pm – 2:30pm:  General Membership Meeting 
 2:30pm – 4:30pm:   Learn It Sessions 
 2:30pm – 3:30pm:  Chris Sebastian/Kyle Rorah-Farm Bill  Panel Discussion by Ducks Unlimited

3:45pm – 4:30pm:  Hannah Hudson-Social Media Basics for Instagram and Facebook
      Dan Stark-MDNR Minnesota Wolves 

 5:00pm – 6:00pm:  LAKE OF THE WOODS WELCOME RECEPTION 
 6:00pm – 8:00pm:  LAKE OF THE WOODS WELCOME DINNER AND PROGR AM 
 8:00pm – Midnight:  HOSPITALITY 

Tuesday, Sept. 26

 7:00am – 8:30am:  YAMAHA MARINE NEWSMAKER BREAKFAST 
 8:30am – 11:30am:  Conference Registration Table Open 
 8:30am – 11:30am:  Press Room Open 
 8:45am – 9:00am:  Load Buses for 9am depart to Lost River Shooting Range
 9:00am      Spouse Tour Departs
 10:00am – 10:30am:  Shooting DayOrientation  
 10:30am – 12noon:  Hunting & Shooting Sponsors Break-Out 
 12noon – 1:00pm:  NSSF SHOOTING DAY AND HOSTED HUNTS, INC. LUNCHEON 
 1:00pm – 3:30pm:   Shooting Day Activities 
 3:30pm:   Busses return to Sportsman’s Lodge from shooting day
 3:30pm:   Spouse tour returns to Sportsman’s Lodge

5:15pm:   Busses Depart Sportsman’s Lodge for Ram Trucks Evening Away
6:00pm – 8:30pm:  R AM TRUCKS EVENING AWAY RECEPTION/DINNER & 
   DUCKS UNLIMITED/HONDA AIC PROGR AM 
8:30pm:   Buses return to Sportsman’s Lodge
9:00pm – Midnight:  HOSPITALITY ROOM 



PHOTO CREDIT: KRISSIE MASON
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Wednesday, Sept. 27

 7:00am-8:30am   NEWSMAKER BREAKFAST
 8:45am – 11:30am  Learn It Sessions

8:45am – 9:25am:  Hannah Hudson-Advanced Social Media Seminar Advanced 
     Bob Holzhei-Self Publishing

 9:00am    Spouse Tour Departs
 9:40am – 10:20am:  Phil  Talmage MDNR Rainy River Sturgeon
        Anthony Jones: Web Development
 10:35am – 11:25am:  Tom Bibby/Orange 142 Successful Digital  & Video Strategies
 11:30am – 12:30pm:  TOYOTA SCHOLARSHIP LUNCHEON

1:00pm – 5:30pm  Fishing
1:30pm – 3:30pm:   STATE OF THE ART COMMUNICATIONS COMMITTEE
      Multimedia for the Digital  Age
1:00pm – 5:30pm  Grouse Hunting
1:00pm – 5:30pm  Misc. Trips Afield
3:30pm:   Spouse tour returns to Sportsman’s Lodge
6:30pm – 7:00pm:  SELLMARK GOLDEN GLOW RECEPTION 
7:00pm – 8:45pm:  CLAM OUTDOORS GOLDEN GLOW BANQUET 
9:00pm – Midnight:  HOSPITALITY ROOM 

Thursday, Sept. 28

5:00am:   Duck and Goose Hunting
6:30am – 8:00am:  NEWSMAKER BREAKFAST 
8:30am – 9:45am:  On the Water Waterfowl Seminar

    8:30am:   Fishing
8:30am – 4:00pm:  Media Room Open
9:00am:   Spouse Tour Departs
10:00am – 11:15am:  On the Water Waterfowl Ducks Unlimited
12:00pm – 1:00pm:   USCCA LUNCHEON
1:00pm – 4:00pm  Super Break Out Afternoon (Corp and Tourism)
6:00pm – 7:00pm:  ST. CROIX RECEPTION    
7:00pm – 10:00pm:  FLIR PIZZA BUFFET AND AGLOW AUCTION 

PHOTO COURTESY OF JOE HENRY
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2017 AGLOW COMPANION TRIPS, LAKE OF THE WOODS STY LE

Tuesday.  Rainy River / Baudette Adventure Day.

From Sportsman’s Lodge, boat 12 miles via the Rainy River to Baudette, MN.  Along the way there is a variety of 
fall colors, wildlife, nice houses and a variety of resorts.  One side of the river is Canada, the other the U.S.  Once in 
Baudette, catch a short shuttle to the Depot, a renovated train station with history and charm.   After a quick stop, 
travel down main street as you move on to your next stop,  the Lake of the Woods Historical Society.  This museum 
is rich in artifacts depicting life in this border town from years past.  

After a fun filled morning, enjoy a nice lunch northern MN style. After lunch, travel a short distance to a local 
church in which you will enjoy some local ladies sharing their skill and knowledge of lefsa making.  This Scandina-
vian food is a delicacy and very sought after in these parts.  

Participants can let it all soak in while enjoying the return trip back to Sportsman’s Lodge with plenty of time to 
freshen up before evening activities.

Wednesday.  Experience Warroad.   

Take a short 35 minute shuttle to Warroad where you will start out with a scenic boat ride up the Warroad River 
planned for the morning.  After a informative and relaxing boat tour on this picturesque river, enjoy a luncheon at 
Doc’s Harbor Inn, a beautiful Victorian home located along the banks of the Warroad River.  Following lunch, get 
ready for some unique boutiques and cute shops while enjoying a ladies afternoon of shopping.

Thursday.    Walleyes and Art!

That’s right, we are going to mix it up.  In the morning, board a charter boats fully loaded with everything you need 
to catch what Lake of the Woods is famous for, the Walleye.  Fish the morning, get some good pics to make the guys 
jealous and return for a nice lunch.  After lunch, enjoy an afternoon activity of painting.  While sipping on your 
favorite beverage on the banks of Lake of the Woods, learn the finer points of painting and actually create your own 
work of art.  Shuttles will return to Sportsman’s Lodge by 3:30pm.

PHOTO CREDIT: KRISSIE MASON
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LEARN IT PRESENTERS

DAN STARK-Dan is the Large Carnivore Specialist for the Minnesota Department of Natural 
Resources, Division of Fish and Wildlife. Dan works as the states wolf specialist in overseeing the 
transition of wolf management from the federal government to the M N DN R and implementing 
the state wolf management plan. Dan also works on bear season and policy issues for the DN R . 
Dan is a Minnesota native and grew up in central Minnesota. He has a bachelor’s degree in biology 
from Saint Cloud State University and completed graduate work at the University of Arizona. He 
lives with his family in Grand Rapids, M N.

HA N NAH HUDSON-Hannah is a social media engagement and content strategy expert whohas 
taught and spoken extensively on social media and the power of virtual communities. She is the 
creator of the T EDx talk on Social Media and Empathy - and her classes on Content Creation for 
Social Media Success are available online and at numerous conferences throughout the US.

K Y LE ROR AH-Born and raised in southeast Michigan near the mouth of the St. Clair R iver, 
Kyle graduated from the University of Michigan with a degree in Environmental Science and later 
a Masters Degree in Environmental Policy from Bard College in New York. He has worked for the 
Congressional Sportsmen’s Foundation in Washington, DC, helping protect and advance the time-
honored traditions of hunting, f ishing, and trapping. He came to Ducks Unlimited in January 
2016 where he now works on the public policy team to help DU achieve its mission of conserving, 
restoring, and managing wetlands and associated habitats for North America’s waterfowl and the 
people who enjoy them.

CHR IS SEBASTI AN-Chris is a lifelong Michigander who has spent most of his life exploring the 
woods and waterways of the Great Lakes State. Chris earned his bachelor’s degree in journalism 
from Central Michigan University, and was able to blend his love of writing and the outdoors 
while writing for daily newspapers. His communications career took him to a job in higher 
education for several years, but he returned to his passion of conservation and the outdoors when 
he joined Ducks Unlimited in 2015 . Chris handles internal and external communication for DU’s 
Great Lakes/Atlantic Region, which spans 21 states in the northeast quarter of the country.

“Study nature, love nature, stay close to nature. It 
will never fail you.”
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BOB HOLZHEI- Author of 425 published outdoor travel stories and two self-published books, 
Bob is the recipient of f ive national writing awards from AGLOW. He has also been recognized 
by the Michigan Education Association, the Michigan Outdoor Writers Association and the 
Michigan Interscholastic Press Association. Holzhei has a B .A.Degree from Michigan State 
University in English Literature with an emphasis in writing and minor in psychology. He also 
has a M.A. degree in secondary education from Michigan State University, as well as having 
completed post-graduate classes at law school. As a secondary teacher at St. Johns High School 
in Michigan, Holzhei taught English and advised the school newspaper which received awards 
from the Michigan Interscholastic Press Association. He was also instrumental bringing the press 
association to M. S .U. and starting a summer workshop for high school students, which continues 
to draw young journalists from Michigan and also across the U. S . .

PHIL TALMAGE-Phil has been with the Minnesota Department of Natural Resources for 21 
years, and has worked as the Area Fisheries Supervisor in Baudette for the past nine years. Prior to 
his tenure in Baudette, Phil was the Large Lake Specialist for Rainy and Kabetogama Lakes for just 
under six years. Phil spent the f irst six years of his career working on statewide stream f isheries 
surveys and issues out of St. Paul. He earned his Master of Science degree from the University of 
Minnesota.

A NTHON Y JONES-Anthony is the Director of Digital Media & Marketing at Ducks Unlimited. 
Based out of DU’s national headquarters in Memphis, Tennessee, Jones manages a team responsible 
for the development and marketing of the national website, social media, email marketing, online 
fundraising and mobile applications in the organization.Prior to joining Ducks Unlimited, 
Anthony worked as a Programmer Analyst for International Paper, where he served on a team 
responsible for developing dynamic Web solutions for customers around the globe. Anthony 
graduated from the University of Mississippi in 2001 with a Bachelor of Business Administration 
where he majored in Management Information Systems. Anthony began his love of the outdoors 
and hunting from his f irst trips to the woods with his father at the age of f ive. He remains a 
passionate outdoorsman to this day, spending much of his time hunting waterfowl, deer, turkey 
and f ishing.  He’s now focused on passing those same traditions and values down to his two boys.

TOM BIBBY-Tom has been working within the tourism industry for the past 10 years, starting 
with supporting clients with a custom meetings focused print publication and then transitioning 
to the booming digital media industry. Now with Orange 142 , Tom is the Digital Solutions 
Strategist working with a variety of industries assisting clients in marketing and advertising 
solutions that help to better reach target audiences and fulf ill marketing goal and objectives. 

STATE OF THE ART COMMU NICATIONS-(Mark Strand, Tim Lesmeister, Dave Mull, Chris 
Jennings)-As we look to the future, print publications, traditional outdoor television and radio 
are skating on thinning ice. Digital properties/outlets, such as websites/ blogs, digital video, social 
media, email newsletters, and podcasts are all important.Come get your arms around the big 
picture of producing multimedia for the digital age, with our new committee, State-of-the-Art 
Communications (SAC for short). This will be an overview of where we are now, and a look to the 
future. There will be plenty of time for questions. We want to know what you want to learn, as we 
create sessions for future conferences and Cast-and-Blast events!
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BRANDS WE LOVE

“Your Brand is what other people say about you 
when you are not in the room.”

At the time of publication the following list 
of Brands have committed to participating in 
the Corporate/CVB combined Super Break 
Out at the 2017 Conference. Be sure to attend 
this event! It is a wonderful way to express 
our appreciation for their time and effort, 
and an opportunity to establish great working 
relationships with one another. And if that 
isn’t reason enough, Real Avid will once again 
be hosting an open bar! Talk about Brand 
engagement! Can’t wait to see the imaginative 
Tweets, Facebook posts, and Instagram pho-
tos!

CORPORATES:

Hawke Sport Optics
Lightfield Ammunition
U.S. Concealed Carry Assoc.
FLIR
Raymarine
Fishing Has No Boundaries
Ducks Unlimited
Hobie Cat
Ram Trucks
Whitetails Unlimited
Sellmark Corp.
National Shooting Sports Foundation
Hunter Safety System
Feradyne
Hi Mountain Seasonings
TR Imports
Honda Powersports
Honda Power Equipment
Yamaha Marine
St. Croix Rods
Sure Shot Game Calls

Toyota Trucks
Real Avid
Clam Outdoors
Hosted Hunts Inc.
Plano/Frabill
National Wild Turkey Federation 
PRADCO
Mepps/Mr. Twister
Apex Marine

CVB’S & TOURISM:

Springfield, Missouri 
Devil’s Lake, North Dakota 
Bismarck-Mandan, North Dakota 
Kentucky Lake, Kentucky 
Gaylord, Michigan 
Lacrosse, Wisconsin 
Watertown, South Dakota 
Lake of the Woods, Minnesota 
Branson, Missouri
Beaches of Fort Myers & Sanibel, Florida
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PRESS BRIEFINGS 1

SAGINAW, MI-The Mountains Shall Depart by Robert 
E. Holzhei has been published by Book Baby & Smith 
Publishing Companies that distribute throughout the 
United States and Europe.

Writing was a lifelong dream for Holzhei and the words 
kept nudging at him.  The first story was written at 
Cedarville, Michigan, and was published. 

“Two authors had an influence as my writing style 
developed.  The book begins being told from the 
perspective of a young boy growing up in the mid 
1940’s, much like To Kill a Mockingbird by Harper 
Lee.   Suddenly the style changes and the story line 
shocks and impacts the reader unexpectedly.  It is 
straight forward prose, much like the style of Ernest 
Hemingway,” stated Holzhei who studied the author’s 
works.

Holzhei is the author of 427 published outdoor/travel 
stories in a variety of publications throughout the U.S. 
and has previously self-published two books:  Canadian 
Fly-In Fishing Adventure Featuring Campfire Stories 
from Northern Michigan and Alaskan Spirit Journey.   
The Alaskan book features a cedar book mark since 
the first published story was written at Cedarville, 
Michigan.  It also has a wooden birch cover made out 

of birch and has a wire binding.

Holzhei & his wife have vacationed in the Manistee, 
Traverse City, Ludington areas for the past number of 
years, as well as traveling in the Upper Peninsula.  The 
past winters have been spent in the Florida Keys where 
the novella was finished.

Holzhei will be spending time on a speaking/book tour 
in Northern Michigan this summer.  He also presents 
sessions at the annual Association of Great Lakes 
Outdoor Writers (AGLOW) conference each September 
on working with media, new member sessions, and this 
fall a session on the emerging self-publishing industry.  

He has won a variety of national awards including the 
First Place in the Best of Best Newspaper Category-
Third Place in the Open Category, three AGLOW 
presidential awards for service, a third place from 
the Michigan Outdoor Writers Assoc. He also was 
instrumental in beginning a summer journalism 
workshop for high school students at Michigan State 
University which began with 40 students and now 
draws over 500 journalists not only from Michigan, but 
throughout the United States.

Holzhei has a B.A. in English with an emphasis in 
writing, minor in psychology and a M.A. in Education 
with post-graduate studies.  Following 37 years teaching 
high school English & creative writing classes, he 
continues to chase the muse-his mistress where the 
words await expression.

‡‡‡

HOLZHEI DREAM REALIZED. 
SELF PUBLISHED NOVEL HITS BOOKSHELVES.

PHOTO COURTESY OF BOB HOLZHEI
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