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“Bluegill on the Fly”

 Editor’s Notes…

 This is a special issue for me for a couple of 
reasons. First, it marks the start of the second year as 
the editor of HORIZONS, and its interim publications, 
BETWEEN. Even after 4 quarterlies and 24 bi-weekly 
editions, I am still learning and still working out a few 
bugs. I hope I’ve done you and the association proud 
with the coverage through the year. 
 Of course that wouldn’t be possible without all 
the support from members who’ve contributed each 
issue. Thank you! I encourage you all to take advantage 
of the newsletter for introducing and sharing 
information about you, your achievements, your 
organization - anything that might help us all be better 
outdoor communicators. 
 Second, since we weren’t able to have our 
conference this year, I’ve tried to make this a special 
edition of sorts, to at least provide a taste of all that our 
annual meeting offers. At a minimum, we need to 
recognize the achievements of our members, and the 
sponsors who had stepped up to make it all possible. 
 To everyone who is keeping the spirit alive, 
Thank You!
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This damn virus. It has re-
ally screwed up my plans 

for 2020. All my travel was 
cancelled. All my concerts 
and festivals I was scheduled 
to play at were cancelled.  All 
my outdoor activities, includ-
ing the AGLOW conference, 
were cancelled. What could 
possibly come from this that 
would be considered benefi-
cial or enjoyable? 

…I have explored the 
resources more thoroughly 
 I guess I have had a 
chance to spend some quality 
time with Rae at our Lake Su-
perior paradise on Madeline 
Island. I couldn’t believe my 
ears when she said, “I think I 
might take up fishing this 
year.” We’ve been together 50 
years and she has never fished 
once with me. After hanging 
out with Barb, Dena and Ang-
ie at the last couple confer-
ences she decided to discover 
why these women are so pas-
sionate about the sport. We’ve 
had a lot of fun in the boat 
together reeling in some big 
lake trout, pike and bass  
 I guess I have explored 
the resources more thoroughly 
than I have in a long time. 
When I don’t have visitors I 
find I’m in the boat and on the 

Hobies with just myself or 
with Rae and some days I 
don’t even pick up a rod. I just 
toss down the camera. I have 
an Aqua-Vu HD 10i Pro and 
an Aqua-Vu micro Revolution 
5.0 and I am getting to see the 
fine details on some of my 
favorite spots and learning 
about other potential loca-
tions. With underwater cam-
eras you can learn a lot fast 
and with some extra time on 
my hands I am truly enjoying 
the sport of underwater view-
ing.  
 I guess I have found a 
way to get my music out to 
those that want to hear it.  I 
play house concerts and festi-
vals in the summer months 
and this year all were can-
celled. Many of my music 
friends were disappointed 
they couldn’t hear both the old 
tunes and any new ones I’ve 
written. I explored the virtual 
concert scene and was very 
disappointed in the production 
aspects that were dominant. 
Poor sound quali ty and 
sketchy video was the norm. I 
researched software and 
hardware and came up with 
the necessary components to 
ensure overall quality and 
added this to my program. 
The results are decent video 
production with outstanding 

sound quality. Check it out on 
Yo u Tu b e b y s e a r c h i n g 
“Lesmonster Live” or visit my 
music web site at lesmonster.-
com. 
 I guess I have had 
some tremendous interaction 
with friends. It’s not been in 
person, but the ZOOM calls I 
now initiate do add some reg-
ularity to the connections I’ve 
developed with people. In the 
past if I asked my buddy in  

…I have had some 
tremendous 

interaction with friends. 

Belgium to get on a video call 
he would come up with an 
excuse because he was not 
very technology savvy. Now 
that he has had to incorporate 
digital conferencing into his 
life to stay in touch with fami-
ly and friends he thinks it’s a 
piece of cake.  
 I guess I have discov-
ered that when things take a 
turn for the worse one can al-
ways find the silver lining if 
they just peel back a layer of 
grey cloud and look for it. 

HORIZONS 	 OCTOBER 2020	 3

http://lesmonster.com
http://lesmonster.com


	 Association of Great Lakes Outdoor Writers

I t certainly has been a chal-
lenging year.  Despite our 

best efforts many of our typi-
cal activities have had to be 
postponed or cancelled.  The 
spring board of directors 
meeting in Punta Gorda, Flor-
ida, a half dozen media camps 
and the annual conference all 
fell victim to the strange cir-
cumstances of this year.  
 With a crashed econ-
omy, panic and fear driving 
many decisions in our country, 
my concern was that if we 
were able to pull off a confer-
ence, there would be no cor-
porate support and thus no 
funding.  Those fears were put 
to rest when in typical 
AGLOW fashion numerous 

corporate members and indi-
viduals stepped up and com-
mitted to making the confer-
ence happen.  Had we been 
allowed to proceed, it would 
have been fully funded.  Ku-
dos to our membership.  
 The Awards in Craft 
did proceed as planned with a 
Facebook Live presentation of 
the award winners from Gay-
lord, Michigan.  Blackfish 
(Clam), Ducks Unlimited and 
Toyota were able to ensure 
that the AIC program was ful-
ly funded this year.   A huge 
debt of gratitude goes out to 
them, but especially to Curt 
McAllister and Toyota who 
jumped on board late in the 
game and saved the day.  

 In the wake of the 
cancellation, negotiations 
were started with Tree Tops 
Resort and the Gaylord CVB 
to secure dates for 2021.  Both 
were a joy to work with and 
the dates have been reserved 
for us for September of 2021 
in Gaylord.  Simultaneously, 
negotiations were started with 
Branson, Missouri to postpone 
our annual conference there 
until 2022.  They too were 
awesome to work with and 
have agreed to postpone.  
 I have several media 
camps in the works for this 
winter.  Hopefully those will 
come to fruition over the win-
ter and spring.  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Our AGLOW conferences would not be possible without the generous support of our sponsors of 

events and programs. Here’s a brief summary of the introductions and presentations from several of 
our corporate members who had graciously offered to sponsor our Gaylord conference this year:  

Toyota  - Toyota, a long-standing corporate member in 
AGLOW is renowned for building some of the best vehi-
cles in the world.  Toyota’s corporate culture is based on a 
“respect for people,” and this philosophical north star has 
guided the company through 60+ years of operations in 
the United States.  Today, Toyota has 15 manufacturing 
plants in North America and directly employs more than 
47,000 people.  In the U.S., Toyota has nearly 1,500 deal-
erships and sold 2.4 million cars and trucks in 2019.  
Since coming to the U.S. in 1957, Toyota has donated 
nearly $800 million to charities throughout America. 
 Toyota trucks and SUVs are coveted for their off-
road ruggedness and durability.  Toyota is also avidly in-
volved in several environmental and water conservancy 
initiatives across America, as well as tackling the recre-
ational side with major angling sponsorships in Major 
League Fishing and Fishing League Worldwide 
 In the outdoor communications realm, Toyota is a 
leader in outdoor media engagement, working closely with 
and sponsoring 14 different state, regional and national 
press guilds.  Nearly six years ago, Toyota partnered with 
AGLOW to create the “Toyota Let’s Go Places” scholar-
ship program.  The program allows AGLOW to select 
promising journalists, photographers and influencers for 
admission to their annual conference, with the intent of 
bringing them into fold and providing a supportive and 
empowering environment.  Due to the success of the 
AGLOW program, Toyota has extended its scholarship 
program to an additional six outdoor writer groups, en-
abling them to gain new members and providing seasoned 
professionals with mentoring opportunities. For more in-
formation, please visit toyotanewsroom.com. 

CLAM - Celebrating 40 Years Since the Invention of the 
Fish Trap TM by Dave Genz - Forty years ago, Dave Genz 
had an idea that would change the sport of ice fishing, the  

Fish Trap TMportable ice shelter. Although the flip-over 
shelter has evolved to many styles and models, the basic  
design remains strikingly similar to Dave’s original idea… 
a fish house that offered protection and mobility for ice 
anglers in the late 1970s. The concept shelter, which was 
a pole system with a fabric skin that attached to a base 
unit with a chair, could be dragged out onto the ice to pro-
vide ice anglers with protection from the elements. 
 To celebrate the 40 th Anniversary of the Original 
fish trap, Clam Outdoors has produced three limited-
edition series of flip-over shelters that have a retro-themed 
design that includes a cream-colored skin that resembles 
the original models that Dave made out of white canvas. 
 The Scout XL Thermal is the one-person fish trap 
that most closely resembles Genz’s Original design. As a 
true “flip and go” shelter, the Scout includes a mini light 
stick, battery bracket, 40th anniversary travel cover, seat 
hammock, and Dave Genz flag. Other features of this 
shelter include:  A true “Flip and Go” pole system; Super-
tough 900 denier fabric;  90 grams of insulation per square 
meter;  Full Thermal Trap technology reduces condensa-
tion, keeps heat in and uses less propane. 
 Kenai Pro Thermal is a one-person fish trap in-
cluding:  Limited Edition one-person Fish Trap; retro 40th 
Anniversary Design; 900 total denier fabric; 90 grams of 
insulation per square meter; Adjustable folding seat that 
slides front-to-back; 14” X 30” overhead mesh storage. It 
also features a minilight stick, battery bracket, 4-position 
rod holder, a 40th anniversary travel cover, hammock, and 
DaveGenz flag. 
 Yukon XL Thermal. This two-person trap includes 
a large dimmable light stick, battery bracket, two 4-posi-
tion rod holders, a 40th anniversary travel cover, seat 
hammocks, and Dave Genz flag. Other features include: 
Rapid Pole Slide Extreme (RPSX) system; Seat system 
with two deluxe swivel seats that move front to back, left 
to right and are removable; Cutting-edge Side Symmetry 
Door System allows easy access in and out of the shelter. 

Special AGLOW Conference Section
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 Learn more at: www.clamoutdoors.com. Con-
tact: Dan Stefanich: dstefanich@clamcorp.com 
 
Ram Trucks has been a proud sponsor of the AGLOW 
annual conference since 2014.  This would have been our 
7th time sponsoring the Ram Trucks “Evening Away Din-
ner.” 
 Every year, we highlight a truck that might meet 
your towing, hauling and everyday driving needs.  This 
year, Ram was planning to bring AGLOW members the 
2020 Ram Power Wagon, the most capable full-size off-
road pickup. Whether you're towing a boat, a camper, or 
just getting off the beaten track, the Ram Power Wagon 
has no equal in off-road capabilities. Simply put, no other 
vehicle will take you further into the backcountry and get 
you home then the Ram Power Wagon. With standard 
12,000 lb. Warn winch, it has Off the Grid capabilities that 
no other vehicle in America can match.  Pair that with fea-
tures like a front disconnecting sway bar, front and rear 
axle lockers, it's the truck that your friends with less capa-
ble trucks will depend on to get them home. 
 Ram continues to outperform the competition and 
sets the benchmarks for: Segment first 1,000 lb.-ft of 
torque with Cummins Turbo Diesel; Towing capacity of 
35,100 lbs. with Ram 3500; Payload of 7,680 lbs. with 
Ram 3500; Most luxurious: Ram Limited with real wood, 
real leather and 12-inch Uconnect touchscreen; Best ride 
and handling with exclusive link coil rear and auto-level air 
suspensions; Most interior space with Ram Mega Cab; 
Most-awarded light-duty truck in America; Highest owner 
loyalty of any half-ton pickup; Over the last 30 years, Ram 
has the highest percentage of pickups still on the road. 
 For more information or for media inquiries:  me-
dia.fcanorthamerica.com.  You must register first to ac-
cess press releases, images and video. Contact Kelley 
Enright, FCA Midwest Communications Manager, at kel-
ley.enright@fcagroup.com or 708-205-7276 with any 
questions. 

National Wildlife Federation Great Lakes Regional 
Center - We were going to show an early premiere of this 
film at the conference during our sponsored lunch before 
the conference was cancelled: 
 The National Wildlife Federation Great Lakes 
Regional Center is releasing a new film, “Against the Cur-
rent,” on October 15 to explore the national impact Asian 
carp are having on waters already invaded and the values 
they threaten if they were to invade the Great Lakes – and 
what’s being done to stop Asian carp.  
 The film was produced and edited by Jordan 
Browne of Michigan Out-of-Doors TV and AGLOW mem-
ber Drew YoungeDyke. A segment from this feature re-

cently aired on Michigan Out-of-Doors TV and can be 
watched here: https://youtu.be/R8CHFrOVrtE?t=681. 

Roeslein Alternative Energy (RAE) “Saving One Acre at 
a Time” - is through its initial phase as a startup company 
and is now tackling the challenge of a startup’s second 
phase—growth. With renewable natural gas (RNG) pro-
duction underway from the anaerobic digestion of animal 
waste, RAE continues to look to the future and implement-
ing the plan for Horizon 2, which focuses on RNG produc-
tion from the digestion of prairie plant biomass. 
 RAE is a renewable energy company with three 
areas of focus: energy production, ecological services, 
and wildlife benefits. The company offers a market-based 
solution to improve our environment by producing a re-
newable natural gas (RNG) used mainly to power trans-
portation vehicles, but also has many other applications. 
Through a process called anaerobic digestion, RAE con-
verts animal waste and reconstructed prairie plants into a 
clean energy biogas. This process produces a valuable 
product while stopping a highly potent greenhouse gas 
from entering our atmosphere and contributing to climate 
change.  
 The RAE model also brings numerous ecological 
services to our landscape that benefit mankind and 
wildlife. RAE has a vision of restoring 30 million acres of 
native prairie plants to marginal lands over the next 30 
years. This will be accomplished by converting highly 
erodible lands to native prairie plantings instead of row 
crops, instituting cover crop programs on agricultural land, 
installing riparian buffers at river and stream banks, and 
planting contour native plant buffer strips to absorb rainfall 
and fertilizer runoff. All of these landscape improvements 
will significantly curb soil erosion and nutrient load in our 
water sources.  
 While the production of RNG from the digestion 
of manure is already happening, RAE is continuing to 
move forward with our plans to implement Horizon 2, 
which is centered on the production of RNG from the di-
gestion of native prairie plants. The manure digestion 
takes place in lagoons, but the prairie plant digestion will 
take place in above ground digesters. These have not yet 
been installed, but progress is being made as we establish 
prairie plantings on a number of Smithfield Foods farms. 
Contact: Brandon Butler <driftwoodoutdoors@gmail.-
com>; website: roesleinalternativeenergy.com/  

Hunter Outdoor Communications is a Texas-based pub-
lic relations agency with international reach that offers the 
highest level of personal and strategic planning service for 
its clientele. The company has gained a well-earned repu-
tation as a respected, integrated communications compa-
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ny representing hunting, shooting, firearms, fishing, mili-
tary, cooking and other outdoor companies, all of which 
represent passions of the owner and employees of the 
company. 
 HOC principal and staff have a great deal of 
experience in the hunting, shooting, firearms and military 
arenas and has focused the direction of the business in 
these arenas. However, owner, Karen Lutto has 
experience within a wide variety of industries. She has 
represented companies ranging from small start-ups to 
major corporations; these include Reebok International, 
Del Monte Corporation, Chapstick, Robitussin cough 
medicine, Stonehouse, and AMF Bowling, Inc. This mix of 
experience in different industries helps HOC to provide 
clients with a wide variety of ideas and innovative 
approaches to introduce products to the marketplace. For 
more information: www.hunteroc.com. 

SPYPOINT Trail Cameras continues its commitment to 
innovating, ground-breaking trail camera technology in 
2020 by launching two products that truly can’t be found 
anywhere else: 
 The CELL-LINK is a universal cellular adapter 
that lets the hunter turn virtually any existing trail camera 
into a SPYPOINT cellular device. The magic of the CELL-
LINK is the SD adapter cable that plugs into the SD card 
slot in the host camera, and has been designed to be 
closed the door without affecting the weatherproofness of 
the host camera when routed out the bottom as instructed. 
The CELL-LINK will then transfer the images taken by the 
host camera to the SPYPOINT app, where they can be 
viewed remotely, saving untold hours of driving, hiking, 
and pulling cards to view what is on them. 
 The LINK-MICRO-S-LTE also brings incredible 
advancements to the trail camera world, by putting the 
integrated solar panel technology that has made the LINK-
S so popular in the LINK-MICRO family. Instead of having 
a bulky solar panel to mount and draw unwanted atten-
tion, the LINK-MICRO-S-LTE has a small passive solar 
panel built right into the camera that charges the included 
LIT-10 lithium battery pack directly, keeping the camera 
working for months on end without needing to be visited 
for card pulls or to service batteries. 
  SPYPOINT recently launched the SPYPOINT 
Insiders Club, a program for the hunter who wants more 
from their trail cameras. Members of the SPYPOINT In-
siders Club receive discounts on select products as well 
as photo transmission and FULL-HD on Request pack-

ages. An Insider Club membership also unlocks the most 
advanced mobile scouting ools available, and keeps you 
up to date with the latest developments. Not only that, but 
Insiders gets access to exclusive monthly giveaways, and 
are entered into massive annual giveaways. Plus, Insiders 
get access to content from SPYPOINT and SPYPOINT 
partners that nobody else sees. 
 While many are focusing on only the products, 
SPYPOINT is working to create a complete customer ex-
perience that enhances their time afield and makes them 
a smarter, more efficient, more effective hunter.  
Contact: Trent Marsh; tmarsh@spypoint.com; 
www.spypoint.com  

FX Airguns & Element Optics - FX Airguns is a Swedish 
company founded 21 years ago by Frederik Axelsson and 
it is dedicated to providing the most sophisticated and 
innovative Adult Precision Airguns available in the world. 
In 2017, it was decided to open another arm of the com-
pany in the United States. FX Airguns US was established 
in Wilmington, NC. All FX Airguns are produced in our own 
plant in Mariestad, Sweden. Employing nearly 80 people 
at our manufacturing and engineering facility in Sweden 
and another 21 staff here in the US.  
 FX recently launched a sister-company called 
Element Optics that was designed to offer extremely high 
quality and affordable optics that are not just for airguns, 
but also transition over into the centerfire and rimfire 
shooting dispositions. Several world-ranked competitors 
were tapped to bring this company to the shooting sports 
arena. Since February of 2020, the acceptance of this 
new brand has been stunning, and we are very excited by 
the early growth.  
 FX and Element joined AGLOW late in 2019 to 
help bring our precision airguns and optics to light for the 
outdoor communicators who may not yet be aware of 
these brands. There is a massive amount of interest in 
airguns as the recent world events have again made being 
able to purchase traditional firearms and ammunition a 
problem. If a person cares to practice their shooting and 
precision shooting skills, there is generally no problem 
being able to purchase the pellets or slugs associated with 
shooting air-powered firearms. Airgunning is definitely 
here to stay, and FX is committed to being at the forefront 
of technological innovations for this evolving sector of the 
shooting sports industry.  
 Read more:  www.fxairguns-usa.com and 
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www.element-optics.com. Contact Brad Bonar: 
brad@fxairguns.com or brad@element-optics.com.  

River Bend Resort -  has been a proud corporate mem-
ber of AGLOW for many years and more years to come. 
Located in the Heart of Lake of the Woods with gorgeous 
views, pristine waters, abundant wildlife and world-class 
fishing, brands us as a year-round adventure vacation 
destination. 
 Known as  “The Walleye Capitol of The 
World”, Lake of the Woods boasts one million acres of 
water with over 15,000 islands that stretch out over Ameri-
can and Canadian waters. Fishing, hunting, hiking, 4-
wheeling, boating, kayaking, snowmobiling, birding or ex-
ploring the vast beauty of the North West Angle (and 
Northern Lights dancing across the sky) are just a few of 
the outdoor adventures we can help you plan (guided/on 
your own). 
 Our prime location on the Rainy River gives you 
access to excellent fishing, breathtaking views, and hours 
of relaxation. The open water of legendary Lake of the 
Woods is just a short boat ride away, and a world class 
fishery boasting some of the best fishing in the country.  
 Enjoy an elegant dinner at Miles Lab Bar & 
Grill in our spacious dining room or burgers on the patio, 
the choice is yours. All cabins and grounds are pet friend-
ly.  
 New in 2021! River Bend Resort has acquired 
Sleepy Lagoon Island.  Nestled within the heart of 
Lake of the Woods’ White Fish Bay in Sioux Narrows, On-
tario exists a luxury private island destination. From the 
very first step on her soil, she will introduce your senses to 
the soul of the magnificent wild and put your mind at the 
edge of the world. Sleepy Lagoon Island offers the pre-
mier personalized adventure experience. Escape to re-
mote authentic luxury with attention to comfort and detail 
to every amenity. 
 We invite you to explore our website and discov-
er all we have to offer: from predesigned packages to tai-
lor-made experiences, we truly have it all.  The experi-
enced and friendly staff at River Bend Resort  will help 
you customize your next outdoor adventure vacation to fit 
all your needs, making memories you’ll not soon forget. 
Contact: riverbendsresorts.com 

Apex Marine -  True Fishing Pontoons - Unrivaled quali-
ty is the hallmark of every Angler Qwest model starting 
with custom-made furniture and ending with every perfect 
weld made.  Components are applied in-house to assure 

the highest quality standards are met throughout the en-
tire manufacturing process.  Every weld and seam are 
made to handle waves and keep our customers comfort-
able and dry. 
                The perfect mix of fish-ability, comfort and per-
formance, Angler Qwest offer species-specific models, 
and stand alone in offering eight specific editions, from the 
Catfish DLX to the Pro Troll.  If you have salmon or wall-
eye on the brain, the Pro Troll edition offers a heavy-duty 
radar arch to hold 14 rods with an integrated 26-gallon 
livewell. In contrast, if you prefer to battle Ol’ Whisker 
Face, the Catfish Pro edition has a 65-gallon livewell built 
into the floor offering tons of space for the drag-burning 
cats. Check them out at www.anglerqwestpontoons.-
com.  
 And If you like things dry…Polar Kraft Boats - 
Anyone can claim they have the best fishing rig on the 
market.  They can boast about generous storage and 
handsome looks.  Polar Kraft can do that too but what 
makes a Polar Kraft a Polar Kraft is the 15-degree dead-
rise and unique hull design which helps make them the 
driest rides on the water.  Sure, you can just buy more 
raingear and opt for a competitor’s boat, or you can buy a 
Polar Kraft and keep the rain gear in the storage com-
partment. 
               We offer quality boats with all the good stuff at 
reasonable prices built right here in the USA. Center con-
soles for the flats, welded or riveted, deep V or flat bot-
toms, the choice is yours. Check out our Polar Kraft con-
struction at www.polarkraft.com. Contact: kristen.Mon-
roe@qwestpontoons.com. 

Al’s Goldfish Lure Company -  Al’s Goldfish Lure 
Company, owned by Mandy and Jeff DeBuigne, spon-
sored the new Awards in Craft “Public Speaking” category 
this year.  Al’s Goldfish is a tackle manufacturer based in 
Maine with a long history dating back to the late 1940s.  
Al’s Goldfish is one of the few American-made tackle 
manufacturers that survived the industry’s influx of import-
ed products, and has endured as a New England cult 
classic.  As relatively new owners of Al’s (going on three 
years now!), it is our vision to bring the brand back to a 
national presence by reintroducing these products to an-
glers in all regions.  As a woman-owned business, it is 
also our mission to ensure all anglers see themselves 
included in the sport, and we have been very blessed to 
have some awesome women supporting us in this effort.  
 We produce high quality American-made fishing 
lures effective for a wide variety of species in both saltwa-
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ter and freshwater, with configurations for open water and 
ice fishing in our freshwater products.  The brass spoon 
known as the Goldfish is our flagship product; it is famous 
for its wobble, and comes in a variety of sizes and 
weights.  Al’s also manufactures other very effective 
spoons that until recently, have lived in the shadow of the 
Goldfish’s fame, but the Forty-Niner, Lil’ 49er and Helgy 
are gaining their own well-deserved reputation.  We also 
manufacture the only hook covers made in the USA, 

which are handy for keeping tackle boxes tidy and protect-
ing hands and fabric from hook snags and punctures. 
 We have spent a lot of time in the Midwest mar-
keting our products, and our efforts are gaining traction. 
We are extremely grateful to the AGLOW members who 
have used our products, and communicated about them to 
your audiencAes.  If you are interested in our products, or 
our company’s history, please contact us!  alsgoldfish.-
com.  

  
We sincerely thank these corporate sponsors for their commitment to supporting the 2020 AGLOW 
Conference. A few sponsors were not able to respond in time for this newsletter so will be recognized 
in the next issue of BETWEEN, on Oct. 21. Thank you all for your much appreciated support. 

 

Virtual AIC Awards Facebook Presentation 
AGLOW’S 2020 Annual Awards In Crafts was especially notable this year as a special treat for 

members in light of our annual conference being cancelled. Special thanks to our three very gracious 
sponsors: Ducks Unlimited, Toyota and Blackfish for making it all possible. Special thanks, too, to 
Ken Perrotte as Master of Ceremonies and Mark Smith for all the legwork needed to make it all hap-
pen! You can see all the recipients of this years AIC awards on AGLOW’s website. Thank you again, 
sponsors, and congratulations to all AIC winners.
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SightMark’s Mini Shot A-Spec Reflex Sight Gets A+ 
Improvements - For accurate shots at close- to medi-
um-shooting ranges, Sightmark introduces the 2 
MOA Mini Shot A-Spec reflex sight. The A-Spec is 
a compact reflex sight for pistols, shotguns, AR-15s 

and other sporting rifles. The redesigned A-Spec 
includes improved durability with the one-piece 
housing and a sleeker profile at a competitive price. 

 Two models will be available, both with a 2 
MOA illuminated dot. SM26045 will have a red dot 
and SM26046 will have a green. Ten brightness ad-
justment settings ensure you get the dot on target 
quickly in any lighting condition, even broad day-
light. The 2 MOA dot is made for precise shots past 
50 yards.  
 The Sightmark Mini Shot series of reflex 
sights are parallax-free after 25 yards and come with 
a limited lifetime warranty. Contact: mediarela-
tions@sightmark.com;  www.sightmark.com. 

Galco's Red Dot Sight Compatible Holsters! -  
 Galco offers multiple holsters for handguns 
with red dot optical sights - and a variety of holster 
options; BlakGuard™ belt holster - Premium Cen-
ter Cut Steerhide and injection-molded plastic; ad-
justable internal retention device secures the hand-
gun at the trigger guard; neutral (vertical) cant offers 
natural wrist-locked draw stroke. A "trench" style 
sight rail easily accommodates most suppressor 
sights.  
  Ankle Guard™ - fuses ultra-modern hol-
ster design and retention system of the BlakGuard 
with Galco’s famously-comfortable sheepskin-
padded neoprene ankle cuff that fits ankles up to 13” 
in circumference, with optional Boot Extender for 
larger legs or wear over boots.  

 Corvus™ -quickly,  easily converts from a 
belt holster to an inside-the-waistband design. Open 
top for fast draw, adjustment for ride height and 
cant, and comfortable forward molding, the highly 
versatile Corvus is a superior choice for defensive 
carry - two fast, concealable holsters in one.  
  Paragon™ -comfort, fast draw, easy return 
to holster. Optimized for appendix carry, dual tuck-
able belt clips ride in slots fore and aft of the gun 
body and allow wide adjustment for both ride height 
and carry angle. Raised sweat guards protect the 
wearer’s body from the gun, promote a smooth, safe 
return to holster.   
 Galco introduces the Speed Master™ 2.0 for 
the very popular 3.6" S&W M&P Compact/Sub-
compact! 

 Holsters for defensive handguns need to be 
quick, its open top design combines with full firing 
grip accessibility and adjustable tension to create a 
holster that’s as fast as it is versatile - from the in-
cluded 
interchangeable belt slot attachment, quickly and 
easily swapped out using only a flat-headed screw-
driver. 
 The Speed Master 2.0 offers an adjustable 
tension unit, allowing the user to set the tension as 
tight or as loose as they personally prefer. 
Concealability - is obviously important - the Speed 
Master 2.0 rides high and close to the body, offering 
good concealment of handguns in all sizes. 
 Constructed of premium saddle leather, the 
professional-grade Speed Master 2.0 fits belts up to 
1 3/4". Available in tan or black; pact/Subcompact 
series (original and 2.0 with 3.6” barrel). 

Contact: Mike Barham, Media & PR 
Manager,  mikeb@galcousa.com; galcousa.com  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Personal Website Design and Management 

Ken Perrotte 

Creating a personal website is relatively easy. 
Numerous platforms offer free or cheap oppor-
tunities, to either build from scratch or use ex-

isting templates while adjusting for your own indi-
vidual style and needs.  
 Maintaining a site is another story. As an old 
friend told me, “It’s easy for a website to become a 
‘cobweb’ site.”    
 After much searching, procrastinating and 
talking with friends in the know, three years ago I 
made good on my threat to build my own website – 
www.outdoorsrambler.com. I considered about 50 
names for the site before adopting this one. I select-
ed WIX as my platform and opted for a premium 
package that lets me upload hundreds of pics and 
content a year; otherwise, like many other platforms, 
you’re limited in how much space you can take with 
your site. 
 AGLOW added two new categories to the 
Awards-in-Craft competition this year: Best Website 
and Public Speaking. We asked Roy Heilman and 
Tom Watson, the top two finishers to share how they 
approach their sites. I’ll share some thoughts, as 
well. As AIC chairman for 2020, I didn’t enter the 
competition, but did enter my site in the Realtree 
Website Excellence Award competition, which is 
staged as part of another regional outdoor communi-
cator’s program. It won that award for the third con-
secutive year.  

Why a Web Site? What are your Goals? Who is 
the audience? -  

 Tom’s site (www.tomoutdoors.com) started 
out basically, an on-line portfolio, a way to validate 
work as a freelancer.  
 Built using WordPress with the domain 
name registered via GoDaddy, it showcases articles/
blogs from various outlets, plus offer insights into 
activities he’s been involved with for decade - as an 
extension of the many presentations he does at out-
door venues. Originally, Tom was looking at a 
broad, traditional sea kayak audience, but then ex-
panded to offer insights and information to an audi-
ence growing from his presentations and social me-
dia connections. 
 Roy (www.neveragoosechase.com) says his 
WordPress site was developed, partly, to fulfill re-
quirements for joining AGLOW!  
 “Other than that, I wanted an outlet to de-
velop my writing and explore topics of interest to me 
that don't get much attention,” he adds. “In the last 
2.5 years, I’ve also used it to establish myself as an 
authority on some of those topics (primarily forag-
ing), which is paying off.”  
 Roy’s target audience includes viewers look-
ing for outdoor experiences, advice, or a nudge to try 
something new. Things like gear reviews, technique, 
and trophy shots take secondary roles, usually inte-
grated into his "Do Something New" or "Trip Re-
port" features. His target audience includes viewers 
looking for outdoor experiences, advice or a nudge 
to try something new.  

Did you build the site yourself or get help? How 
do you maintain it? -  
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 Roy built and maintains his site without as-
sistance. “WordPress has proven to be the perfect 
balance for me, between utility/flexibility and ease 
of use. Even with the few problems I’ve encoun-
tered, I haven’t needed to seek outside help,” he ex-
plains. 
 Tom admits he isn’t “tech savvy,” saying 
considerable “trial and error” went into creating his 
site. With advice from his tech-oriented brother, he 
maintains it himself.  
 “Some of what should be intuitive was be-
yond what I could comprehend without a lot of frus-
tration, not knowing the dynamics of this technolo-
gy. However, as a hands-on veteran of early paste-up 
work and early photoshop/layout formatting, I often 
find the long way to get something done that others 
can probably do with the stroke of a key…I am nev-
er sure what that correct key or icon even is,” Tom 
says, half-jokingly. 
  

You'll eventually see 
 what people want,  

then give them more of it. 

  As for me, my concept came after looking at 
dozens of potential templates and researching the 
world of personal outdoor-oriented websites. I next 
attempted my own build, soon realizing the time 
commitment was more than I wanted to invest. I 
found a great resource who could take my concepts, 
apply his knowledge of the platform and then put a 
site into motion. The key was I then assumed 99% of 
any follow-on updates and maintenance. The exten-
sive time saved let me work on other things that ac-
tually paid money, more than enough to offset any 
cost of launching the site. It was eminently afford-
able.  
 I’ve since used this resource’s expertise one 
more time; this when WIX decided it would no 
longer support the web editor version I was using. 
We took it as an opportunity to retool the look, feel 
and function, moving to a more “tiled” presentation 
enabling viewers to more quickly assess and access 
content. Again, very affordable and as a licensed 
LLC, brand building is a tax write off.   

How frequently do you update it? -  
 “Not nearly often enough,” says Tom. “I add 
article information as freelance assignments or sig-
nificant columns come to pass. I’m working on up-

dating blog posts, but don’t have the patience or 
immediate need to have fresh, weekly posts - al-
though I think that’s critical to being a viable, cur-
rent blogger.” 
 Roy thinks AGLOW's membership guide-
line of two postings of original content per month is 
“just right.”  
 “It keeps me engaged and it's not been too 
much for my loyal and active email followers,” he 
adds. 
 At OutdoorsRambler, I check my site daily, 
rarely letting more than a week go by without plug-
ging something new there, or linking and excerpting 
work I do for other media outlets – that is, to the 
extent I don’t interfere with any copyrights they’ve 
purchased. Adding links to their publications or sites 
serves to extend their reach, as well.  

Do you track site performance, reader engage-
ment using tools such as Google Analytics? 
 OutdoorsRambler is optimized, to the extent 
I currently wish, for GOOGLE and SEO (search en-
gine optimization). It is also optimized for mobile 
platforms. Easy functionality lets you play videos. I 
use Google Analytics. Reports show steady, in-
creased site traffic there as well as the YouTube 
channel I developed to complement and add value to 
some content used on the web site.  
 Tom says he uses statistical data provided by 
WordPress but doesn’t study it much. 
 “I’ve tried to see trends based upon a partic-
ular post or mention in social media but haven’t no-
ticed spikes or dips,” he says. “I don’t really have a 
feel for what the stats are showing/trending other 
than the hard, cold count shown on the graphs.” 
 Like me, Roy uses the basic, free Google 
Analytics tool, noting, it is useful in understanding 
the general public's interests as well as traffic pat-
terns. 

Is the reward worth the effort and expense of 
building/maintaining it? 
 “Yes,” Roy states. “And it’s much more ef-
fort than expense. What I'm learning is that it's a 
long game,” he says. This is where Google helps. “I  

my site . . . readily 
showcases my outdoor work 

believe I may now or soon will be in a good position 
for hosting ads or sponsorship. I haven't the foggiest 
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idea how to navigate that, but I see it as another 
learning frontier in the website business,” Roy adds. 
 Like Roy, I need to develop a marketing 
partner(s) and integrate some revenue-generating 
links or sponsorship. I’m open to help, advice and 
offers, in that regard. 
 Tom wryly says, “Low expectations means 
low levels of disappointment or elation,” adding that 
his site is mainly a visual file bank or portfolio of his 
writing, illustrating and photography. His expenses 
are about $10 a month. He sounds grateful his techy 
brother isn’t charging him! 
 As for me, my site – like Tom’s - readily 
showcases my outdoor work, sometimes validating 
for new editors why they want writing or shooting 
for them. Multiple good assignments and opportuni-
ties arrive on a frequent enough basis to wholly 
make it worthwhile. My old buddy, the late T.J. 
Stallings of TTI Blakemore, used to admonish me, 
“Man, you’ve got to build your brand.” T.J., as usu-
al, was right. The site helps build my brand. For 
now, it’s a worthwhile “labor of love.” 

What is toughest about having a site? 
 Roy sometimes encounters unforeseen 
glitches, things someone with a coding background 
might be better equipped to tackle. But, he calls 
those moments “few and never insurmountable.” 
 Tom’s lack of tech expertise can bog him 
down. “What’s second-nature to most who often use 
tech is lost on me - not even intuitive in some cases. 
Also, unless you keep current across the board, some 
programs become dinosaurs when tech changes and 
programs don’t recognize your older systems and 
such,” he observes. 

What golden nuggets of advice do you have for 
members with a site or thinking about creating 
one?  
 I think multimedia helps. Figuring out video 
is essential. Use written words and still images to 
springboard to a video. Use the site to offer “bonus” 
content for people consuming your articles and im-
ages that may be published elsewhere. And, as Tom 
notes below, keep it fun, even if it isn’t paying di-
rectly and tangible. Fun is contagious.   
 Tom: Determine the overall objective/goal 
so you can choose, design and manage to the fullest. 
Know your audience so your layout, format (read-
ability) works for that audience. Keep it simple.  
 Tom notes the internet is saturated with 
websites, blogs and podcasts, making it hard to stand 
out.  
 “Do you want to get rich by developing a 
following that advertisers are interested in? Do you 
want to become the next outdoor expert guru - with 
the other thousands out there already? Why do you 
feel you want/need a website? Maybe none of the 
above, just create it for your own personal ongoing 
pleasure!” 
 Roy: Be realistic about your prospects for 
longevity. I've seen a lot of blog-format websites 
that fell by the wayside when their owners purged 
their 10 big ideas. Instead of, "Know your 
audience," I would say, "Find your audience." Try 
stuff and see what sticks. You'll eventually see what 
people want, then give them more of it. Don't think 
you're going to squeeze much money out of a web-
site. Unless you're really well established or actually 
selling something, it's unrealistic. Start a website if it 
supports other goals and your personal "brand.” 

Product Mentions 
Dan Galusha 

Mentioning products has 
long been a controversy 
amongst writers and pub-

lications, but if handled properly 
can be an essential part of infor-
mation being passed along to 
audiences. 
 TV, radio and videos are 
somewhat different from a pub-
lished article.  Electronic media 

is generally open to what the 
host wants to do because of 
sponsors.  Whereas, a published 
article is controlled by the pub-
lisher, and many times cuts off 
mentions if the company being 
mentioned is not an advertiser, or 
if it gets out of hand in not offer-
ing actual information to the 
readers. 

 A couple of examples of 
what not to do are taken from a 
couple of friends’ articles.   

The first example is 
from a person who stopped writ-
ing outdoor articles many years 
ago.  He wanted to strike a deal 
with a certain boat manufacturer 
to obtain one of their rigs.  To do 
so he wrote about a fishing out-
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ing with another friend who had 
this company’s boat.  Each para-
graph mentioned the company’s 
name in relationship to the live-
well, seat, deck, trailer, and so 
on.  In fact, I was extremely sur-
prised that this article was pub-
lished, other than the company 
was an advertiser with the publi-
cation. 

Example two is similar, 
but this was with lures, rods and 
reels.  Another friend counted the 
amount of product mentions in 
this person’s article.  He stopped 
counting at 18 in the first three 
paragraphs.  Again, I was sur-
prised it was published. 

Product mentions can be 
a good thing if done properly.  In 
fact, I’ve had many times when 
viewers and readers have been 
upset because I have not told the 
exact lure that I used, or shown it 
in a video or photo. 

In my 47 years in the 
industry products have always 
been tricky to work in, which is a 
must if you are on pro staffs, 
such as I have been, and still am.  
You are generally requested to 
work in products and logos in 
text and photos wherever possi-
ble.  This can be done properly 
in several ways. 

If you were writing an 
article where you were talking 
about fishing for a specific 
species with crankbaits you 
could say that you use baits such 
as, and then list a few.  You can 
also say that you use a certain 
type for a situation, but others 
that could also work are, and 
then tell those. 

Several years ago when I 
worked through the J.L. Trabue 
company, and was on the Storm 
pro staff, an article was written 
where I mentioned other lures 
that I used along with the Storm 
Wiggle Wart.  I said something 
to Sharon Andrews, who at that 
time was head of Storm promo-
tions in Oklahoma, about being 
sorry that I mentioned competing 
companies.  She said, “Don’t be 
sorry, it is great that we are asso-
ciated with these other well 
known products, and glad that 
you successfully use ours.” 

In a review  
always tell the specs, 
and the good and bad  

points of a product 

This last statement of 
“use” is a key to all products.  If 
you are going to be mentioning 
items as if they are personally 
used, then it should be the truth 
that they are used by you, and 
that you have the knowledge of 
how, when and where to use that 
product. 

Product reviews are an-
other thing all together, but 
again, it is important to personal-
ly use and test the item.  It can be 
mentioned in a preliminary re-
view where it is said that the full 
review will be coming at a later 
time.  I’ve done this with related 
products, such as reviews on the 
Ruger Security-9 and American 
or Glock 17 could lead into the 
Ruger PC Carbine, which uses 
the same magazines with the 
proper adapter. 

In the same way as a 
review, gift idea or new product 
columns are very open to men-
tions.  However, keep these to 
the company facts, and only add 
something if it is information 
that was obtained through your 
use. 

In a review always tell 
the specs, and the good and bad 
points of a product, but if you 
find nothing good to say then 
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don’t turn it into a negative 
slamming article, which in most 
cases wouldn’t be published.  
My policy has always been, if 
you can’t say anything good 
about a product, then don’t say 
anything at all. 

Some products are com-
pletely unique in design, or have 
features that are a lot different 
than other similar products.  
These are things that should def-
initely be mentioned if relative to 
the article.  Again, there is a key 
to “mentions”, they should be 
relative to the article. 

In fishing reports men-
tions of lures is a critical point of 
information, as is the type of 
ammunition used when testing a 
gun for a review.  In both situa-
tions this would definitely be 
considered relative information. 

Don’t be surprised if you 
write an article about a product, 
even if it is unique, that it is re-
jected by some publications, or 

held for an issue where that 
company may be advertising. 

Something that hap-
pened to me several years ago 
was having my product mentions 
changed to other products.  I 
wrote a chapter on a certain lake 
for a book that was going to be 
handled by a large retailer.  The 
products mentioned were ones 
that I used with great success on 
that lake, but this retailer did not 
carry them, so the products were 
changed to ones that were car-
ried.  This was a case of where I 
was truthful, but the readers did 
not read the truth. 

I’ve always told my au-
diences that if I say a product 
works for me in the way I de-
scribe it should work for them.  
Because of that I’ve had positive 
responses on wanting to obtain 
further information about a 
product or for further details on 
its use. 

There are several differ-
ent ways to obtain products other 

than purchasing them from a re-
tailer, but if you do purchase the 
product as done by the general 
public this should be mentioned.  
Other ways are through test and 
evaluation programs, promotion-
al pricing, samples, and the earli-
er mentioned pro staff member-
ship.   

Whichever way you ob-
tain products be truthful, and 
don’t give a lot of positive press 
to something that may not de-
serve it just because it was free 
or had a huge discount.  In fact, 
tell your audience if a company 
sent an item to be tested. 

In summary, don’t just 
mention something to try to re-
ceive free products or strike 
some sort of a deal, don’t tell a 
manufacture you will mention 
products if they give you items, 
use the product if you say you 
are using it, make mentions that 
are relative to the situation, and 
above all – be truthf  

 

Digital Content Management Systems 
Tom Keer 

 And it goes a little something like this… 
 A bell goes off on Outlook notifying me that 
a new email arrived.  I look quizzically at the ad-
dress because I don’t recognize the name but Mister 
Spam Filter didn’t stop it so there must be something 
to it.  Fountain pens and high cotton stock are more 
in my wheelhouse, but I’m feeling lucky today, the 
day has been Aces High.  I decide to play a low-
speed game of Russian Roulette and open the email.  
Part of me is stunned that my entire operating sys-
tem isn’t wiped out in an instance. 
 “Wanna write for me?” says the email from 
Hunter Malamut, a person that seems beyond ficti-
tious.  Man?  Woman?  Child?  At first blush the 
sender’s Christian name seemed to be a family 
name.  The last name was a head scratcher: an 

Alaskan sled dog?  A few word plays as the editor’s 
sidekick came up as Shooter Husky among others, 
but I digress.  Hunter Malamut was an editor who 
wanted to buy several hundred of my pieces.  Man, 
woman or child, who the heck knows, Hunter 
Malamut was offering a strong box full of wire 
transfers of cash. 
 I yawned.  Several similar letters had hit my 
in box in the past, and they generally request a high 
volume/low pay sort of deal.  The first one that came 
through was just after Y2K and my bank account 
would have netted out $.000025 per word….with 
free images.  These days, an inbox collects as much 
junk as you’d find in a rummage sale.  Again, I di-
gress. 
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 But to cut to the chase, Hunter Malamut re-
quested contract writing services for a chewing to-
bacco client.  The work would appear on the compa-
ny’s website to a registered, 18-year and older 
crowd.  The fees were $.50 a word, and the content 
needed to be outdoors-oriented with a strong fish/
hunt bent.  Images would be supplied by a profes-
sional photog, so content was all that was needed.  
“Write as much—or as little—as you would like” 
said the note.  I chortled…famous last words.  Heck, 
if the dip was any good I’d have traded a few sleeves 
per piece, no questions asked.  Yet the platform was 
sanitary professional, and there was no place in the 
prescribed form to attempt a financial work around. 

I wrote and wrote and  
wrote some more.   

 I signed on.  I could write the pieces when-
ever I wanted and they just needed to be in synch 
with the publishing parameters.  A brief tutorial fa-
miliarized me with the customized Word Press site.  
A second correspondence tied into an email prompt 
that alerted me to an offered assignment.  Mission 
Impossible it wasn’t, but the assignment, should I 
choose to accept it, paid $120.00 for 300 words, 
came with a three-day turn around time, some light 
SEO work, and a rewrite or two.  All keywords out-
lined in the word press site would be electronically 
audited and resent to me for virtual resubmission. 
 She was my new, mechanical bride, and 
down the aisle to the assembly line we went.  Some-
times the piece cleared the uprights and the points, 
my compensation, went on the score board.  Other 
times they needed some tweaks.  When complete, 
the financial end began processing.  Yet no checks 
appeared in my post office box.  Instead, payments 
appeared during twice monthly payment cycles and 
were deposited into a PayPal account.   

I wrote and wrote and wrote some more.  
The pieces were quick and easy, I wrote them when I 
wanted, and the process was simple.  I wrote one 
while sitting in my truck waiting for the boat ramp 
launch line to clear.  I wrote another in a duck blind 
while waiting for some brant to dump in to my 
blocks.  I wrote waiting for the tide to turn, I wrote 
in the dentist’s office, I wrote whenever I had an 
hour to kill.    

A few months passed, and one day I thought 
to check my PayPal account.  A half-dozen payments 
cleared and boy was I in high cotton!  At first blush I 
thought of depositing the funds in a savings account.  
But instead, I snatched up the digital loot, grabbed 

my wife, and we went out on the time.  We had a big 
time. 
 After a pot of coffee the next morning there 
was another assignment.  The group was looking for 
a saltwater fly fishing piece.  What about fish pat-
terning on the flats?  They accepted, I wrote and 
submitted, and there were a few tweaks and modifi-
cations.  The client wanted more narrative and fewer 
facts.  More fluff and less hardcore?  Sure thing, 
boss.  Oh, and while you’re at it, we want a little 
more focused keyword usage and a rewrite in the 
meta description?  No problem, here you go.  Back 
and forth, back and forth, and so on and so forth. 
The formality of writing around SEO chewed into 
the story line, I had to use “how to break bird dogs” 
five times in five paragraphs, “how to choose a 
pointing dog breed” three times in five paragraphs, 
and “bird dogs” eight times in five paragraphs. By 
the time I was done with the keywords there wasn’t 
much of a story left at all. 
 A year later it was time for me to move on.  
The agency lost their client, and while there was an 
opportunity to write more  
words for other magazines I was tired.  And  
truth be told it was an odd experience.  I never met 
my editor. 
 We never scripted stories together.  There 
were no live conversations, we never laughed over 
mutually agreed upon points and never argued over 
theoretical rewrites.  We did not argue about punctu-
ation, I never cashed a check, and I held no tear 
sheet in my hands.  The process was formal, neutral 
and business like, with no feelings attached. 
 Content marketing providers are like ware-
houses for stock photography…just for words.  
More are launching every year and they will become 
a normal part of the communication industry.  To my 
mind they are like ATM’s instead of banks and they 
are the way of the future.  Do I like ‘em?  I don’t 
know yet, but I guarantee you this: it’s a Brave New 
World. 
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Many of our ALGOW destinations of-
fer excellent fishing during these 

next few months… 

SW Florida - Late fall is one of the best times to fish our 
beautiful waters on the Beaches of Fort Myers & Sanibel.  
The bait is in.  Greenies, whitebait, pinfish – and you can 
always fall back on what everything eats – shrimp. The 
bite is on in the back bays for snook, flounder, redfish, 
sheepshead. Work the mangrove roots but don’t neglect 
the flats – great for spotted sea trout and redfish.  Spotted 
sea trout can also be found along the edge of the oyster 
bars – work your bait from the rim into surrounding deeper 
water.   
 Sand bars off the beaches can yield up another 
favorite – pompano – as well as spanish mackerel (be 
ready for a hard hit and don’t be surprised if the mackerel 
wins).  Charlotte Harbor, known for spring/summer tarpon, 
is also great in the fall for cobia.They are like torpedoes in 
the water.  You can see them coming for your bait and 
once they hit – hold on – they like to make long runs and 
they don’t give up easily.   
 Fall brings lots of fish, lots of fun on the un-
crowded waters of the Beaches of Fort Myers & Sanibel. 
Contact: Shelley Crant: shelleycrant@mac.com,  http://
www.fortmyers-sanibel.com/ 

New York - Chautauqua Lake - Walleye are scattered 
between the weedlines and deeper holes. Walleye have 
also shown up inside the weeds to 5 feet of water, yet 
some are still caught around the rims of the deeper holes 
in the north basin. Visit https://www.dec.ny.gov/outdoor/
9230.html Ice fishing is poplar on Chautauqua Lake with 
catches of walleye and crappie common, but bluegill and 
yellow perch bring the kids out. Occasional musky are 
also caught during winter fishing. 
 Eastern Basin Lake Erie… Walleye & Perch - 
Anglers have been working 75-85 feet of water off Catta-
raugus Creek to find and catch suspended walleye using 
gear running 60-70 feet down. Walleye schools are also 
suspended off Dunkirk in 75-95 feet of water and off Bar-
celona in 80-100 feet of water, 40-70 feet down. For in-
formation on tactics and gear visit https://www.dec.ny.gov/
outdoor/120717.html. Anchored anglers are starting to find 
yellow perch schools off Cattaraugus Creek, as well, start-
ing in 60 feet of water. Perch fishing is good right up until 
winter ice. 
 Tributaries...INFAMOUS “Steelhead Alley” of 
Chautauqua - Cattaraugus Creek - steelhead jacks move 
upstream from Lake Erie. This cycle occurs all fall and into 
winter. With the high lake water level this year, other tribu-
taries are open and looks for these early fish in the first 

few riffles from the creek mouth. Steelhead Alley is com-
prised of Cattaraugus Creek, Silver Creek, Walnut Creek, 
Canadaway Creek and Chautauqua Creek, all will soon be 
filled with active fish. Steelhead fishing is good all winter 
long. Contact: Dave Barus - dbarus35@yahoo.com; 
http://www.tourchautauqua.com;.    

Minnesota - Lake of the Woods - The walleyes are tran-
sitioning to their favorite fall areas and putting on the feed 
bag for the upcoming winter: 
 South shore:  Walleyes begin to school up as 
they are following minnows - fish close to shore relating to 
sand, mud, structure and current. Schools of walleyes and 
saugers can extend for miles.  
 NW Angle.  Walleyes are using points, the mouth 
of bays or neckdown areas between islands where current 
is created.  These three areas hold bait and that’s what 
the walleyes are after.  
 Rainy River - As the water cools the larger 
emerald shiners will begin to run as will the larger 
walleyes. The Rainy River Tradition - The emerald shiners 
run up the Rainy River. The walleyes enter the river, to eat 
one of their favorite forage. Typically, good numbers of 
walleyes with some big walleyes show up in the river.  
This is what sustains the tradition.  Will the run continue all 
fall or stop and start up again?  
 Into October and then pushing into November, 
things will start to shift.  Normally bigger fish will continue 
showing up for anglers more hard core for fall fishing and 
big fall walleyes. 
 For techniques and other info, Contact: Joe Hen-
ry : joe.henry@lakeofthewoodsmn.com 
  
New York - Niagara Falls USA - In the lower Niagara 
River, Pacific salmon are showing up to spawn, followed 
by steelhead, brown and lake trout. Smallmouth bass are 
starting to bulk up for the winter. In the tributaries off Lake 
Ontario, 18 Mile Creek and Fisherman’s Park at Burt Dam 
will be a huge attraction for both salmon and trout. If the 
weather cooperates, boaters still have the option of head-
ing out into Lake Ontario for both salmon and trout, target-
ing either staging fish closer to shore or out deeper for 
other salmonid options. For a weekly fishing report check 
out https://www.niagarafallsusa.com/things-to-do/out-
door-adventure/fishing/weekly-fishing-report/ 
 
 Above Niagara Falls, fall is the best time of year 
to target big muskellunge as they move into the system to 
winter over. Out in nearby Lake Erie, walleye, yellow perch 
and smallmouth bass are all available for action in differ-
ent parts of the lake. The tributaries off Lake Erie offers 
stream anglers one of the highest catch rates in the coun-
try for steelhead and some innovative programs are help-
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ing to keep that number high.  
 The lower river is an outstanding trout fishing 
option from both boat and shore. A new extended lake 
trout season will be unveiled Dec. 1 for the first time, fish 
that run every year into the river from Lake Ontario – a 
unique experience and a great story line. Many of the trib-
utaries off both Great Lakes offer open water options in 
certain sections of the streams throughout the winter 
months. 

Wisconsin - La Crosse - First ice can be the absolute 
best time to catch jumbo yellow perch, slab bluegills and 
crappies, and giant pike!  Shallow backwaters will be the 
first walkable ice shortly followed by Lawrence Lake in 
Brownsville, deeper backwaters, Lake Onalaska, and ar-
eas with minimal current.  Finding thriving vegetation is 
often key to memory-making days on the early hard water.  
The stable water conditions all summer should setup for 
an incredible ice fishing season, especially during that 
first-ice period.  
 The Mississippi River is now one of the best jum-
bo yellow perch destinations in the country, right in line 
with phenomenal destinations like Devils Lake, Lake of the 
Woods, or the Great Lakes.  WI DNR, surveys show a 
quadrupling in perch population on pool 8 out of La 
Crosse with an average of 7 inches, but up to 16 inches. 
 Early ice is primetime to key in on massive 
schools of jumbos looking to gorge in preparation for the 
long winter and their early springtime spawn.  For tech-
nique tips and other info: Jeremiah Burish: burish@ex-
plorelacrosse.com; https://explorelacrosse.com/re-
gion-guides/ 

Wisconsin Dells -  Starting in late February/early March 
walleye action starts to heat up. They move up to spawn-
ing areas below the dams of the Wisconsin River.Ice fish-
ing is a popular activity during winter. Ice fisherman target 
walleye, panfish, northern pike, and trout on area 
lakes. Info: Jessica Rieflin; jessica@wisdells.com;  
http://www.wisdells.com 

 
Remember to keep your fellow AGLOW 


members up to date on your achievements, 
events and other current news by using 

BETWEEN.

Posted on the 7th and 21st of each month,

it’s your opportunity to reach all media and 

corporate members on a timely basis.


Send your information to:

Tom Watson/HORIZONS editor


tom@tomwatsonwrites.com

Be sure to always check the Aglow web-

site for  all association information: 
https://aglowinfo.org 
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Fall Boating? Follow these 5 
boating safety tips to ensure 

a great day on the water 
  
 One big issue about boating in the fall? 
According to the BoatUS Foundation for Boating 
Safety and Clean Water, especially when it comes 
your safety aboard is there are fewer boats – often 
the quickest pathway to a rescue – on the water, 
so flagging down a good Samaritan just got hard-
er. So what’s your plan to stay safe? Here are five 
fall boating safety tips: 
 1)  Always leave a float plan - advising a 
family member or friend where you’re going, 
what time you expect to return, and picking a 
time for them to act if you fail to call or text them 
to advise of your safe return;  
 2) Be certain your VHF is working, and 
if the antenna is on a folding mount, ensure it is 
in the upright position before you leave the dock;  
 3) Make sure your cell phone is fully 
charged and remains dry. For non-emergency on-
water towing and assistance, download the free 
BoatUS App, which connects you to the closest 
local TowBoatUS towing captain;  
 4) Ensure you know where your signal-
ing equipment is located (handheld flares, aerial 
signals). They should be in good condition and 
not expired. Make sure your boat has the required 
sound-producing device; 
 5) If you’re solo boating in an area with 
questionable cellphone coverage, consider pur-
chasing or renting Personal Locator Beacon 
(PLB) or Emergency Position Indicating Rescue 
Beacon. Contact: D. Scott Croft, SCroft@Boat-
US.com
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Geurink Inducted into 2021  
Fresh Water Fishing Hall of Fame 

 AGLOW media member, Denny Geurink is 
among Seven individuals being inducted into the 
Fresh Water Fishing Hall of Fame 2021 class. From 
their roots as legendary anglers to their pursuit in 
creating a better environment to host the many 
species anglers love to fish for, these Fresh Water 
Fishing Hall of Famers have spent their lives active-
ly supporting and building on the sport so many 
people enjoy.  
 Prior to launching his outdoor communica-
tions career, Denny Geurink introduced many chil-
dren to the sport of fishing and the conservation eth-
ic through fishing clubs he founded both in the pub-
lic school system where he taught and in his local 
community. Without these selfless efforts, it is likely 
that many of the youngsters touched by the pro-
grams he started would not have been exposed to 
recreational fishing as an enjoyable pastime and a 
meaningful way to connect with the natural world.  
 Through his 40-plus years of writing, televi-
sion broadcasts, videos and speaking engagements, 
Geurink has continued to educate many thousands of 
people on the techniques, values and joys of fishing 
for a wide variety of species in locations that cover 
48 states, six Canadian provinces and several foreign 
countries.  
 If those activities were not enough, for over 

25 years Geurink has operated a booking and outfit-
ting agency that takes clients fishing across the U.S 
and Canada. He pioneered fishing expeditions to 
several rivers in Russia and the former Soviet Union. 
The list of his clients and angling companions reads 
like a who’s who of outdoor legends, politicians and 
other notables from baseball stars to astronauts.  
 At a point in his career where most people 
are ready to bask in retirement, Geurink continues to 
guide clients to trophy trout, char and salmon on 
remote rivers in Russia and Siberia. A true pioneer in 
this area, Geurink has helped open up world-class 
fishing locations to Western anglers and in so doing 
has helped bring attention to the unparalleled an-
gling opportunities these remote rivers offer and the 
need to preserve their outstanding fisheries for gen-
erations to come. 
 The other 2021 Hall of Famers are: Douglas 
J. Austen Ph.D (Pennsylvania), Chris Gillman (Min-
nesota), Bob Izumi (Canada), Lee Kernen (Wiscon-
sin), Mike Mladenik (Wisconsin) and Bruce (Doc) 
Samson (Minnesota). For more profiles and in-
formation contact: Emmett Brown / 
fishhall@cheqnet.net 
 The Fresh Water Fishing Hall of Fame and 
Museum is the international headquarters for educa-
tion, recognition and promotion of fresh water sport-
fishing. Their mission is to develop and maintain the 
Fresh Water Fishing Hall of Fame and its museum 
for the preservation and display of historical artifacts 
of fresh water sportfishing. They strive to conduct 
and maintain a program for the recognition of per-
sons, organizations and institutions that have made 
significant and lasting contributions to the sport and 
eritage of fresh water fishing. www.freshwater-
fishing.org 
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Iowa -  DNR reminds bowhunters to practice the ABCs of 
tree stand safety - To help prevent injuries, the Iowa De-
partment of Natural Resources is encouraging hunters to 
practice the ABC’s of Tree Stand Safety: 1) Always re-
move and inspect your equipment; Buckle on your full-
body harness; Connect to the tree before your feet leave 
the ground. 
 By performing these three simple steps and 
properly using a haul line, tree stand users can virtually 
eliminate their risk of falling to the ground as the majority 
of falls occur outside the stand. 

Wisconsin - DNR To Update Walleye Management Plan - 
To continue managing walleye populations across the 
state, the Department of Natural Resources (DNR) has 
begun updating Wisconsin’s Walleye Management Plan 
through regional public meetings and surveys.  Last 
completed in 1998, the updating process will include a 
review of the existing plan, an analysis of available data 
and trends and significant public input on angling and 
management preferences.  
 The DNR is seeking public input on stocking pri-
orities, regulation acceptance and agency resource alloca-
tion among other things.More information on future wall-
eye meetings can be found on the DNR’s public meetings 
calendar. Contact: Max Wolter, DNR walleye team co-lead 
Max.Wolter@wisconsin.gov. 

Wisconsin - Adopt-a-Kiosk And Adopt-a-Dumpster Pro-
grams - Individuals and organizations throughout Wiscon-
sin have partnered with the DNR to place more chronic 
wasting disease (CWD) self-service kiosks and carcass 
disposal dumpsters for hunters to help monitor and slow 
the spread of CWD. 
 This year, the Adopt-a-Kiosk (AAK) and Adopt-a-
Dumpster (AAD) programs are looking for more volunteers 
to help us to continue to grow these programs, bringing 
convenient CWD testing and proper carcass disposal op-
tions to even more hunters in Wisconsin. Proper disposal 
of deer carcass waste is a major factor in containing the 
spread of CWD. The DNR is committed to providing safe, 
convenient disposal options to hunters, especially in areas 
where options are limited or unavailable. 
 Participants in both programs are responsible for 
all costs associated with the adoption of dumpsters and 
kiosks as a donation (with the exception for those enrolled 
in cost-sharing for dumpsters are responsible for their 
share), and for following program guidelines. Volunteers 
will receive DNR recognition and a certificate of apprecia-

tion at the end of the season. A cost-sharing option is 
available to those wishing to participate in the Adopt-a-
Dumpster Program.  
 Contact Amanda Kamps, DNR Wildlife Health & 
Conservation Specialist: amanda.Kamps@wisconsin.gov. 

Wisconsin - DNR New Hunting Pamphlet Combines Regu-
lations for Deer, Bear, Birds And More -– The Wisconsin 
DNR has combined its hunting regulations into one con-
venient document.The new regulations are printed on 

HORIZONS 	 OCTOBER 2020	 20

Crappie Expo & Mr Crappie 
 Classic  

Tournament Coming 
 To Branson 

 The 2020 Branson Crappie Expo will be held 
at the Branson Convention Center located near the 
Branson Landing on October 29 through November 1. 
There will be over 100 vendors from all over the nation 
and from all areas of the industry. 
 Founder and organizer, Wally “Mr. Crappie” 
Marshall says, “We will have boat and tackle manufac-
turers showing and selling their products, plus tackle 
dealers will be offering the latest fishing gear. There 
will also be expert instruction from top fishing pros, 
daily music concerts and a drawing for a Ranger boat 
we’re giving away. They really don’t want to miss the 
World’s Largest Crappie Fry on Saturday, October 31st 
starting at 11 a.m. and includes hush puppies and 
taters. Free Fish Fry tickets will be handed out at the 
Crappie Expo on Saturday morning.” 
 The Mr. Crappie $200,000 Invitational Crap-
pie Classic Tournament will be held October 29th 
through November 1st on Table Rock Lake with the 
weigh-in held at State Park Marina at Table Rock State 
Park at 3 p.m. on Thursday, October 29th.  Weigh-ins 
on Friday and Saturday will be held at 3 p.m. on stage 
at the Branson Convention Center. The winner of the 
largest crappie tournament payout in crappie fishing 
history will be crowned on Saturday, November 1st. 
  
Contacts: Larry Whiteley/lwhiteley2@basspro.com or 
Lynn Berry/ lberry@bransoncvb.com.  
[Outdoor media and editors are authorized and en-
couraged to use this media release in any manner 
they choose, including with their own by-line.]
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larger paper, with color photographs and graphics, along 
with simplified language for all huntable species in Wis-
consin. The DNR plans to continue producing separate 
trapping regulations pamphlets. 

North Dakota - Wetland Condition Update for Duck Sea-
son - The North Dakota Game and Fish Department’s 
annual fall wetland survey indicates fair to good wetland 
conditions for duck hunting throughout the state. The 
number of duck hunting wetlands are down about 38% 
statewide from very wet conditions last fall, but still only 
2% below the long-term average. 
 Duck hunting wetlands in the south central and 
southeast regions are still relatively abundant and both 
are about 40% above the long-term. The northeast, which 
has seen about a 9% increase in the number of duck 
hunting wetlands holding water, and has the most duck 
hunting wetlands of any region. The northwest and north 
central regions are still holding on to a good number of 
duck hunting wetlands, but are now both about 20% below 
average. 
 The regulations are available at many license 
agents throughout the state. They’re also posted on the 
DNR website (https://dnr.wisconsin.gov/topic/hunt/regu-
lations).  

Michigan - Deer check and CWD/TB testing changes for 
2020 hunting season - The Michigan Department of Nat-
ural Resources advises deer hunters to be prepared for 
reductions in check station and drop-box locations, dates 
and hours operated, and the number of deer heads that 
will be accepted for chronic wasting disease testing 
(CWD). 
 Additionally, hunters are required to wear masks 
and follow social distancing guidelines, staying 6 feet 
away from other people, at DNR deer check stations. At 
many check stations, hunters will be required to stay in 
their vehicles while their deer is checked. 
 Many check stations will be open only during 
parts of the firearm deer season in November. Wait times 
may be longer than usual, especially during the firearm 
deer season, due to staffing reductions. Any changes in 
the state's COVID-19 situation could result in changes to 
planned locations and hours of operation. In parts of the 
state where CWD and bovine tuberculosis (TB) samples 
are needed, check stations and drop boxes will be avail-
able to hunters beginning Oct. 3 and continuing into De-
cember and January. 
  
Michigan - NotMISpecies: Webinar series explores efforts 
to prevent/respond to invasive species - 

 NotMISpecies, a new, monthly webinar series 
from Michigan’s Invasive Species Program, will take an in-
depth look at efforts across the state to prevent the intro-
duction and spread of invasive plants, insects, animals 
and diseases. The program is a collaborative effort of the 
departments of Natural Resources; Environment, Great 
Lakes, and Energy; and Agriculture and Rural Develop-
ment, coordinates and supports invasive species initia-
tives across the state and provides support through the 
Michigan Invasive Species Grant Program. 
 The series kicks off at 9 a.m. Thursday, Oct. 22 
with a look at fueling a multi-jurisdictional response to 
grass carp in Lake Erie; “Delicious but Dangerous,” at 9 
a.m. Nov. 17, examines the hazards caused by borrowing 
invasive red swamp crayfish;  Jan. 22, 2021, with “Hem-
lock Rescue,” a look at the labor-intensive effort to inven-
tory and treat eastern hemlock trees infested with hemlock 
woolly adelgid. 

Illinois - DNR Updates Spring Wild Turkey Permit Applica-
tion Process - The IDNR announced updates to the 
process for hunters who wish to enter the lottery for Spring 
Wild Turkey permits. The new application procedure, 
adopted earlier this year, will streamline the lotteries for 
turkey hunters, making it easier to obtain all three of their 
permits online rather than a combination of online and 
over-the-counter. 
 Resident hunters can now apply in all three lot-
teries, whereas previously they would only be able to ap-
ply in the first and third. Hunters also will have the oppor-
tunity to get more permits for their favorite public land 
spots via the lottery.” 
 The three-permit total includes lottery-drawn, 
landowner, youth, and OTC permits. For additional infor-
mation on Wild Turkey Hunting in Illinois, visit https://
www2.illinois.gov/dnr/hunting/Pages/TurkeyHunt-
ing.aspx. Contact: Rachel Torbert: rachel.torbert@illi-
nois.gov 

Minnesota -  Waterfowl hunters reminded to avoid spread-
ing aquatic invasive species - A reminder that it’s impor-
tant for waterfowl hunters to help prevent the spread of 
aquatic invasive species such as purple loosestrife, zebra 
mussels, Eurasian water-milfoil and faucet snails that can 
be transported in waterfowl hunters' boats, decoys or blind 
material and other equipment without the proper precau-
tions. 
 The DNR recommends the following to help slow 
the spread of aquatic invasive species: Use elliptical, bulb-
shaped or strap decoy anchors; Drain water and remove 
all plants and animals from boats and equipment; Remove 
all plants and animals from anchor lines.  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T he Mepps brand of 
fishing lures is 
best known for 

natural hair-dressed 
spinners. Over the 
years, they have tried 
many types of hair, 
including synthetic 
and other natural mate-
rials, as well as the 
h a i r f r o m A n g u s 
cowhides, bear, and 
fox, coyote, and bad-
ger fur. But they have 
never found anything 
better than squirrel 
tails, and they buy 
more than 250,000 
tails each year, mostly 
from squirrel hunters. 
 Mepps is the 
l eading buyer o f 
squirrel tails.  If you 
shoot enough squirrels 
to collect a sizable pile 
of tails, you can make 
a little cash selling 
those tails to Mepps. 
But the first thing the 
company (and I) want 
to emphasize is not to shoot squirrels just for the 
tails. The pay isn’t that good, and it would be a wan-
ton waste of game meat. Instead, look at the tails as 
a harvestable by-product from the squirrels you 
clean for the table. Also, you need to make sure you 
are not violating state laws that govern the sale and 
shipment of sport-harvested wildlife. California and 
Idaho prohibit this, and Oregon specifically forbids 
the sale of the western grey squirrel. 
 Do not split and debone the tail. Just cut the 
tail and freeze it or salt the butt end for air drying. 
Table salt or a strong saltwater solution both work 
well. While a salted tail is drying, make certain it 
hangs straight. Mepps doesn’t want tails that dry in a 
curved shape. Make sure flies, and other insects 
cannot get to drying tails, and tails that go in the 
freezer must be laid straight and packed loosely. 
 To prevent spoilage, keep tails in the freezer 
until the end of the season when you can either de-
liver them yourself or ship to the company. Dried 

tails can be shipped any 
time of year, but drop the 
package on a Monday, so 
it is less likely to sit in a 
handling facility over the 
weekend, and only ship 
frozen tails (that haven’t 
been dried) while the  
weather is still cold. Nev-
er put tails in a plastic bag 
for storage or shipment, 
as this can promote 
spoilage. 
 If the package is 
less than 10 pounds, you 
can ship it First Class or 
Priority U.S. Mail. Over 
10 pounds should be 
shipped UPS. Mepps re-
funds shipping charges 
for 50 tails or more. Make 
sure your name, address, 
phone number, and email 
address are included in a 
letter placed inside the 
package. Let them know 
if you are willing to trade 
the tails for lures. If you 
trade, Mepps doubles the 

value of the tails. 
 Once received at Mepps, the tails are 
graded and sorted. After Mepps grades the tails, 
they mail you a check. If you chose to trade the tails 
for lures, you will be contacted so you can place an 
order for the lures you want. 
 The type of squirrel, the quality of the tails, 
and how many are in each shipment determines what 
Mepps pays. Currently, a bundle of 100 or more 
premium tails may fetch as much as 26 cents each. 
Prices drop from there. 
 More information including pricing for spe-
cific tails may be found online at www.mepps.com if 
you click on the “Resource” tab at the top of the 
page and then click “Squirrel Tails” on the pull-
down menu. A video that shows how to package and 
ship may be viewed on the Squirrel Tail page. Or 
you can address the package and ship to Sheldon’s, 
Inc., 626 Center St., Antigo, WI 54409-2496. 
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It Doesn’t Get Much Better Than That… 
Bret Amundson 

F or the last couple of years, Joe Henry has been 
telling me about AGLOW. The talent of its 
members, the benefits they receive and the op-

portunities for outdoor-related stories and content 
that come from the network.  
 With almost exactly one year under my belt, 
I can readily admit that I’m glad I joined. It’s a good 
crew of outdoor content creators who have been 
willing to offer help and work together. Too bad we 
couldn’t gather in Michigan for the annual AIC 
event as it would have been fun to meet more of the 
crew.  
 My first experience with AGLOW was last 
fall at Lake of the Woods. Joe had urged me to be a 
part of a “cast and blast” experience and we abso-
lutely smashed the geese for three days. The first 
day offered some bonus Minnesota snows, which are 
rare, and the last hunt was over so quickly we just 
sat in the blinds, eyes wide watching the birds put on 
a show. Hunting is so much more than just pulling 
the trigger and giving viewers that chance to see 
how honkers work a decoy spread without the inter-
ruption of gunshots can be an awe-inspiring experi-
ence. 
 We filmed the trip for an episode of Prairie 
Sportsman, which can be seen on our website, You-
tube and Facebook page, and was recently shared by 
the AGLOW Facebook page.  
 Prairie Sportsman has been a wild ride for 
the last 5 years. Our new season will begin in early 
2021 and feature more of the stories and outdoor 

recreation opportunities that Minnesota offers in-
cluding an exceptional muskie lake located within a 
state park, bass fishing in the heart of the Twin 
Cities metro and a unique dove hunt inside a stand-
ing hemp field! (That last one will get some atten-
tion.) 
 We film primarily in Minnesota because 
we’re funded in part by the Environment and Natur-
al Resources Trust Fund. It works well for us be-
cause we focus a lot on the conservation and man-
agement behind the hunting and fishing activities we 
enjoy here. Of course, with the political and eco-
nomical climate we’re currently in, a new bill for the 
ENRTF wasn’t passed in 2020 so any new seasons 
might be on hold until a new bill is signed, unfortu-
nately.  
 We’ve been able to offer a different perspec-
tive than most other outdoor shows since we don’t  
focus on giant deer, full bag limits or the hot bite. 
We search out interesting stories, conservation he-
roes and management decisions that allow for all   
those benefits. We still occasionally show giant deer, 
full bag limits and hot bites as part of the gig 
though…and that gets no complaints from me! 
 It’s been hard to pick a favorite episode, but 
some of the more interesting excursions include pho-
tographing timber rattlesnakes from about 6 feet 
away, sharp-tailed grouse hunting in both zones of 
the state and getting the chance to feature non-game 
icons Carrol Henderson and David Mech. Both seg-
ments are nominated for Upper Midwest

Emmy awards this year.  
 My favorite trip of the last year however, 
included a 9-day adventure to the arrowhead region 
where we took dogsleds across Burntside Lake near 
Ely to ice fish for lake trout, put our videographer 
Dylan Curfman in a small plane to search for radio 
collared wolves, ate Crapola, fished rainbows on the 
Gunflint Trail and snowmobiled through Voyageurs 
National Park. We just tried to stay warm, keep the 
batteries from dying and capture as much of the win-
ter beauty as possible. 5 stories, 9 days in the frozen 
landscape of a northern Minnesota winter.  
 It doesn’t get much better than that.  
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The Value of a Carp 
Kenneth L. Kieser 

Fishing is more popular than ever. Before our 
2020 COVID-19 crisis and election year, family 
fishing numbers were slightly dropping off. 

Now the number of anglers on our lakes or rivers 
has increased. Do you wonder why? Fear, many are 
returning to our old ways of fishing and hunting be-
cause they visualize an uncertain future.  
 They may be right!  
I was born in the early 1950’s and knew many who 
survived two world wars and the great depression. 
Many lost everything during these times of strife 
when their future was uncertain. Yet, they learned 
how to survive.  
 We once had numerous outdoor magazines 
compared to today. I tested reel drag systems and 
wrote product reviews for a couple of these publica-
tions that are now long gone. We had a good-sized 
pond filled with carp, a great fish to test a freshwater 
reel’s drag system.  
 Imagine a big bully in a little town’s bar and 
you just described the common carp—brute strength 
with plenty of stamina. Most reels held the rough-
house fish after plenty of line was stripped against 
the well-set drag systems while a couple could not.  
 We caught several carp in the ten-pound 
range one day and thought about keeping a couple. 
My grandmother could make a piece of carp taste 
darned good, or any other fish that may be consid-
ered desirable or undesirable today— fried in hog 
lard of course. 

 But I thought of an old man that lived by 
himself who might enjoy some fresh fish.  So, I 
drove about ten miles east to a small town that had 
died out except one old fashioned grocery store with 
ice-cold bottles of pop, the kind that slid through 
metal railings to a release that occasionally didn’t 
open and your dime was lost.  
  

”Boy, I’d rather have this 
 than beef steak.” 

A man who had been best friends with my great 
grandfather lived within walking distance of that 
store. I loved the man like family and in my youth 
had enjoyed outings with him and great granddad. 

Something told me to take those carp to him.  
 After his warm greeting, I carefully skinned 
each carp, then cut the meat into frying-sized pieces. 
I walked to the store for my bottle of pop and some 
plastic bags to freeze the meat, holding out enough 
for that evening’s dinner. The man, almost legally 
blind, gratefully accepted my offering with words 
that would haunt me forever, — “Boy, I’d rather 
have this than beef steak.”  
 I remember driving home feeling somewhat 
sad, thinking about him. He was born in 1880 and 
fought in WWI. During the depression he mainly fed 
his family by hunting and fishing. His wife commit-
ted suicide by hanging when their kids were little, 
the Great Depression that ran from August, 1929 
through March, 1933, took a terrible toll on her men-
tal health.  
 That carp no doubt took him back to good 
and bad memories. He raised his kids and farmed, 
learned to cook and cleaned the house until his chil-
dren grew old enough to help. They all moved out 
after high school and eventually he was a grandfa-
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ther, a man that never lost his faith.  
 During the Great Depression few farmers 
could afford to butcher a beef or hog for their family. 
Most had to raise and sell livestock to avoid losing 
their homes. These were times when any meal that 
filled bellies was welcomed—including some items 
we may find unappetizing today. Imagine how valu-
able a carp dinner was in those days.  
 The old man died a few weeks after my vis-
it, but I like to believe he had a bit of happiness dur-
ing his last days because of my gift.  
 How many of you would rather have fried 
carp over beef steak? Not me, but I never faced 
tough times like my friend, even though our family 
was poor during my youth. Wild game and fish were 
just another meal for us. Will that always be the 
case?  
 What is the value of learning to fish? Why is 
fishing season suddenly more important to many 
than it has been for many years?  
 Someone once told me that a dollar is a lot 
of money when you don’t have a dollar. The same 
can be said of a meal when you are hungry without 
anything to eat. Will we ever come to that point 
here? 
 They claim we’ll eventually have a meat 
shortage. Is that election-talk rubbish or a true pre-
diction? Could we eventually face another great de-
pression? I hope not for my grandchildren’s sake, yet 
it is possible. Many are buying large stores of fish-
ing equipment and ammunition for fear of the un-
known future.  
 Hopefully future generations will learn to 
fish and hunt as recreation. We can only pray that 
they will never need to realize the true value of a 
fried carp dinner.   

WI Women Fish Holds Virtual Fish Camp 
WI Women Fish, a fishing club for women, 

has an annual event called Fish Camp that has be-
come the largest event of the season. Women gather 
to attend fishing seminars, mentor each other, enjoy 
a fun tournament, have an awards ceremony and of 
course GO FISHING. With this year’s COVID-19 
crisis, the 14th Annual Fish Camp was cancelled and 
reformatted to be a virtual event.  

 Many of the members were skeptical of a 
virtual event, and Barb Carey and Rikki Pardun, the 
event organizers, were faced with having to learn 
how to deliver virtual content, develop engagement 
with the audience, and create an environment that 
would feel like a personal experience. One attendee 
stated, “I am so impressed by how well Fish Camp 
went. A virtual event that actually felt in person! I 
think we all needed it!” 
 Despite the skepticism, 108 women from 7 
states and Canada attended, making it the largest 
attended event in the club’s history. The entire event 
took place on a private Facebook page and every-
thing was broadcasted live to their audience with the 
instructor’s presentations seamlessly integrated. 
They brought in women seminar speakers that cov-
ered content such as kayak fishing, trolling with 
planer boards, bass fishing, walleye fishing, social 
media, shore fishing, old school fishing, so you want 
to be a pro, and even had a boot camp for new an-
glers.    Several attendees comment-
ed that they were thrilled to have it virtually, because 
due to their location, they would not have been able 
to attend in person. Many members had never made 
it to an organized event, and others had been to 
many and made close friends over the years.  
 They were able to create interaction and so-
cial hours to have it feel as much like an in-person 
event as they could. After Friday night’s program-
ming, there was a seminar on how to make a lemon 
drop martini. Many of the gals bought the ingredi-
ents ahead of time and followed along.    
     There were 
“rooms” created afterwards and people could pick 
which room to go to based on the topic. People 
would be able to go to the Walleye Room, and 
everyone in the room could talk, ask questions, share 
tips, and even use various filters…they had lots of 
laughs! Everyone in the room had their face on the 
screen, so it felt more personal. Quite a few mem-
bers got together in small groups for the weekend 
and watched the content on the big screen after a day 
of fishing together…*  
  
*EDITOR’S NOTE: Read the full story at: https://
wiwomenfish.com/about/club-members/; Contacts: 
B a r b C a r e y , F o u n d e r a n d P r e s i d e n t 
icefishher@gmail.com; Rikki Pardun, Vice Presi-
d e n t a n d V i r t u a l C o n t e n t C r e a t o r , 
rikkipardun@gmail.com
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