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Industry Newsminor head-and-ear movements. 
Then he crouches and pounces 
on the mouse, pinning it with his 
forepaws, before snapping it up 
in his mouth. All of this activity is 
accomplished without ever see-
ing the mouse. Some research has 
shown that the wolf can echolocate 
a mouse rustling in the brush six feet 
away and pounce and pin it with his 
forepaws within a half centimeter 
of error.
This hardwired ancestral behavior 
is also used to echolocate a downed 
duck by its splash or by its thump 
on hitting the ground. Your dog does 
not necessarily need to see a fall in 
order to get a good “fix” on its loca-
tion. This ability especially applies 
at night.

The Dog’s Nose
The dog’s nose is truly a wonder far 
beyond human comprehension. In 
2002, Sandia National Laboratories 
conducted a study on nose sensitivity 
of trained explosive-detection dogs and 
determined that an explosive-detection 
dog could detect a target odor down in 
the range of one hundred parts per tril-
lion. They had to determine the concen-
tration by dilution and extrapolation, 
as we don’t have instruments that will 
measure that extreme level of dilution. 
In the words of Sandia Laboratories, 
that concentration is the “equivalent to 
one molecule per sniff.”
Much of a dog’s brain is devoted to 
odor processing. Because a dog depends 
heavily on scent information to interpret 
his world, scent heavily influences his 
behavior. Most of the odors that are 
influencing him are undetectable to 
scent-challenged humans. Whenever 
the dog fails to operate as you wish, 
remember the power of odor as a dis-
traction to a dog.
Remember that a human is not equipped 
to tell a dog where or when to detect an 
odor or how to react to it. Only the dog 
knows.

The Dog’s Eyes
Dogs are looking at you much more 
than you think. They have a visual 
field of 250 degrees compared to the 
human field of 190 degrees. By hu-
man standards, this extra peripheral 
vision allows the dog to see a lot 
more than we are aware of.
The two types of vision receptor 
cells are rods and cones. Rods detect 
light and dark, while cones detect 
color. Humans have a higher per-
centage of cones than dogs, with the 
lower cone ratio giving the dog an 
estimated six-times-poorer eye for 
detail compared to humans. On the 
other hand, dogs have many more 
rods than humans and can conse-
quently see in light at a five-times-
lower level than humans.
A higher percentage of rods allows 
the dog to detect motion much better 
than humans. This superior motion-
detection capability gives dogs 
a wide range of communication 
skills. In observing other animals 
and people, dogs read posture and 
other behavior nuances with great 
adeptness.
Dogs have relatively poor color 
vision. They have only two kinds 

of color receptors compared to the 
three kinds possessed by humans. 
The dog’s color vision is similar to 
that of a human with red-green color 
blindness.

The Dog’s 
Communication

To the trainer, communicating with the 
dog is the most important aspect of dog 
training. To train the dog, you have to be 
able to communicate what you want the 
dog to do. The trainer who knows how 
the dog communicates will be a much 
more successful trainer.
The dog communicates with sound 
for two basic scenarios: advertising his 
territory and circumventing a fight. The 
wolf advertises his territory by howling. 
The dog advertises his territory by bark-
ing. The dog’s territory might consist 
of his yard or his owner’s house or his 
owner’s car.
The wolf growls to avoid a fight. The 
growl is an attempt to establish domi-
nance without a fight, as fighting has a 
negative survival value in evolution-
ary terms. The dog practices the same 
behavior of attempting to communicate 
dominance with a growl.
Beyond those two audible scenarios, 
and a small degree of territorial commu-
nication with odors and noses, virtually 
all the dog’s communication is with his 
eyes. When a person takes a pack often 
or fifteen dogs for an hour of hiking, a 
whole lot of communication will occur 
among the dogs, but no audible sound 
will be heard beyond the rustling of 
leaves and grass. Dogs communicate 
vast amounts of information to each 
other through body posture, motion, 
attitude, and movement. They com-
municate nearly nothing with sound.
Research has shown that dogs are quite 
good at reading eye movements to de-
termine a person’s intended behavior. 
One can infer that they do the same 
with other dogs.
There are two lessons for the trainer on 
communication. One is to be quiet when 
you are training a dog. Noise simply 
creates distraction and interferes with 
the training process.
The second lesson is that the trainer 
needs to move a little to furnish the 
dog with information. The trainer who 
stands stiffly and is immobile does not 
give the dog much information to read, 
causing the dog to become uneasy. The 
dog is more comfortable when there is 
at least a little movement coming from 
the trainer. This motion allows the dog 
to better read your intent. For those 
trainers who tend to stand stiffly, a good 
practice is 
t o  s u b -
tly walk 
in  place 
a s  y o u 
train. This 
m o v e -
ment al-
lows you 
to better 
c o m m u -
n i c a t e 
with the 
dog.

Albuquerque, N.M. 
Campaign Targets 

Illegal Gun 
Purchases

NSSF Promotes Don’t Lie for the Other 
Guy Program 

in New Mexico’s Largest City 
As part of an ongoing national ef-

fort to help prevent illegal “straw” pur-
chases of firearms, the National Shoot-
ing Sports Foundation is reminding the 
public in the Albuquerque region that 
stiff penalties are in place for individu-
als convicted of such purchases.

Billboard advertisements for the 
Don’t Lie for the Other Guy program 
are being purchased by NSSF in key 
locations throughout the region with 
the message: “Buy a gun for someone 
who can’t and buy yourself 10 years in 
jail. Whatever you do … Don’t Lie for 
the Other Guy…”

Nearly 12 million weekly media 
impressions will be delivered via bill-
boards and transit shelter ads through 
the public-education program, which is 
being funded by the firearms industry. 
In addition, 400 30-second radio spots 
will air weekly on eight stations during 
the campaign.

“Don’t Lie” is a cooperative pro-
gram between the Bureau of Alcohol, 
Tobacco, Firearms and Explosives and 
NSSF, the trade association for the fire-
arms and ammunition industry. The 
effort was developed over a decade 
ago to raise public awareness about the 
seriousness of the crime of purchasing 
a firearm for someone who cannot le-
gally do so. The program also helps ATF 
educate firearms dealers so they can be 
better prepared to deter potential straw 
purchases. The public campaign drives 
home the message that anyone attempt-
ing an illegal firearm purchase faces a 
stiff federal felony penalty of up to 10 
years in jail or up to $250,000 in fines.

Albuquerque was chosen for this 
campaign in consultation with ATF.

To legally purchase a firearm, a per-
son must be able to pass an FBI National 
Instant Criminal Background Check and 
fully comply with state and local laws. 
When a criminal knows he cannot pass 
this check, he may try to induce a friend 
or other person to make the purchase on 
his behalf, which is known as a straw 
purchase and is a felony.

“Our goal is to raise awareness 
among residents of the Albuquerque 
area through billboards and radio ads 
that there are serious consequences for 
illegally straw purchasing a firearm,” 
said Stephen L. Sanetti, NSSF president 
and CEO. “This warning can help deter 
an illegal purchase long before a person 
steps into a licensed retail store.”

This public awareness campaign 
constitutes only part of the Don’t Lie for 
the Other Guy outreach effort. The full 
Don’t Lie for the Other Guy program, 
which also involves educating firearms 
retailers to better detect and prevent 
straw purchases, has been rolled out in 
major cities throughout the country and 
has run before along the U.S.-Mexican 
border. This is a campaign that ATF 
has called “vital” and “an important 
tool for ATF as it pursues its mission of 
preventing terrorism, reducing violent 
crime, and protecting the nation.” In 
the retailer segment, federal firearms li-
censees are provided a Don’t Lie for the 
Other Guy retailer kit. Each kit contains 
a training video and informational bro-
chure for storeowners and staff, as well 
as point-of-purchase displays aimed to 
deter illegal straw purchases.

“The firearms industry is proud of 
its longstanding cooperative relation-
ship with the ATF and the entire law 
enforcement community by assisting 
them in their efforts to combat the crimi-
nal acquisition and misuse of firearms,” 
said NSSF Lawrence G. Keane, NSSF se-
nior vice president and general counsel.

Learn more about Don’t Lie for the 
Other Guy at www.dontlie.org 

GUN SALES UP, 
CRIME DOWN 

You’re really not to blame if you 
haven’t heard that violent crime de-
clined again in 2014. After all, the news 
media generally do not report on the re-
lease of these annual statistics from the 
country’s leading federal crime fighting 
agency. As NSSF President Steve Sanetti 
explains in this NSSF blog post, violent 
crime has continued its long-term de-
cline even as a record-breaking number 
of firearms have been purchased by the 
law-abiding American population.


