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as once in two months. A file was
kept on each enemy port covered.
The file contained information
about the port and its uses. Each
file held as many pictures of the
port as we could get so pilots
could get as much information as
possible about the port before
they flew there on a mission.”

The camera used produced
what intelligence reports referred
to as “excellent straight laydown
mosaics.” Pilots flying over a port
would return saying that the port
they saw looked exactly as it was
represented in photos.

Among the challenges Nielsen
and the other pilots dealt with was
the “notoriously bad” English
weather. Because the enemy had
control of the continent, the U.S.
had no ground stations there for
weather observation. Weather
forecasters provided detailed
information, but some missions
were unsuccessful and operations
were hampered due to unexpected
weather such as heavy cloud
cover. Heavy air traffic was a fur-
ther concern. Nielsen recalls
numerous experiences in dodging
enemy bombers.

“We didn't have weapons on
our planes and the enemy knew
that,” he said. “With all the other
things we were watching for when
we flew, we were always on the
lookout for enemy aircraft.
Because we weren't carrying
bombs, our planes were lighter
and could fly faster than enemy
bombers. If we did get in a close
encounter, we could usually speed
up or quickly fly at a higher alti-
tude to avoid them.”

Crews waiting for the photogra-
pher's return unloaded the plane's
cameras and rushed them to the
laboratory. Depending on the
plane's location on the airfield, it
took between three and six min-
utes from the time propellers
stopped turning until the film was
in the laboratory. The name and
number of the plane along with the
type of mission flown was noted
on the film's container. Between
two and five rolls of film were
obtained from every aircraft that
flew a mission. If the film was com-
pletely used, it would be 150 feet
long, and it took about 13 minutes
to develop the film. As soon as it
was dried, the Intelligence
Department was notified and came
to inspect the images.

On a normal operation day, the
laboratory turned out 15,000 9x9
prints. One of the steps taken to
improve photo quality was
regrinding the glass filters used on
the K-18 cameras. All the photos
were taken from well above 27,000
feet and there was only one time
when failure of camera equipment
resulted in no photos obtained
during a mission.

“All the Intelligence photos
were either of ports, airdromes or
marshaling yards,” Nielsen said.
“Intelligence personnel were trying
to determine whether certain
ships they were interested in were
in the port. They were also looking
for any important change in the
shipping activity in the harbor.”

In airdrome photos, intelligence
officers documented the number
and location of aircraft, noting the
types of planes on occasion. The
concentration of boxcars was the
information the photographs pro-
vided in regard to marshaling
yards.

The German raider ship Togo
was one of the ships intelligence
officers tracked through the photo-
graphs obtained by pilots like
Nielsen. During the seven months
that the ship's activities were pho-
tographically documented, she
was spotted apparently heading
for the Atlantic to raid merchant
shipping. A few days later, she was
found in harbor of Boulogne and
was eventually attacked in
Dunkirk, where it was believed she
sustained at least some damage.
After the attack, Togo returned to
Germany where she was camou-
flaged while apparent repairs
and/or conversion was made.

“Our average mission was two-
and-a-quarter to two-and-a-half
hours,” Nielsen said. “The temper-
atures were usually 30 to 35
degrees. We didn't have any spe-
cial gear to wear. The five of us
who flew the special missions
were brought home after we fin-
ished those missions. We never
knew for sure, but it was rumored
that we were the only ones who
knew where the coming invasion
would take place and they didn't
want us to fall into enemy hands.”

Nielsen has a variety of publica-
tions that document his
squadron's activities and details
about their missions. He and his
fellow pilots took part in “War
Room” lectures on their return to
the United States. He returned
home before Christmas in 1944
and made plans with his fiancée,
Anita O'Rielly, to marry on Jan. 11,
1945.

“During my combat days, [ had
made up my mind that, if [ sur-
vived, [ was going to go back home
and live a peaceful life,” Nielsen
said. “ met with a lot of 'stars' dur-
ing my military service. | enjoyed
that. I don't consider what I did to
necessarily be heroic. All of us
were doing a service for our coun-
try at the time.”
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the state of South Dakota —
especially when you consider
how many people in the area
have ties to both schools.

“It has been very interesting
in our household this week,”
stated Connie Frohreich of
Yankton. “I actually had a spe-
cial T-shirt made — half is a
UNL T-shirt the other half is an
SDSU T-shirt. Of course, there
has been a rivalry between the
two schools within the family.
The whole family trying to
decide what should we wear to
the game.”

Frohreich’s daughter Shelby
attends SDSU and her son Luke
goes to UNL.

“We are generally Huskers
fans to begin with,” she said.
“My son and daughter have
been going back and forth
between each other. My daugh-
ter said she is going to wear a
Huskers T-shirt but her SDSU
gloves.”

The dilemma of what to
wear to the game has been
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repeated across Yankton this
week.

“Our entire family is going to
meet down there,” said Yankton
High School principal Wayne
Kindle. “We have two kids that
have graduated from UNL and
my daughter-in-law is an SDSU
graduate.”

She also had a half-and-half
T-shirt made, Kindle said, as
did Lisa Scheve of the Yankton
Convention and Visitor’s
Bureau.

“I will wear my half-and-half
shirt for tailgating, but when I
go into the stadium, I will have
to change and put on my
Husker gear,” said Scheve, a
Nebraska native. “Obviously ...
my first love is always going to
be the Huskers, but since |
moved to South Dakota, it was
fun to have additional teams to
root for like the Coyotes and
the Jackrabbits. Through get-
ting to know several friends
here, I became a Jackrabbit fan
and they let me into their club.
So, I enjoy being a part of it and
rooting for them.”

Most Husker fans in Yankton
have said that while they will
be wearing their red, they will
still be cheering for the blue
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and yellow.

“It truly is going to be a
monumental event for our uni-
versity,” Everson said. “I don’t
have any preconceived notions
that we are going to win. But,
look how much excitement we
have generated within the state
lines of South Dakota for a
game that could be quite lop-
sided. If you are one of the
alumni or a player, imagine
being in that stadium (tonight)
when that hype that is there for
every one of the Huskers’ home
games takes over the stadium. I
know that the hair on the back
of my neck will stand up. It will
be a thrill.”

At a typical Husker home
game, it’s hard to spot the fans
from the visiting teams. But
with an estimated 5,000 tickets
sold to Jackrabbit fans, you will
be able to see, and hear, the
Jackrabbit faithful.

“I would say that there will
be a good representation, prob-
ably a larger representation
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than were at Minnesota or lowa,
just because of the sheer num-
ber of people in the area who
follow both the Huskers and the
Jacks,” said Marc Mooney of
Yankton, who sits on the alumni
foundation at SDSU. “I hope we
go down and just play good
football and are respectable at
the end of the day. The experi-
ence of a football game at the
Division I level, it is an entirely
different experience than
Coughlin-Alumni (Stadium in
Brookings) is. It is just a great
opportunity to be a part of it.”
“I guess one thing [ have
always said is everyone in this
area needs to experience at
least one Husker game,”
Frohreich said. “It is so unbe-
lievable how much spirit that
the Husker fans have. I just
think everyone should experi-
ence that. Whether you are a
small school fan like SDSU, 1
just think it will be a very good
experience for everyone there
including the football players.”
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Scheve agreed. “There is a
sea of red and a lot of people
there. So it can be a little intimi-
dating at first. The Omaha
World Herald had interviewed
some people from South Dakota
earlier this week, and they said,
‘You know this is kind of like
going to a bowl game for us.’ |
would definitely attest to that.
Some of those bowl games you
are hoping for the win, but oth-
ers it is just an opportunity to
go and have a good time.”

Everson said that he
believes tonight’s game has the
potential to be something that
the SDSU players and fans will
treasure.

“l can’t imagine what the
players are going to feel like
when they roll in to that crowd
of 75,000 plus fans,” he said.
“Even though there will be a lot
of blue and yellow, it will still
be a sea of red. I think it will be
an event of their lifetime that
they will never forget.”
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Usage: Canadian data usage is charged in addition to any standard data rate plan, except Extended Wireless Internet. For Wireless Internet Cards, BlackBerry devices, smartphones & wireless handsets with Unlimited Data Minutes or a tether feature, usage is billed at 0.003/kilobyte.
Canadian data usage is rated by session, & is rounded up to the next penny; multiple sessions rounded up may result in a total cost slightly higher than $0.003/kilobyte. Data usage on wireless handsets that do not have Unlimited Data Minutes or a tether feature will be converted to
minutes of use at the Canadian Roaming rate, which is subjectto change. Smart Choice Pack Requirement: All new or existing customers activating or upgrading to a smart device, including the BlackBerry Bold 9650 & HTC Hero, are required to purchase & maintain a Smart Choice
Pack of $69.99 or higher/mo for the duration of their contract n order to quallfy for the in-contract phone price. Downloads & Applications: Features only available for use in Alltel digital wireless & roaming partner markets. Qualllylng Alltel rate plan & approved wireless phone

required. Airtime, text messaging &/or kllohyte charges may apply when d . All features may not work on all phnnes or m all areas. Features are subject to change & may not be available in all markets. Usage outside of your callmg e e et
d for

g or using f

charges. Ringtone/g;

storage varies by phone. Deleted ri
amusement purposes only. By using certaln downloadable applications, such as graphics or games, customer agrees to the Alltel Shop End User License Ag
Information: Offer available for a limited time, while supplies last. $25 non-refundable activation fee & $200 early termination fee may apply per line. Offers are subject to the Alltel Terms & Conditions for Communications Services available at any Alltel store or alltel.
com. All product & service marks referenced are the names, trade names, trademarks & logos of their respective owners. BlackBerry®, RIM®, Research In Motion®, SureType®, SurePress™ and related trademarks, names and logos are the property of Research In
Motion Limited and are registered and/or used in the U.S. and countries around the world. ©2010 HTC Corporation. All rights reserved. The HTC logo, HTC Hero & Quietly Brilliant are the trademarks of HTC Corporation. Android is a trademark of Google Inc. Use of
this trademark is subject to Google Permissions. Screen images are simulated. ©2010 Alltel Communications, LLC. All rights reserved.

Toad.

must be d

service

agam for reuse, resulting in an additional charge. Use of games &

& 911 surcharges up to $2.19 & federal & state Universal Service Fund fees (both may vary by customer usage). These additional fees may not be taxes
TNew A ion Credit: $100 bill credit available for a limited time to

p & on your y bill.

call Alltel

service at 1-800-alltel-1. Additional

For download or probl

are d WIRELEg

Consumer
Information
Code

Quaurts




