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Executive Summary 
 

Aims 

 

The Eden Angling Survey was undertaken by Substance in February and March 2014 in 

order to inform the socio-economic aspects of the Eden Fisheries Plan. It sought to provide 

evidence about: 

• The economic value of angling on the Eden catchment  

• The profile of those that fish on the Eden and those in the region that do not 

• The potential demand for increasing angling participation on the Eden 

• What barriers exist for anglers and how they might be overcome 

 

An online survey was set up by Substance and anglers were recruited via an Environment 

Agency email to 40,000 Rod Licence holders in the North West and North East regions; via 

REDFA, Substance, clubs and riparian owners in the Eden catchment to members and on 

websites; and to Eden rivers Trust contacts. 

 

2,830 people started the survey, of whom 2,434 (86%) completed all sections. For the 

purposes of analysis, those who had completed all sections up to the optional demographic 

questions were filtered providing a sample for analysis of 2,465. 

 

650 (26.4%) of respondents had fished on the Eden catchment before and 1,815 (73.6%) 

had not. Given that estimated ticket sales and membership in 2013 was around 1,500 

anglers, the fact that 307 respondents had done so in the last year (2013), along with 9.0% 

who had fished there in 2014, provides reasonable confidence in the results. 

 

However, a significant proportion of those that had fished on the Eden previously (16.4%) 

had not fished in the catchment for more than 10 years; and 23.5% had not fished there for 

more than 5 years. These might be considered ‘lapsed’ Eden anglers and could be an 

important target market.  

 

Profile 

 

The profile of respondents was slightly older than in other similar studies and those who had 

fished on the Eden had an older profile still than the survey sample as a whole. This 

suggests a need to attract more younger anglers to support the future of angling on the Eden 

catchment.  

 

16% had a disability or something that limited their physical activity, emphasising the need 

for accessible angling. 

 

Most respondents were coarse anglers (42% stillwater and 10% river), followed by trout 

anglers (16% Stillwater and 13.5% river) and salmon and sea trout anglers (11.7%). 

 

The motivations for anglers also reflect many other studies with mot motivated by relaxing 

and getting away from things and being outdoors and active which outscored catch based 

motives although these remain important. 
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Value 

 

We have made these estimates based on average spending and standard multipliers – as 

such they should be treated with some caution. However, the large sample size and 

comparative data from non-Eden anglers in the survey, give some cause for confidence. 

 

The average spend per respondent in the Eden catchment in 2013 was £803. Of all those 

surveyed (i.e. across all years) the average falls to £587.  

 

When displacement, leakage and multipliers are taken into account the estimated economic 

output (the direct spending and indirect effect of that spending) is £951.84 per angler in 2013 

(this includes both visitor (likely to be higher) and resident (likely to be lower).  

 

Using the midpoint estimated population of 1,500 individual anglers who fished on the Eden 

in 2013, this produces a total economic output of £1,427,760 equating to £613,936.80 of 

GVA. This expenditure equates to 35-36 FTEs in 2013. 

 
In terms of social value and importance, one fifth of respondents said that angling on the 
Eden was a ‘fundamental part’ of their lives; with another 17% saying that it was important 
and provided them with their main angling activity. 
 
Additional Resources  
 
There is considerable appetite for involvement in volunteering with over a third (38%) of 
respondents who had fished on the Eden catchment interested in taking up some form of 
voluntary role. Most of this interest lay in environmental volunteering, although coaching 
guiding also featured. Notably few were interested in taking up club roles, which suggests 
that clubs face a barrier getting volunteer support. However, this is a significant potential 
resource to help angling on the Eden develop. 
 
Potential  
 
Amongst those that had never fished on the Eden catchment, 47.6% said that they had 
heard of it but didn’t know anything about it. Another 27.8% said that they had never heard 
of the Eden and only 1.1% said that they knew a lot about the Eden.  
 
This means that there is a need for awareness raising, both in general terms and about what 
the Eden catchment has to offer anglers. 
 
79% of respondents who had never fished on the Eden catchment had an interest in doing 
so and only 21% had no interest. The biggest proportion (40.6%) said that they were 
interested in going with friends and 23.4% on their own. 11.3% were interested in going with 
their spouse and 8.3% with other family members. There is therefore a significant, untapped 
potential for increasing visitor anglers to the area. 
 
Although distance, fuel costs and time were key barriers to fishing on the Eden for this 
group, 26.3% normally travelled between 21-50 miles to go fishing and 30.5% travelled more 
than 50 miles. Providing information about how ‘reachable’ the catchment is to large angler 
populations in the north could help overcome this perceived barrier. 
 
Lack of easily accessed information was the third highest rated barrier overall. When asked 
if new online information provision would make it more or less likely for respondents to fish 
on the Eden, 59% said that it would and just 0.8% said it would make it less likely. 
 
The provision of more angler packages, such as fishing and accommodation or fishing and 
guiding was even more popular, with 61.7% saying that this would make it more likely for 
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them to fish on the Eden. Such packages could also deliver higher value to providers in the 
area. 
 
Respondents said that they wanted to access fishing on the Eden in a variety of ways, 
suggesting that a re-vamped ticketing and passport scheme would prove popular. 
 
Priorities and Next Steps 
 
Priorities 
 
Economic value and tourism 
 
Increasing the economic value of angling to the area can be achieved in three ways: 
- Increasing the amount of angling that current anglers do (although some of this will be 
displacing spending from other sectors in the area) 
- Re-attracting ‘lapsed’ Eden anglers 
- Attracting new Eden anglers, both within the region and from elsewhere. 
 
This suggests a segmented approach to marketing and promotion is needed. 
 
In terms of developing angling tourism there are some important priorities: 

i. Improve the provision of information though high quality online information – to 
emphasise availability and accessibility. 

ii. Develop flexible booking and permit systems including online booking and  re-
vamped and extended passport scheme 

iii. Develop angling packages and segmented marketing based on fishing alone/with 
companions, duration and target species/seasons 

iv. Develop messaging to focus on: distances from population centres to angling 
locations; publicising the quality of the river environment and the remote, rural 
beauty; publicising availability and low cost of much of the angling on offer 

v. Making more angling more accessible especially to the less able 
 
The support of local and regional tourism bodies and business/economic development 
agencies is needed to ensure the area gets the benefits from increased angling visits. 
 
Young anglers, Club resilience, Volunteering 
 
i) Young Anglers and the Future of Angling on the Eden 
 
The survey has emphasised the older age profile of Eden anglers and the low numbers in 
younger age brackets who fish on the catchment. 
 
Encouraging young anglers is important both for the sport in general and the Eden 
catchment in particular. It is also important for young people who, as other research has 
shown, can receive significant benefits from participation in angling1.  
 
REDFA sees young angler recruitment and instruction as a key future strategy to provide a 
firmer footing for club sustainability and has committed to support clubs in coordinating 
recruiting young anglers.  
 
However, this area of work needs further financial support from the Environment Agency, 
youth agencies, sports funders and angling development bodies such as the Angling Trust. 
 

                                                
1
 Brown et al (2012) Fishing for Answers: Final report fo the social and community benefits of angling 

research, Manchester: Substance. See in particular Section 6 – Young people. Available as a free 
download at www.resopurces.anglingresearch.org.uk  
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ii) Club Development 
 
Club administration and especially electronic communication with members, varies amongst 
angling associations in the catchment.  The lack of good quality online information and 
booking is a significant barrier to re-attracting lapsed anglers and attracting new anglers to 
fish on the Eden catchment. 
 
However, clubs face challenges of low participation in administration and a lack of appetite 
from others to get involved. Along with other issues such as falling membership in some 
associations, poor weather, environmental problems (pollution, fish stocks) there is a greater 
need than ever that angling clubs are resilient and able to withstand these challenges. 
 
Concerns of some clubs about increased angling pressure if participation numbers are 
increased need to be balanced with the opportunities that increased sales of membership 
and tickets could bring to make them more resilient by bringing increased financial 
resources. 
 
There is therefore a need to support angling clubs in the area so that they can: 

• Improve administrative systems to help reduce burdens on a few volunteers 

• Improve communication to resident and visitor anglers, as well as existing, lapsed 
and non-Eden anglers 

• Develop new angling offers, such as an extended passport scheme 

• Develop online information and booking systems and provision 
 
As with youth development work, this will not happen without support (including funding). 
REDFA and ERT need the support of the Environment Agency and Angling Trust in helping 
to create resilient angling organisations, for instance through the Clubmark scheme. 
 
iii) Volunteering 
 
There are a number of environmental issues identified by anglers resulting in a perceived 
decreasing quality of fish stocks, which is a significant barrier to increasing participation. 
However, there is considerable appetite from those who fish on the Eden to take part in 
environmental improvement and monitoring which is a significant resource that could be 
tapped into. 
 
There may also be opportunities to work in conjunction with the ERT’s Heritage Lottery 
project, Cherish Eden, to develop these areas of work and also engage more anglers in 
voluntary roles.  
 
However, support from the EA, Angling Trust and potentially volunteer coordination funding 
is also required. 
 
Summary - Next Steps  
 
There are some clear priorities emerging from this work about how the social and economic 
benefits of angling can be enhanced as part of the Eden Fisheries Plan: 
 

1. Increase the economic and social value that angling on the Eden delivers by 
increasing the amount of angling that current Eden anglers do and attracting lapsed 
and non-Eden anglers to the catchment to fish.  

2. Help protect the future of angling on the Eden by working to create the next 
generation of anglers in the area. 

3. Help protect angling organisations as the main delivery agents of angling’s value to 
the area by improving their organisational capacity. 
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To do this will involve the following next steps: 
 
Priority 1: The development of a new visitor-angler focused tourism initiative including 
targeted and segmented marketing, online information provision and booking and visitor 
angler packages.  
Next steps: Communication to tourism and regional development agencies about the value 
of angling and the potential added value that can be delivered through increased angling 
tourism. 
 
Priority 2: The development of a new youth angling project for the area involving 
cooperation between REDFA, ERT, clubs, riparian owners and organisations such as 
Borderlines.  
Next steps: Presentation of findings to the EA and Angling Trust to as the lead angling 
development agencies in the country to seek their practical and financial support. 
 
Priority 3: A club development and capacity-building programme that brings assistance 
to improve club administration and reinvigorate club membership.  
Next steps: Presentation of findings to clubs and riparian owners to get ‘buy-in’ and 
common agreement on priorities, in conjunction with sourcing funding and support from the 
EA and Angling Trust. 
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1. Introduction 
 
This is the second stage of work by Substance for the Environment Agency, Eden Rivers 
Trust and REDFA.  It follows the first stage scoping study in 2013 and subsequent 
discussions between Substance, ERT, REDFA and EA. 
 
Specifically, the work responds to findings in the Scoping Report that further information is 
required to develop the Eden catchment angling to its full potential and the need to engage 
both angling organisations and third parties in future development and funding. 
 
1.1 Aims 
 
The purpose of the survey is to: 

• Evidence current and potential value of angling on the Eden catchment in order to 
inform the socio-economic aspects of the Eden Fisheries Plan 

• Understand more about the profile of those that fish on the Eden  

• Understand more about the potential demand for angling on the Eden 
 
1.2 Methods 
 
The research was undertaken via an online survey of anglers, including those who currently 
fish on the Eden, those who have fished there in the past and those who have never fished 
on the Eden. 
 
The survey was set up using Survey Monkey online survey tool and Substance established a 
web page to provide information about the survey to anglers before completing the survey. 
 
The survey was structured as follows: 
 
i) The nature of anglers’ participation 

• Type of angling undertaken  

• Frequency  

• Motivation 
 
ii) Angling on the Eden  

• A ‘filter’ question on whether anglers have fished on the Eden catchment in the past. 
 
iii) For those that have fished on the Eden in the last 3 years 

• Frequency of fishing on the Eden catchment 

• Where they have fished 

• Whether they are members of clubs, or buy visitor tickets 

• Expenditure in different categories 
• Indications of what factors might encourage them to fish on the Eden more frequently  

• Barriers to fishing on the Eden 
 
iv) For those that have not fished on the Eden: 

• Awareness of the Eden catchment 

• What encourages anglers to travel to go fishing 

• What might encourage anglers to fish on the Eden catchment  

• Typical expenditure pattern  

• Barriers faced  
 
v) Participation in social and environmental elements: 

• Whether anglers are currently involved in social or environmental volunteering 

• If so, whether anglers would like to increase this activity 

• If not, whether anglers are interested in becoming involved in volunteering work 
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vi) Demographic profile  

• Age, gender, employment status and income 

• Ability 

• Postcode  
 
vii) Permission for future contact 
 
Respondents were recruited in a number of ways: 

• The EA distributed the survey via an email to 40,000 Rod licence holders in the north 
west and north east regions who had provided an email address and permission to 
be contacted. This numbered 40,000. 

• REDFA and Substance worked with local angling clubs and riparian owners in the 
Eden catchment to distribute the survey website address to their members, visiting  
ticket buyers and others in their contacts lists.  

• The ERT distributed the survey address to its contacts. 

• A prize draw of 5 x 2 rod days’ fishing on the Eden catchment was offered as an 
incentive to increase respondents 

 
Substance also contacted other relevant organisations such as the Wild Trout Trust to ask 
them to help publicise the survey and REDFA secured some local press coverage to help 
recruit respondents. 
 
As with all self selected online surveys there is a tendency for those who are most involved 
and engaged to respond more. There is also no control over who responds and who does 
not. 
 
This was partially offset by recruiting large numbers of respondents and by utilising a variety 
of methods to contact them. Whilst the numbers of respondents was very high, there were 
some areas (e.g. some clubs) where responses were lower. 
 
1.3 Survey Reponses 

 
In total there were 2,830 people who started the survey, of whom 2,434 (86%) completed all 
sections including the optional questions regarding future contact at the end.  
 
The length of the survey, the complexity of some areas (such as expenditure) and the fact 
that for many they did not fish on the Eden (and may therefore had less commitment to a 
survey about it) may account for the drop-out rate. Nonetheless, this provided a very large 
dataset. 
 
Given the need to compare different sections of the survey, the responses provided in this 
report are for all those who completed up to the demographic questions in the survey. This 
provides a sample of 2,465. 
 
In total there were 4,172 visits to the Substance survey website and 3,954 unique visitors.  
The vast majority of these were in response to the EA email, although there were smaller 
spikes at other times, such as when angling organisations sent emails to their databases. 
 
 
  



2. Respondent Profile 
 
This section provides details of the overall profile of respondents. 
 
2.1 Demographic Profile 
 
i) Age 
 
The age profile broadly reflects what other recent surveys of anglers show, although it is a 
slightly older profile than in the 2012 National Angling Survey (NAS). The largest single 
group of respondents to this survey are in the 51-60 age bracket (31.8% compared to 28.4% 
in the NAS); followed by 28.5% in the 61-70 bracket (compared to 23.8% in the NAS). There 
are also less in the 18-30 bracket (4.5%) than in the NAS (8%). 
 
Figure 1: Respondent Age 

 
 
It should also be noted that the profile of those anglers who have fished on the Eden is 
actually older than the profile of the survey sample as a whole – with nearly 3% more in the 
61-70 age bracket than the overall sample and 3.4% more in the 70 plus category. Those 
who have not fished on the Eden are conversely of a slightly younger profile than the survey 
sample. Just 8.5% of people who have ever fished on the Eden are under 40. 
 
This information is important for the development of angling Eden because it suggests that 
there is a need to engage a younger audience to sustain participation in the future. 
 
Table 1: Age 
Age All  

Respondents 
Eden  

Anglers 
Non-Eden  

Anglers 
Under 18 0.3% 0.3% 0.3% 
18-30 4.5% 2.8% 5.1% 
31-40 8.2% 5.4% 9.1% 
41-50 19.8% 15.5% 21.4% 
51-60 31.8% 33.8% 31.0% 
61-70 28.5% 31.8% 27.3% 
Over 70 6.9% 10.3% 5.7% 

 



ii)  Employment 
 
45.2% are employed full time and another 12.8% self employed. The second largest 
proportion are retired (31.5%) which reflects the older age profile (it compares to 23.8% in 
the NAS). 
 
Figure 2: Respondent Employment Status 

 
iii) Gender 
 
97.4% of respondents were male (n=2,346) and 2.6% (n=63) were female. This also reflects 
what several other angling surveys have shown. 
 
iv) Income 
 
The largest proportion of respondents (37.4%) earn between £20-40,000 a year, with 28.6% 
earning less than £20,000.  
 
Figure 3: Respondent Income 
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It is also useful to look at the location of respondents in relation to the Indices of Multiple 
Deprivation. IMD identifies the most deprived areas across the country. They combine a 
number of indicators, chosen to cover a range of economic, social and housing issues, into a 
single deprivation score for each small area in England2.  
 
Using postcodes provided it is possible to map in which areas survey respondents are 
located and look at the proportions of respondents in relation to those areas’ IMD score. 
 
The table below shows the proportion of respondents to the survey in percentile brackets 
where 1-10% are the most deprived areas and 90-100% the least deprived. It shows, for 
instance, that 10.6% of respondents live in areas that are in the top 10% most deprived in 
the country. In contrast 19.5% of survey respondents live in the top 20% least deprived 
areas in the country. 
 
Table 2. Respondent Location /IMD 
IMD Percentile Count Percentage 

0%-10% 214 10.6% 

10%-20% 192 9.5% 

20%-30% 188 9.3% 

30%-40% 174 8.6% 

40%-50% 81 4.0% 

50%-60% 322 16.0% 

60%-70% 257 12.7% 

70%-80% 194 9.6% 

80%-90% 275 13.6% 

90%-100% 119 5.9% 

Grand Total 2016 100.0% 

 
This data has also been mapped to help locate anglers in relation to IMD areas (the darker 
red are more deprived, the darker blue, less deprived)3. 
 
Image 1: Respondent Location and IMD Map 

 
 
There are two potential implications of income and deprivation data for developing angling. 
These are not mutually exclusive and may even be seen as complementary: 

i. One on hand, in terms of angling development work, it may be possible to look for 
funding that prioritises people on lower incomes and in areas that are in most 
need/most deprived (such as some Lottery funding, for example) to work with 
populations in these areas to make angling accessible to them, or to provide social 
benefits such as angling-related training and volunteering.  

                                                
2 www.gov.uk/government/collections/english-indices-of-deprivation  
3
 www.substance.coop/edensurvey/imd_cluster.php 
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ii. On the other hand, targeting work with those with higher incomes and in areas of 
greater wealth may be a sensible strategy with regard to angling tourism/visitors to 
maximise economic impact and boost club finances (which could enable other work). 

 
v) Disability 
 
16% of respondents said that they have a long standing illness or disability that affects their 
physical activity, which is slightly less than the NAS (19.7%). This emphasises the 
importance of having accessible angling opportunities. 
 
The issue of access and physical restrictions also extended to issues of age and gender, 
emphasised in some of the qualitative comments made in an open comments facility in the 
survey: 
 

Fantastic, but demanding fishing for wild (un-stocked) brownies. Unable to fish the river now due 
to disability/not able to access and explore the beats. 

 
As with another club water I and my Grandson fish, the access to much of the so called riverside 
available is inaccessible for the older members due to grazing stock or barbed wire. Often my 
Grandson will go off without me because I can't safely follow… 

 
As a lady fisher person at times I have difficulty in getting over styles – I have quite small legs, 
this can be quite a problem for me. Access to some part of the river can be quite overgrown 
hence have difficulty getting to the river edge. 

 
vi) Location 
 
The vast majority of respondents were located in the North West – 76.6% (n=1640). This is 
to be expected given the location of most of the EA Rod Licence holders contacted (North 
East and North West regions), the publicity given by ERT, REDFA and local angling clubs 
and other local publicity. There is also a significant minority of respondents from the North 
East (12.1%). Other publicity was delivered through the Wild Trout Trust and angling 
contacts which probably explains the wider distribution of the rest. 
 
Table 3. Respondent Location 
Region Count Percentage 

North East 260 12.1% 

North West 1640 76.6% 

East Midlands 44 2.1% 

Yorkshire and The Humber 30 1.4% 

South West 16 0.7% 

West Midlands 9 0.4% 

South East 8 0.4% 

London 6 0.3% 

East of England 3 0.1% 

N. Ireland 70 3.3% 

Wales 44 2.1% 

Scotland 10 0.5% 

Total 2140 100.0% 

 
 
 
 
 
 



 
 
The cluster maps below show the national and local region distributions4. 
 
Image 2: Respondent Location Map 

  
 

2.2 Angling Participation Profile 

 
i) Type of Angling  
 
Respondents were asked to rank the types of angling they did according to frequency. This 
allows analysis of what anglers do ‘most often’ but also to create a rating average which 
summarises all responses. 
 
In terms of what anglers do ‘most often’, the largest proportion of respondents were coarse 
still water anglers (42.1%, n=1,123). This is followed by trout still water anglers (15.8%, 
n=422), trout river anglers (13.5%, n=360), salmon anglers (11.7%, n=313) and coarse river 
anglers (9.9%, n=265). Just 2.4% fished for grayling most often and 4.5% did sea angling 
most often. 
 
Figure 3. Type of Angling (most often) 

 
 

                                                
4
 Interactive versions of the maps are available online: cluster map (www.substance.coop/edensurvey/cluster.php); 

marker map (www.substance.coop/edensurvey/heatmap.php); heat map (www.substance.coop/edensurvey/map.php) 
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This order of preference is also reflected when rating averages (where all preferences are 
scored5) are considered although it shows that slightly more people do river coarse angling 
as a second or lower preference. 
 
Table 4. Type of Angling (rating average) 
Answer Options Rating Average 

Coarse angling - stillwater 4.05 

Trout  angling – stillwater 2.66 

Trout angling – river 2.47 

Coarse angling – river 2.34 

Salmon/sea trout angling 1.66 

Sea angling 1.58 

Grayling angling 1.29 

 
ii) Frequency 
 
Respondents to this survey were slightly more active than in the NAS – 35.8% fished fewer 
than 20 days in the last 12 months compared to 47.7% in the NAS. Also 38% fished between 
21-50 days and 18.6% between 51-100 days in the last 12 months. This suggests that this 
survey has attracted the more active angler – which to some extent is to be expected in a 
survey about one particular location. 
 
Indeed, this is slightly more pronounced when we look at the frequency of those that fish on 
the Eden, which shows that they tend to fish slightly more often than the survey sample as a 
whole. 
 
Table 5. Frequency of Angling 
Number of days fished All  

Respondents 
Eden  

Anglers 
0-10 days 14.2% 12.3% 
11-20 days 21.6% 18.0% 
21-50 days 38.0% 41.1% 
51-100 days 18.6% 20.5% 
101-200 days 5.6% 6.2% 
200+ days 1.9% 2.0% 

 
iii) Motivation 
 
Motivations for going fishing also reflect some other recent surveys, where prime motivations 
are to ‘relax and get away from things’ and ‘to be outdoors and active’, rather than catch 
based motives. Respondents were able to pick one option for most important, one for 
second most important and so on in a rating scale of 5. The chart shows the percentage 
responses for 1st, 2nd and 3rd most important motivations (so percentages do not sum to 
100). As can be seen, ‘relax and get away from things’ and ‘be outdoors and active’ outscore 
catch based motives although these, taken together, remain significant. 
 
 
 
 
 
 
 
 

                                                
5
 For rating averages, the ‘1- most often’ selection is given a score (in this instance) of 7, second most 

often preference a score of 6 and so on so that a form of angling selected as 7
th
 most often 

preference is given a score of 1. The results are then summed and divided by the total number of 
responses to produce a rating average. 



Figure 6. Motivation for Angling 

 
 
iv) Who Respondents Fish With 
 
The largest proportion of respondents went angling on their own most often (39.4%) 
although 35.5% went fishing with friends and 19.7% with family members most often. This is 
important for informing segmented marketing strategies about angling on the Eden 
suggesting packages for single people, friendship groups and family offers should be the 
priorities. 
 
Figure 7. Who Anglers Fish With 
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3. Eden Anglers 
 
A ‘filter question’ was asked in order to separate respondents who had previously fished on 
the Eden and those that had not. Each group was then asked a different set of subsequent 
questions. 
 
3.1 Respondent Numbers 
 
Table 6. Fished on Eden / Not fished on Eden 
Have you ever fished on the Eden catchment? Percent Count 
Yes 26.4% 650 
No 73.6% 1,815 

 
This provided a sample of 650 who had fished on the Eden and had completed the survey. 
As can be seen below some respondents have not fished on the Eden for some time. This 
fact, along with the ‘self selected’ nature of the online survey makes estimating confidence 
levels of responses as a proportion of the current population of Eden anglers is problematic.  
 
3.2 Pattern of Angling on Eden 
 
i) Last time 
 
Of the 650 respondents who had fished on the Eden previously, the largest proportion 
(46.6%, n= 307) had done so in the last year (2013). This, along with 9.0% who had fished 
there this year helps to increase confidence in the responses. If this was a random selection 
of anglers (which is difficult to sustain as it was an online survey) and the total population is 
1,500, then the sample would provide a confidence level of 95% with a confidence interval of 
+/-4.5%. 
 
Table 7. Last Fished on Eden 
 Response 

Percent 
Response 

Count 
This year (2014) 9.0% 59 
Last year (2013) 46.6% 307 
2 to 5 years ago (2009-2012) 20.9% 138 
More than 5 years ago (before 2009) 7.1% 47 
More than 10 years ago (before 2004) 16.4% 108 

 
However, a significant proportion (16.4%) had not fished in the catchment for more than 10 
years (i.e. before 2004); and a total of 23.5% had not fished there for more than 5 years.  
 
This data can help inform a segmentation of Eden anglers for development and marketing 
purposes. It should allow segmentation into: 

• Current Eden anglers – whose engagement needs to be maintained 

• Lapsed Eden anglers – who may be a significant market that is relatively easy to 
attract back  

• Non-Eden anglers – who will need awareness raising and information provision (see 
the next section) 

 
ii) Frequency 
 
Respondents were asked to say on how many days they had fished on the catchment in the 
last year that they had fished there. A large majority (64.0%) fished 10 days or less in a year. 
This may include a significant number who were visiting anglers. 14.1% of respondents had 
fished between 11 and 20 times; 15.6% between 21 and 50 times in a year; and 6.3% fished 
more than 50 times in their last year. 
 



Figure 8. Frequency (Last Year on Eden) 

 
 
3.4 Club Membership and Tickets 
 
i) Club Membership  
 
Respondents were asked to say whether they had been a member of any of the local 
angling clubs in the area and in which year they had last been a member. The breakdown is 
provided in the table below. 
 
Table 8. Club membership 
Club 2014 2013 2-5  

years ago 
5+  

years ago 
Never 

Appleby Angling Association 7 3 7 16 370 

Brampton Angling Association 15 3 4 8 359 

Carlisle Angling Association 44 26 9 23 335 

Kirkby Stephen Angling Assoc 4 4 4 11 357 

Penrith Anglers Association 79 14 6 31 336 

Yorkshire Fly Fishing Club 42 6 3 8 348 

Carlisle and District Coarse Angling Club 12 3 3 10 352 

Other 35 21 6 15 260 

 
Some associations have fairly low respondent numbers. This will be largely to do with the 
nature of record keeping at these clubs where email details may not be held on members. 
There are two associated issues that arise which relate to the issue of club resilience and 
sustainability: 

• There is a need to provide assistance to clubs to improve the quality of membership 
administration, making it more efficient, improving the potential for good 
communication with members (information sharing, marketing, engagement in 
activities etc.) and reducing the administrative burden. 

• There is also a need to increase the human resources available to support club 
administration. As we shall see in section 3.8 there is a very low appetite amongst 
respondents for being involved in club administration, so resources from elsewhere – 
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including, potentially, increased revenue from visitor ticket sales as well as funding 
and other support – need to be found. 

 
Nonetheless, taking those who have been members either this year or last, there are a good 
samples from Carlisle AA (n=70 our of a membership of c.300), Penrith AA (n=93 out of a 
email sent to 350 members) and Yorkshire Fly Fishing (n=48 our of a membership of around 
200). This provides a good sample of respondents from these major clubs. 
 
ii) Tickets 
 
Respondents were also asked if they had ever been a member of a  syndicate or bought 
visitor or day tickets. There was a significant proportion (17.1%, n=111) who had bought 
either a visitor or day ticket in 2014 or 2013, but again there were a large number who had 
not done this for five years or more who we might describe as the ‘lapsed Eden anglers’. 
There were less respondents who had bought a Go Wild ticket, although numbers of these 
sales are fairly low anyway. 
 
Table 9. Syndicates and Day/Week Tickets 
 2014 2013 2-5  

years ago 
5+ years ago Never 

Been a member of a syndicate 
 on the Eden 

37 10 10 22 487 

Bought a visitor or day ticket from an  
association and/or a riparian owner 

22 90 102 140 242 

Bought a Go Wild ticket 3 26 34 11 415 

 
3.5 Angling Behaviour  
 
Respondents were also asked to tell us about where they fished on the catchment most 
often and the species they targeted. 
 
i) Where respondents fished 
 
Unsurprisingly, given it is by far the largest water body, the majority of respondents had 
fished on the Eden itself. Slightly more (36.5%) had fished on the Lower Eden (to the 
Eamont confluence) than on the Upper Eden (33.3%). Of the other tributaries, The Eamont 
and Lowther was the most popular (11.0%). Of the 11.5% who selected ‘other’, the vast 
majority were in fact locations on the Lower or Upper Eden, although a small number were 
for stillwaters (Haweswater, Ullswater, Hayeswater).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Image 3. Map of Eden catchment 

 
 
 
Figure 9. Location of Fishing 

 
 
 
 
 



ii) Target Species 
 
Respondents were also asked about the species they targeted most often in the last year 
they fished on the Eden, ranking options from most to least frequent.  
 
Figure 10. Target Species 

 
 
The chart illustrates the proportions of people who selected a species as the one they 
targeted ‘most often’ or ‘second most often’.  
 
By far the most popular is brown trout with 45.1% targeting this species most often, followed 
by salmon (28.6% target this species most often). Although only 5.8% target grayling most 
often, they are highest ranked second preference with 22.3% of respondents saying that 
they fished for these fish ‘second most often’. 
 
The rating averages support this, showing brown trout the most popular (rating average of 
3.55), salmon second (2.25) and grayling only a slightly less popular target species than 
salmon with a rating average of 2.20. Although coarse fish make up a species targeted ‘most 
often’ by 14% (n=91), in the rating average, they are second least popular suggesting that 
there are some dedicated coarse anglers, but the species are not targeted by others. This 
data can also help inform development strategies – for instance encouraging grayling fishing 
in otherwise low demand/low pressure periods to those who target this species as a second 
or third preference. This could also help bring economic value at off peak times of the year. 
 
Table 10. Target Species (rating average) 
Species Rating  

Average 
Brown trout 3.55 

Salmon 2.25 

Grayling 2.20 

Sea trout 1.39 

Coarse fish 1.26 

Sea fish 0.26 
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3.5 Economic Value 
 
3.5.1 Angler Expenditure in Catchment 
 
Respondents were asked to say what they had spent fishing in the Eden catchment in the 
last year that they fished there. They were given in 10 different categories of expenditure but 
asked to exclude both private car travel as well as Rod Licence fees. This produces: 

• A total spend from all respondents although this may be across a number of years 

• An average spend per angler per year across all years 
 
However we have also filtered responses to show total and average spending for those who 
fished there last in 2013, which may provide a more accurate picture of current rates of 
expenditure. One respondent was excluded as an outlier as this unduly inflated the figures6. 
 
Table 11. Average Angler Expenditure 
Category Total Spend 

(all years) 
Average per angler 

(all years) 
Total  

Spend  
(2013) 

Average  
Spend  
(2013) 

Travel (not car) £20,250.00 £31.15 £13,365.00 £43.68 

Accommodation £68,031.00 £104.66 £41,760.00 £136.47 

Food and drink £38,676.00 £59.50 £20,532.00 £67.10 

Fishing tackle £91,387.00 £140.60 £59,820.00 £195.49 

Day or week tickets £27,651.00 £42.54 £11,447.00 £37.41 

Club membership and STs £96,681.00 £148.74 £76,292.00 £249.32 

Syndicate membership etc. £28,062.00 £43.17 £17,440.00 £56.99 

Go Wild tickets £890.00 £1.37 £578.00 £1.89 

Guiding / tuition £6,176.00 £9.50 £3,755.00 £12.27 

Other £4,279.00 £6.58 £890.00 £2.91 

Total £382,083.00 £587.82 £245,879.00 £803.53 

 
This shows that: 

• Total spend by respondents in the last year that they fished was £382,083 

• Total spend by respondents in 2013 was £245,879 

• Average spending per angler in the last year that they fished was £587.82 

• Average spending per angler in 2013 was £803.53 
 
However, there are a number of caveats to these figures. Whilst this provides an indication 
of the value of angling to the catchment area, it is not a full economic impact. One issue is 
that the total population of anglers (resident and visitor) is not known and therefore grossing 
up these figures to a total contribution is only an estimate. Another unknown is that what the 
businesses who this expenditure was made with spent that money on, so accepted 
multipliers have been used. 
 
Furthermore, given that some anglers had not fished in the catchment for over five years 
(and some for over 10), the accuracy of the first two columns (which is an average of 
everyone who has ever fished on the Eden) is likely to be lower due to accuracy of recall. 
Therefore, for calculation purposes, the 2013 figures are probably more reliable. 
  
Estimates of club membership and ticket sales in the Scoping Report were put at between 
1,000 and 1,500 and total ticket sales of any kind (season tickets/membership, weekly 

                                                
6
 This respondent entered data showing day ticket expenditure at over £400,000 which would equate 

to over £1,000 of expenditure on tickets every day of the year. 
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tickets, day tickets; including both adults and juniors; as well as local, county and visitor 
sales) was in the region of 2,000. 
 
The table below shows the implications of total spend in each of these population estimates 
(1,000 anglers, 1,500 anglers and 2,000 anglers) for both the total and 2013 averages. 
Table 12. Estimated total spend 
Angler Population Estimate Total spending (based on  

£587.82 per angler) 
Total spending (based on  
£803.53 per angler (2013) 

1,000 anglers £587,820.00 £803,530.00 

1,500 anglers £881,730.00 £1,205,295.00 

2,000 anglers £1,175,640.00 £1,607,060.00 

 
• At the most conservative estimate of angler population, angling expenditure is 

between £587,820 and £803,530 per year 

• At the most extensive estimate of angler population, angling expenditure is between 
£1,175,640 and £1,607,060 per year 

 
3.5.2 Economic Impact and Employment 
 
Understanding the effect of the direct spending made by anglers requires some further work. 
We have done this additional analysis using the 2013 figures (which are likely to be more 
accurate) to look more carefully at the economic impact, as opposed to just the average 
spending, and by using the mid-point angler population (all individuals who fished on the 
Eden in 2013) of 1,500. 
 
Adopting approaches used in other research  (SQW 2006; Substance 20107) we have: 

• Deducted 5% from angling permits, membership fees and guides to allow for some 
leakage from the region (e.g. in rents to owners who are based elsewhere) 

• Made an allowance of 10% for displacement given that those who selected to take 
the survey may have been more committed anglers. 

• Used accepted multipliers for each category of spending based on the SQW study 
because when £1 is spent in an area on a particular item, a proportion of that money 
is re-spent in the local economy. These were: Accommodation (x 1.25); tackle, 
guides and permits etc. (x 1.40); food shopping (x 1.21); and other spending (x 1.24). 

 
Table 13. Estimated Economic Output 
Item Average  

Spend per 
angler (2013) 

Adjustment for 
leakage  

on permits (-
5%) 

Displacement 
adjustment (-10%) 

Multip
lier 

Economic 
Output 

Travel (not car) £43.68  £39.31 1.2 £47.17 

Accommodation £136.47  £122.82 1.25 £153.53 

Food and drink £67.10  £60.39 1.21 £73.07 

Fishing tackle £195.49  £175.94 1.4 £246.32 

Day or week 
tickets 

£37.41 £35.54 £31.99 1.4 £44.78 

Club membership 
and STs 

£249.32 £236.85 £213.17 1.4 £298.44 

Syndicate 
membership etc. 

£56.99 £54.14 £48.73 1.4 £68.22 

Go Wild tickets £1.89  £1.70 1.4 £2.38 

Guiding / tuition £12.27 £11.66 £10.49 1.4 £14.69 

Other £2.91  £2.62 1.24 £3.25 

Total £803.53  £723.18  £951.84 

                                                
7
 SQW (2006) Economic Impact From Angling on the Tweed River System; Brown, A. (2010) Assynt Angler 

Survey 2010, Manchester: Substance available at www.assyntanglinginfo.org.uk  
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This shows that the estimated economic output (the direct spending and indirect effect of 
that spending) is £951.84 per angler.  
 
The aggregate for the various population estimates (as above) are shown in the table below. 
Using the midpoint population of 1,500 individual anglers, this produces a total economic 
output of nearly £1.428m in 2013. 
 
Table 14. Estimated Aggregate Economic Output 
Eden Angler Population 
Estimate 

Aggregate Economic 
Output in 2013 

(£951.84 per angler) 
1,000 anglers £951,840.00 

1,500 anglers £1,427,760.00 

2,000 anglers £1,903,680.00 

 
Most economic impact studies also calculate the ‘Gross Value Added’ (GVA) of expenditure 
in a region as a more accurate way of showing actual impact. This means the ‘operating 
profit’ that expenditure in a region can equate to. To better illustrate this concept , 
expenditure on food in a local shop can be calculated as a total amount, but some (possibly 
a majority) of that expenditure will be paying for the cost of supplying the food bought 
(wholesale, wages etc) as well as profit8. 
 
Although we cannot do this with great accuracy without an additional survey of the 
businesses in the Eden catchment that anglers spend their money with, based on other 
studies9 we have used a GVA rate of 43%.  
 
Using the mid-point population figure of 1,500 anglers, the £1,427,760 of expenditure 
equates to £613,936.80 of GVA in 2013.  
 
In terms of employment impact, the Using an average of £40,000 of economic output per 
one Full Time Equivalent job (Defra 2013), this expenditure equates to 35.7 FTEs in 2013. 
 
We would like to stress that there should be some caution when using these figures. This 
survey may have attracted the more frequent and keen angler due to its self selected nature; 
and we do not know accurately what the angler population for the Eden catchment is. 
Nonetheless this exercise has demonstrated that the economic value that angling brings to 
the catchment is considerable. As such an increase in angler numbers – especially visiting 
anglers – will result in greater general economic benefit, as well as direct economic benefit 
for clubs and riparian owners.  
 
 3.5.3 Visit Length and Distance 
 
Respondents were also asked about the number of nights they spent away from home in 
paid for accommodation when angling on the Eden catchment as well as the distance they 
travelled to go fishing there.  
 
i) Overnight stays 
 
Given that the sample of those who fished on the Eden included a large proportion of local 
anglers, it is not surprising that most (68.5%) spent no nights away from home. For others, 

                                                
8
 SQW (2006): p33. 

9
 Brown, A., Munday, M., Roberts, A., Armstrong, A., Hyder, K. with Elizabeth Oughton (2013), The 

Economic and Social Value of Recreational Sea Angling in England; Annexe 2 of Sea Angling 2012 – 
a survey of recreational sea angling activity and economic value in England, DEFRA: London 
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short stays of 1-3 nights (17.4%) were next most popular, followed by 4-7 nights (8.8%) and 
between one and two weeks (2.9%). 
 
Table 15. Overnight stays 
Number of nights Percentage  Count 
0 nights 68.5% 445 
1-3 nights 17.4% 113 
4 - 7 nights 8.8% 57 
8 - 14 nights 2.9% 19 
15-21 nights 1.1% 7 
22-35 nights 0.9% 6 
36-50 nights 0.0% 0 
50+ nights 0.5% 3 

 
ii) Distance travelled 
 
Respondents were asked to say how far they travelled by private car most often when 
fishing on the Eden catchment. This shows that although just under a quarter (23.5%) 
travelled less than 10 miles, the largest single proportion (26.5%) travelled between 51 and 
100 miles most often. Furthermore, 22.6% travelled between 101 and 20 miles. More than 
half (56.9%) travelled more than 50 miles. Whilst difficult to quantify, this will also have an 
economic impact, both for the area (such as the proportion earned by local garage owners 
and workers) and for the economy more generally.  
 
Table 16.Distance Travelled 
Distance travelled Percentage Count 
0-10 miles 23.5% 153 
11-20 miles 7.5% 49 
21-50 miles 12.0% 78 
51-100 miles 26.5% 172 
101-200 miles 22.6% 147 
200+ miles 7.8% 51 

 
This also demonstrates that a healthy proportion of anglers are prepared to travel some 
distance in order to go angling on the Eden – something that should further encourage visitor 
and tourist based angling initiatives given the large population centres within these distances 
from the catchment. 
 
3.6 Social Value 
 
i) Significance to Lives 
 
Anglers were asked to say how important angling on the Eden catchment was for them. Just 
over one fifth (20.6%) said that angling on the Eden was ‘very important’ and a ‘fundamental 
part of my life’. Another 17.8% said that angling on the Eden catchment was their main 
angling activity, whilst 38.2% said that it was ‘fairly important’. Just 5.1% said that angling on 
the Eden was unimportant; although another 18.3% said that it was ‘not that important’. 
 
 
 
 
 
 
 
 
 
 
 
 



Figure 11. Importance of Eden to respondents 

 
ii) Motivation 
 
When asked about what motivated respondents to fish on the Eden the ‘quality of the 
salmon/sea trout fishing’ was cited by 15.8% and ‘the quality of the trout fishing’ by 19.4%. 
However, 36.0% (n=234) cited the quality of the river environment as their main motivation. 
This again suggests that whilst quality of fishing combined is the largest proportion, for many 
people accessing the river environment is most important single factor. This suggests the 
need to maintain and nurture that environment and promote awareness of it. 
 
Figure 12. Motivation for fishing on the Eden 

 
 
 
 
 
 
 
 



3.7 Communication and Barriers 
 
i) Source of information 
 
In terms of how anglers find out about fishing on the Eden, friends or other anglers is the 
most significant source that is always used (27.4%) closely followed by club websites – 
23.4% saying this is a source they use ‘always’10. 
 
Figure 13. Sources of information 

 
 
However, when the rating averages are compared11 the use of EA websites ‘sometimes’ 
makes that the second most popular source of information (this could include use of the EA 
website for checking river levels). Notably, use of ERT and REDFA websites is relatively low. 
It should be noted that the Environment Agency’s online provision of angling information has 
recently changed and reduced in scope. As such, there is a considerable gap emerging in 
terms of online provision of information to anglers, emphasising the need for better 
information provision. 
 
Table 17. Information Source (rating average) 
Information source Always Sometimes Never Rating 

Average 
Friends/other anglers 150 282 115 1.56 

EA website 95 241 234 1.18 

Club website 126 185 228 1.15 

Tackle shop 70 259 200 1.12 

Other websites 45 219 228 0.88 

Fishpal 46 113 334 0.56 

ERT/REDFA/Go Wild 
websites 

12 138 353 0.48 

Clubs/syndicates in person 32 114 328 0.50 

Other 20 20 303 0.15 

                                                
10

 NB percentages will not sum to 100. 
11

 Based on a value for ‘always’ of 3, ‘sometimes’ of 2 and ‘never’ as 0 



ii) Barriers To Fishing on the Eden More Often 
 
Respondents were asked to rank their top 3 barriers to fishing on the Eden more often. The 
decline in the number and quality of fish stocks was the most frequently cited ‘most 
important’ answer and had the second highest rating average overall (0.81); followed closely 
by distance to travel which had the highest rating average of 0.82 and then by cost of fuel. 
Work demands and family demands also featured strongly (with a rerating average of 0.71 
and 0.54 respectively). 
 
Figure 14. Barriers to fishing on the Eden more often 

 
 
Table 18. Barriers to fishing on the Eden more often 
Answer Options 1  

(most  
important) 

2 3 Rating  
Average 

Distance to travel 103 86 55 0.82 

Decline in quality/number of fish stocks 124 52 48 0.81 

Cost of fuel/travel 83 79 58 0.72 

Work demands 90 72 45 0.71 

Family demands 49 70 62 0.54 

Poor weather 46 55 67 0.48 

Cost of fishing 32 50 51 0.38 

Lack of easily accessed information 27 23 28 0.24 

I don’t want to fish on the Eden more often 29 12 28 0.21 

Poor physical access 20 14 22 0.17 

Other 23 8 15 0.15 

Cost of accommodation 8 20 24 0.14 

 
iii) Overcoming barriers to fishing more often 
 
In terms of overcoming these barriers perhaps unsurprisingly better fish stocks was the 
priority area followed by ‘more fishing being made available’. New game fishing opportunities 
are cited as a higher priority than coarse fishing opportunities; although better information 
about where to fish scored higher than either of these.  



 
Figure 15. Overcoming barriers 

 
 
However, aside from these areas, given the distances that anglers who fish on the Eden 
travel and the location of large population centres within an hour’s drive of the catchment, 
there is a strong argument that marketing and communication to lapsed Eden anglers about 
the ease of reach of the catchment could be effective. 
 
3.8 Satisfaction 
 
i) General 
 
Respondents were asked about their satisfaction in a number of areas and to rank these 
from ‘very satisfied’ to ‘very unsatisfied’. ‘The fishing experience in general’ had the highest 
rating average, followed very closely by ‘the quality of the river environment’. Notably, ‘club 
services and admin’, ‘conservation work undertaken’ and ‘provision of information’ scored 
lowest although the first two of these had the highest number of ‘not applicable’ responses. 
This also supports the need for improved information provision. 
 
Table 18. Satisfaction (general) 
Option V. 

satisfied 
Satisfied Neither 

satisfied  
nor unsatisfied 

Unsatisfie
d 

V. 
unsatisfied 

Rating 
average 

The fishing experience  
in general 

133 202 79 27 10 2.73 

Quality of the river 
environment 

129 213 68 26 6 2.71 

Cost of fishing 90 186 117 31 2 2.48 

Availability of fishing 92 175 104 53 9 2.44 

Quality of fishing 70 166 104 74 37 2.32 

Provision of information 32 143 162 49 16 2.05 

Club services/admin 88 114 100 16 5 1.90 

Conservation work 
undertaken 

38 130 159 28 18 1.94 

 
ii) Stocks 
 
There was a mixed picture in terms of anglers’ views about whether fish stocks had 
improved, got worse or stayed the same over the last five years – although in all categories 



‘don’t know’ was the most frequent single response. More anglers thought that trout stocks 
had stayed the same than other options, although for salmon and sea trout most 
respondents thought stocks had deteriorated, reflecting some scientific fisheries evidence. 
 
Figure 15. Opinions on fish stocks 

 
 
There may of course be a difference between the perceived state of fish stocks and what is 
actually occurring. Investment into catchment management, providing better information 
about what is being caught in the catchment (such as brown trout or grayling returns) may 
help overcome this perception. The launch of a pilot study by REDFA and ERT into the use 
of log books by anglers, if successful, could be one important source of information for 
others and help better inform such perceptions. This approach has also been developed by 
other rivers trusts, such as the Wye and Usk Foundation12. 
 
iii) Comments 
 
Respondents who had fished on the Eden were able to leave open-ended comments in the 
survey. We analysed these and coded responses according to the main subject matter. The 
largest number of comments were about positive satisfaction that those who fished on the 
Eden had – both current (28.9%) and in the past (7.0%). However, there were also a large 
number of comments about problems with fish stocks which added together account for 
22.1% of all comments. The table below shows the top 15 subject matters and the full list of 
comments will be provided to the EA, RDFA And ERT. 
 
Table 19. Comment topics 
Comment topic Count Percentage 

Satisfaction (positive) 86 28.9% 

Fish stocks 35 11.7% 

Fish stocks (salmon) 21 7.0% 

Satisfaction in past 21 7.0% 

Misc 17 5.7% 

Distance 15 5.0% 

Access – Physical 13 4.4% 

Fish stocks (coarse) 10 3.4% 

                                                
12

 http://www.wyeuskfoundation.org/fishing/feedback.php 



Environmental (Pollution) 9 3.0% 

Predation 9 3.0% 

Marketing  8 2.7% 

Satisfaction (negative) 8 2.7% 

Cost 6 2.0% 

Access - Permits 5 1.7% 

Conservation 5 1.7% 

 
3.9 Volunteering 
 
i) Involvement in volunteering/roles 
 
Just over half of respondents did not currently take part in any volunteering roles related to 
angling, a sizeable minority did. The three most common were ‘other club volunteering’ 
(16.3%), club administration (16%) and environmental improvement work (15.2%). 
 
Figure 16. Involvement in volunteering 

 
 
 
ii) Appetite for involvement in volunteering roles 
 
Anglers’ appetite for getting involved in volunteering opportunities is an important area in 
relation to developing anglers’ participation in improving river environments and developing 
angling on the catchment. It is also vital in supporting the sustainability and resilience of 
angling clubs. 
 
Over one third – 38.2% (n=248) - of anglers who had fished on the catchment were 
interested in taking up some form of volunteering role, with 61.8% (n=402) of anglers not 
interested. Those that were interested in volunteering were asked to nominate all of the 
areas that they might take part in (with a ‘tick all that apply’ option). The main areas of 
interest were environmental improvement and monitoring work (138 and 139 anglers 
respectively); followed by volunteer coaching or guiding. 
 
 
 
 



Figure 17. Potential volunteer roles 

 
 
Whilst these are significant numbers of anglers in themselves, if these figures are 
representative of the angler population as a whole, then there is a large body of potential 
voluntary labour.  
 
Appetite for involvement in club administration (20 anglers) and other club based work (36 
anglers) were particularly low, however, reflecting more anecdotal evidence from club 
administrators who report that they find it difficult to get people to take up roles. This re-
emphasises the need highlighted earlier for clubs to be supported in developing their 
administration; help with engaging, managing and training volunteers and creation of more 
efficient systems of club administration. Such work could potentially be assisted by bodies 
such as the Angling Trust as well as business and community support funding in the area. 
 
In total, 461 respondents (72% of all anglers who had fished on the Eden catchment) said 
that they were happy to be contacted by ERT and REDFA in future, suggesting that there is 
a reasonable basis for developing volunteering programmes and work with these anglers. A 
database of those contacts willing to be contacted will be passed on to ERT and REDFA. 
 

 

  



4. Non-Eden Anglers 
 
This section reports findings from those who have never fished on the Eden catchment 
(n=1,815). There is a high proportion of anglers who fish most often on coarse still waters in 
this sample which may affect some of the results. 
 
4.1 Awareness of the Eden 
 
i) General Awareness  
 
47.6% of those respondents who had never fished on the Eden catchment said that they had 
heard of it but didn’t know anything about it. Another 27.8% said that they had never heard 
of the Eden and only 1.1% said that they knew a lot about the Eden. Given that the sample 
was overwhelming drawn from the EA’s database of anglers in the north west and north east 
regions, this lack of awareness is perhaps on the high side, although many will be coarse 
still water anglers. Nonetheless it suggests that there is a need to undertake more 
widespread awareness-raising about the catchment and what is on offer. 
 
Figure 18. Awareness of Eden 

 
 
ii)  Information source 
 
In terms of how anglers found out about the Eden catchment, 42.5% (n=771) said that this 
survey was the first time they had heard of the Eden. Of those who had heard of the Eden 
before, 10.6% had found out from game angling magazines with another 8.3% from other 
magazines. 10.1% had heard about the river catchment from friends and 9.2% by ‘word of 
mouth’.  
 
The use of the EA’s database to promote the survey has, in and of itself, helped to raise 
awareness of angling opportunities. However, developing cooperation between the EA and 
angling organisations/representatives may be a very effective way of promoting angling 
opportunities within anglers’ own regions more generally.  
 
Should the partners on the Eden develop marketing and promotional materials, or new 
information sources, to promote angling opportunities in the catchment, then collaboration 
with the EA to publicise them seems a sensible approach. 
 



Figure 19. Information source 

 
 
4.4 Potential New ‘Eden Anglers’ 
 
Respondents were asked questions about what they spent on angling, whether they were 
interested in fishing in the catchment and what might help encourage them to do so. 
 
4.4.1 Value/Expenditure  
 
Respondents who had not fished on the Eden were asked to say what they had spent in 
their last 12 months angling. This allows for comparison with those who have fished on the 
Eden and also the value of the potential market to attract to the Eden. The overall spend per 
angler was £880.91. For ease of comparison included in the table below are the averages 
for those that fished on the Eden in 2013 shown in section 3.  Although the total average 
annual spend per angler is quite similar – for Eden anglers it was £803.53 – there are some 
significant differences in other areas. 

• Those who fished on the Eden spent less than half on travel (not including car travel) 
to what non-Eden anglers spent 

• Eden anglers spent more on accommodation and less on food and drink 

• Those that fished on the Eden in 2013 spent a significant amount more on club 
membership and tickets but much less on day or week tickets. 

 
Table 20. Expenditure (non Eden anglers) 
Item of Expenditure Response Total Response 

Average 
Average 
for Eden 
anglers 

2013 
Travel (not including private car travel) £188,396.00 £103.80 £43.68 

Accommodation £164,408.00 £90.58 £136.47 

Food and drink £209,497.00 £115.43 £67.10 

Fishing tackle £592,901.00 £326.67 £195.49 

Day or week tickets (club or 
syndicate) 

£225,934.00 £124.48 £37.41 

Club membership and season tickets £132,005.00 £72.73 £249.32 

Syndicate membership etc. £39,865.00 £21.96 £56.99 

Go Wild tickets £2,578.00 £1.42 £1.89 

Guiding / tuition £9,860.00 £5.43 £12.27 

Other £33,400.00 £18.40 £2.91 

Total £1,598,844.00 £880.91 £803.53 



4.4.2 Average distance travelled 
 
As with those who fished on the Eden, many anglers will travel a significant distance to go 
fishing. When asked how far they usually travelled to go fishing, 26.3% travelled between 
21-50 miles and 30.5% travelled more than 50 miles. However, 43.2% travelled less than 20 
miles on average. This does suggest that there is a considerable market of anglers who 
would be prepared to travel to fish on the Eden despite travel being one of the main barriers 
(see below).  
 
Figure 20. Average distance travelled for angling 

 
 
4.4.3 Overnight stays 
 
Figure 21. Overnight stays for angling 

 
 
As with those that fish on the Eden, most anglers (63.8%) do not stay overnight when going 
fishing. However, a significant minority do – 23.5% spend up to a week in overnight stays a 



year; and 7.2% between a week and two weeks. 5.8% of anglers spend over a fortnight 
away from home. To develop economic benefits for the local community and local 
businesses - as well as for local angling organisations – developing attractive offers of 
angling with accommodation for long weekends, week stays and fortnight stays may be a 
successful approach. This is an area where tourism agencies could help support new 
development. 
 
4.4.2 Market Potential  
 
i) Interest in angling on the Eden catchment 
 
In order to help gauge potential demand for fishing on the Eden, respondents were asked 
whether they were interested in going fishing on the Eden, and if so who they would be likely 
to go with. 79% of respondents had an interest in fishing on the Eden and only 21% had no 
interest – suggesting high potential demand for fishing on the catchment.  
 
The biggest proportion (40.6%) said that they were interested in going with friends and 
23.4% on their own. 11.3% were interested in going with their spouse and 8.3% with other 
family members (note these percentages do not add up to 100 as respondents could tick all 
that applied to them). 
 
This is important information for developing messages to encourage people to fish on the 
Eden, suggesting that there are a number of ‘niches’ (sole visitors, friends groups, 
family/partner visits etc.) around which angling offers could be constructed.  
 
Figure 22. Interest in angling on Eden 

 
ii) Influencing Factors 
 
In terms of what might attract anglers to fish on the Eden, ‘fishing in a beautiful rural 
environment’ was easily the most important aspect with 46% of respondents saying that was 
most important to them. This is very important as it is one of the Eden’s main attributes and 
can be used as the basis for attracting people there. However, it also suggests the 
importance of work to ensure that that environment is conserved and enhanced.  
 
In terms of catch factors, catching lots of fish (15.6%), catching wild fish (12.6%) and 
catching particular species (10.6%) were all important for a significant minority and in 
aggregate terms accounts for 38.8% of this sub-sample. Along with the evidence from 



existing Eden anglers, this emphasises the importance of protecting/enhancing wild fish 
stocks. 
 
Table 21. Influencing Factors 
Factors  Percentage  Count 
Catching a particular species of fish 10.6% 193 
Catching a number of fish 15.6% 283 
Catching wild fish 12.6% 229 
Fishing somewhere I won’t see other anglers 4.7% 86 
Fishing in a beautiful rural environment 46.0% 834 
Other (please specify) 1.3% 24 
I'm not interested in fishing on the Eden 9.1% 166 

 
4.5 Barriers and Overcoming them 
 
4.5.1 Barriers 
 
The main barrier to fishing on the Eden was cited as distance to travel. 29.9% said distance 
to travel was the most important reason and another 14.1% said cost of fuel.  
 
Figure 23. Barriers to fishing on the Eden 

 
 
This is also reflected when rating averages are considered. Whilst those are aspects that 
local organisations can do little about, 14.3% said lack of easily accessed information was 
the most important reason, which also came third in rating averages.  
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Table 22. Barriers (rating averages) 
Answer Options 1 (most  

important) 
2 3 Rating  

Average 
Distance to travel 542 242 205 1.28 

Cost of fuel/travel 256 370 221 0.95 

Lack of easily accessed information 259 121 129 0.63 

Work demands 149 172 137 0.51 

Cost of fishing 145 137 135 0.47 

Family demands 93 107 124 0.34 

Cost of accommodation 45 89 129 0.24 

Other 91 7 38 0.18 

I don’t want to fish on the  
Eden more often 

45 23 48 0.13 

Poor weather 13 47 72 0.11 

Poor physical access 21 24 25 0.07 

Decline in quality/number of fish stocks 18 23 34 0.07 

 
Interestingly decline in the number and quality of fish stocks was the least significant reason 
cited in contrast to the views of local anglers, although there were more blank entries on this 
option than any other – probably reflecting a lack of knowledge in this area. 
 
4.5.2 Overcoming Barriers 
 
Perceptions that the distance and cost of travel, the cost of fishing and the cost of 
accommodation are significant barriers re-emphasises the need for better provision of 
information and tailored packages that will help overcome these. For instance 30% of 
respondents who do not fish on the Eden catchment routinely travel more than 50 miles to 
go fishing (see 4.4.2). So to help overcome perceived barriers better information about 
fishing on the Eden might include information about: 

• Locations on the catchment closer to large population centres 

• Locations on the catchment close to anglers (possible undertaken in conjunction with 
the EA, utilising their database) 

• Good value angling opportunities (several clubs offer extremely inexpensive fishing 
for visitors; and special offers could be created at lower demand periods) 

• Discounted accommodation packages, potentially at lower demand periods 
 
In terms of other barriers, we asked respondents whether provision of better information and 
provision of more angling packages (such as angling and accommodation offers) would be 
more likely to attract them there. 
 
i) Improved Online Information 
 
In some other areas the provision of central, online information sources has helped increase 
angler numbers by providing a ‘one stop shop’ with detailed location and permit information 
as well as angler comment and feedback facilities13.  When asked if such information 
provision would make it more or less likely for respondents to fish on the Eden, 59% said 
that it would, just 0.8% said it would make it less likely and 40.3% said that it would make no 
difference. 
 
Table 23. Effect of Online Information 
If there was one central online information source, providing information about angling 
on the Eden catchment, would this make you more or less likely to fish on the Eden 

Percentage  Count 

More likely 59.0% 1,070 
Less likely 0.8% 14 
Make no difference 40.3% 731 

                                                
13

 www.assyntanglinginfo.org.uk  



 
These results should also be viewed in light of the low usage of some existing Eden angling 
websites by existing Eden anglers and, along with the barriers highlighted above, suggest 
the need for a re-vamped approach to providing information about angling on the Eden 
catchment. 
 
The beneficiaries from an increase in visitor numbers will be local angling clubs and riparian 
owners, local communities and visitor-related businesses. As such this sort of work could be 
supported by local and regional tourism agencies, local clubs and potentially input from local 
businesses (for example through advertising). 
 
ii) Angling Packages 
 
The provision of more angler packages, such as fishing and accommodation or fishing and 
guiding was even more popular, with 61.7% saying that this would make it more likely for 
them to fish on the Eden. As above, local tourism organisations as well as business or 
economic development agencies could support the development of this market. 
 
Table 24. Effect of Visitor Angling Packages 
If there were more visitor angler packages available on the Eden would this make you 
more likely or less likely to fish on the Eden 

Percentage  Count 

More likely 61.7% 1,119 
Less likely 1.2% 21 
Make no difference 37.2% 675 

 
iii) Preferred Booking Method 
 
We also asked respondents about how they liked to access their fishing. The biggest 
proportion (44.8%) wanted to be able to book fishing at a moment’s notice although in 
contrast 21.3% wanted to book and secure fishing in advance. 26.4% wanted a system that 
allowed them to roam to a number of different locations whilst just 5.9% wanted to secure a 
particular location. 
 
Figure 24. Preferred Booking Method 
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A number of rivers trusts offer angling ‘passports’ to help promote and provide fishing for 
anglers. This includes the Westcountry Angling Passport Scheme14, the Peak District’s 
Angling Passport15 and the Usk and Wye Foundation ‘Wild Streams’ and ‘Booking Office’ 
schemes16. 
 
The Eden Rivers Trust ‘Go Wild’ ticket scheme is similar to these models. There is a very 
strong argument that this should be properly reviewed, re-vamped and extended to help 
create access to the Eden catchment for visitors and new anglers, to open up access to 
waters where there is low demand/usage and to help maximise the economic benefits of 
increased visitor numbers. If this is combined with better monitoring of visitor numbers, along 
with the ability of anglers to feedback about catches and experiences, both ‘angling 
pressure’ on the catchment can also be evaluated and managed and better information can 
be provided to other potential visitors. 
 
As above development of such initiatives needs to be supported by both tourism and angling 
organisations. 
 
iv) Alternative fishing locations 

 

Anglers were also asked if they did not go fishing on the Eden, where they would go instead. 

Given the amount of those who fish for coarse fish and trout on still waters in this sample it is 

perhaps unsurprising that other still waters in the North West was the main preference with 

51.6% saying that this is where they would fish instead. A significant minority would fish 

elsewhere in the north of England and 14.2% in other North West rivers. 

 
Table 24. Alternative fishing locations 

Alternative fishing Percentage   Count 

Other North West rivers 14.2% 258 

Other North West still waters 51.6% 937 

Elsewhere in the north of England 18.2% 331 

Elsewhere in England 6.8% 123 

Scotland 3.2% 58 

Wales 3.9% 71 

N Ireland 0.1% 1 

Ireland 0.3% 6 

Other 1.7% 30 

 

4.5.3 Voluntary activities  
 

As with those who fished on the Eden, respondents who did not fish there were asked about 

their current and potential future volunteering. A larger proportion of the latter sample were 

not currently involved in any angling-related volunteering work – 78.2% compared to 57.4% 

of Eden anglers. This suggests that those who do fish on the Eden are more likely to take 

part in voluntary activities than a more general angler population. 

 

                                                
14

 http://www.westcountryangling.com/ 
15

 http://www.peakdistrict.gov.uk/__data/assets/pdf_file/0004/79186/anglingpassport.pdf 
16

 http://www.wyeuskfoundation.org/fishing/booking_office/  



Figure 25. Potential for Volunteering (non Eden anglers) 

 
 

However, there is relatively similar appetite for  being involved in volunteering roles in the 

future, with 37.1% interested in taking up some role. For non-Eden anglers there was slightly 

less appetite for environmental improvement work and environmental monitoring, but the 

differences are not great. Further analysis of the database and those anglers who have 

never fished on the Eden but are willing to be contacted by the ERT or REDFA might provide 

additional volunteer resources in the future. 
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5. Conclusions  
 
5.1 The Value of Eden Angling 
 
The average spend per angler respondent in the Eden catchment in 2013 was £803. Of all 
those surveyed (i.e. across all years) the average falls to £587. When displacement, leakage 
and multipliers are taken into account the estimated economic output (the direct spending 
and indirect effect of that spending) is £951.84 per angler in 2013.  
 
Using the estimated midpoint population of 1,500 individual anglers who fished on the Eden 
in 2013, this produces a total economic output of £1,427,760 equating to £613,936.80 of 
GVA. In terms of employment impact, using an average of £40,000 of economic output per 
one Full Time Equivalent job (Defra 2013), this expenditure equates to 35.7 FTEs in 2013. 
 
Spending patterns of those that do not fish on the Eden are almost identical in terms of total 
spend, although there are some differences in different categories of spend. 
 
This suggests that increasing both the frequency of those that have been fishing on the 
Eden at some point - in some cases attracting ‘lapsed’ Eden anglers – could have significant 
economic benefit. 
 
It also suggests that attracting those that have never fished on the Eden would increase 
spending by anglers in the Eden area by a significant amount per angler. However, two 
notes of caution are: 

• Figures for non-Eden anglers are their annual expenditure on angling related 
materials and services. It is unlikely that all (or even most) of this would be spent in 
the Eden even if they were attracted to weekend, week or even fortnightly stays. 

• Attracting those that do not currently fish on the Eden may displace spending that 
takes place elsewhere to the Eden catchment (from the evidence of this survey that 
could be elsewhere in the north of England). 

 
For local clubs and riparian owners, selling more visitor tickets and increasing local 
memberships would bring additional income into the clubs. That could be used to assist with 
sustainability, improving services and communication and relieving pressure on voluntary 
administrators. This could be an important element of club resilience. 
 
However, increasing frequency of existing Eden anglers, re-attracting lapsed Eden anglers 
and increasing numbers of visitors needs to be monitored and managed very carefully. The 
‘value’ of what Eden has to offer is in part its remote, rural and delicate environment, which 
needs protecting and enhancing as one of the main factors that attracts anglers. There is 
also concern amongst current and lapsed Eden anglers about the quality of fish stocks – 
‘better fish stocks’ was the most frequent area cited as ‘most important’ in overcoming 
barriers to increasing their fishing participation on the catchment.  
 
As such, conservation and work on stock protection and development – and monitoring of 
angling pressure - needs to go hand in hand with developing angling participation levels on 
the catchment.  
 
5.2 Social Value 
 
It is also clear that fishing on the Eden provides a social value to those that do it. A fifth of 
respondents said that angling on the Eden was a ‘fundamental part’ of their lives; with 
another 17% saying that it was important and provided them their main angling activity. 
 
Given the social benefits – including physical exercise, health and well being and accessing 
natural environments – that other studies have demonstrated, access to angling needs to be 
protected and increased for social as well as economic reasons. 
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Furthermore, the appetite of respondents for getting involved in coaching or guiding (11.4%) 
or other community-related work (5.5%), although smaller than some other areas, is 
nonetheless a significant resource of people given the population of anglers. As such, 
anglers need to be encouraged to make more of a positive contribution to the local 
community as well as getting benefits themselves from participation. 
 
5.3 Potential New Eden Anglers 
 
There is very significant interest amongst those who have never fished on the Eden 
catchment to go fishing there. 79% of respondents in this group were interested in fishing on 
the Eden, the biggest proportion with friends, but also a significant number on their own or 
with family members. Segmented information provision, with targeted messages, to these 
groups could help entice them to the catchment. 
 
As part of the survey we asked respondents if they were happy to be contacted by partners 
in this project (ERT and REDFA). A total of 1,184 of those that had never fished on the Eden 
gave this permission, providing a useful contact database for ongoing work and promotion. 
 
5.4 Overcoming Barriers 
 
Increasing the number of angler trips – from resident and visitor anglers – will increase the 
value of angling to the area, generating benefits to both local clubs and organisations as well 
as the local community and businesses. 
 
However, in order to do this, some barriers need to be overcome. 

• The main barriers for existing Eden anglers are predominantly travel (distance and 
cost) and time (work and family). Perceived declines in fish stocks also need to be 
addressed and access improved. 

• Travel is also a barrier for non-Eden anglers. However for these, raising awareness 
of angling on the Eden catchment and the provision of better quality information 
about angling on it are also very significant. 

 
Furthermore, in the former group are a significant proportion of anglers who have not fished 
on the Eden catchment for some time – about one fifth have not fished on the Eden for 
between two and five years and just under a quarter (23%) not for over five years. This 
group of ‘lapsed anglers’ is an obvious starting point for increasing angling participation and 
the number of angling trips to the Eden. 
 
5.5 Developing Angling Tourism  
 
In order to promote visiting anglers coming to the catchment there is a need to do a number 
of things. 
 
i) Improve the provision of information. 
 
The provision of high quality information (online, social media, print) – to raise awareness 
and publicise what fishing is on offer and how accessible it is as well as generate feedback – 
is important to all groups. However, it is particularly important for groups of ‘lapsed Eden 
anglers’ and ‘non-Eden anglers’. 
 
The development of a new, one-stop shop that centralises information provision and 
provides easy access to booking is important both for lapsed and non-Eden anglers.  
 
ii) Booking and permit systems 
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Such an online provision should sit alongside other visitor-related initiatives and could 
embrace new booking systems, passport schemes and tailored angling packages. This 
should reflect the different needs of anglers for roaming, pay-on-the-day and specific beat 
bookings. It should also make access and buying permits easier than it currently is in some 
cases. 
 
iii) Develop Angling Packages and segmented marketing. 
 
There are particular segments for whom angling packages can be developed: 

• Single visitors, anglers with spouses, families or friendship groups 

• Day visit, weekend/two night visit, week and longer visits 

• Those seeking specific species and times of the season (e.g. spring trout, coarse, 
autumn/winter grayling, salmon and sea trout) which can also extend the tourist 
season 

 
iv) Develop messaging 
 
Alongside a segmented approach to marketing messaging needs to be developed and might 
focus on: 

• Demonstrating comparative distances from population centres to a variety of angling 
locations (e.g. from Newcastle or Glasgow to the lower Eden; or from Manchester 
and Leeds to the Upper Eden catchment) 

• Publicising the quality of the river environment and the remote, rural beauty it often 
entails – this taps into anglers’ motivations which are often not solely about catching 
fish but often more about accessing natural environments, relaxing and ‘getting away 
from it’ 

• Publicising the availability and the low cost of much of the angling on offer in the 
catchment to help offset perceptions that angling is not available; advertise the 
variety that is on offer; and demonstrate that costs of travel can in some ways be 
offset by in some places value fishing 

• Making angling more accessible especially to the less able 
 
v) Get funded support 
 
To achieve these things, there is a need to get the support of local and regional tourism 
bodies and business/economic development agencies. The Environment Agency should 
also be encouraged to assist where possible. The current and potential future value of 
increasing angler visitors is demonstrated in this report and such organisations need to be 
encouraged to recognise this potential and support the development suggested here.  
 
5.6 Club resilience, young anglers and volunteers 
 
In the first stage of this work, most club officials who we interviewed said that they had falling 
membership – especially in younger age groups – and a lack of involvement from members 
in club administration and other work. Whilst not critical, this situation poses a risk to the 
future sustainability of angling and angling organisations on the Eden catchment. 
 
This survey has shown that: 

• Current and lapsed Eden anglers are on the whole older than both anglers surveyed 
for the National Angling Survey in 2012 as well as the respondent population to this 
survey.  

• There are very few respondents amongst the current/lapsed groups of those who 
have fished on the Eden in young age groups. 

• The appetite for taking part in some forms of volunteering, particularly environmental 
but also coaching/guiding, amongst both ‘Eden anglers’ and potential future Eden 
anglers is encouraging. Given the importance of improving the quality of fish stocks 
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and environmental conditions, as well as ongoing monitoring so that the special 
environment of the Eden thrives, this is a significant resource that could be tapped 
into. 

• However, there is very low interest in taking part in club administration and other club 
based work. 

• Club administration and especially the use of electronic communication with 
members, varies considerably amongst angling associations in the catchment 

 
These factors raise significant concerns about the sustainability of running clubs, the need 
for additional resources for them to thrive and be resilient and of the importance of 
encouraging young anglers and angling-based volunteering.  
 
i) Youth angling 
 
Encouraging young anglers is important both for the sport in general and the Eden 
catchment in particular. It is also important for young people who, as other research has 
shown, can receive significant benefits from participation in angling17. In the Stage 1 report 
we suggested that the work of organisations like Borderlines should be expanded and that 
greater cooperation/linking up between the educational work of the ERT and angling 
coaching providers could be developed. 
 
REDFA sees young angler recruitment and instruction as a key future strategy to reverse the 
increasing age profile of club membership and a  provide a firmer footing for club 
sustainability. REDFA has committed to support clubs in coordinating young angler events 
as an introduction to fishing, and is looking to develop a programme of further school based 
instruction through qualified instructors which will lead to practical fishing days and schemes 
to encourage club enrolment.  
 
However, this work needs financial support and approaches should be made to the 
Environment Agency, youth agencies, sports funders and angling development bodies such 
as the Angling Trust to support this work. 
 
ii) Club Development 
 
Angling clubs are facing a number of issues, including in some cases falling membership, 
low numbers of juniors, declining visitor ticket sales as well as concerns such as pollution 
and declining fish stocks (especially for species such as salmon). In addition, in recent years 
problems such as poor weather have hit angling participation. 
 
As such there is greater need than ever that angling clubs are resilient and able to withstand 
these challenges. 
 
Concerns of some clubs about increased angling pressure if participation numbers are 
increased need to be balanced with the opportunities that increased sales of membership 
and tickets could bring to make them more resilient in a time of economic pressure and 
falling and ageing membership.  
 
There is therefore a need to support angling clubs in the area so that they can: 

• Improve administrative systems to help reduce burdens on a few volunteers 

• Improve communication to resident and visitor anglers, as well as existing, lapsed 
and non-Eden anglers 

• Develop new angling offers, such as an extended passport scheme 

• Develop new booking systems and online information provision 

                                                
17

 Brown et al (2012) Fishing for Answers: Final report fo the social and community benefits of angling 
research, Manchester: Substance. See in particular Section 6 – Young people. Available as a free 
download at www.resopurces.anglingresearch.org.uk  
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As with youth development work, this will not happen without support. REDFA and ERT 
need the support of the Environment Agency (development/capacity building funding  and 
support) and Angling Trust (for instance through the Clubmark scheme) in helping to create 
resilient angling organisations. 
 
iii) Volunteering 
 
The appetite for volunteering in some areas is strong. Volunteering can support the work 
identified above, but should also help to increase the social value angling can deliver to 
participants. This research has helped generate a database of (existing and potentially new) 
Eden anglers that can be engaged and whom may themselves benefit from volunteering 
participation. 
 
There may also be opportunities of working in conjunction with the ERT’s Heritage Lottery 
project, Cherish Eden, to develop these areas of work and also engage more anglers in 
voluntary roles. However, support from the EA, Angling Trust and potentially volunteer 
coordination funding is also required. 
 
5.7 Priorities and Next Steps  
 
There are some clear priorities emerging from this work about how the social and economic 
benefits of angling can be enhanced as part of the Eden Fisheries Plan: 
 

• Increase the economic and social value that angling on the Eden delivers by 
increasing the amount of angling that current Eden anglers do and attracting lapsed 
and non-Eden anglers to the catchment to fish.  

• Help protect the future of angling on the Eden by working to create the next 
generation of anglers in the area. 

• Help protect angling organisations as the main delivery agents of angling’s value to 
the area by improving their organisational capacity. 

 
To do this will involve three elements: 
 
i) The development of a new visitor-angler focused tourism initiative which includes 
targeted and segmented marketing, online information provision and booking and visitor 
angler packages. The next steps should be communication to tourism and regional 
development agencies about the value of angling and the potential added value that can be 
delivered through increased angling tourism. 
 
ii) The development of a new youth angling project for the area involving cooperation 
between REDFA, ERT, clubs, riparian owners and organisations such as Borderlines. The 
next steps in this area needs to be presentation of findings to the EA and Angling Trust to as 
the lead angling development agencies in the country to seek their practical and financial 
support. 
 
iii) A club development and capacity-building programme that brings assistance to 
improve club administration and reinvigorate club membership. Presentation of findings to 
clubs and riparian owners already involved in both this survey and the Eden Fisheries Plan 
is a starting point to get ‘buy-in’ and common agreement; but it needs to be in conjunction 
with sourcing funding and support from the EA and Angling Trust. 
 
The existing partnership approach to the development of the Eden Fisheries Plan is a good 
basis from which to start. However, it will need a common understanding about what the 
objectives and expectations are and ongoing evaluation of impacts (economic, social, 
environmental) so that the ‘value’ of the Eden catchment is both realised and protected. 
 


